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clues to sales

First dramatic frlm series ever produced cxclusively for television by u
recognized | follywood studio— perfected blending of cinema and video arts-
that’s NBC's Public Prosecutor. Twenty-six compleie niystery dranws—enough for

a full year’s programming—are now ready for sponsorship.

Highlighted by more than a hundred featured Hollywood players and produced by
Jerry Fairbanks, Public Prosecutor makes the viewer part of the show.
The “personalized camera”, tight writing. concentration on close-ups and high

key lighting make it perfect filn entertainment for the home set screen.

As viewers watch for clues to crimes, they will also watch for the product story —
your story if you wish— presented at moments of peak interest.
Here is an unmistakable clue to sales, with television’s greatest network

and largest group of station affiliates at your service.

NBC Television

NATIONAL BROADCASTING COMPANY - 30 ROCKEFELLER PLAZA

A Service of Radio Corporation of America

film for

TELEVISION

SPECIAL ISSUE
$1.00

« NEW YORK
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There s only one combination —Telenews-INS — that —_—
offers comp[ctc TV news packag(‘s cmbracing five distinc-

[
tive services that make for the simplest, foolproof pro- ///&

. ity eelevisio '5 /'l"’-g
gramming 1n television: ?/ 4 /z \)
N
o
¢ Daily 10-minute newsreels * Spot news and news photos 5 -\ /aﬁ

* Weekly 20-minute newsreels * Teletype news for television

* Packaged combinations of above elements

FlUM L/IBRARY R/IGHTS — AT NO EXTRA COST

All Telenews-INS newsreel clients automatically re-

ceive—free of chargc—accunmlating library rights to

L”S all ilm furnished on a daily and weekly basis. This pro-
p P vides a daily flow of fresh, up-to-the-minute newsreel
< — footage which client stations can file in their libraries
and use at will whenever news events warrant. This

vital film library can be used very cﬁ(‘ctivcly to illus-
trate and document daily news events and dispatchcs.

A 7ESTED AND ESTABLISHED SUCCESS FROM COAST 7O COAST !

More than two-thirds of the presently operating TV sta-
tions are already carrying various Telenews-INS shows as
an integral part of their news programming:

(BS Television Network DuMont Television Network Don Lee, Los Angeles
WBAL-TV, Baltimore WLWT, Cincinnati WTMJ-TV, Milwaukee
WBEN-TV, Buffalo KSD-TV, St. Louis WNTTG, Washington
WBKB, Chicago WMAR-TV, Baltimore WTVR, Richmond
WBZ-TV, Boston WPTZ, Philadelphio WWIJ-TV, Detroit
WFIL-TV, Philadelphio WRGB, Schenectady WSPD-TV, Toledo

KTLA. Los Angeles

BESURE 70 CHECK RATES FOR YOUR TERRITORY NOW ./

INTERNATIONAL TELENEWS . INTERNATIONAL
NEWS SERVICE PRODUCTIONS, INC. NEWS PHOTOS

Television Sales Manager: Robert H. Reid * 235 East 45th Street, New York 17, N. Y.



Nationwide network television now

... through DuMont Télefranscripfion*

* Teletranseription is the Du Mont pro-
cess of transcribing a‘complete television pro-
gram on film, When telecast, your audience
can see and hear precisely the same high qual-
ity entertainment as the original live program
... and they can see it and hear it over any
television station anywhere . .. at any time.

T H E N ATI ON'S
August, 1948

If you are an advertiser, you can produce your program live over
thes DuMont Eastern Seaboard Network, and distribute your
costs nationally by playing teletranscriptions-on other television
stations from coast to coast.

If you are a station operator, you can affiliate with the DuMont
Television Network and start receiving network quality pro-
grams and national advertising billing iimmediately.

For complete information and costs, write or wire

Du Mont Television Network

T E L EVIS ! o N 515 Madison Avenue

n T New York 22, New York
w

n K

W O N T HE WwWORVLD



Volume V, Number 8, August 1948

contents

TELEVISION Magazine presents for the first time a special issue on
FILMS FOR TELEVISION

Film Recording 19
Film Commercials 21
Hollywood 23
Fundamentals 24
Candid Camera 27
Newsreels 29
Care and Handling 35
Station Film Departments 39
Television Techniques 42
Programming 48
Film Stock 52
Distribution 56

In addition the following reqgular departments are included:
STATUS REPORT 6

Industry facts arnd figures on operating stations,
circulation, advertising and production

TELESCOPE 8
News and views
AUDIENCE RESEARCH 12

Camels, Ballantine's and Chesterfields lead in sponsor identification;
Texaco program most popular studio show

WASHINGTON 58
Applications filed, CPs issued and withdrawals
MERCHANDISING 61

Analysis of a successful promotional campaign
conducted by a Baltimore retailer

ADVERTISING 64
412 advertisers on television during July; category breakdown
BREAKDOWN OF STATION OPERATIONS 72

Analysis of program structure and commercial time

Freverick A. KuceL Mary GANNON MEeLvIN A. GOLDBERC
Editor and Publisher Managing Editor News Editor
EiLEeN MAHONEY RicHArD Rose MonroE J. WEINTRAUB
Reader Service Art Director Circulation Manager
WiLLiam E. Moore Ken Epwarps JacksoN Duse
Business Manager Hollywood Promotion

Published monthly by Frederick Kugel Company, 600 Madison Ave.,, New York 22, N. Y.
Single copy, 50 cents. Yearly subscription in the United States, its possessions and
nations of the Pan American Union, $5.00; in Canada, $5.50; elsewhere, $6.00. Entered
as second class matter February 20, 1945, at the postoffice at New York, New York,
under the act of March 8, 1879. Copyright 1948 by Frederick Kugel Company. Ail rights
reserved. Editorial content may mnot be reproduced in any form without permission.

TELEVISION STATION

WATY

The Family Station serving
Metropolitan New York and
New Jersey, with 50,000 watts

of effective radiated power,
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Which of these lovelies will be voted

Miss Rheingold 1949 7

| wATCH FOR THEM ON YOUR TELEVISION SCREEN |

30 YEARS

OF “VISUAL KNOW-HOW"”
applied to Television

The technique of making films for tele-
vision isn’t something you learn from a
book...or from shooting a lot of news-
reel footage.

Caravel learned the hard way — by
making hundreds of successful films to
promote sales.

We suggest you profit the easy way

by bringing your television problems
to Caravel.

I’I‘ WAS A HAPPY DAY for us when Caravel was selected by

Foote, Cone & Belding to produce its first Rheingold
Television Film. But don’t think for a minute this was an
easy assignment ...

It’s one thing to capture a graceful pose, a charming
smile by still photography . .. it’s quite another to give
models speaking parts and present them naturally on
screen.

Then, too, the script called for a parade—with bottles in
the guise of field artillery...cans parading as ski-troopers
...and the reviewing stand packed with enthusiastic little
manikins.

A top-flight advertising agency doesn’t assign a job like
this to novices. It can’t afford to! And neither can you—if
you expect to use films for TELEVISION and to make them
pay/!

CARAVEL FILMS

INCORPORATED
New York ¢ 730 Fifth Avenue * Tel. Clrcle 7-6111 | Detroit * 3010 Book Tower °* Tel. CAdillac 6617
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RCA EQUIPMENT CABINETS for small
rack-mounting vnitts, such as monoscope

camera, studio I lifiers ¢ d Y . o p :
el il eiwoEYoYa G eI ou see here the transmitter room that is being delivered to more
test gquipment, power soppliss, eic. than thirty television stations . . . complete, and RCA throughout.

As practical, we believe, as an AM station transmitter room,
this layout has the proper equipment you need to put high-quality
picture-and-sound signals on the air—reliably, and with surpris-
ingly little supervision. It includes: a combined 5-kw picture and
2.5-kw FM sound transmitter; a complete transmitter control con-
sole; a vestigial side-band filter; a dummy load; an antenna coup-
ling network; sound-and-picture input antenna coupling network;
sound-and-picture input amplifiers; and frequency and modula-
tion monitors.

Why the overwhelming acceptance for this transmitter room
...and all other RCA television equipment?

RCA DUMMY LOAD. For testing and It’s the thoroughness with which RCA TV equipment is de-
measuring power output. This unit con- . o) 5 . " . 8 .
sists of a coaxial line, the inner conductor signed. It’s the practical engineering experience behind it—more

of which is a water-cooled resistor.

of it than any other television equipment manufacturer. It’s the
completeness of the line . . . with one equipment source for every-
thing you need in your station. It’s the undivided responsibility
RCA assumes for all equipment you buy. It’s the unbroken record
of past performance and service to the industry.

Nothing to planning a television station—when you let an RCA
Television Specialist help you. Call him in. Or write Dept. 90 -1,
RCA Engineering Products Division, Camden, N. J.

74 - .
e thing in TV~
L1
One Source for Every RC4
L-F ANTENNA DIPLEXER (left) AND THE RCA CONTROL CONSOLE for "'push-button’ control THE RCA 5-KW TV TRANSMITTER (plus 2.5 kw for
VESTIGIAL SIDE-BAND FILTER (right). of your transmitter room. Handles both picture and FM sound). Full picture-and-sound power on your
Diplexer makes it practical to use one sound transmitters, a turntable, and an announce channel. High-level modulation. Meter-tuned, nar-
antenna for picture-and-sound signals. microphone. Includes power switches, picture and row-band drivers. Only one class B stage to adjust,
Side-band filter partially suppresses one sound monitors, switching circuits, antenna cur- No neutralizing of PA. Built for “walk-in.”" De-

sideband. No adjustments required. rent meters —and on oscilloscope, livery being made to more than 30 stations.




COMPLETE TRANSMITTER ROOM — by RCA

More =1an 30 rooms like this one are
going rc television stations. The enfire
layout is designed to be used adjccent
to yous TV studio control room...or ot
a remofe control location

FELEVISION BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN, N.J.

In Canada: RC A VICTOR Company Llimited, Montreal




STATUS REPORT

ADVERTISING; 412 advertisers sponsored programs over television during July
as compared to the June figure of 374. Of this number, 310 continued spon-
sorship, 64 withdrew and 102 new advertisers placed tv business. The July

1948 figure of 412 shows an increase of 549% over the July 1947 figures of 75
advertisers.

