lelevision

HOW TV IS AFFECTING
MEDIA ALLOCATIONS  page 14

ARE SECOND RUN FILMS A GOOD BUY?

THE BUSINESS MAGAZINE OF THE INDUSTRY age 17
'h year of publicatio FEBRUARY 1953 p g
™ 12=-53 R A
LIBRARY
INDIANA UNIVERSLITY
BLOCMINGTON IND

DiaNna PortTer (age 5) and just

-

Fy

about everyone else in her gen-
eration have discovered a won-

derful network television show

called Dine Dong Scuoor. 1t's
run delightfully by Dr. Frances
Horwich, and it’s charming an

older group also, people like

General Mills and Scott Paper
Company. If you’d like for

mothers to buy your

products you should join Gen-
eral and Scott in Ding DONG
ScrooL 10 to 10:30 a. m., Mon-

day through Friday.

NATIONAL BROADCAZTING COMPANY

A SERVICE OF RADIO CORPORATION OF AMERICA

_____——_
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~ dvdlidiic NOVW
26 hrand-new
half-hour films
made expressly for
local and regional
television

iEORGE RAFT

{l

action-filled films bring a new intensity to
television entertainment. For availability in your
market, cost, audition screenings . . . contact
the nearest MCA-TV office.
(o r——
o ——
£ A“

another advertising SHOWCASE by

NEW YORK: 598 Madison Avenue —Plaza 9-7500
CHICAGO: 430 North Michigan Ave.—DElaware 7-1100
BEVERLY HILLS: 9370 Santa Monica Blvd.— CRestview 6-2001
SAN FRANCISCO: 105 Montgomery Street—EXbrook 2-8922
CLEVELAND: Union Commerce Bldg.—CHerry 1-6010
DALLAS: 2102 North Akard Street —CENtral 1448

DETROIT: 1612 Book Tower—WOQOodward 2-2604

== OACTARL T4 4 sl o, 0 de ME= i L Lol el
www americanradiohis

Local and regional advertisers! You can now
enlist the dramatic appeal of George Raft to help

sell for you, exclusively, in your own market.

Skillfully written, superbly performed—these
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“2,000 Coffee makers, please™
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Coffee %&]Zée SRR AT ER (j \rj
MAKER |MAKER |MAKER i AJ COFFEE ICOFFEE] €O LCGF
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HERMI T

Ry Oy Sl

| Y B
%@g (oo N a COFFEE | GOFFEE| CORFEE] CoFFeE [0
ER A/A, £ rEFJJL__ L
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"

To test the pulling power of WSM-TV,
the makers of Hermitage Coffee, through

their agency, Robert G. Fields & Company, ]
offered the WSM-TV audience a coffee

maker for $2.95 and three empty
Hermitage Coffee bags.

Just five program plugs rolled up requests
for the amazing total of 2,000 coffee

makers!
'This is just one more in a succession of
equally astonishing WSM-TV success

stories. Irving Waugh or any Petry Man
will be happy to produce the facts and

figures.

Channel 4

WSM-TV

Nashville
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Tais NEW FILM CAMERA does
for TV film presentations what
RCA’s new TK-11A studio
camera is doing for “live” pick-
ups. The TK-20D camera pro-

RCA ANNOUNCES

videsa remarkable advancement
in picture quality and operating
convenience over former types
—puts “live” quality into films
regardless of scene content or
shading. Low picture noise
level compares with the low
noise level of “live” pick-ups.

Operatedin cﬂnjunctibnw'i;h

one TK-20D Ellm Gamm»: ;pzb .
vides show cont :

\

TP-6A Professional Film Pros
jectors, (3) two RCA 35mm
Film Projectors, (4) one 16mm
and one 35mm Film Projector,
(5) or one projector of either
type and a slide projector.
With TV programming em-

_pims;s more and more on ﬁ!ﬁl
hel et the
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LT TR o~

® “Live" quality all the time—regardless of
scene content, shading, or other adjustments.
New back-lighting system, and new auto-
matic black-level control permits the TK-20D
virtually to run itself!

® “"Noise-free'" pictures comparable to "'live’
shows. New high-gain cascode preamplifier,
with “noise-immune"’ circuits, offers 200-to-1
improvement in microphonics. No high-
frequency overshoot (trailing white lines). No
low-frequency trailing (smear).

® Good-bye edge flare. New edge-lighting
system provides substantial reduction in stray
light, improves storage characteristic, stops
light beam reflections on lconoscope mosaic.
Adjustable light level is provided.

® No more a-c power line "glitclics’ (hori-
zontal-bar interference ) —because camera fila-
ments are operated from a separate d-c source.

@ Faithful, high-quality pictures every day—
through new beam-current control circuit. No
more need to ‘‘ride"’ the shading.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT CAMDEN.N.J.

®
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What kind of pressure creates

the best advertising?

www americanradiohistorv com

It usually isn’t the pressure of time,
or work—not client-pressure, not boss-
pressure,

Nearly always it is simply the pres-
sure a man puts on himself—the pres-
sure to keep seeking a better way of
doing something which is already be-
ing done well.

1t is a pressure that is being applied
every day, in every department of
Young & Rubicam.

YOUNG & RUBICAM, INC.

Advertising « New York Chicage Detroit San Francisco

Hollywood Montreal Toronto Mexico City London
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TELEVISION

THE BUSINESS MAGAZINE OF THE INDUSTRY
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in the
Wilmington,

Delaware,

market

reaches
more people
who

buy more’*

*WDEL-TV—the only television
station in its thriving area—
delivers this rich market {o you.

First in per family effective
buying income — Wilmington,
central city in its metropolitan
county area — population
100,000 to 500,000.

{Sales Management — 1952
Survey of Buying Power)

Represented by

ROBERT MEEKER
ASSOCIATES

New York - Los Angeles
San Franecisco « Chicago

- |
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*Program and pcrsonality
awards made annually by
Look Magazine on the
judgment of top telivision
exceutivey throughout

the nation.

S ATAT

| T
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&

orthern California
exclusively on

1.4

. . . LUCILLE BALL and DESI ARNAZ

2 e
it e
S

. . . WHAT’'S MY LINE
. . . BLUE RIBBON BOUTS
. .. JOHN DALY

. . . SEE IT NOW (Edward R. Murrow)

Greatest Shows
Brightest Stars

. D TELEVISION CHANNEL
SAN FRANCISCO, CALIF.

Affiliated with CBS and DuMant Television Networks
; Represented nationally by the Katz Agency

www americanradiohistorv com
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December network billings: $17,462,216
July does not include Convention billings.

MEDIA ALLOCATION TRENDS

5

Television expenditures will
continue to climb, but TV’s rela-
tive share of the increasing media
budget will level off. Newspapers
and magazines will hold their
ground and there's an outside
chance that network radio might
be able to maintain its 1952 level,
according to TELEVISION Magazine’s
Media Allocation report on page
14.

Lever Bros., alone among the ad-
vertisers studied, increased radio
In the first half of 1952, raising its
magazine and TV budgets at the
same time. P & G, however,
trimmed its overall expenditure by
cutting radio, newspaper sections
and magazines; its TV went up.

While $500,000 was spent by

NETWORK TV BILLINGS

For 1952 For 1951
ABC $ 18,353,003 $ 18,585,911 |
69,058,548 42,470,844
DuM 10,140,656 7,761,506
NBC 83,242,573 59,171,452
$180,794,780 $127,989,713

Lucky Strike for network TV in
1949, $6,500,000 was the figure for
1951. On the other hand, Lucky’s
use of network radio dipped from
$5,200,000 to $3,700,000. Print ad-
vertising remained fairly stable. In
1949 $2,300,000 was spent for maga-
zine space and in 1951 the amount
was $2,200,000.

Camel during the same period
hiked its TV advertising from $1,-
400,000 to $8,600,000 but sliced its
network radio budget from $4,-
400,000 to $3,400,000. Chesterfield’s
video spending went from $1,600,-
000 to $6,600,000 while its appro-
priations for magazines dropped
from $2,200,000 to $1,400,000;
newspapers from $400,000 to $200,-
000.

NO COLOR TILL MID-'54

L]

Now that the National TV Systems Committee has come up with its
progress report, it 1s apparent that there will be no commercial color TV
this year. Here are three reasons why:

1) Since proposed system has important variations from previous
compatible system, extensive field tests must be undertaken.

2) After the results of the tests are known, the manufacturers will

have to get together on standards.

3) The petition to the FCC might come up by the end of 1953. By the
time the FCC has investigated and held hearings it will probably be

mid-"54.

CBS has been ready and willing to go ahead with its system but will

not attempt to go it alone.