STATION STATUS: Gala opening of WJZ-TV this month gave the New York area its
sixth station. In Los Angeles, KFI-TV started experimental commercial pro-
gramming on a six hour a week basis, prior to its formal opening on October
6th. This brings the total to 33 operating stations, 89 CPs and 298 applica-
tions pending. List of operating stations now reads as follows:

New York Washington Buffalo Milwaukee
wggg WNBW WBEN-TV WTMJ-TV
WCBS.TV wite Cleveland-Ajron St. PaulMinneapalis
WP%XT Richmond Cincinnati 2
ko WTVR WLW-T St. Louts
WATV Bond . KSD-TV

Philadelphia ke Detroit .
WPTZ WBZ-TV WWJ-TV Salt Lake City
WCAU-TV N WI‘;{ AC-TV Tovlﬁdo oy KDYL-TV
WFIL-TV ew Haven SPD- Los Angeles

Baltimore WNHC-TV Chicago KTLA
WBAL-TV Schenectady WBKB KTSL-W6XAO
WMAR-TV WRGB WGN-TV KFL-TV

RECEIVER CIRCULATION: The following figures on receiver installation in each
city area are obtained from the most reliable sources available. However in
many cases, stations and distributors giving us this information claim that
they cannot vouch for the complete accuracy of the figures. Due to the fact
that as yet there is no standard set-up for accurate recording of set instal-
lations, we again present the following figures as the best obtainable esti-
mates rather than as a verified count:

New York 270,000 Boston 12,654 Cinecinnati 4,000

Philadelphia 52,000 Detroit 9,050 Buffalo 4,000

Los Angeles 30,000 Cleveland-Akron 8,390 New Haven 8,000

Chicago 28,739 Toledo 1,500 Richmond 2,933

Washington 15,500 St. Louis 8,200 Schenectady 3,687

Baltimore 14,000 St. Paul-Minneapolis 4,600 Salt Lake City 750
Milwaukee 4,142

RECEIVER PRODUCTION: 64,353 television sets were reported through RMA for
the month of June. This represents an increase of 14,176 over the 50,177
sets produced in May, or a total of 278,896 receivers manufactured in the
first half of '48.

TELEVISION MAGAZINE'S ADVERTISING INDEX RECEIVER PRODUCTION INDEX
400 - B 80,000 -

350 — =N 70,000 —

300 — - ( 60,000 — _}

250 _ 50,000 —

200 - 40,000 —

150 _ 30,000 —

100 — 20,000 — ‘
50 — ..I|II 10,000 — I'I :

Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Deec. Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec.

Black blocks show the 1947 figures, while the white lines Indicate the 1948 totals.

Television



Bat Wings b

4
r.[;wy’rp atop the WCAU television tower 735 feet above the street in
Philadelphia . . . America’s third largest city and second largest in the
number of set owners. ... WCAU-TV with its combination of height
and power reaches into thousands of homes. Its program popularity

puts pull into that reach, making television a potent advertising medium.

,j AU you're in Philadelphia """
| » il

CBS AFFILIATE —FAX

THE PHILADELPHIA BULLETIN STATIONS
August, 1948



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

Represented Nationally by

ABC SPOT SALES

[ELESGOPE

Trade talk has it that Procter & Gamble has projected television audi-
ence figures to the point where, by the spring of 1951, rebates on AM time
must be made. Major problem that AM management knew would face them
some day is now here. Sooner or later AM advertisers were bound to take
into consideration that as the television audience goes up, the AM audi-
ence goes down.

DuMont's revolutionary new program structure which will start around
September 15th can have tremendcus effect on both TV and AM broad-
casting. Undoubtedly it will be one of the boldest experiments and will
have the entire industry closely studying this project . . . A.T.&T. will
shortly lower their rates for networking television programs. Hearing

before the FCC on the schedule which went into effect May 1st is sched-
uled for fall.

Philco has contracted for Sunday night dramatic presentation of past
Broadway hits to be aired over the NBC network . . . Whitehall Pharma-
ceutical (Kolynos and Anacin) will sponsor “Mary Kay and Johnny” on
Sundays over WNBT. Show was formerly a DuMont sustainer . . . Macy’s
has contracted for a half-hour program over WABD.

ABC has snared Bristol-Myers’ “Break the Bank” program for simul-
taneous AM-TV broadcast. Agency is Doherty, Clifford & Shenfield. Con-
tract which runs for 52 weeks will start October 22nd over WJZ-TV and
will be relayed to other stations on the ABC metwork . . . Bates Fabrics

has signed for a 52 week, 20-minute program over NBC. Agency is James
P. Sawyer.

Disney Hat Division of the Lee Hat Company will sponsor the NBC
Sunday newsreel over 19 stations.

Interesting in its implications is the cooperative show designed by
Newell-Emmett for five of their clients. Accounts include the Sherwin-
Williams Company, Proctor Electric Company, Sylvania Electric Products,
Inc., International Silver Company (Holmes & Edwards Division) and
Sunshine Biscuits, Inc.—each of whom will buy a 10-minute segment.
These will be integrated into a 50-minute show, emceed by Mary Margaret
McBride. Agency aim is to reduce the cost, with each account sharing
talent and purchasing small time segments, thereby enabling a sponsor to
test television at a comparatively small cost. Thus advertising hudgets in
other media will not be impaired.

Lucky Strike will sponsor eight Ivy League games over WABD in addi-
tion to the Northwestern games over WBKB and the NBC network schedule
of gridiron events. Agency is N. W. Ayer . . . The Local Chevrolet Dealers
Association will sponsor the Yankee pro football games over WABD.

Gulf has added a new program by Bob Smith over the NBC network
and dropped their “You Are An Artist” show. Rumor has it that the TV
segment of “We The People” will be cancelled . . . Julius Kayser is also
slated for a weekly program over the NBC network.

Important to stations trying to build up their TV revenue is WBKB’s
plan to sell their test pattern time . . . Significant is ANA’s decision to
devote a session to TV in their fall meeting October 26th. Charles Durban,
ATS prexy and assistant director of advertising for U. S. Rubber, heads
up the television committee.

WSB-TV, Atlanta, and WBAP-TV, Fort Worth Star Telegram station
are due to open around September 29th . . . WAVE-TV, first television
outlet in Louisville, starts October 15th.

With the mid-West section of AT&T’s network due to go into operation
by the end of September, ABC stands in the best spot of any of the nets
for utilizing these facilities. Web’s Chicago and Detroit stations will give
them program origination sources. Network will link Buffalo, Cleveland,
Detroit, Toledo, Chicago, Milwaukee and St. Louis. Completion of the
Philadelphia-Cleveland line will connect the mid-West to the Eastern sea-
board by December.

Television



Takes all kinds...!

For any advertiser who wants to attract

a major audience and keep it coming back
ALEXANDER KORDA FILMS. .. full length for more . .. make conversation and comment
features with well known stars...one a week. among customers . . . promote prestige, build
business and better sales ... WPIX presents a
wide variety of remote pick-ups and studio
productions...children’s shows, sports events,
pertinent programs for the homemakers,
comprehensive news coverage, public service
presenlalions, comedy, drama, movies.. .offers
an unusual opportunity to reach a growing
market—well worth theeffort now...and fron
here on in!

For full facts, production costs, and time
rates on currently available programs.. . just

write, wire or phone ... WPIX, The News
REEL AND RIFLE...Stan Smith reports hunting Television Station, 220 East 42nd St., New
and fishing news, interviews sportsmen... weekly. York 22, New York.

TEEN CANTEEN. . .serial variety show with
Kathi Norris and Danny Webb . .. Tuesday nights,




IN BALTIMORE

WBAL

and only W/BAL
OFFERS BOTH!

Tlle Greatest Shows T 11e Qreatest Sl‘lOWS
in Radio in Television
are on WBAL are on WBAL-TV
1090 Ki]ocyc]es * 50,000 Watts 32,600 Watts (Ef{ective Radiated Power)
NBC Affiliate Channel 11 » NBC Affiliate

10 Television



TV STATIONS—-STAND BY!

Here’s what you’ve been waiting for:

"Ready Made" film commercials

MOVIE ADVERTISING BUREAU and its Member Companies: an-
nounce that their entire library of current syndicated advertising films,
covering over sixty different lines of business and heretofore released
only in theatres are now available for television.

Here are a few Classifications

Home Appliances Jewelry

Furniture Restaurants

Auto Service Stations Department Stores
Garages Institutional
Men's Wear Building Materials
Banks Insurance
Plumbing & Heating Dry Cleaning
Food Drugs

Hardware Bakeries

Ladies Wear Heating Fuel
Auto Accessories Coffee

A number of prominent National Advertisers and thousands of local merchants
are currently using our service, in thousands of theatres. Now, for the first time
this service, backed by thirty years of experience, is available to TV Stations in
series of 13 or 26 spot announcements, for sale to their local advertiser. Let us
show you how these films can fit into your program.

Write or Phone—TV Department
MOVIE ADVERTISING BUREAU
Eastern Office: 70 East 45th Street, New York 17, N. Y.
Phone MUrray Hill 6-3717

Member Companies:

Motion Picture Adv. Service Co., Inc., New Orleans.
United Film Service, Inc., Kansas City

August, 1948
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TELEVISION MAGAZINE
AUDIENCE RESEARCH

HIS month’s surveyv of the television audience in
the New York City area reveals Camels as the
advertiser on television named most often, with Ballan-
tine’s, Chesterfields and Lucky Strikes close behind.
Of the 200 completed calls made by the C. E. Hooper
Company for our cumulative effect survey, 59% of the
respondents were women, 41% men. The question used
was the same as in previous months, “Name three
advertisers on television”.
An average of 2.81 advertisers was mentioned.
Here is a list of those advertisers named by at least
49 of the televiewers interviewed.

Sponsors of Regular Programs
Men Women Total
Camels 32% 31% 31%
Fox-Movietone Newsreel; ¢
times weekly; 7:50-8:00 PM—
WNBT.
Ballantine’s Beer 33 23 28
N.Y. Yankee baseball games—
WABD.
Chesterfields 31 22 26
N.Y. Giant baseball games—
WNBT.
Lucky Strikes 30 22 26
Spots; 5 times weekly; 7 PM—
WABD. 8 PM, Sat. & Sun. and
8:15 PM Thurs. — WCBS-TV.
‘“‘Barney Blake, Police Report-
er,” Thurs.,, 9:30-10:00 PM—
WNBT. (Taken off in July).
Ford 18 14 16
One-third sponsor of Brooklyn
Dodger basebal] games

WCBS-TV.