1952 AM & TV NETWORK

Dancer-Fitzgerald-

Sample $25,817,011 J. Walter Thompson 12,636,196

TIME TOP 10 AGENCIES Young & Rubicam 17,204,389 Leo Burnett 9,722,691

Benton & Bowles 17,073,135 Biow 9,508,410

BBD&O 16,542,112 Foote, Cone & Belding 8,645,611

William Esty 16,262,673 Compton 7,262,490

Wichita Falls, Tex. KFDX-TY

SCHEDULED STATION ii[::nUgilYo WAKR.TY Yokime Waeh. CIMATY
OPENINGS rillo, Texas KFDA-TY MARCH

2:2,}“0, Texas KGNC-TY Altoona, Pa. WFBG-TY

Columbia, 5. C. WwCOS-TY Bangor, Maine WABI-TY

Duluth, Minn. WFTY Baton Rouge, La. WAFB-TY

Elmira, N. Y. WTVE Bridgeport, Conn. WICC-TVY

Ft. Lauderdale, Fla. WFTL-TV New Britain, Conn. WKNB-TY

I o 1 Galveston, Texas KGUL-TY Lincoln, Neb. KOLN-TY

Green Bay, Wisc. WBAY-TY Lyncnhburg, Va. WLVA-TY

. . WLOK-TV Peoria, Il WEEK-TY

Lima, Ohio ov.Ty  Pueblo, Colo. KDZA-TV

Montgomery, Ala. weov- Reading, Pa. WHUM-TV

Muncie, Ind. WLBC-TY Roanoke, Ya. WROV-TY

Pueblo, Colo. KCSI-TV gpokane, Wash, KXLY-TY

Raleigh, N. C. WETY  gpringfield, Mass. WWLP

Reno, Nevada KURM-TV Tucson, Ariz. KOPi-p\;

i ich. WKNX-TY Tucson, Ariz. KYQA-
saginaw, Mi¢ WATR-TY Wilkes-Barre, Pa. WILK-TY

Television Magazine e February 1953

Waterbury, Conn.

@
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REE & PETERS |
CAN SELL YOU -
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¥ 11’_1/
T3 7 &
T

REPRESENTING LEADING TELEVISION STATIONS:

WOC-TV
KBTV
WBAP-TV
KGMB-TV
WAVE-TV
WTV]
WCCO-TV
WPIX
KSD-TV

KRON-TV

Channel 5 in DAVENPORT

Channel 9 in pENVER

Channel 5 in FORT WORTH—DALLAS

Channel 9 in EIONQLUL_U
Channel 5 in POUI%VILLE

Channel 4 in MIAM_I

Channel 4 in MINN_EAPOLIE—ST. PAUL

Channel 11 in NEW YOEK
Channel 5 in ST. LOUIS

Channel 4 in SAN FRANCISCO

o o o www americanradiohistorv com
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HERE’LL BE MORE

BY THE TIME YOU READ THIS”

D 1 aybe it’s no surprise to you, but quite a few of our

friends seem slightly amazed when we tell them the
tremendous TV coverage that's available through stations

“represented by F&P".

The strategic stations at the left can reach 1nto
5,112,928 of the 19,110,427 TV homes 1n America.
That’s 26.3¢¢ of the total!

So whether you want to reach a /or of consumers with TV,
or simply want to make a limited test, old Colonel F&P 1s your

man. Sales offices in the seven cities listed below.

X ]I)ET ERS, IINC.

wion Representatives Since 1932

NEW YORK
CHICAGO
ATLANTA
DETROIT

FT. WORTH
HOLLYWOOD
SAN FRANCISCO

| 4“____—_—
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IN LOS ANGELES
1,000,000
UNDUPLICATED

WHEN YOU BUY
KHJ-TV'S

PACIFIC COAST
LEAGUE BASEBALL

Every week, more than 1,000,000 Southern
Californians tune at least once to KHJ-TV’s
exclusive live telecasts on all home games of
the Los Angeles Angels and Hollywood Stars.
Almost half of these fans tune “Baseball” four
or more times per weck. The average viewing
time for all fans is 5.2 hours a week. That’s
nearly one-third of the total time “Baseball” is
on the air!

These amazing facts were disclosed through
a special survey made by ARB in Sept. 1952.

To catch this big, sports-minded Southern
California audience in your mitt, buy “Bascball”

KHJ-TV

HOLLYWOOD
DON LEE TELEVISION

KHJ-TV SALES:

for 24 consecutive weeks sthf ing March 31. Puti
yom[ product before these“fm al }ns six days a\

week, EVERY week . . | .P-d at prime viewjn
times ... Tuesday thru Fr{da)} nights Satu- J’a | I\I
and Sunday afternoons.; ' |
IKHJ-TV provides the¢ ou[tstandmg S ort‘ PF
sonalitics of the West for play-by-play lﬁ)
plus the most expert remow s{ports crei}v in|te 1
vision. .l
Some sponsorshlp Is still available, f)ut ﬂl'
it won't last long. ! '
Call or write or availabilities on thm top ﬁ)iu
I

|
in the nation’s sccond t.ch.vnslon markgt.

f I I| |

F R PINCH HITY
10- and 20-second spot
uv’mluble immediatel G}

fore and after each g
Hurry, they’re going \

1313 North Vine Street, Hollywood 28, California « 2107 Tribune Tower, ChicagL llinols

1000 Van Ness Avenve, San Francisco 9, California » 1440 Broadway, New York 18, N. Y.

aricanradiohistorv com

=

e A — y—
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MARKETS & MEDIA

T press time, network advertisers, Admiral, American Tobacco and
the Omnibus sponsors, and spot advertisers, Bulova and Brown &
Williamson, seem to be moving 1nto almost all the new TV markets,
L.ast month TELEVISION Magazine reported on national advertisers in
13 new TV areas. This month eight more markets are added to the list,
in addition to bringing information on Reading up-to-date.

Bangor Peoria

WABI-TV
Network: American Tob
ter Products, General Electric, Goodrich,

National spot: Frown O Willlamson, oy
Statler Tissue Corp. Mvers P

WEEK-TV
Network: Admiral A A Clamet

i =]
1AL

l‘l’

Baton Rouge

WAFB-TV
Network : Admiral, American Tobacoo, Camp-
bell, DeSoto-Plymouth, Goodyear, 5. €. John
son, Mutual of Omaha, Philco, Pillsbury,

.Ej-.hl;':_/ '_"'n..!,lﬁ:’ [ g / ; T‘ Y Mine 0. , I I 1 # |

Aol

National spot: Elensol, Hrown 5 Wil

Bulova, Falst iff Bre wing Corp.

Reading
Bridgeport

WICC-TVY

Network: Admiral, Boyob  igor L
T - 'S
Sweats Co. Tidewater O

aweets ,

WHUM-TY
Network: . ! M

National spot: Sun Oil.

El Paso oy
KROD-TY Sy hvamd,
Network: Admiral, Amercan  Machine

Fi .=undry, American Toba 5, Blatz, Can
I_'.')r\,-', Cats I'-'c_x,«/, Goads ':1/ eyl ], L igget
Myers, Pabst, tz, Singer, Remington (
Rand, Scott Paper, '-)), vOnIa, Tani, Nesting- | | ]

hause, Overland.

Willys
National spot: not reporfed.
South Bend

WSBT-TVY
Network: /ul

KTSM-TVY
Network: riot avelable.

National spot: [rown & WWilhamsor, “
Crosley, Ford 3
Lynchb |
n¢ ur
y 9 National spot:
WLVA-TV

Network:
Foundry,
Drug, Carnation, C
Companies of Amer
General Foods, Goodrich, (Greyhound .'\f'|=-’ KOPO-TV
Pillsbury, Eemington R 4. =y NOITS, ]
Scatt P\:'a;:-{:r, Toni, Willys-Overland. Nelrwork:_ f\":'

Admiral,  American Machin
American Tob E

irtis Publications, Electrit

Tucson

National spot: Brown & William:

sla, Dr. Pepper Fard.
' PREY,

Coca Co National spot:

Now!

e bigger
audience
than ever

e better
reception
than ever in
fringe areas
for

WMCT,

MEMPHIS’

only TV station

formerly

13,000 watts
NOW
60,000 watts

(as of Nov. 23, 1952}

formerly
operating on
channel 4

NOW

CHANNEL 5

{also as of Nov. 23, 1952)

e National representatives,

The Branham Company

e Owned and Operated by

The Commercial Appeal

9

Television Magazine o February 1953
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MFET THE NEW
VE-ELECT
| WASHINGTON-TY

WTTG

WASHINGTON, D. C.

CHANNEL 5 —

DUMONT'S TELEVISION STATION
IN THE NATION'S CAPITAL

ELECTS
| BLAIR=TV

INCORPORATED

AS EXCLUSIVE
NATIONAL REPRESENTATIVES

INAUGURATION FEBRUARY 9, 1953

|

e ——— e e .

Q\ S

S

BLAIR-TV calls it o red-letter doy when o TV station of the stature of
WTTG adds its weight to the important roster of Bloir-TV-represented
outlets. As an original owned and operated station of the Du Mont
Network, WTTG has for the post five years presented a populer combi-
nation of local and network shows. Its early dominance of the Washington
market (America's $th metropolitan market} has poid handsome divi-
dends in terms of an impressively large and faithful following.

Coverage ... programming . .. aggressive, far-sighted management
hove provided BLAIR-TV with o sales plotform the clert advertiser
will want to investigate now. For the full story, phone any BLAIR-TV
office today.
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TIME BUYING

HURDLES IN BUYING
NEW MARKETS

By Janet Gilbert, Time Buyer
Sherman & Marquette Agency

N making recommendations for

buying the new markets, I think
every media person has encoun-
tered the same set of roadblocks in
attempting to obtain accurate, use-
ful data.

We have to cope with a lack of
sound circulation figures, es-
pecially in areas with overlapping
coverage; announcements of target
dates that in some instances have
proven to be unrealistic; network
affiliations that have not been com-
pletely negotiated; plus rate struc-
tures that show little correlation
to market size and/or station po-
tential.

Maybe these are necessary evils
of new stations, but possibly
through exchange of ideas and
thoughts, some of these evils can
be corrected. I think through the
efforts of all of us—both sellers
and buyers—we can take TV from
the frantic, disorganized infant it
is today to the giant business
enterprise that it must be to sur-
vive, by removing some of these
roadblocks.

CIRCULATION

I appreciate that it is difficult to
obtain an accurate estimate of sets
actually installed, or in the case of
UHF stations in VHEF areas, sets
converted.

This information, however, Iis
essential to a buyer, and even
though in many cases figures on set
counts are not lacking, the ones
we receive from one source vary
in some instances so greatly from
the ones we receive from another
source on the same area—that it
is obvious one set of figures is in-
accurate.

If the accurate information is not
available, I would suggest loudly
and proudly labelling it as “my
best guess” or “T'll bet you” there

Television Magazine o February 1933

will be so many sets in the area
equipped to receive the station by
air date.

An inflated market picture at
the beginning, or at any time as a
matter of fact, can contribute a lot
to the souring of a good potential
long-term TV advertiser on the
medium. It has happened before
in other media and it is more likely
to happen in TV where more dol-
lars are apt to be involved.

TARGET DATES

It is understandable for a station
manager, after having waited out
the “freeze,” to want to get on the
air as fast as possible.

In his excitement and enthusi-
asm and desire to satisfy his com-
munity, he sometimes sets an on-
the-air target date that he cannot
make. If he had been less frantic
and checked suppliers, tried to an-
ticipate delays, etc., he would have
realized that his date was not
realistic—he couldn’t possibly have
made it. He then makes another
one that again is too early, and
another.

Even though his desire to get on
as soon as possible is understand-
able, the part I think he is over-
looking is the general confusion he
and his contemporaries cause In
the offices of buyers who are try-
ing to “keep up”’ with his air dates
as well as a dozen or so more doing
the same thing. After all, it makes
little difference outside of his com-
munity whether he gets on the air
the 10th or the 15th.

NETWORK AFFILIATION

It has been customary, and will
undoubtedly continue to be for
some time in certain instances, for

(Continued on page 36)

WAVE-TV

OFFERS
HOME-COOKING
PROGRAM!

A few topnotch spot partici-
pations are now available on
“FLAVOR TO TASTE '—
WAVE-TV's tremendously
popular home-cooking TV
program!

FORMAT: Now in its fourth
year, "FLAVOR TO TASTE"
is telecast from WAVE-TV's
modern, well-equipped
kitchen. Conducted by charm-
ing Shirley Marshall with
how-to-do-it emphasis on
simple recipes, and attractive,
economical menus.

SHIRLEY MARSHALL: Person-
able, pleasant-— Louisville's
top “cooking expert’”. College
degree in home economics,
and a well-known 1nstructor
on the subject

AUDIENCE: Big, loyal, en-
thusiastic. A single mention
of one day’s menu drew 456
requests!

TIME: 12 qnoon to 12:30,
Monday, Wednesday, Thurs-
day and Friday —a mouth
watering time slot!

CHECK WITH: F & P!

NBC ¢ ABC  DUMONT
LOUISVILLE, KENTUCKY

FREE & PETERS, Inc.
Exclusive National Representalives

11
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Early Television Camera in action, Philadelphia, January, 1932

WPTZ, PHILADELPHIA ...

One of America’s Great Television Stations,
now in its 21st year on the air!

Yes, as far back as January, 1932, Philco and WPTZ—
then known as W3XE--were active in television. In
1941, the year the FCC first granted commercial

licenses to television stations, WPTZ began commer-
cial operation.

Now, in January, 1953, WPTZ s sull Phila-

delphia’s First Television Station.

Down through the past twenty-one years people
in Philadelphia knew about television, watched it over
WPTZ. Most of today’s set owners saw their first TV
show on WPTZ. Their first fight . .. first ball game . . .
firse drama . .. first political convention.

Today, with its exclusive line-up of NBC stars
and shows, 1ts many high rated local programs, its

strong hold on its viewing audience, there’s little wonder

that WPTZ is First in Philadelphia.

For complete details on WPTZ, give us a call
here in Philadelphia, or see your nearest NBC Spot
Sales representative.

In Philadelphia people watch WPTZ more than

any other television station *

*ARB

WPTZX

NBC-TV AFFILIATE

1600 Architects Building, Phila. 3, Pa.
Phone LOcust 4-5500 or NBC Spot Sales

WWwW americanradiohistorv com
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TV PRE-SELLING

ADVYERTISERS WILL RELY ON TV TO
BUILD UP IMPULSE BUYING THROUGH
STRONGER BRAND NAME IMPRESSION

By J. M. Mathes
President, J. M. Mathes, Inc

I HE big news for advertisers 1 e thal 4 yrowing nummbeet
for the coming vear, as | i of advertiss Wil reply upon i

1 Lall i il L | (3t 1
television 1s concerned, will of fulill this function. This will hap-
course be the rapid expansion of wr even when impulse buyving
TV coverage throughout the nation not a factor tn the sale of 4 product

Important as this s to the ad- P're-selhin Just o "..-.-.-- Lant
vertiser howeved it 1% onl ! tnervasin Lirty AV ER STWANAS of
aspect of the problem of getling furabl ol s uch as vlect
the maximum sales [rom ad ! i refr i TR
E!l;’_ dollars E':-i.nlll'. iFnithcant is Pl vxamipls In Dooshin the sal
another factor 1in Amencan svlling f  Lhu mpulse  1lem iwch
technique—the growth ol ell- cigarettes, food, cand o Luden
service merchandising Although cough drops ind Canuda 1)
the “super market” el vIC procu \ u [l { ou
trend predates television by wEer television user §i ‘
few vears, it 15 becoming more and ' lemonstrated on T
maore obviou that both of thess u know what to ook [or whes
forces are maturing at o rapid rate : I cady Lo b Yo
As a matter of fact, the two trend farmtlior with the features that thi
go hand in hand, for television rions brands have offered, and
o '1"!11'|1‘|;!t11t'. emphatic method ol vk Rave AT EY v lon Wil I
pre-selling  the customnmu v i valutating th TR (Ve
enters the sell-service Lo o this extent, vou ate alreads

One of the tricks ol merchandis- uld Decause you Tdave Corn
ing has always been o pre-sell the pleted  the preliming nopping
dealer on the desired product, so before the TV cen i your i
that he 1in turn will puss on D Oor he need for store to storg
jf!l'[!‘ﬂ'llt'l' to the Ccustormet With huprptn has beenn cut oo aomain
the growth of self-service stores in rLn for vou have already dond
many felds, a manufacturer can much of shopping in the comlort
no longet r|l‘l"'lnl uparn o Loret ol vour own ciusy ~chalr, and hawvi

formulated |H-'-\'|ul|.|-['.|--1 pcdess

clerk to push his line. His product
get equal shelf space with hi of what brand or type has pers
|nt|'l|1li[ . and Lhi onal appeal [or you

Perhaps  thi putnt  can  most
dramuatically be made, however, il
uch products as food

competitor's
choice more than ever lies wilh
the customer

Because of this, it is obvious thut wi consider
a great advantage accrues (o the druws, candies and variety ilems
manufacturer who has successfully With these products, impulse buy-

pre-sold the customer before the ing  plays tremendous  role in
latter has entered the store. Tele- brand preference, as we all know.
vision, as we all know, has tre- It accounts for billions of dollars
mendous impact in this area In 4 vear in the sale ol (requently
the years to come, 1L appears obvi- purchased goods and every yeal
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,,r-'xllmmuru. shopping hetore thi TV

wcreen a manutacturer can no longer de

pend upon a store clerk to push his line

i Lo Lanee | AUEALS § S TR (L
Koreip place Wikl Lhe ".Eu'lllu.il!_l‘?
OV t il 0 (1l i L1l

Adlraad retinl survevs indicats
thiat nnpul bivin duecounts Lo
ourhly aone=thivd of all food store
es o aomewhat more than
ane-=third ol all drug ales. In
voncral, about 32 out of $10 spent
i1 all retatl outlets goes for -
pulse 1tems,

A tFie bt of
spreads,  that  figure s

supermarkel
hopping
bound to rise, and as 1L nses pri
elling on TV witll play an mereas
ingly important role in the compe-
tition for brand preference

Brand familiarity and accept

{ Continued on page a4)
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HOW TV IS AFFECTING MEDIA ALLOCATIONS

UCH has been said about

trends in media allocation.
While overall figures describe the
flow of advertising dollars, they
can be misleading.

A study by the Magazine Adver-
tising Bureau showed that, as a
whole, increased TV expenditures
were financed by new advertising
money.

But Procter and Gamble in the
first six months of 1952 paid for its
increased use of network TV by
cutting back its appropriations for
newspaper sections, magazines and
network radio. Lever Bros., on the
other hand, covered its expanded
TV budget largely through adding
funds to its advertising kitty. P &
G and Sterling Drug cut their
national advertising budgets.

To find how individual adver-
tisers are allocating their money,
TELEVISION Magazine studied the
expenditures of eight major com-
panies.

Each of these companies in-
creased TV time expenditures,
some by more than half of the
1951 scale.

The chart here compares the
budget of eight of the country’s
largest advertisers for the four
national media measured by PIB
during the first six months of 1951
and 1952 (spot estimates were not
available for all companies).

American Home Products, Gen-
eral Mills, Procter and Gamble and
Sterling Drugs added to their video
allocations mostly by taking money
out of other media.

MAGAZINES

Advertising in this category was
sliced  substantially by General
FFoods and P & G. It was increased
by the other six companies.

NEWSPAPER SECTIONS

Expenditures increased for four
of the seven advertisers using sec-
tions, and dipped slightly for a
fifth. General Foods and P & G

14

While TV expenditures have been responsible for cuts in print

and network radio budgets, from here on in all the media will

probably hold on to their shares of the advertising dollar

however cut back sharply. Since
they are the country’s largest
national advertisers their moves
have a very deep effect on media
revenue.