Texaco 17 13 15
Texaco Star Theater; Tu. 8-9
PM—WNBT.

Kraft 14 14 14

Kraft Television Theater; Wed.

1 9-10 PM—WNRBT.

DuMont Telesets 9 18 13
Amateur Hour; Sun. 7-8 PM—
WABD. Spots, 5 times weekly—
WABD.

Old Geld 14 11
Two-thirds sponsor of Brooklyn
Dodger baseball games —
WCBS-TV.

Gillette 7
Boxing, Cavalcade of Sports;
Mon. & Fri.—WNBT.

Davega* 5 7 6
“Stop Me If You Heard This
One;” Fri. 8:30-9:00 PM—
WNBT.

Gulf 4 6
“We The People,” Tu. 9 PM—
WCBS-TV. “You Are An Ar-
tist,” Thurs. 9-9:15 PM —
WNBT.

Maxwell House 6 6
“Try and Do It,” Sun. 8:30 PM
—WNRBT.

Chevrolet d 3 4
“Telenews,” Tu. 7:40-8:00 PM
—WABD.

Swift ‘ 4 4
“The Swift Show,” Th. 8:30-
9:00 PM—WNBT.
*RCA television sets are advertised on the Davega pro-

12

Camels, Ballantine's mentioned most often;
Texaco program most popular studio show.

gram, Totals include the viewers:who named RCA as
the sponsor.

Spot Sponsorship
Results over the past year conclusively show the
tremendous sponsor identification possible through the
use of spots. Philip Morris has only been on WABD
since May, CBS and WNBT since June and has received
a sponsor identification of 12, which rates them 10th
in sponsor identification as compared to such strong
programmers as Camels, Ford, Texaco, Kraft and
others.
Men Women Total

Philip Morris—WCBS-TV, WNBT,

WABD 5% 19% 129
Botany Weather WABD,

WNBT 3 3 3
Sanka—Weather—WABD 3 3 3
Bulova — Time spots — WNBT,

WCBS-TV & WPIX. 1 4 2

Sports and Variety Programs are Favorites

Three variety shows have now taken over as the
“favorite television programs other than sports” of the
New York television audience. The rise of the Texaco
Star Theater and Toast of the Town have been most
spectacular and are by far the most popular shows on
television.

Here are the programs mentioned most often in
answer to the question, “What is your favorite tele-
vision program?” If a sport or sports was mentioned,
the respondent was asked for a ‘“‘favorite other than
sports.”

Favorite Program

Men Women Total

Sports 51% 149% 329
Sports generally 11 3 7
Baseball 28 7 17
Fights 9 1 5
Wrestling 3 3 3

Texaco Star Theater—Milton Berle 22 32 27
Texaco, WNBT, Tu. 8-9 PM

Toast of the Town—Ed Sullivan 20 19 20
Unsp., WCBS-TV, Sun. 9-10 PM

Amateur Hour 3 9 6
DuMont Telesets, WABD, Sun.,

7-8 PM
Feature Films and Movies 1 6 4
Children’s Programs 1 6 4

Howdy Doody WNBT
Small Fry—WABD
Pixie Playtime—WPIX

KKraft Television Theater 4 3 3
Kraft, WNBT, Wed. 9-10 PM

Theater Plays (Unspecified) 3 1

Gulf Programs 4 2 3

You Are An Artist, WNBT,
Thurs.,, 9 PM. We The People,
WCBS-TV, Tu. 9 PM
Americana 1 3 2
Firestone, WNBT, Mon., 8:30 PM

In an effort to determine the cumulative effect of television
commercials, the degree of retention of the advertisers’ name
and program popularity, TELEVISION magazine each month
sends a list of questions to C. E. Hooper Inc. for the purpose
of interviewing by telephone a representative sample of 200
of the television set owners in New York. This is an exclusive
TELEVISION magazine survey and is fully copyrighted.

Television



KEY STATION IN NEW YORK

AB C TELEVISION NETWORK

August, 1948

CHANNEL 7

ADVERTISERS

This is the time for all sponsors
interested in television to nail
down valuable time periods for
present and future use.
Television franchises are very
restricted and will continue 50
Sfor a long time to come.

ABC has the video facilities,
experience, and know-how you
are looking for. A remarkable
opportunity is yours on
ABC-TV if you act now.

Make this a red-letter day for
your sales-by-television. Begin
by making your plans today.
Ask for the complete story of
ABC television.

Tuesday, August 10—a red-letter day in ABC
television. Why ? Because it marks the beginning
of transmission from W]Z-TV, ABC’s key sta-
tion in New York . . . on Channel 7, right
smack in the middle of the dial.

WJZ-TV is ABC’s first owned-and-operated
station to go on the air. But before the year is
out, four more ABC stations will be telecasting

.. all on Channel 7. WENR-TV, Chicago, will
cover the nation’s number two market, begin-
ning next month. In Detroit, WXYZ-TV goes
on the air in October. KECA-TV will telecast
to Los Angeles in November and KGO-TV in
San Francisco starts transmitting in December.

In addition to the above owned-and-operated
stations, ABC has already announced affiliations
with . ..

WFIL-TV, Philadelphia KFMB-TV, San Diego

WNAC-TV, Boston wDSU-TV, New Orleans

WMAL-TV, Washington WSPD-TV, Toledo

WAAM,  Baltimore WAGE-TV, Syracuse

WTCN-TV, Minneapolis WBAP-TV, Fort Worth
WSEE, St. Petersburg—Tampa

By the end of 1948, ABC will have a network
of from thirty to forty television stations!

— For what's
A B — worth watching

American Broadcasting Company

13



In the past eleven and a half years—Jan. 1, 1937, to July 1,
1948_Wi|diné has produced or now has in work a total of
549 sound motion pictures, sponsored by American business

and industry.

That steady flow of creative output in 138 months averages

one new production released each week.

A greater part of these pictures were designed to sell ideas,
merchandise and services. Customers who selected \Vilding
must be confident we make pictures that sell. The same
skills in writing and in production will sell from the television
screen, it has been proved, just as powerfu"y and as persist-

ently as from the motion picture screen.

Creators and Producers A telephone call
of Sound Motion Pictures to the nearest Wilding office
for Commercial, Educational can arrange a é’wwing
and Television App[icah'on of any of these pictures

i

Wilding Picture Productions, Inec.

NEW YORK ® CLEVELAND ® DETROIT e CHICAGO e HOLLYWOOD

14 Television



ﬂn its endeavor to bring Detroiters a diversity of entertainment, WWJ-TV,

Michigan's first television station, has added weekly televised broadcasts of

the Detroit Symphony Orchestra to its-ever-growing list of program features. Compli-
ments received from the thousands of television set owners in Detroit attest

to WWJ-TV's perfection in technique during the first broadcasts of the Symphony.

It marks another milestone in the progress of WWJ-TV, which, in its second

year of operation, has already become an -effective advertising

medium in this multi-billion dollar market.

Yy "

ADDED
ATTRACTION

FIRST IN MICHIGAN . . . Owned ond Operated by THE'DETROIT NEWS | @
———
Notional Representotives: THE GEORGE P. HOLLINGBERY CQMPANY

ASSOCIATE AM-FM STATION wWwJ i NBC Telovision Network

August, 1948 15



WHAT'S NEW IN TELEVISION?
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Report From a TV

Spot Announcement Advertiser...

FOR THE PAST 30 weeks Irwin Schaffer, Philadel-
phia antique dealer, has had a twenty-second spot
announcement on WPTZ each Sunday evening.
These spots feature a unique variety of antique lamps
and gifts.

Here are the results, as reported in a letter from
Mr. Schaffer:

‘At this time I would like to express my enthu-
siasm for television as a medium for advertising.
Over a petiod of six months, | find that there has
been an appreciable increase in my business. Of the
various types of advertising 1 have been using, a
‘customer check’ has shown that television is by far
my best channel . . . Although we have been in the
antique business for many years, we are comparatively
new in our specialty of antique lamps. I can safely say
that we have now added approximately 500 customers.

“WPTZ, in their tireless effort, created just the
right sort of film to show the public the type of store
we have. The fact that the store and our merchandise
can now be seen in television, and in the excellent
way presented by WPTZ, has gained for us the
people’s confidence and interest.

“Television is new . . . but to me it’s no longer an
experiment, but a fact proven by WPTZ in their high
standard of production.”

If you would like to see a copy of Mr. Schaffer’s
two-page letter, please drop us a line. If you would
like information on spot and program availabilities
or the facilities which WPTZ has to offer television
advertisers, never mind writing—call us collect.

PHILCO TELEVISION BROADCASTING CORPORATION

1800 Architects Building L] Philadelphia 3, Penna.

WPTZ FIRST IN TELEVISION IN PHILADELPHIA
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23% of total programming hours and approximately 64% of commercials
are on film. With the growing importance of films in television, the need
for an understanding of film production and its application to television
is essential.

Film production and distribution is an old art. But the adaptation
of established film principals to television has opened a new road and
has been the spur for further experimentation and development. Much new
equipment and a variation of techniques are emerging, No one person and
no one company has all the answers.

The information presented in this special Film Edition is in keeping
with TELEVISION magazine's original objective inaugurated more than four
years ago...to prepare the advertiser, agency and station for television
...to keep them well informed on the many different phases of the indus-
try's development.

It is not the purpose of this special Film Edition to enter into any
needless controversy of the importance of films versus studio program-
ming. There are certain things for which film is definitely better
suited. On the other hand, there are many programs which would lase the
very uniqueness of television, if they were not "live'.

It is our sincere hope that the data contained in these pages will
be of practical use to the television industry. There are no secret
processes, no world shaking techniques and, with the exception of film
recording, nothing revolutionary. Basically the use of film in tele-
vision is the application of fundamentals used in motion picture film
production for many years. However, the information presented here
should give advertisers and their agencies some idea of why films cost
money and how to get the most out of their television advertising and
programming. It should give producers and equipment manufacturers a
better understanding of the problems of the television advertiser and
station.

In the compilation of this material, we are indebted to the many
nishing information, and in particular to H. G. Christensen for his in-
nshing information, and in particular to H. G. Christensen for his inval-

valuable editorial aid.
Ghredenich A. /(qu/
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V's MAJOR ADVANCE IN 348!

On December 10, 1947, Paramount Pictures Inc. gave the
Television Broadcasters Association (assembled at the Wal-
dorf-Astoria) a first-showing of transcriptions of various
types of programs recorded off the air on 35-mm film in the
booth of the Paramount Theatre, New York.

It was explained that these recordings could be used for
simultaneous theatre projection, for television program
syndication, for reference purposes and in many other ways
which will improve television programming. Since that
time, the use of television transcriptions has grown exten-
sively. We have recorded shows for networks, advertisers.
advertising agencies and package producers. These tran-
scriptions have been re-broadcast over stations in New York,
Chicago, St. Louis and Los Angeles. Transcriptions of the
recent political conventions were telecast in Chicago and
Los Angeles a few hours after their recording.

Paramount recordings were designed to meet the competi-
tive test of theatrical 35-mm motion pictures. And when
broadcast to the smaller TV screen the quality is even better.
Similar apparatus will soon be available in Hollywood and
Chicago.

You can share this advancement now.

GET

IN TOUCH WITH

on
35-mm or 16-mm Motion Picture Film

Instantaneous Iranscriptions
of Television Programs

VIDEO TRANSCRIPTIONS MEAN BETTER PROGRAMS

You can add pacing and sparkle through
editing.

You can use a rehearsal recording for au-
dience-testing . . . for study, timing, polishing
and planning retakes.

You can be sure your commercials are
broadcast exactly as okayed by the sponsor.

You can schedule shows when and where
you need sales pressure . .. repeat shows as
audiences grow . . . amortize costs over many
markets . . . forget time differentials and the
lack of coaxial networks.

You’ll save audition time . . . speed up
policy decisions . . . get quick approval from
distant executives . . . settle client-agency-
talent differences of opinion and recollection.

You can copyright your tele-show (it’s the
only form in which it can be protected in its
entirety under existing law).

You’ll have an impressive new promo-
tional tool in your sales kit for use at sales
conventions, product exhibits, business
luncheons and gatherings of dealers, sales-
men and employees.

C@d/’d/]lﬂdﬂf %ﬂ CW/M

NEW YORK OFFICE + 1501 BROADWAY - BRYANT 9-8700

A SERVICE OF THE PARAMOUNT TELEVISION NETWORK
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NDOUBTEDLY the process of

filming programs directly off
the face of the cathode ray tube will
be a major factor in television. Du-
Mont, NBC, and Paramount have
all successfully demonstrated the
practicability of this method of
transcribing video programs. CBS
has placed their order with Eastman
Kodak for film recorders and will
have delivery early this fall. ABC
has done the same with the Wall
Camera Company. WPIX, the Daily
News station, is working closely
with Paramount. Television Relays,
a newly formed concern in Los An-
geles, has developed equipment in-
corporating the Berndt-Bach Auri-
con camera and plans to lease this
equipment to stations and agencies
on a footage basis.

Obviously, film recordings will be
a tremendous boon for the local sta-
tions in lieu of an electronic net-
work. It will supply them with
sorely needed programming. The
national advertiser will no longer
have to wait for cables or radio re-
lays to hook up the country. It will
be a big help in auditioning new
programs and is about the most ef-
fective method of copyrighting tele-
vision programs. It will form one of
the bases for theater television. And
it will certainly open up many new
channels not even envisioned today.
Legal Clearances

But there are obstacles and prob-
lems still to be worked out. Natur-
ally, there is the all-important union
question. At present it would seem
that some agreement may be worked
out whereby the telecasts of film
recordings by network affiliated sta-
tions will be considered in the de-
layed broadcast category. However,
repeat use of these canned programs
will probably mean a new set of
charges.

The question of rights is one of
the biggest humps to be surmount-
ed. Here are some of the main clear-
ances which must be obtained:

1. Music—In addition to normal
clearances for regular telecasting,
station must also secure the right
to record and retelecast.
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2. Musicians—Their performance
is subject to additional clearances
when the film recording process is
involved. Present temporary ar-
rangement with the AFM lists this
under the delayed broadcast cate-
gory until such time as the final
contract is signed.

3. Literary rights must be ob-
tained both for a single delayed
broadecast and also for holding film
and utilizing it later as a repeat
medium.

4. Performance—Performers in
television have to relinquish their
rights so that a film record may be
made and reused.

These are the major points but
there are many others revolving
around property and labor rights.
Network Plans

Both NBC and DuMont have
pretty much the same operational
plan with the main emphasis on ex-
tension of their network service.
The cost of the film recording will
be included in the full network
price.

Both nets have extensive plans
for syndicating programs by this
method for the local stations. Du-
Mont has already recorded many of
its sustaining shows and they are
being offered for sale nationally al-
though stations are permitted to
sell the programs locally. NBC affili-
ates have the prior rights to NBC
transcribed programs, but web has
the alternative of offering the pro-
grams to other stations. Advertisers

Television Relay Film Recorder

have the option of utilizing non-net-
work affiliates until a network out-
let opens in the area.

NBC’s Policy

NBC is formulating their plans
on two general systems of distribu-
tion:

1. Instantaneous distribution to
all available stations where the ad-
vertising program of the sponsor
calls for a timely and coordinated
campaign. In this case prints would
be furnished to each station simul-
taneously.

2. A more economical distribu-
tion pattern which would allow for
“bicycling” of prints. This would
mean that one print would be used
by four or five stations so that in
the course of a week the program
would hit all affiliates.

While NBC has issued no formal
rates, they will approximate, de-
pending upon the individual situa-
tion, an original negative cost of
$360 per hour with prints ranging
from $65 to $100 per hour. DuMont,
Paramount and Television Relays,
though, have issued complete rate
schedules. Because Paramount’s
rates are not contingent on any net-
work set up they will be discussed
later.

DuMont Rates

1. Network: Under this classifica-
tion when a network sponsor buys
time on affiliated stations, DuMont
will supply the advertiser with one
transcription for each three affili-
ated stations used without charge.
Handling and shipping costs will
also be borne by the net, with prints
returned to DuMont after one
showing in each area.

Where a sponsor wishes simul-
taneous showings, additional prints
will be made at the following prices:

60 min.—$ 60 30 min.—$§ 30
45 min. 45 15 min,
or less— 15

2. Reference: Teletranscriptions
of sponsored programs for reference
or file purposes will be made on the
basis of $8 per minute, with a $40
minimum, for the first print. Rate
schedule is as follows:
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60 min.—3$480 15 min.—$120
45 min.— 360 10 min.— 80
30 min.— 240 5 min.— 40
1 min— 40

Additional prints—$2 per minute,
with a $40 minimum.

3. Closed Circuit recording for
references, file and audition pur-
poses only, are based on the above
rates of $8 per minute with a $40
minimum. Studio facilities for re-
hearsal of closed circuit production
is pegged at $200 for the first hour
or fraction thereof, and $100 for
each additional half hour or frac-
tion thereof. Film cutting, editing,
scenery, props and other services
are available upon request.

4. Commercials: Teletranscrip-
tions of one-minute commercials for
future telecasting, or transeription
of commercial segments of a live
show are also available.

Paramount's Policy

This major film company’s ap-
proach to film recordings is perhaps
the most all-embracing in scope
for it includes theater television
and a complete service to the entire
industry as well. Their transecrip-
tion service is available to all
comers. Television studios will be
opened shortly in New York for re-
cording programs for stations, inde-
pendent package companies and
agencies. They have already record-
ed many programs for agencies and
a few of the stations for audition
purposes. WPIX has entered into
an agreement with Paramount to
film record some of their programs
for syndication purposes.

As regards the theater angle,
Paramount has a high speed system
which makes it possible to project
to full theater screen size within
60 seconds after the television
image is received. (Time lag has
already been cut down in experi-
mental runs to considerably less.)

Transcription Rates

Prices for total use in one day
are scaled at $20 per minute for the
first ten minutes; $10 per minute
for the next five minutes; $8.33 per
minute for the next fifteen minutes;
$6.67 per minute for the next fifteen
minutes; and thereafter at $5 per
minute. Price includes delivery of
35mm combined sight and sound
negative. Minimum charge is $150.
Audio and video line charges are
at cost.

Recordings from one customer
will be combined on a daily basis
to effect the lowest possible price.
Negatives will be delivered one min-
ute after the program is off the air.
Prints will be delivered as fast as
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Time 35mm neq.
10 min $200.00
15 min 250.00
30 min 375.00
45 min 475.00
60 min 550.00
Time 35mm negq.
10 min $200.00
15 min 250.00
30 min 375.00
45 min 475.00
60 min. 550.00

available equipment and facilities
will allow.

ABC and CBS

Both these nets while not an-
nouncing detailed plans and rates
as yet, will follow closely along the
same lines as NBC and DuMont.

WPIX Transcription Service
The Daily News outlet, as out-
lined some time ago, is counting

Kodak Film Recorder

very much on the syndication of
its programs so that it can compete
for quality with the programming
output of the major networks. Plans
call for supplying stations with ap-
proximately five hours of film tran-
scriptions a week. At present Para-
mount will do the recordings

Television Relay

This West Coast film company
plans to operate on a contract basis
and will supply two 1200 foot cam-
eras, with kinescope tubes, camera
men, and film processing included
in the service on a footage basis.
Stations must guarantee a mini-
mum of 52 hours of recording a
year.

35mm release prints
1 to 9 prints 10 or more

$ 45.00 each $§ 36.00 each

67.50 each 54.00 each
135.00 each 108.00 each
202.50 each 162.00 each
270.00 each 216.00 each

16mm release prints
1 to 9 prints 10 or more

$ 18.00 each $ 14.40 each
27.00 each 21.60 each
54.00 each 43.20 each
81.00 each 64.80 each
108.00 each 86.40 each

Here is their schedule of rates
for television stations:

NEGATIVE ONLY

Time Footage Per Ft. Total
5 min. 200 12¢ $ 24.00
10 min. 400 12¢ 48.00
15 min. 600 12¢ 72.00
20 min. 800 12¢ 96.00
30 min, 1200 12¢ 144.00
60 min. 2400 12¢ 288.00
POSITIVE PRINT FROM
NEGATIVE

Per F. Total Add'l Prints

5Vp¢ $ 11.00 $ 10.00
5Ya¢ 22.00 20.00
5V5¢ 33.00 30.00
5Y¢ 44.00 40.00
5V ¢ 66.00 60.00
5Y5¢ 132.00 120.00

The following table covers record-
ing footage in excess of 52 hours
per year. Service charge is the same.