RADIO

Network time was trimmed by
seven of these eight firms, with
only Lever Bros. expanding its
AM budget.

NEWSPAPERS

When newspapers are included
In the comparison, as with the three
cigarette brands charted on next
page, it appears that some of the
TV budgets have come from money
formerly used on newspapers.
Chesterfield started lopping off
newspaper budgets in 1948 and
Camel in 1950.

An analysis of the estimated
1953 expenditures for Chesterfield
and Camel indicates that the Lig-
gett & Myers brand’s appropria-
tion will be lower than it was in
1951 with TV and printed media
nevertheless getting progressively
larger shares, while network radio
will drop to almost half the 1951
level. Camel’s budget will expand
by more than a million dollars over
1951. Here too network TV and
magazines will register an increase
while newspapers stay the same
and network radio wiil be down
sharply.

These estimates and charts sug-
gest that the new money era in TV
1s almost over, and the thinking of
top agency media men bolsters this
conclusion. Said one, “To a great
extent, larger companies wanted

to see how far they could go with
TV, but didn’t want to disturb
their investments in established
media. But TV will now be judged
as an advertising medium, ex-
amined in light of expenditures
and results.”

All the media men checked were
in agreement on their major
premise—the American economy
will continue to expand, making
more dollars available for adver-
tising. But as the pie grows larger,
each medium’s share of the pie will
not necessarily Iincrease propor-
tionately.

“While dollar appropriations for
magazines and newspapers might
stay level, or keep going up as
they have in the past year,” said
the media head of a major agency,
“this might reflect an increase in
costs rather than an increase in
use by advertisers.” He felt that
the higher revenues earned by
printed media in 1952 might cover
the fact that there was a drop in
actual linage.

Another thought that it would
be the smaller companies who
would be taking money from other
media to support their television
activities, which would be largely
in the form of national spot.

The media picture then, in the
next few years, can be expected
to be one of generally increased
appropriations. Television ex-
penditures will keep going up, but
its relative share of the media dol-
lar won't keep expanding. News-
papers and magazines will main-
tain a good grip on their portions,
but network radio faces a loss of
revenue.

WEEKLY INVESTMENT IN RADIO AND TV FOR THREE SOAP COMPANIES
Network time and production, 1951 vs. 1952 {Qctober)

1951 TY
Colgate-Palmolive-Peet $180,000
Lever Brothers 100,000
Procter & Gamble 365,000

1l
e WWW americanradiohistorvy com

1952 TV 1951 radio 1952 radio

$278,000 $ 76,000 $ 91,000
200,000 110,000 69,000
410,000 300,000 270,000

Television Magazine e February 1953
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HOW THREE MAJOR CIGARETTE BRANDS ARE EXPECTED TO SPLIT ADVERTISING DOLLARS IN 1953

Network Network Newspapers
Television Radio Magazines & Supplements
Camel 55% 12% 15% 209%
Chesterfield 55 25 13 7
Lucky Strike 60 15 14 1
MEDIA FOR KING SIZED CIGARETTES—1951-1952
B Network and Spot - Newspapers
Television Radio Magazines & Supplements
Cavalier 97% — 3% —
Fatima 59 20% 21 —
Embassy 100 — —_ —
Pall Mali 47 22 20 3%
Tareyton — — 100 _
SHARE OF MEDIA HISTORY 1946-1951
Network Spot Network Spot Newspapers
CAMEL TV TV Radio Radic Magazines & Supplements Other
1946 — — 40% 10% 31% 10% 9%
1947 — — 34 7 20 33 ' 6
1948 —_ — 42 6 22 26 4
1949 10% — 3 8 15 31 5
1950 19 1% 34 2 11 29 4
1951 46 2 18 2 10 19 k)
LUCKY STRIKE
1946 — —_ 48 12 17 24 —
1947 — - 44 11 19 26 —
1948 — — 48 12 20 20 —
1949 5 5 44 2 20 26 —
1950 14 6 45 3 14 18 —
1951 39 6 23 3 13 15 1
CHESTERFIELD
1946 — — 51 8 31 7 3
1947 — — 46 7 25 20 2
1948 — — 57 6 23 10 4
1949 14 2 52 5 21 4 2
1950 17 2 59 3 12 4 3
1951 39 1 49 — 9 2 1
MEDIA EXPENDITURE COMPARISONS—FIRST SIX MONTHS 1951 VS FIRST SIX MONTHS 1952
Time Time Newspaper Total Total
Network TV Network AM Sections Mogazines PiB
$ 5 ' $ 5
10,982,532
General Food 51 2,228,149 4,192,534 1,076,386 3,485,463 01
Frer e 52 4,337,154 3,575,652 867,587 3,321,347 12,101,740
6,034,292
Gen'l Mill 1 834,811 3,649,138 695,200 856,123 034,
en’l Mills gz 1719.293 2942456 744 235 1,209,791 6,615,775
Lig. & Myers 51 1,355,756 2,948,891 1,193,222 b
52 2,622,930 2,570,749 1,533,760 727,
4,185,302
119,315 3,168,331 229,869 667,787 185,
o oms Frods. 27 903413 2302.165 369,526 683,964 4.259.068
95,984 19,425,286
046,697 10,479,940 2,103,115 3,795, 2,
PGG g; 2.990 220 8456639 373,761 3,555,130 19,375,780
48 5,383,543
185,460 1,841,135 138,200 1.218,7 353,
Reynolds g; 5,632,425 1785831 134,638 1,332,383 6,929,297
T 648,772
. 6 4,047,545 635,601 664,561 5,648,
Sterling 2 ; gg;gg 3,650,582 684 524 709,268 5,401,022
) 6,602,584
%6 3,531,300 1,174,570 945,488 602,
Lever z_;_ : 25;@9 ; S504891 1633535 990,309 8,907,625
15
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2,200,000, 31 markets

$2,300 TO $61,700 RANGE FOR SHARED SPONSORSHIP

ECAUSE of the increasing trend

toward shared sponsorship,
TELEVISION Magazine presents au-
dience, cost and sponsorship data
on 17 network programs hnow
available on a shared-cost basis.

Some advertisers have bought
into multiple-sponsorship shows
because of limited budgets; others
because they wanted to spread
their TV dollars over a number of
vehicles.

From a cost-per-thousand view-
point, these programs compare
favorably with single-sponsor en-
tries. Godfrey and Friends, with
an audience of over ten million,
delivers a thousand homes for
$3.73. Today for a five minute seg-
ment, has scored a c-p-m homes of
$2.717.

SHARED SPONSORSHIP LISTINGS

First line gives title plus time
and day of telecast. Next, in light-
face type, are names of current
sponsors. On the following line,
program prodiuction cost ts listed
first, followed by time cost, and
length of unit sold. The last line
gives the number of homes reached
per telecast, (December ARB) and
the number of stalions carrying
the show

ABC

SUPER CIRCUS 5-6 pm, Sun

$4,000, $21,833, 13- hour segments
3,470,000, 45 markets

CBS

GARRY MOORE 1:30-2 pm, M-F

Balard, Best Footls, Daepliesze, Duif, Kel
ey, M hel 5 ily - Van ( |3

$2,350, $9,900, '4-hour segments

1,470,000, 59 markets

GODFREY & FRIENDS
Pillshury, Tonl, Liggen O Mye
$10,000, $28,755, V2-hour segments
10,380,000, 59 markets

GODFREY TIME

8-9 pm, Wed

10-11 am, M-Th
10-10:45 am, F

Climton Foods, Frigidaire, Lever Bros , Owers

Corning, Pillsbury, Star Kist Tuno

$3,500, $6,795, Va-hour segments

GLEASON SHOW 8.9 pm, Sat
Amarican Chicle, Loeming
«program), 1/3 sponsorship

OMNIBUS
American Machin

4:30-6 pm, Sun
' Greyhound,  Remington
Fand, Scotr Paper, Willys-Overland

$13,000, $12,500, 1/5 sponsorship
1,490,000, 50 markets

THERE'S ONE IN EVERY FAMILY
11-11:30 am, M-F
151 El'-;l';

$2,300 package, 5 minute segments
780,000, 23 markets

DuMont
DOWN YOU GO

Carter Proehac 1y
$2,300, $8,100, !4 -hour segments
1,390,000, 25 markets

10:30-11 pm, Fni

PAUL DIXON SHOW

3-4 pm, M-F

$2,300 package, 10 minute segments
270,000, 7 markets

ROCKY KING

American Cly hF P0G
$2,500, $7,200, V2 sponsorship
2,220,000, 25 markets

9-9:30 pm, Sun

TWENTY QUESTIONS  10-10:30 pm, Fri
Amarican Chicle, Bauer & Blac)

$3,750, $7,500, V2 sponsorship

1,630,000, 25 markets

WA americanradiohistorvy com

NBC

HOWDY DOODY 5:30-6 pm, M-F
Rellogg, Ludens, Colgate, Standwd Brands,
International Shoe, Welch Grape Juice

$1,500, $13,000, 15 minute segments
3,840,000, 48 markets

KATE SMITH 4-5 pm, M-F
PG, Nestle, Doeskin Products, Johnson €
lohnson, Pillsbury, Gerber Products, Amana
Fefrigerators, Minute Maid, Simoniz, Kno:

mack, Glidden, foni
$3.,400, $13,000, 15 minute segments
2,960,000, 60 markets

TODAY 7-9 am, M-F
Clamorens,  Anson |(‘Wt'h§'_ Florida < rus,
lackson Perking, Knox Gelatin, Fenwill, Mys
He Foam, Pure-Pak, Riggo Tobacco Lime,
Eleeney, General Molors, Masland, Willys-
Overland, Buick, International Silver, Bendix

$259, $2,350, 5 minute segments
940,000, 38 markets

WELCOME TRAVELLERS 3:30-4 pm, M-F
Helene ¢ INTRNES R &y & Shwavder Brothers
$1.600, $10,500, 15 minute segments
1,670,000, 45 markets

YOUR SHOW OF SHOWS 9.10:30 pm, Sat
Benrus, Griltting Lebn &0 Fink,  Pradential,
B Jo Reynolds, W AL Sheatler, 508

%9900, $8,520, 10 minute segments

$29,700, $32,000, 1> -hour segmants
7,730,000, 49 markets
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TIMEBUYING KEY TO RE-RUNS

Repeat runs of syndicated films often get audiences that are as big or bigger than

first run ratings, but time slot and competition are factors that determine size

OW well can an advertiser do
by sponsoring a re-run of a
television film program? The an-
swer to this question depends on
one key factor—astute timebuying.

Some second runs have fallen
flat on their faces; others have de-
livered a considerably higher audi-
ence the second, and even third,
time around.

Theoretically, if the first show-
ing pulls in a 30 rating, 70 per cent
of the potential audience has not
seen the film. But it isn’t quite that
simple.

To find out just how well repeat
performances are doing, a study
was made of a number of varied
film properties.

The findings cannot be applied
to any one type of show. There are
too many variables to come up
with a definitive answer. The dif-
ferent time periods; the different
stations carrying the program; the
competition that a film encounters
on its subsequent runs—these are
the factors that seem to have more
of a bearing than the number of
times the show has been repeated.

Take the case of KECA-TV tele-
casting the same Autry film twice
each week. As the chart shows, on
Wednesday night its ratings is 1.7,
but on Friday it shoots up to 13.7.

The one conclusion that can be
drawn is that it is possible for
almost any type of film program
to deliver audiences comparable to
the first run, even as far along as
the fourth “return engagement.”

Of course, in new markets, the
situation is entirely different. Here,
the circulation growth is much
more rapid than in the established
television cities. Many advertisers
sign up the rights for first, second
and third runs within an 18-month
period.

Past experience has shown that
an advertiser in these circum-
stances can safely sponsor the same
program every six months and ex-
pect a considerably larger audi-
ence each time.

Television Magazine e February 1953

Homes
Program Reached Rating Station
GENE AUTRY
Los Angeles, Calif. 75,705 10.3 KECA-TV
15,606 1.7 KECA-TV
124,848 136 KECA-TV
Ft. Worth-Dallas 23,244 156 WBAP-TV
31,500 14.0 WBAP-TV
St. Louis, Mo. 61,790 334 KSD-TV
112,560 280 KSD-TY

11/4/50, Sat, 6:30-7

12/3/52, Wed, 7-7:30
10/1/50, Sun, 5:30-6

Date

5/2/51, Wed, 9:30-10
5/5/51, Sat, 6:30-7

1/5/52, Sat, 6-6:30

6/28/52, Sat, 5-5:30

FIRESIDE THEATRE (re-run as Strange Adventure)

Washington, D. C. 34,943 444 WNBW 12/6/49, Tue, 9-9:30
5,770 26 WTOP-TV 1/5/51,Fri,7-7:15
19,952 58 WTOP-TV 3/1/52,5at,10-10:30
Milwaukee, Wisc. 29,997 495 WTMJ-TY 12/6/49, Tue, 8-8:30
67,866 30.2 WTMJ-TY 2/4/51, Sun, 9:45-10
69,462 227 WTMJITY 1/3/52, Thu, 10:30-10:45
Los Angeles, Calif. 97,875 13.5 KTLA 10/3/49, Tue, 10:15-10:45
19,850 1.9 KECA-TV 11/2/51, Fri, 10:30-10:45
150,220 11.6 KNXT 11/2/52, Sun, 5-5:30
FRONT PAGE DETECTIVE
New York, N. Y. 169,200 7.2 WABD 5/6/51, Fri, 9:30-10
256,041 8.7 WABD 5/2/52, Fri, 9:30-10
Chicago, Il 107,100 10.5 WENR-TY 11/5/51, Mon, 9-9:30
129,800 11.8 WGN-TV  2/5/52, Tue, 9-9:30
Washington, D. C. 32,400 100 WMAL-TV 1/5/52, Sat, 10:30-11
33,210 8.2 WTOP-TVY 11/7/52,Fri, 10:30-11
BOSTON BLACKIE
Chicogo 200,990 202 WGN-TV 10/51, Tu, 9:30-10
261,105 23.0 WGN-TVY 4/52, Tu, 9:30-10
Pittsburgh 142,080 444 WDTV 10/51, Sat, 10-10:30
175,440 430 WDTV 4/52, Sat, 10-10:30
-8-30
Charlotte 32967 37.0 WBTY 10/51, Th, 8-8:3
o 82,705 59.5 WETVY 4/52, Th, 8-8:30

www americanradiohistorv com
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$2,300 TO $61,700 RANGE FOR SHARED SPONSORSHIP

ECAUSE of the increasing trend

toward shared sponsorship,
TELEVISION Magazine presents au-
dience, cost and sponsorship data
on 17 network programs now
available on a shared-cost basis.

Some advertisers have bought
into multiple-sponsorship shows
because of limited budgets; others
because they wanted to spread
their TV dollars over a number of
vehicles.

From a cost-per-thousand view-
point, these programs compare
favorably with single-sponsor en-
tries. Godfrey and Friends, with
an audience of over ten million,
delivers a thousand homes for
$3.73. Today for a five minute seg-
ment, has scored a c-p-m homes of
$2.77.

SHARED SPONSORSHIP LISTINGS

First line gives title plus time
and day of telecast. Next, in light-
face type, are mames of current
sponsors. On the following line,
program production cost is listed
first, followed by time cost, and
length of unit sold. The last line
gives the number of homes reached
per telecast, (December ARB) and
the number of stations carrying
the show.

ABC

SUPER CIRCUS
Fellogy-Mars Candy
$4,000, $21,833, V2-hour segments
3,470,000, 45 markets

5-6 pm, Sun

CBS

GARRY MOORE
Ballard, Best Foods, Deepfreeze,

g, Masland, Stokely-Van Camp
$2,350, $9,900, Va-hour segments

1,470,000, 59 markets

GODFREY & FRIENDS
Fillsbury, Tani, Liggett & Myers
$10,000, $28,755, 2-hour segments
10,380,000, 59 markets

GODFREY TIME

1:30-2 pm, M-F
Duff, Kel-

8-9 pm, Wed

10-11 am, M-Th
10-10:45 am, F
Fods, Frigidaire, Lever Bros.,, Owens-
(oming, Pillsbury, Star Kist Tuna

$3,500, $6,795, V4-hour segments

2,200,000, 31 markets

JACKIE GLEASON SHOW 8-9 pm, Sat
Sebick, Armerican Chi |(‘I | eerming

$32,000 (time-program), 1/3 sponsorship
5,040,000, 37 markets

C Tirvbin

LINKLETTER'S HOUSE PARTY

2:45-3:15 pm, M-F
Cireeny Ciaant, Fellogg, Lever Bros, Pillsbury
$4,000, $6,130, V4-hour segments
1,240,000, 28 markets

16

OMNIBUS 4:30-6 pm, Sun
American Machine, Greyhound, Remington-
Rand, Scott Paper, Willys-Overland

$13,000, $12,500, 1/5 sponsorship

1,490,000, 50 markets

THERE’S ONE IN EVERY FAMILY
11-11:30 am, M-F
sustaining

$2,300 package, 5 minute segments
780,000, 23 markets

DuMont

DOWN YOU GO
Carter Praducts
$2,300, $8,100, Va-hour segments
1,390,000, 25 markets

10:30-11 pm, Fri

PAUL DIXON SHOW

suslaining

3-4 pm, M-F

$2,300 package, 10 minute segments
270,000, 7 markets

ROCKY KING

American Chicle, P & G
$2,500, $7,200, V% sponsorship
2,220,000, 25 markets

9-9:30 pm, Sun

TWENTY QUESTIONS 10-10:30 pm, Fri
American Chicle, Bauer & Black

$3,750, $7,500, V2 sponsorship
1,630,000, 25 markets

www americanradiohistorv com

NBC

HOWDY DOODY 5:30-6 pm, M-F
Kellogg, Ludens, Colgate, Standord Brands,
Internationo! Shoe, Welch Grape Juice
$1,500, $13,000, 15 minute segments
3,840,000, 48 markets

KATE SMITH 4-5 pm, M-F
P & G, Nestle, Doeskin Praducts, Johnson &
Johnson, Pillsbury, Gerber Products, Amana
Refrigerators, Minute Maid, Simoniz, Kno-
mark, Glidden, Toni

$3,400, $13,000, 15 minute segments
2,960,000, 60 markets

TODAY 7-9 am, M-F
Clamorene, Anson Jewelry, Florida Citrus,
Jackson Perkins, Knox Gelatin, Kenwill, Mys-
tic Foam, Pure-Pak, Riggio Tobocco, Time,
Kleenex, General Motors, Masland, Willys-
Overland, Buick, International Silver, Bendix
$259, $2,350, 5 minute segments

940,000, 38 markets

WELCOME TRAVELLERS 3:30-4 pm, M-F
Helene Curtis, P & G, Shwavder Brothers
$1,600, $10,500, 15 minute segments
1,670,000, 45 markets

YOUR SHOW OF SHOWS 9-10:30 pm, Sat
Benrus, Gritfin, Lehn & Fink, Prudential,
R. J. Reynolds, W. A. Sheatfer, SO8
$9,900, $8,520, 10 minute segments

$29,700, $32,000, V2-hour segments
7,730,000, 49 markets
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TIMEBUYING KEY TO RE-RUNS

Repeat runs of syndicated films often get audiences that are as big or bigger than

first run ratings, but time slot and competition are factors that determine size

OW well can an advertiser do
by sponsoring a re-run of a
television film program? The an-
swer to this question depends on
one key factor—astute timebuying.