NEGATIVE ONLY

Time Footage Per Ft. Total
5 min. 200 12¢ $ 24.00
10 min. 400 10¢ 40.00
15 min. 600 10¢ 60.00
20 min. 800 10¢ 80.00
30 min. 1200 10¢ 120.00
60 min. 2400 10¢ 240.00
POSITIVE PRINT FROM
NEGATIVE
Per Ft. Total Add'l. Prints

5Y2¢ $ 11.00 $ 10.00
5 ¢ 20.00 15.00
5 ¢ 30.00 22.50
5 ¢ 40.00 30.00
5 ¢ 60.00 45.00
5 ¢ 120.00 90.00

Equipment will be installed on
guarantee of 52 hours per year re-
cording. A $25.00 service charge
on all recording within any 3 hour
period will be made. A service
charge of $12.50 will be made on
any 2 hour recording period not
within the base 3 hour time. Above
rates are F.0.B. location of con-
tracting broadcaster. Rates do not
include shipping, reels or shipping
cartons, although same may be had
at cost if desired.

Television
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RYING to arrive at an average

cost for a one-minute commer-
cial is about as easy as defining
how high is up. However, there are
certain broad limits which might
be of some use to prospective spon-
sors of business films.

It is very doubtful whether a
satisfactory one-minute sound com-
mercial can be produced for under
$1000. Costs can be lowered slight-
ly with efficient planning and when
a series of commercials are shot at
the same time. On the other hand,
if animation and lip sync are plan-
ned, costs can skyrocket to many
thousands of dollars per minute.
The new Lucky Strike and Rhein-
gold minute commercials cost more
than $5000 each.

Union Scale

The established commercial film
producers are not very prone to
touch anything under $1000 a min-
ute and in many cases $1500. One
reason for this is that the union
scale for the motion picture indus-
try is one of the highest of all the
trade unions. The prevailing rate
for a cameraman under the com-
mercial producer’s classification is
a minimum of $62.50 a day. A make-
up man calls for $32.90 a day.
Screen Actor’s Guild have a mini-
mum rate of $50 a day if only one
line is spoken and $25 minimum
for extras providing they have no
spoken lines. Perhaps the healthiest
thing that could happen in the in-
dustry for all concerned is a special
scale for exclusive television pro-
duction. This would greatly help to
keep costs down at this early stage
of television.

Short Cuts

Unfortunately, advertisers, who
still insist upon cheaper commer-
cials turn to producers who usually
do not have the right equipment,
staff or facilities and consequently
the results are not satisfactory.
There is a definite need for closer
cooperation by the top film produ-
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RHEINGOLD COMMERCLALS

Ve > .~“.‘ A

parade of beer-bottle howitzers, b2er-can

soldiers . . .

! IS i ; . ]
and ski-troops gliding on can-opener s<is, con-

cluding as . . .

the packed grandstand cheers a beer-keg
dirigible. Stop motion technique used 53’ of
film, required 63,600 changes in position and
848 individually posed frames. This opens and
closes the film introducing the *Miss Rhein-
gold” contestants to viewers of WABD, WIZ-
TV, WCBS-TV and WPIX. Agener is Foote,
TCone & Belding. Caravel produced the films,

cers. The smart producers can help
television. For while quality cannot
be sacrificed, new techniques can
and must be developed. An example
of the kind of thinking necessary
for film production for television is
in the recent Sanka commercials
produced for Young & Rubicam by
Audio Productions. By its excep-
tionally clever art work, they were
able to use stills, dissolves, fades
and so forth to create an animation
quality without coming anywhere
near the cost of straight animation.

ITH many advertisers using

film for the first time there
is understandably a good deal of
confusion as to costs, methods of
production, in fact, all the ingredi-
ents that go into a business film.
It is the purpose of this section to
trace a commercial film from its
very inception right through to dis-
tribution. Naturally the main ques-
tion in the minds of the sponsors is
how much will the film cost. And
before any legitimate producer can
even approximate costs he will have
to know these 18 major factors,
There are still others but these,
briefly outlined, will give some idea
why estimates can’t be handed out
on the spot, and will show why films
cost money.

1. Script: The first requisite,
and a most important one, is a good
script writer. Don’t think because
you're making a minute movie you
don’t need as good a writer as you
would on a five-reeler. If anything
you need a better one. (Remember
the guy who apologized for the
length of a letter he’d written, by
saying he didn’t have time to write
a short one?) That also goes for
scripts. The cost of a seript is flex-
ible, depending on the amount of
time, research and contact neces-
sary.

2. Director: Everything said
about the writer goes for the direc-
tor—in spades. His is the responsi-
bility for the final result, providing
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of course he has that good script
we're talking about. His interpreta-
tion, planning and direction can
make or break a picture. His cost
will vary, but this is not a place
to economize.

3. Cast: Here too is where at-
tempted economy can lead to ruin.
They come at all prices from $25.00
a day up to four figures for “name”
talent! It pays to get the best in
proven ability and performance.
There’s a place for ham but it
shouldn’t be in your picture. The
number of people in the cast, their
salaries, and the length of time you
need them all have a great bearing
on costs.

4. Sets: When sets are neces-
sary—living rooms, offices, sales-
rooms, kitchens, and the like—they
present a very flexible cost factor.
How many? What size? How elab-
orate? What period? Can they be
stock sets or must they be especially
designed and built? The answers to
these questions effect costs in a
major way.

5. Locations: Locations may
be either interiors (such as fac-
tories, offices, salesrooms, service
stations, etc.) or exteriors, which
of course could be anything and
anywhere. How many scenes?

SIMMONS

*A Simmons Bedtime Story” opens with a
dramatic human interest story, as a lead-in to
demonstrating the Beautyrest mattress. Five
commercials have been prepared.

In one, a ballet dancer pirouettes before a
spotlighted curtain, then strikes an attitude.
By a match dissolve, the dancer is next seen
in the same attitude, only yawning—for the
locale has become her bedroom and she is
ready to retire. When she gets into bed, she
turns on her slde. A lap dissolve follows, with
dancer in side view, but on a special mattress
that is cut to show its construction. The Sim-
mons' “‘straight-line’’ demonstration is then
given.

Agency is Young & Rubicam. Audio produced
the films,

Peaulprest~

SIMMONS

e
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The introduction to the five-minute film
package, “Sports Report'’, sponsored by Kools
features the animated version of Willie the
Penguin.

The commercial was prepared by Fletcher
Smith and was originally placed by BBD&O
but is now handled by Ted Bates.

Where located? What are transpor-
tation facilities? What about hotel
accommodations for crew? How
many shooting days required? How
much lighting equipment? Are
scenes silent or sound? All these
factors must be known-—and more
—before costs can be figured.

6. Studio: How many scenes?
Sound or silent? How large a crew
at union scale? How many sets to
be lit? How many days required?

7. Properties: Who furnishes
them? If so, what part? What does
the studio have to get? Are they
obtainable locally or must they be
bought? Must they be in a certain
period, ultra modern, or just old
fashioned? Do some have to be
made? Props can cost a little or a
lot—it all depends on what they are.

8. Wardrobe: The questions
posed for props can be repeated for
costumes—plus the fact that they
must fit the wearer, photograph well
and if in period fashion must be
authentic to the last detail.

9. Sound Effects: What kind?
Can they be obtained already re-
corded or do they have to be made?
If so, where? Will it require travel
for a sound crew?

10. Narration: Is the picture a
“voice-over” job? If so, who does
the narration—a top-flight name in
the business at a healthy fee, or
just a good announcer, with a good
voice still hoping to get screen cred-
it? Their prices vary-—and how!

11. Music: Here’s an item that
can vary plenty in costs. You can
have library musie, free from royal-
ty payments for as low as a dollar a
foot if you're lucky enough to find
something that fits the theme of the
picture. Or you can have special or-
chestrations or scores written, ar-
ranged and recorded by a symphony
orchestra, if your budget will stand
the freight.

With Friend Petrillo’s ban on
music on films for television, adver-
tisers have been seriously handi-
capped.

Method used to circumvent the
ban is by recording music on disks,
which are synchronized to the si-
lent film. Others, where possible
resort to the music libraries which
have music on film recorded before
the middle of 1945. Harmonica back-
grounds have been used until re-
cently. Petrillo has recently put a
stop to this source. Vocals, or A cap-
pela backgrounds are also used
effectively.

{continued on page 46)

<"
9y

B. o

B.V.D. has made a series of 32 film for vari-
ous B.V.I). products which are adaptable to
20 seconds, 30 seconds or one minute. For the
minute spot the weather report is given and
then a lead-in to: *Just the kind of day for a
nice tong walk and you'il want the ease and
freedom of movement you get from a B.V.D.
Brand Ruggers shirt. The finest walking com-
panion you've ever had." At the end the B.V.D.
trademark reappears.

The commercials were produced by General
Film Productions and placed through Grey
Advertising Agency.

Television
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OVIE attendance off by 209%,

with 599% of the television
families reporting that they now
attend less often than before getting
their television receiver are the
findings of the Television Research
Bureau of Hofstra College, Hemp-
stead, Long Island. These figures
are based on a scientifically con-
trolled sample of 137 television set
owning families and 137 non-set
owning families.

A few months ago Foote, Cone
and Belding reported that 51% of
their sample of 415 set owners in
New York City go to the movies
less often.

TELEVISION magazine’s con-
tinuous audience survey came up
with the result that 629 of the 200
set owners interviewed cut down
on their movie going.

Using the round figure of 300,000
television receivers in the metro-
politan New York area and project-
ing the Hofstra research findings,
the movie industry might have lost
some $66,000 in revenue in one
week if the 300,000 set owners be-
haved as this sample did. And on a
yearly rate, this would mean a loss
of $3,400,000. Of course in a sample
of this limited size, any projection
is scientifically unwarranted. Never-
theless, it is some indication of tele-
vision’s potential threat to the mo-
tion picture industry.

With box office receipts down and
television coming up, Hollywood
knows that it can no longer remain
indifferent to television.

Paramount

The most aggressive company
and certainly the one with the larg-
est stake in television is Paramount.
This company originally started out
with an investment in the Allen B.
DuMont Laboratories, which at
present amounts to some 299%. They
now operate two stations, KTLA in
Los Angeles and, through Balaban
and Katz, WBKB in Chicago. Ap-
plications are on file for Boston,
Detroit, and San Francisco.
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Paramount has been experiment-
ing for some time with their inter-
mediate film recording system for
theatre television and have conclu-
sively demonstrated its practicabil-
ity. Plans are now being drawn for
commercial application of this sys-
tem for theatre television. They
have also announced the opening
shortly of transcription studios,
which will be available to everyone
in the industry for film recording
of television programs. WBKB has
done extensive work with micro-
wave relays and last year had in
operation a radio relay between
South Bend and Chicago.

Under the guidance of Paul Rai-
bourn, Paramount VP, this com-
pany has explored and has an in-
terest in almost every phase of tele-
vision. George Shupert is Director
of Commercial Operations, Richard
Hodgson heads up Technical Oper-
ations, while Klaus Landsberg and
Bill Eddy are responsible for oper-
ation of KTLA and WBKB respec-
tively. Significant is the fact that
Barney Balaban’s son Bert is in the
television department.

Twentieth Century-Fox

While this company is now all
out for television, Fox management
has not always been sold on the
new visual medium. They applied
for stations some years ago, but
then withdrew when the color con-
troversy was drawing to a climax.
Within the past year, though, con-
vinced of television’s potentiality,
they have filed for five stations and
have branched out into other phases
of television.

They have spent many thousands
of dollars in theatre research in co-
operation with RCA and are now
engaged in rather extensive tele-
vision program plans.

Their immediate objective is to
supply three hours of programming
a week and gradually increase this
output so that they will become tele-
vision’s largest single source of pro-
gramming. Their Movietone news-
reel is now sponsored by Camel’s
for a reported sum of $500,000
a year for a daily (5 day a week)
television edition.

Well aware that Hollywood pro-
duction costs cannot be absorbed
by television, they are actively ex-

"Public Prosecutor,” produced by Jerry Fairbanks, is the first series to be:
made especially for television. Twenty-six have been completed to date.
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Sound Recording

Narration or voice-over. After
the film has been edited in silent
form, it is projected in a sound-
recording studio, where the narra-
tor reads the script which is being
recorded as the film is projected.
Then the developed sound track is
synchronized with the picture in
the cutting room and a combined
print is made.

Dialogue Recording. This is
when the actors’ voices are recorded
as they speak and is known as “lip
synec.” This, of course, obviates the
necessity of cutting pictures to fit
sound as in narration or voice-over
recording.

“"Wild"” Narration. Narration
can also be recorded “wild” with-
out projecting the motion picture.
After the track is processed, the
photographic sequences are edited
to fit the sound.
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35 mm. sound film

fundamentals

16 mm. sound film

Play-Back Recording. In pro-
ducing a musical such as the re-
cording of a well known orchestra,
the music alone is first recorded.
This sound track after being devel-
oped and printed is then played back
in the studio on a sound projector.
The picture is shot silently with
the musicians playing to their own
recording, thereby obtaining per-
fect synchronization of picture and
sound. The reason for this method
is that on long shots of the orches-
tra, the microphone would be in the
picture plus the fact that the cam-
era would not be able to move in to
take close ups, etc., while sound is
actually being recorded. By this
method the lighting is also simpli-
fied.

Animation is done in very much
the same way in that the sound
track is recorded first so that the
animation can measure the frames
or in case of music, the beat, and
synchronize the animation before

it is shot. This procedure obviously
accounts for some of the high costs
of musicals and animation.

“Dubbing” or "Mixing." The
transfer of one or more recorded
tracks or disks to a new track or
disk such as combining a voice
track, a music track and sound ef-
fect tracks. The sound tracks are
then re-recorded into one track for
final printing with the pictures.

16mm vs. 35mm

In the past where top quality has
been desired, sound was recorded
on 35mm film and if necessary re-
duced to 16mm. However, in recent
years the equipment and methods
of recording and developing 16mm
sound have consistently improved
until now in the proper hands the
quality is satisfactory for television
reproduction.

Television



Unfortunately, a good deal of
16mm sound film produced has not
been on professional equipment. It
is only within recent years that
laboratories have specialized in
16mm processing. There are now a
few competent laboratories who
are well equipped to process 16mm
sound.

The problem here is the difficulty
of 16mm projection equipment to
reproduce the wide range of sound
as recorded on the film that has
been obtainable from 35mm theat-
rical projectors. This is no doubt
due to the limitations of small am-
plifier output, small speaker dimen-
sions and the film itself. It is a not-
able accomplishment that manufac-
turers of 16mm projectors have
brought their machines to such a
high degree of perfection. They are
doing things never expected of
them.

Producers should realize these
limitations and not include musie
or sound which is beyond the capa-
city of 16mm projection. This
should do much to make 16mm film
completely acceptable for television.

Abbreviated wipe sequence .
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SINGLE AND DOUBLE

Single system is where sound
is piped right into the eamera and
is recorded on the same film strip
as the image.

Double system is where the cam-
era only records the picture, with
the sound recorded on separate film
on a recorder which is synchronized
with the camera. The two negatives
are then matched in the cutting
room for combined printing.

Single system comes in both 16
and 35mm. 35mm single system is
used almost exclusively for news-
reels.

The double system sound quality
is definitely superior. However
there are cases in the interests of
economy and mobility where, if
used judiciously, the single system
can produce thoroughly acceptable
results. 16mm single system is now
being used by many of the stations
for their newsreel operation.

SOUND SYSTEMS

There are essentially two meth-
ods of transferring sound waves
onto film through a field of light;
they are variable density and vari-
able area systems.

Variable Density. The use of a
light ‘image on film that varies in
density with the tonal value of the
sound. The sound waves cause a
vibration which open and close a
valve through which there is a
steady light falling on film moving
at a constant rate (24 frames per
second). Western Electric controls
the patents on this system and pro-
ducers must pay a royalty on nega-
tive footage recorded on their
equipment.

Variable Area. A ray of light
is projected onto a mirror which is
attached to a loop of metallic rib-
bon. The mirror reflects the light
to the film. As impulses from the
microphone pass through the loop,
the mirror twists in a magnetic
field and plays a light over the mov-
ing area. RCA controls this system
and also charges a royalty payment
from producers using their equip-
ment.

The area of the film that is ex-
posed varies in direct proportion to
the intensity of the sound impulse.

Whether films are recorded by
the variable density or variable
area method, they can be projected
on the same equipment. Usually,
the difference in quality of sound
reproduction provided by the two
methods is negligible.

NI

Left: Variable area sound track. Right:
Variable density sound track.

FILM STOCK

16mm film is made of safety
stock which means that it is not a
fire hazard and no special precau-
tions need be taken.

The 35mm film most commonly
used in theaters is made of nitrate
stock which is highly inflammable,
and under certain conditions be-
comes explosive. This nitrate film
has to be handled in non-smoking
rooms and stored in fire proof, prop-
erly ventilated vaults.

For showing of 35mm film fire
proof projection booths are a must.
There is 35mm safety positive film
for the making of prints, which is
made of acetate stock and used pri-
marily for non-theatrical showings.
The acetate stock is also used in
slide film work to eliminate the fire
hazard. Its cost is higher than that
of positive nitrate film.

Shipping 16mm film does not re-
quire any special safety precautions.
For shipping of 35mm film of 100
feet or less an ICC approved con-
tainer must be used and may be
sent by parcel post. If more than
100 feet of 35mm film is shipped,
express facilities in approved ICC
containers must be used.

All film (16mm and 35mm) is
covered with an emulsion. This
emulsion, or various types of emul-
sions, about 50 in number, is a
highly sensitive coating which when
exposed to light through the camera
lens produces the image on the film.

Color. Color film in most cases
is acceptable for television trans-
mission. Some prefer making black
and white prints for distribution,
others prefer them as is. Color fil-
ters are also used by some stations
when color prints are projected.
The extra lighting necessary for
interior studio sets, make-up, cos-
tuming as well as additional cost of
the film all add to the cost of shoot-
ing in color.

Kodachrome is supplied in 35mm
as well as 16mm. Blow-ups of 16mm
color to 35mm are possible, but re-
sults are not too satisfactory.
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“CHEAP” FILMS

can cost you “plenty!”

ln filins produced
for Television Advertising
quality pavs in the long run.
To produce well the Video
spot must he well-produced.
The Fletcher Smith Studijos,
Ine. standards, the skill of
the organization, its vears
of experience, and its un.
matched knowledge of every
requirement as well as every
pitfall guarantee quality, ap-
propriateness and productiv-
ity.

®

Produced. or in production,
spots for:

R. H. Macy & Co., New York
Ford Motor Co.
Brown & Williamson
Tobacco Corp.
Seripps-Howard Television
Station WEWS

Clients of our other film
services include:

American Telephone &
Telegraph Co.
Commercial Solvents Corp.
Pan-American World Airwavs
Swift & Co.’
Westinghouse Electrie Corp.

Please icrite for further
informagion to:

Fletcher Smith

Studios, Inc.
1585 Broadwayv, New York 19

Phone: Clrcle 6-5280
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Technicolor is available only in
35mm. Its use is highly supervised
by the Technicolor Company. Re-
ductions and processing are done by
the company.

Ansco color is available in both
16 and 35mm.

Negative-Positive. In this meth-
od of shooting film, the camera re-
cords a negative image wherein the
black of the original subject matter
is white and the white is black.
From this negative a print is made
by passing light through the nega-
tive and exposing on the second
piece of film. This is developed and
a positive image is obtained where-
by the black of the original subject
is black and the white is white.
When you make a print, no light
goes through black so you get white.
There are two operations in the
negative-positive method, the mak-
ing of the negative and then the
positive while in reversal shooting
there is only one operation.

Reversal. In reversal shooting,
film is placed in the camera and the
subject matter is exposed as 1 nega-
tive. Image is developed and this
image is bleached and clear. By
bleaching, the metallic silver is re-
moved leaving a sensitized emul-
sion. This remaining sensitized
emulsion is exposed and developed
a second time. It is washed, dried
and gives a positive image.

RUNNING TIME

A full reel of 16mm film is 400
feet and the running time is 11
minutes. It is projected at the rate
of 36 feet per minute. A reel of
35mm film is 1000 feet and its run-
ning time is also 11 minutes. Its
rate of projection is 90 feet per
minute at a foot and a half a second.

In theater projection of 35mm
film the capacity per reel is 2000
feet or 22 minutes. This necessi-
tates the use of two machines for
feature presentations. Portable pro-

Jjectors for 35mm only handle 1000
foot reels unless they are specially
designed for greater capacity. 16mm
projectors handle reels from 400
feet to maximum capacity of 1600
feet or 44 minutes running time.
16mm silent film travels at the
rate of 60 frames per second and
sound film at the rate of 24 frames
per second. 35mm sound film travels
at the rate of 24 frames per second.
Television projection operates at
the rate of 30 frames per second
requiring a compensator for the
necessary adjustment. This is be-
cause television must operate on a
60 cycle alternating current for
transmitting its image.