Some second runs have fallen
flat on their faces; others have de-
livered a considerably higher audi-
ence the second, and even third,
time around.

Theoretically, if the first show-
ing pulls in a 30 rating, 70 per cent
of the potential audience has not
seen the film. But it isn’t quite that
simple.

To find out just how well repeat
performances are doing, a study
was made of a number of varied
film properties.

The findings cannot be applied
to any one type of show. There are
too many variables to come up
with a definitive answer. The dif-
ferent time periods; the different
stations carrying the program; the
competition that a film encounters
on its subsequent runs—these are
the factors that seem to have more
of a bearing than the number of
times the show has been repeated.

Take the case of KECA-TV tele-
casting the same Autry film twice
each week. As the chart shows, on
Wednesday night its ratings is 1.7,
but on Friday it shoots up to 13.7.

The one conclusion that can be
drawn is that it is possible for
almost any type of film program
to deliver audiences comparable to
the first run, even as far along as
the fourth “return engagement.”

Of course, in new markets, the
situation is entirely different. Here,
the circulation growth is much
more rapid than in the established
television cities. Many advertisers
sign up the rights for first, second
and third runs within an 18-month
period.

Past experience has shown that
an advertiser in these circum-
stances can safely sponsor the same
program every six months and ex-
pect a considerably larger audi-
ence each time.
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Homes
Program Reached Rating Station Date

GENE AUTRY
Los Angeles, Calif. 75,705 10.3 KECA-TV 11/4/50, Sat, 6:30-7

15,606 1.7 KECA-TV  5/2/51, Wed, 9:30-10
124,848 136 KECA-TV  5/5/51, Sat, 6:30-7

Ft. Worth-Dallas 23,244 156 WBAP-TV 1/5/52, Sat, 6-6:30
31,500 14.0 WBAP-TV 12/3/52, Wed, 7-7:30

St. Louis, Mo. 61,790 334 KSD-TV 10/1/50, Sun, 5:30-6
112,560 28.0 KSD-TV 6/28/52, Sat, 5-5:30

FIRESIDE THEATRE (re-run as Strange Adventure)

Washington, D. C. 34,943 44.4 WNBW 12/6/49, Tue, 9-9:30
5,770 26 WTOP-TV 1/5/51, Fri, 7-7:15
19,952 58 WTOP-TV 3/1/52,Sat,10-10:30

Milwaukee, Wisc. 29,997 495 WTMJ-TV 12/6/49, Tue, 8-8:30
67,866 30.2 WTMJ-TY  2/4/51, Sun, 9:45-10
69,462 227 WTMJ-TV  1/3/52, Thu, 10:30-10:45

Los Angeles, Calif. 97,875 135 KTLA 10/3/49, Tue, 10:15-10:45
19,850 1.9 KECA-TVY 11/2/51,Fn, 10:30-10:45
150,220 11.6 KNXT 11/2/52, Sun, 5-5:30

FRONT PAGE DETECTIVE

New York, N. Y. 169,200 7.2 WABD 5/6/51, Fri,9:30-10
256,041 87 WABD 5/2/52, Fri, 9:30-10
Chicago, 11 107,100 10.5 WENR-TY 11/5/51, Mon, 9-9:30

129,800 11.8 WGN-TV  2/5/52, Tue, 9-9:30

Washington, D. C. 32,400 100 WMAL-TV 1/5/52, Sat, 10:30-11
33,210 82 WTOP-TV 11/7/52, Fri, 10:30-11

BOSTON BLACKIE

Chicago 200,990 20.2 WGN-TV 10/51, Tu, 9:30-10
261,005 23.0 WGN-TV  4/52,Tu,9:30-10
Pittsburgh 142,080 444 WDTV 10/51, Sat, 10-10:30
175,440 430 WDTV 4/52, Sat, 10-10:30
Charlotte 32,967  37.0 WBTY 10/51, :fh, 8-8:30
o 82,705 59.5 WBTY 4/52, Th, 8-8:30

17
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BUYING THE NEW TV MARKETS

FACTORS ADVERTISERS ARE CONSIDERING IN SETTING UP 1953 SCHEDULES

“WHICH new markets?” rather
than “how many new mar-
kets?” is the foundation of most
advertisers’ current policy. The
consensus of opinion among na-
tional advertising managers and
media specialists is that the out-
side number of markets anyone
will want is 125, but that the aver-
age spot or network lineup will be
some place between 75 and 90.

Few advertisers and agencies
have set a final or official maxi-
mum. . They’re considering first
those markets which are expected
to be available in 1953.

The prime factor, obviously, is
the advertisers’ distribution pat-
tern. When they speak of “mar-
ket size” they mean the size of
their product’s market, rather than
a given number of homes or level
of retail sales.

If the market 1is important
enough sales-wise to warrant a
TV expenditure, the next consid-
eration is whether or not it is cov-
ered by TV service from the out-
side. “Duplication” said one media
man, ‘1s the keyword in weighing
new markets. Overlapping cover-
age hasn’t been a big factor in TV
so far, but it is becoming as im-
portant in television buying as it
has been in radio.”

Another man stated, “Originally,
a station’s coverage area was
thought of as being a 50-mile
radius of the transmitter. That
grew to 60 miles, and in some cases,
100 mile areas. From now on ad-
vertisers will be favoring the
power-house TV stations in the
major markets, passing over the
cities which can be substantially
covered from the outside.”

Minimum reguirements for cir-
culation and penetration are not
heing recommended by most agency
men, although in some cases ad-
vertisers are requesting such yard-
sticks.

A number of advertisers are
planning to buy ncew stations re-
pardless of initial circeulation fig-

urcs, Some are larpe-scale uscers of
pot, who arce anxious to gel good
time franchises; others are buying
in carly beeause they're confident

of cubstantial set growih in a short
jreriod
This confidence applics mainly to

VHE areas, There s some skoepli-
cigrm about dnomediate chances for
UHE crireulation, slemming from
18

AMERICAN TOBACCO:

The cigarette maker has added a number of the new cities on the theory that if the
area has had no TV, interest will be high though circulation is low. Company plans
to work out policy for specific markets as they come along, staying out of duplicated
areos, unless reception quality in adjoining markets is poor. Not staying away from
UHF as such. Maximum line-up will probably be 125 markets.

BENRUS:

First question is present and potential sales value of market. On network (segment
of Show of Shows) 75 markets might be top. Anxious to get into wanted markets
quickly to establish time franchises for spots, regardless of circulation at start.
Where UHF station offers better coverage than local radio station, will switch from

radio to TV. Eventually plan to pufl out of radio in company’s top 75 markets to
use TV.

BROWN & WILLIAMSON:

Planning to add new markets to spot schedules as they come on for 1953, with
some cuts in radio activity predicted. Market size, sales factors, will be important in
choosing.

BULOVA.:

So far, “have been going into practically everything with spots, Holding off on
markets covered from outside.” If no previous service, regardless of market or
circulation size, “we’re going in with something.”

MINUTE MAID:

Now on Kate Smith show, has picked up as many new markets as possible so far,
hasn’t set minimums for saturation or circulation. Have provided for more new
stations in current budget. “Our fiscal yeer will be over before we could reach
a 100-station line-up; if we had to pick up 100 markets, we’'d have to start re-
appraising the whole buy.” No distinction between UHF and VHF as such.

PENICK AND FORD:

Now using spot in limited number of markets. Will start using new markets on an
“entirely individual market basis,” pegging campaign for each area on which media
are best buys for that area. “TV will be treated like newspapers.”

GILLETTE:

Each market to be considered individually on basis of circulation, with no fixed
minimum requirement. Won't use UHF in regions where YHF service is coming through
or until prospects of substantial number of sets are available.

NATIONAL BREWING:

Expanding to spot TV activities. Company is trying to option time in new markets
where it has sales coverage, as soon as possible. Though some of the markets added
are UHF or in areas where question of duplication has been raised, this brewery,
which wos a pioneer advertiser on pre-freeze stations in Baitimore and Washington,
hasn’t considered these as deterring factors.

LINCOLN-MERCURY:

Toast of the Town line-up will expand on basis of number of cars usually shipped into
a market (not number of receivers) weighed together with the station’s rates. Will
pick up new markets if not covered by other stations, if market size in terms of sales

potential warrant it, or if secondary markets, where dealers are willing to pick up the
tab.

the fact that many of the first UHF For network advertisers,
stations to sign on are close to choice of markets hinges on the

existing VHI areas.

Feelings on UHF’s near-future
possibilities range from “not until
we know about set and converter
sales” to “UHF muakes no difler-
ence, as long as the market is 1m-
portant to us and isp’t reached
from the outside.” From UHF sta-
tions, more so than those in the
lower band, advertisers are looking
for proof that the arca covered
really represents virgin territory,

www._americanradiohistorv com

webs’ indications of “‘must” buys.
Network thinking puts “must”
buys between 50 and 60 stations,
during the coming year. CBS’
required list is 35 stations; NBC’s
is a flexible figure, about 45 at
present.

Despite the caution with which
advertisers arve approaching the
new market situation, some are
prepared to switch spot money
from radio to TV, right off the bat.

Television Magazine e February 1953
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BROADWAY THEATRE
EXPERIMENT CLICKS

WHILE WOR-TV’'S FIVE-A-WEEK DRAMAS SELDOM RATE HIGHER THAN

A 6 ON ANY ONE NIGHT, THE TOTAL WEEKLY AUDIENCE SUGGESTS

THAT REPEAT PERFORMANCES CAN PAY OFF IN THE LARGE MARKETS

HEN WOR-TV first an-

nounced its Broadway The-
atre as a revolutionary experiment
which would repeat the same live
dramatic show five nights a week,
much skepticism was voiced about
the program’s chances of paying
off for the station or for adver-
tisers.

Broadway Theatre 1s now almost
a year old. While its nightly rating
1sn’t tremendous, 1t reaches a cu-
mulative audience of 800,000 peo-
ple each week. Program quality
has been uneven. Some of the old
theatre pieces are outdated. Acting
In a good many of them has been
mediocre. But—the show has de-
livered more hits than strikes and
has piled up a Sylvania award.

January Pulse for the hour and
a half show indicates that Monday,
with a 6.1 rating, gets the biggest
rating. Each day of the week the
audience drops a bit, hitting 3.4 on
Friday.

Weekly cost to the advertiser for
shared sponsorship is $3,500; the
cost per thousand homes is $4.37.
Strong network dramatic shows,
such as Lux Video Theatre, Robert
Montgomery Presents and TV
Playhouse, on a pro-rated basis,
deliver 1,000 New York homes for
$4.67, $7.99 and $7.44 respectively.

On cost per thousand per com-
mercial minute, Broadway Theatre
comes out even better. With 11%4
commercial minutes for each ad-
vertiser per week, the cost per
thousand viewers for each minute
of commercial gets down to an
astonishingly low $.18.

Advertisers now sponsoring the
program are: Piel Bros., Mennen,
and General Tire.

Television Magazine ¢ February 1953

The key to the program’'s low
cost is tne economics of production
worked out by the show’s producer
and creator, Warren Wade. The
station claims it can bring in five
performances a week on a total
budget of $6000. Compare this to
the budgets of $28,000 and $306,000
for TV Playhouse and Robert
Montgomery Presents. This is pos-
sible because for the most part
Wade relies on scripts of old
Broadway shows.

No changes are made in the
original script and consequently
no writers are needed. The costs for
stories are considerably cheaper
when bought for the New York
market alone. And, of course, re-
peating the show across the board
amortizes all costs.

Take the transfer of sets. Says
Mr. Wade: “If I bring in a lot of
furniture it costs $164.00, whether
I use it for 15 minutes or for a
week.” The five-a-week technique
also means savings in salaries. The
minimum scale for an actor for an
hour and a half is $144. For $270
Wade said he can get five nights of
acting for 714 hours.

Wade also said that he pays the
same amount for television royal-
ties for 7% hours as he would for
60 minutes.

Rehearsal time is 35 hours per
week beginning on the Monday
preceding the week the play is
staged. Casts vary from play to
play.

Plans are to put the show on the
road. Dramas will be telecast in
other markets after their New
York run. As each play picks up
mileage, costs will be further
amortized.

STARS like Gene Lockhart, above, Sidney Blackmer,
Victor Jory, Signe Hasso and Sylvia Sidney have been in
WOR-TV’s revivals of old Broadway classics like “Qut-
ward Bound”, “Burlesque”, “Angel Street” & “Rebecca”

WARREN WADE, producer of the program, and manager
of WOR-TV, says actors like playing the same role all
week—a factor that helps him get production “mileage”
from using the same cast, director and simplified sets

GENERAL TIRE, Piel’s Beer and Mennen are three cur-
rent sponsors. Cavalier cigarettes were on for 39 weeks
before cancelling. Show provides for four sponsors, at
$3,500 weekly; gives each 11V minutes of commercial

PIELY
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TRULY THE

MAGNIFICENT SER

OF TELEVISION DRAMAS EVER PRODUCED!

ADOLPHE
MENJOU

YOUR STAR AND HOST IN

EACH

MAGNIFICENT HALF-HOUR DRAMA A VIVID AND REWARDING EXPERIENCE
IN TELEVISION ENTERTAINMENT!

Planned for 3 Full-Length
Commercials Plus Opening
and Closing Sponsor

Identificationl

Btorv. com
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BEYOND BEL(eF:

G St/

ALL THRILLINGLy
NEW
10 TELEVISIgNs

-

ZIV TELEVISION PROGRAMS, INE;
. 1529 MADISON RD., CINCINNATI, OHIQ
TINEW YORK HOLLYWOOL
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3 : III Oone era llr ]Ii*'llr_\' llu' ‘lr;iirli'
schooner made the roads (o new

frontiers. Now it's radio relay and

"-_ _ couxial eable thatl cross our moun-
r '
. \ ] .| tains and 3)';11!]\ L -|1‘\r'|it]s TR

1 territories for television,

L/ - Intercity television transmission

s not Very far 1in time from ils

proneering davs. Yet ils progress

"’ : hias been great. In 1946 less than
B _| 500 channel miles of intercity
television network Tacililies ex
isted. By the end of 1952 this had
A rodio reloy tower in process of construction : i
crown Lo 31.500 channel miles .
cnough to reach an audience of

abod HERVITVRINTY ]n-nph-,

OPENING

These are big figures. But they
can't tell the whole story of the

NEW FR ° NTIER s F o R hig job heing done. Behind them

are many special projects, each

TELE \'A s I ° N costly 1n time and money,

Yet the cost of the service,

furnished by the Long Lines De-

Cable plow troin loying coaxial cable in difficulf territory partrnt-“t of the American Tele-
phone and Telegraph Company
and the Bell Telephone Com-
panies, is low. Bell System charges,
for the use of its intercity televi-
sion facilities, average about ten
cents a mile for a half hour of

program time.

BELL TELEPHONE SYSTEM

.\,

&

Providing fransmission channels for infercity radio and televisian today and fomorrow
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STATION MANAGEMENT

AN EXCLUSIVE TELEVISION MAGAZINE SERIES DESIGNED
SPECIFICALLY FOR THE PROSPECTIVE TY STATION OPERATOR

YOUR FIRST LIVE SHOWS

News and cooking shows are the
basic local programs that offer the
new station an effective, economi-
cal core for its initial schedule, ac-
cording to the experience of three
pre-freeze stations. Each of these
outlets is the only one in its mar-
ket.

The recommendations below
point up the need for the station to
start off building shows that will
be quickly salable and will estab-
lish the identity of the station with
the community.

WSAZ-TV’S ROGERS: NEWS
MOST IMPORTANT

e L. H. Rogers, vice president,
WSAZ-TV, Huntington, W. Va.:

Probably the strongest and most
important local show is the news-
cast. Emphasizing local but au-
thoritative commentary pays off in
prestige value. Straight news ser-
vice film makes even the hottest
stories remote and mechanical.

On-the-spot films of events in
your area are your best bet. If a
news service is used, it should be
complemented with live commen-
tary, by a news man with enough
experience and background to back
up his analysis.

An interview with a prominent
local citizen as a regular feature
of at least one dailly newscast
builds a sense of identification be-
tween station and community
which spells viewer-loyalty to-
wards program personalities and
SpPONSOors.

The use of “news briefs”, pre-
viewing headlines in the news,
helps fill in 20 second spots be-
tween or during network shows
and also builds interest in later
scheduled newscasts.

Cooking shows come in second
when scheduling live programs.
We've used a 45-minute program
across the board since we went on
the air. It’s been fully sponsored
all the time.

The most important factor here
is the demonstrator. She should be
well known in the field of home
economies (the local utilities usu-
ally employ first rate home econo-

Television Magazine o February 1953

mists). Her authority and sin-
cerity are telling factors.

A daily program devoted to the
regional industry 1s another ex-
cellent circulation and loyalty
builder. Again, the use of an out-
standing personality in the com-
munity is the key. Such a program,
although more expensive than
news or cooking programs, pulls in
fringe audience which might not
otherwise be interested in ‘big
city” programming.

A weekly or twice-weekly hill-
billy program is a must. Whether
your own tastes run along this line
or not, you can be sure that your
ratings and billings will compen-
sate nicely. Although the costs are
quite high because of large casts,
it will pay for itself in sales.

Since the day WSAZ-TV opened,
we've carried a local studio church
service. The rotation of the talent
or church groups represented 1s
handled for us by arrangement
with the local Ministerial Associa-
tion. Contact with the church
groups will reveal that they're
anxious to work hard to adapt their
particular services to TV presen-
tations.

WTTV'S PETRONOFF: WORK
WITH UNIVERSITIES

e Robert Petronoff, program
manager, WTTV, Bloomington:

The local university can be your
greatest asset In early program-
ming. Scripts, talent and directors
from the university clubs and de-
partments are often professional
enough to warrant half-hour or
full-hour shows.

WTTV is cooperating with In-
diana University and the school is
now doing two thirty minute shows
and one fifteen minute program
each week. These range from full
dramas to simple interview shows
and are done in our studios.