EFFECTS

Background Projection. The
projection of a background scene
through the rear of a special screen
while the live action takes place in
front of the screen. By photograph-
ing both action and background to-
gether a couple may be seen dining
on a terrace (a set in front of the
screen) overlooking the Bay of
Naples which is a projected back-
ground.

Optical. Photographic effects
obtained optically whereby films are
duplicated and allowing two or more
images to be combined in one so as
to create wipes, montages, dissolves,
ghost effects and so forth.

Stock Shot. Scenes taken from
newsreel libraries or other produc-
tions and used in pictures for which
they were not made, but suitable for
the particular scene called for,
thereby eliminating shooting. These
scenes have been stored in a film
library over a period of many vears
and are used for a number of pur-
poses. In many cases, stock shots
are used for historical scenes of
years ago, which could not be dupli-
cated today.

Animation. A series of drawings
or models photographed one frame

RUNNING TIME & FOOTAGE 16 & 35MM FILM

16mm 35mm
20 seconds 12 ft. 30 ft.
40 seconds 24 ft. 60 ft.
1 minute 36 ft. 90 ft.
3 minutes 108 ft. 270 ft.
5 minutes 180 ft. 450 ft.
10 minutes 360 ft. 900 ft.
15 minutes 540 ft. 1350 ft.
20 minutes 720 ft. 1800 ft.
30 minutes 1080 ft. 2700 ft.
60 minutes 2160 ft. 5400 ft.

Television




Candid camera is hidden behind door and

film for

TELEVISION

T TOOK just ten days and 7500
feet of film for Allen Funt to
convert his candid interviews from
audio to visual entertainment for
the WJZ-TV opening in New York.
The Funt format of baiting the in-
nocent man or woman into perform-
ing, unknown to themselves, for his
concealed wire-recorder seemed a
natural for telecasting, and response
to date indicated that the first show
exploited the hilarious possibilities
of the program very well.

Hiding the camera required real
ingenuity. In the sequences used
during the 30 minute show, it was
hidden once behind the coats in a
checkroom, over a transom in a res-
taurant, among the lingerie in a
specialty shop, as well as by the
likely method of concealing it in-
side the regular camera in a photog-
rapher’s studio. Funt hopes that
eventually he will cut the size of the
camera down to where it will be-
come as little a problem as his tape
recorder.
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Problems Involved

Lighting proved a major head-
ache in filming Candid Camera. A
scene shot in a restaurant of two
people at a table required that the
entire floor be lit for filming. The
unsuspecting subject’s queries as to
the heat and extraordinary bril-
liance of the restaurant lighting
were answered by one word, “Disin-
fecting.” Getting releases required
a crew of five people since a scene
shot in a specialty shop meant
catching the customers before they
got out the door. Funt found that
many more people were caught by
the camera than by his hidden
microphone and the complete loss
of any vestige of anonymity will
sooner or later be a big problem.
However, the program got fifty re-
leagses out of fifty requests for its
first show.
Equipment

Two single system Maurer cam-
eras were used as a safety measure
on sound and two silent cameras for

shoots through glass insert for the side-splitting restaurant sequence.

candid camera

inter-cutting. Four camera men, two
sound technicians and a director
were used for each scene. All in all,
20 people were needed to get the
show ready for telecasting. In addi-
tion to the camera crew outlined
above, there were five people to ob-
tain releases, lighting technicians,
handy men, Funt and so forth.

Costs

The Candid Camera-Microphone
Producer has many new ideas for
short-cuts_as well as cost cuts for
further programming. The premiere
budget estimate of $2250 ran con-
siderably over. Funt believes that
he can solve many of his problems
before he does his next program.
He believes that the producer
should own rather than rent the
bulk of his equipment. He plans to
synchronize his tape with silent
cameras in the future, thus elimin-
ating hard-to-conceal cable as well
as possible loss of film through
faulty sound. Another factor is that
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Ideal for previewing Television Films

Brighler Pictures!

Enjoy pictures on the screen that are as
easy on the eyes as professional theatrical
projection. Coated lenses, 750-watt lamp,
“theatrical” framing unite to produce
pictures at their best in brilliance and
contrast.

Theatre-like Sound!

Hear your 16mm films reproduced with
dramaticrealism. Voices, music and sound
effects are heard as they were originally
recorded. RCA’s precision sound scan-
ning system, powerful four-stage ampli-
fier, acoustically matched loudspeaker
are renowned for highest quality, life-
like sound reproduction.

SEE IT...HEAR IT...with your own sound films. For
illustrated brochure and name of nearest dealer, write : Sound
and Visual Products, Dept. 16E-V, RCA, Camden, N. J.

FIRST

IN SOUND...FINEST IN

Easier Operalion!

The RCA ““400” is the easiest and quick-
est of all projectors to thread. Threading
diagram embossed on side of projector.
All controls centrally located. Change

from sound to silent by merely turning
a knob.

More ﬂduanfa?u.’

You have the advanced engineering and
dependable performance you naturally
expect from the world’s leader in studio
sound recording and in theatre sound
motion picture equipment. The RCA
“400” is the ideal projector for use in
business, industrial training, churches,
schools and colleges.

PROJECTION

SOUND anvD VISUAL PRODUCTS

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTYMENT, CAMDEN. N. J.

In Conodo: RCA VICTOR Company Limited, Montreal
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When you see Allen Funt around, start rul.minz
—or he'll probably have you covered with a
sound recorder or camera.

the tape gives an instantaneous re-
sponse while a sound-track has to
be developed before it can be played
back.

While ABC is definitely ponder-
ing the show as a sustainer, several
large advertisers are considering
it for a fifteen minute spot. Funt
places his costs at $4500 for a spon-
sored 15 minute show. He believes
that at the present, since time costs
are relatively low when compared
with film production, programs
should be re-telecast two or three
times before they are filed away.

e
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Here’s a still from the incident of the baggage
checker refusing to accept a man’s parcel com-
plaining that it wasn't wrapped right, making
him un-wrap it, checking over the contents,
and so forth.

This is one of the poor little guy who wanted
to have his picture taken playing the violin.
The photographer made him play the violin
and thea commented, '“No wonder you can’t
get the right expression’.

TELEVISION magazine is the
only publication giving com-
plete coverage of the televi-
sion industry in all its phases.
First in Readership

First in Advertising

First in Editorial coverage

Television
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TELEVISION

ERHAPS television’s greatest

contribution will be the cover-
age of news and special events.
Many stations, particularly the
newspaper owned ones, are fully
aware of this and the emphasis de-
finitely will be on television as a
reportorial medium. The Balti-
more Sun’s WMAR is staying pret-
ty close to the vardstick that the
success of a newspaper can be mea-
sured by its role as an intimate
part of the community. The same
policy holds true for most of the
other stations. Obviously, one of
the most effective ways of accom-
plishing this objective is by a
strong local newsreel.

Of the operating stations, 8 have
their own newsreel set-up equipped
to take local news shots and show
them over the tele channels that
same night. Nearly all stations have
a newsreel as part of their program
schedule, many on a daily basis.

Originally there was an elaborate
plan for an exchange of local news-
reels and, although a certain amount

of footage is exchanged from time
to time, the basic plan fell through.
Five stations had agreed to supply
each other with 1-400 ft. reel per
week at no cost.
NBC

The NBC Newsreel now gets out
three issues a week, and a Sunday
Review, which incorporates the
high spots of the week’s news. Reel
averages between 7 and 8 minutes,
with open ends for commercials.
Friday night edition is sponsored
by General Electric and is syndi-
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newsreel operations

cated on 15 stations. Eight stations
subscribe to the Monday, Wednes-
day and Sunday reels which (with
the exception of Sunday) are shown
24 hours later in non-connected
areas.

NBC newsreels are produced by
Jerry Fairbanks and are shot on
35mm film. In addition to staff cam-
eramen in New York and Washing-
ton, web has free lance cameramen
all over the country, as well as ar-
rangements for foreign news cov-
erage.

According to Paul Alley, chief of
NBC’s newsreel operation, the tele
version requires a -different tech-
nique than one gdited for the the-
atre audience. In his opirion,: the
home audience has more time, wants
longer scenes and a more detailed
account of the story than the movie
goer. While quick sharp cutting of
two and three foot scenes are al-
right for the theatre, they are not
suited to television, in his opinion.

WMAR-TV

WMAR-TV, Baltimore Sun out-
let, shoots about 8000 feet of film
a week, for their newsreels, man

"\ 20 7 4
»“WMAR ’4

SUNPAPERS TELEVISION

on the street interviews and local
quiz show. Station has tried many
variations on the newsreel tech-
nique. Recently they sent a film crew
to Fort Knox to cover Army maneu-
vers of the Active Reserve Units of
the Second Army and new tech-
niques in military training. These
were used in serial form, with the
newsreel showing a certain phase
in the training technique each night
—one pertained to tank maneuvers;
another concerned artillery power,
another was devoted to the uses of
the rifle. The newsreel is shown on
a daily basis, with two editions
nightly.

WWJ-TV

WWJ-TV, Detroit Evening News
outlet, has two newsreels a week
produced for them locally on a con-
tract basis. Footage is taken to a
local lab for processing. Film is shot
on 16mm, with each reel averaging
330 feet. Material covers news
stories, human interest and general
events of interest to the local audi-
ence.

FIRST ON THE SCENE

WPIX -

NEWSREEL
'F/RS;'O:V THE SCREEN’

COPYRIGHY MLV = NEWS STNDICATE L3, IN
»

WPIX

The most ambitious of the sta-
tion newsreels is that of WPIX, the
New York Daily News outlet. Tele-
pix is a six day week operation,
with 324 feet per day or 1944 feet
per week used.

The daily edition is being offered
for syndication to stations outside
the New York area, with contracts
guaranteeing subscribing stations
exclusive rights to the reel in their
area. Newsreels are on 16mm film
and run approximately nine min-
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SWIFT
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A *

Y SEE TV FILM COMMERCIALS
OF TOP TECHNICAL AND
\} CREATIVE SKILL ON //
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Thursday Nights, 8:30 P. M. \
Over WNBT, WPTZ, WRGB, WNBW,
WBAL-TV, WTVR, WBZ-TV.

THOSE FItm
COMMERCIALS
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SPECIAL PURPOSE
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Profits!
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SPECIAL PURPOSE
FILMS, INC.

PRODUCE those
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B E G I N S
with a call to

SPECIAL PURPOSE FILMS,
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utes. Seript and music sheets ac-
company each reel, although they
are planning to have it completely
on sound film shertly. KTLA, Los
Angeles, WGN-TV, Chicago and
WSB-TV, Atlanta have signed up
to date.

Most recent scoop scored by
WPIX was the attempted suicide
of the Russian school teacher, with
news story telecast that night.
Others have included the Mt. Car-
mel airplane crash, as well as some
particularly dramatic strike foot-
age.

At present PIX is in the process
of making up its own film library of
stock shots.

WGN-TV

WGN-TV, Chicago Tribune out-
let, has produced a daily newsreel
since the station started operating.
About 6,000 feet of film is shot per
week. During the first 100 days of
operation, staff covered 476 news
assignments. Of this number, 396
were usable on the air, the remain-
ing being discarded as late, weak
or technically inferior. In terms of
footage, some 50,000 feet were put
through the developer, with 33,000
feet of this film spliced together for
showing on the air.

Station occasionally exchanges
newsreel clips with other stations
on an informal basis, but intends to
develop this system more fully at a
later date.

WEWS

WEWS, Secripps-Howard Cleve-
land station, shoots an average 2
to 1 ratio, with 2,000 to 5,000 feet
of film used a week on news cover-
age. Either negative or positive is
used. Most of the film is narrated
in the studio. On some, recording
tape is used, which they have found
satisfactory if the camera is kept
away from the person’s lips. There
is no formal tie-up with other sta-
tions on a film exchange basis but
when -film was shot of the Strato-
vision test, print was made and sent
to WBZ-TV, Westinghouse’s Bos-
ton station.

WEWS has scored many scoops
but perhaps one of the most out-
standing film reportorial jobs was
that given to a murder case earlier
this year. From the time of the
crime until the jury brought in a
verdict of first degree murder,
WEWS brought the latest news to
televiewers. Cooperation of WMAR-
TV in Baltimore enabled WEWS to
get shots of the murderer being
questioned there as he confessed.
Pictures were taken all along the
route and interviews were tape re-
corded. Complete coverage was
given via nightly newsreels. A
twenty minute summary of the en-
tire case was shown when the jury
turned in the verdict.

WFIL-TV

WFIL-TV, Philadelphia Inquirer
station, shoots about 4000 feet of
film each week. This furnishes the
station with a 15 minute local news-
reel six nights (twice nightly) and
a 30 minute recap on Sundays. The
reel is now sponsored by DuMont
Telesets.

KTSL

KTSL-W6XAO0, Don Lee’s Los
Angeles station, puts the emphasis
on special events only, with about
100 feet of film shot weekly. Staff
also doubles in other jobs. Station
subscribes to the Telenews service.

CBS

The WCBS-TV camera crew con-
centrates on local coverage only and
shoots about 2500 to 3000 feet a
week. International coverage is
taken care of by AF Films and
other foreign contracts; national
coverage is secured through their
contract with Telenews. Naturally
on local news, emphasis is on speed
with films shown over the station
the same night whenever possible.
Reel is not syndicated. CBS is also
building up a library of stock shots.
The CBS newsreel is shown five
nights a week over the station and
runs 15 minutes in length.

Fox Movietone
First entry of this major film
company into television was with

Television
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A :cene from ""Public Prosecutor,” Producer § -~
Jerry Fairbanks’ initiai television film 8
series for National Broadcasting Com-

pany. The 26-program series stars John §
Howard, Anne Gwynne & Walter Sande.

——

Jerry Fairbanks (&8

“The Public Prosecutor,” produced by Jerry Fairbanks
exclusively for the television screen, was filmed with
a MITCHELL 16 mm PROFESSIONAL.

“Every photographic effect, vitally necessary for sus-
pense in drama, is made possible with the MITCHELL
16 mm PROFESSIONAL,” says Jerry Fairbanks, well-
known producer and pioneer in tae television film
field. “Its remarkable flexibility and utmost depend-
ability for top quality reproductions made the
MITCHELL 16 mm PROFESSIONAL standard
equipment on our stages.”

For truly professional results, the MITCHELL “16”
has no equal. When you own a MITCHELL, you
own one of the world’s greatest cameras.

4//74’68// famem CORPORATION

666 WEST HARVARD STREET « GLENDALE 4, CALIFORNIA + CABLE ADDRESS: "MITCAMCO™
EASTERN REPRESENTATIVE: THEODORE ALTMANG® 521 FIFTH AVENUE « NEW YORK CITY 17 « MURRAY HILL 2-7038

* 85% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell
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PROJECTED '
TELEVISION SCREENS...

Translucent screens for projection of
background in the studio as used by the
ma jor television studios and motion pie-
ture studio process departments

Makes ‘“special effects” possible .
The Bodde translucent rear projection
screens are made to meet requirements
whether used with the Schmidt Optieal
System or the Projection Lens System
* Screens of any size can be supplied
limited only by the power of the tele-
vision unit. * Television “ilght” differs
greatly in color temperature, color
spectre and intensity from both incan-
descent and arc light sources. Accord-
ingly this requires a screen developed
around that light to reproduce its maxi-
mum output, retaining all characteris-
tles of definition and viewing angle.

Send for complete
information . . .

HELP ON ALL YOUR
SCREEN PROBLEMS
GLADLY GIVEN . . . .

74¢BODDE SCREEN CO.

9130 EXPOSITION BLVD., LOS ANGELES 34, CALIF.
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the production of a 10 minute, five
day week newsreel sponsored by
Camels. Actual news portion is
about eight minutes, with open ends
and a commercial featurette insert-
ed in the middle. Typical newsreel
technique of fast action issustained
throughout, with lip sync used on
some and off screen narration on
other sequences.

Reel, which is in the 7:50 to 8
slot over WNBT, is relayed to the
six connected stations. In addition,
it is seen three times weekly over
WLW-T, KSD-TV and WTMJ-TV.

Camels have pre-emption privi-
lege on the newsreel in other manr-
kets, by giving proper notice that
they wish to take over sponsorship
of the reel.

NEWSREEL COMPANIES

Newsreels are expensive. That’s
why AP bowed out of the picture.
They figured cost of operation,
found they couldn’t get anywhere
near their costs back for a consid-
erable period of time and called it
quits.

UP and INS though with a con-
siderable part of their income from
radio (almost 50% of UP’s income
is from radio) have to be in there
pitching. Big problem was to oper-
ate in the black and still offer ser-
vice which was priced low enough
for stations. Obvious tie up was
with existing newsreels, INS work-
ed out a joint deal with Tele-News.
And UP after negotiating with
practically every newsreel company
finally hooked up with 20th Cen-
tury-Fox.

The Universal and Paramount
newsreels are both available for
television.

INS-Telenews

Five types of news programs are
offered stations through the INS-
Telenews combine. A daily ten min-
ute newsreel, a weekly 20-minute
reel; spot news and still photos;
teletype news and stock footage.

Reels are shot on 35mm film and
usually reduced to 16 mm. Telenews
has crews in London, Frankfort
and Rome for foreign coverage. In
addition, they have exchange agree-
ments with various companies in
Europe, whereby they give Ameri-
can footage for European. To round
out the coverage, approximately 100
freelance cameramen are on call, in
addition to their full time crews.

Wall Single System Cameras are
used. These have been rebuilt to
give direct synchronization, thus
eliminating reprocessing and chang-
ing the sync. Originally the camera
had an 11 frame lag for sound and
the projector a 19 frame lag. By
adding sprockets in the rebuilt Wall,
they got a 19 frame lag which gives
direct sync.

Processing is done by several labs
and film is generally shipped air
express, dependent of course upon
the weather and location of stations.
Generally, though, the stations
throughout the country show Tele-
news one day later than New York.

The daily 10 minute reel contains
about 8 minutes of film with the
remaining two minutes reserved for
open end commercials. The reel is
unscored, except when sound picked
up at location is incorporated. A
script is supplied which is read
voice over by the local announcer.
These are produced Monday through
Friday (shown Tuesday through
Saturday) at out-of-New York sta-
tions.

C’—AMGL

NEWSREEL
THEATER

On the weekly twenty-minute reel,
sound is scored and music is on a
dise. An informal agreement gives
Chevrolet first choice in each mar-
ket area and to date they are spon-
soring it in ten cities. Chevrolet
commercials are included in with
the full reel but where there is local
sponsorship, the station inserts the
commercials.

Milwaukee's WTMJ-TV and Cin-
cinnati’'s WLW-T bought the week-
ly package and sold it to local spon-
sors. WSPD-TV has bought the
daily reel. Price of the show is
based on the population of the city
and potential receiver circulation.
Although prices are not quoted, it's
understood that the range varies
from $100 to $1000 depending on
the city.

Television
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. . . and finds Maurer
16-mm equipment ready

to meet its demands

$ince 16:-mm sound projectors to date have

ob] g o o o S o o lo )
25 o} o) o) & & | o ol & ]
& T ® e__§ 3 1311s 3 been designed to reproduce only to about
i 6,000 cycles per second, ordinary sound-on-
+5 .
/ \ film recorders have been built to record only
) b 4 that range. But not so with the Maurer!
-5 Anticipating a definite demand for a finer
FREQUENCY RESPONSE CHARACTERISTIC e o _ _
OF GALVANOMETER USED IN MAURER quality of recording including the higher fre-
MOIIDEL IoflErﬁRDER quencies, the Maurer Recording Optical Sys-
L tem was designed to produce an extremely fine
line image that makes possible the recording
o ga[][8 3 2 2 3138 3 of frequencies well beyond 10,000 cycles, with
+5LS T ® oo g 1318 & | very low distortion. The galvanometer of the
postwar Maurer Model 10 System is tuned to
& AT \ 12,000 cycles. This is the model that has been
L5 sold to the trade for two years.
|
L T1LITI \
-10 FREQUENGY RESNONSE OF HLnDoCE Now television has arrived—and it has brought
' ON MAURER FILM PHONOGRAPH | ) o _ .
oif WITH APPROPRIATE EQUALIZATION IN RECORDING a demand for high fidelity 16-mm recording.
Only Maurer was ready with the equipment
to meet this need, proving again the value of
*For those who may have been educated to believe that such o the Maurer POI'C)’