Soon IU will have its own studio
equipment and the station is in-
stalling a micro-wave relay to the
campus to pick up the IU shows.
At that time (probably in March)
IU plans to do at least half an hour

a day.
(Continued on page 26)

Wwvv.americanra_

ENGINEERING DIRECTORY

GEORGE C. DAVIS
Consulting Radio Engineer
Munsey Bldg. Sterling 0111

WASHINGTON, D. C.

PAUL GODLEY CO.
Consulting Radio Engineers

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

Phones: Montclair 3-3000
Founded 1926

JOHN CREUTZ

Consulting Radio Engineer

319 Band Bldg. REpublic 2151
WASHINGTON, D. C.

A. EARL CULLUM, JR.

Consulting Radio Engineer

HIGHLAND PARK VILLAGE
DALLAS 5, TEXAS
JUSTIN 8-6108

BERNARD ASSOCIATES

Consulting
Radio and Television Engineers

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

WELDON & CARR
CONSULTING
Rapio & TeELEVISION
ENGINEERS

Washington, D. C.
1605 Connecticut Ave.

Dollas, Texas
4212 So. Buckner

JANSKY & BAILEY

An Organization of
Qualified Radio Engineers
DEDICATED TO THE
Service of Broadcasting

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

E. C. PAGE

CONSULTING RADIO
ENGINEERS

Bond Bldg. EXecutive 5670
WASHINGTON 5, D. C.
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< YEARS OF ELECTRICAL &

FROM the smallest portable amplifier all the way up to the UHF 12 kw
X\ PROGRESS z%

transmitter...from a single-bay antenna to a 5-bay helical antenna. You
name it—General Electric can supply you with all equipment necessary for

television broadcasting. Look over these illustrated units in our model TV &&& Lﬁ‘z'
i station plan. See for yourself this complete, ready-to-order line. And, remem- M
ber, this advanced equipment—proved in stations throughout the world—is
' backed by G-E’s 75 years of electrical and electronic progress. For further,
complete details...contact the G-E broadcasting equipment sales representa-
tive in your area, or write: General Electric Company, Section 6023, Elec-
tronics Park, Syracuse, New York.

1928

First demonstration of
television broadcasting,

First TV play..."The
Queen’s Messenger.” G-E
station WGY, Schenectady.

First “remote TV pick-up”
on record. Gov, Smith’s
acceptance of democratic
nomination for President.

1930

First transoceanic TV
broadcast. Schenectady, N. Y.
to Sydney, Australia.

1939

First long-distance
reception of modern high
definition television...in
Schenectady, 129 miles and
7900 feet below line of sight
from New York City.

1940

First TV network. New York
City programs brought to the
Schenectady-Albany-Troy
area via 5-hop G-E
microwave.

Color television demonstcared.

1941

Increased transmitter power
to make WRGB the highest
power television station

in the world.

1950

First high power UHF TV
transmitter. High power
klystron tube.

1951

First high-gain side-fire type
of helical antenna for UUHF
TV transmission.

Complete Television Equipment for VHF and UHF

ENERAL @B ELECTRIC

1952

Highest power VHF TV
transmitter made commer-
cially available. Power output
of 25 kilowatts.
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PROGRAM AND TIME COSTS

Total yearly expenditures for time and production

of advertisers using network television during 1952

an exclusive feature of
Television Magazine's
Annual Data Book

Publication date — March 15

THE ERIE DISPATCH STATION
ERIE, PA.

e —— g T e
A o e

TOP SHOWS ALWAYS

SELLING: The winner of the Col-
gate Award for the most outstand-
ing merchandising promotion in
the nation!

PUBLIC SERVICE: WICU has re-
ceived public service awards from
the American Legion, the Inter-
Faith Council, and educational
groups. The Big Three in Erie—
the Erie Dispatch, Radio Station
WIKK, Television Station WICU
—exist to promote the commu-
nity welfare!

v
* RADIO _(,_ r:_J Natienal Representative
* TV ' ’ WICU-TY —Erie, Pa.—Headley-Reed Co.
* NEWSPAPER / \ /

"L’l LY
5P

an EDWARD /LM@

Mew York Offica—Holol Barclay —Home Office—500 Securily Bidg., Toledo, Qhlo
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( STATION MANAGEMENT
{Continued from page 23)

. Newscasts should come in for
heavy schedules. Together with
weather and sports briefs in five
or fifteen minute units they can
make up as much as one hour of
your live programming day.

A sure fire audience builder is
the newscast using a news expert
to point up the controversial sides
in the headlines.

The cooking show is the best
vehicle for selling time on a par-
ticipation basis in daytime. I would
not (and did not) attempt a half
hour show of this type without two
women who do nothing but pre-
pare, direct and do the show.

Building up a personality to do
the live introductions for western
films has been very successful in
creating a ‘‘character” identified
with sponsors using the film series.
The hillbilly program is almost a
must for live programming. It isn't
expensive and doesn’t require
elaborate production.

WMBR’S MARSHALL: STRESS
COOKING SHOWS

e Glenn Marshall, Jr., general
manager, WMBR, Jacksonville,
Florida:

The cooking show offers the new
station the best opportunity for
profitable and easy programming
in its early operation. Using one
set and a locally prominent home
economist our 45 minute, Monday
through Friday, homemaking pro-
gram has been fully sponsored for
the past three years. '

The entire show each day re-
volves about the preparation of a
complete meal. The only snag we
hit with this show was in getting
a demonstrator with strong audi-
ence acceptance. We found, after
several attempts, that a well-
known middle aged woman does
best.

(Our cooking show did so well
that we created a daily 45 minute
Shoppers’ Guide for morning tele-
casts. It too is well sponsored on
a participating basis.)

A quiz program complete with
prizes and free trips (provided by
VIP Service in New York) goes
very well in our area. The tie-in
for prizes keeps the cost quite low.

Professional-looking and inex-
pensive programs put on by a local
university are highly recommended
for the fledgling station. The Uni-
versity of Florida, with three hours
of camera time, gives us one-hour
of live programming per week.

Television Magazine o February 1953
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DRAMA VS MYSTERY

-

CONTINUOUS COST STUDY

TV Playhouse lowest cpm per commercial minute

N a cost per thousand homes
basis, crime shows compare
favorably to dramatic programs.
In a cost study of five top-rated
dramatic shows and four high
ranking mysteries, P&G’s Fireside
Theater came out best in the first
category with a cost per thousand
homes of $7.20, while, in the cops-
and-robbers division, Lever Broth-
ers held up their end of the soap
industry with Big Towmn’s cost per
thousand homes of $6.91.

Half-hour programs in these
categories deliver cost per thou-
sand impressions on a comparable
basis, with the balance shifted
slightly in favor of the crime
shows. However, a comparison of
crime shows against the hour-long
dramatic shows comes up with
quite different results.

The extra half hour of the 60-
minute dramas, doubling the com-
mercial time but not the cost of
the show, gives these shows an

edge over the half-hour crime
shows. Despite higher costs, the
three hour-long dramas studied
draw viewers at an average of 66¢
per thousand against the crime
shows’ $1.07 per thousand.

The cost advantage of the hour-
long programs is further demon-
strated by the fact that P&G’s
comparatively high rated Fireside
Theater, although pacing the other
dramas 1In cost per thousand
homes, loses out in costs per com-
mercial minute.

COST/M
COST/M VIEW-
PER BROADCAST HOMES/ ERS/
PROGRAM, SPONSOR, STATIONS COSTS ARB HOMES COST/M COMM. COMM.
TIME & AGENCY PIB PRODUCTION-TIME RATING REACHED HOMES MINUTE MINUTE
DRAMAS
FIRESIDE THEATER
P& G—9-9:30 pm, Tu 59 (NBC) $19,000 $29,100 33.9 6,670,000 $7.20 $2.40 $1.00
Compton
KRAFT THEATER
Kraft—9-10 pm, W 47 (NBC} 17,500 42,100 327 5,750,000 10.37 1.73 72
J. Walter Thompson B
LUX VIDEO THEATER ,
Lever Bros.—8-8:30 pm, M 32 (CBS) 15,000 19,350 26.1% 3,725,000F 922 3.07 1.38
J. Walter Thompson - - R -
ROBERT MONTGOMERY PRESENTS
American Tobacco—9:30-10:30 pm, alt. M 62 {NBC] 30,000 50,325 323 6,530,000 12.30 2.05 71
BBDGO T
TY PLAYHOUSE
Goodyear—9-10 pm, alt. Sun. 57 (NBC) 28,000 46,100  41.0 7,710,000 9.61 160 .55
Young & Rubicam
MYSTERIES
BIG STORY
Am. Cigarette & Cigar—9-9:30 pm, F 47 (NBC) $17,000 324,172 29.4 5,220,000 $7.89 $2.63 $1.05
Sullivan, Stauffer, Colwell & Bayles - S S I
BIG TOWN
Lever Bros.—9:30-10 pm, Th 35 (CBS) 16,000 21,030 33.7 5,430,000 6.91 2.30 96
McCann-Erickson S RS -
MAN AGAINST CRIME
R. J. Reynolds—9:30-10 pm, W 48 (CBS) 20,000 23,910 29.4 5,800,000 7.57 252 1.01
Esty . N o — -
RACKET SQUAD*
Biow :
Production costs, TELEVISION Magazine. Time costs, November PIB. Ratings, ARB. Cormmnercial minules: “drflTf'iO’;-:‘;l‘JU_.""?,j|jnl.—'L'LJ)1‘_il 6.

*Racket Squad, now sponsored by Toni via Tathem-Laird, is currently being

tVideodex ratings.
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Wuni to Sumple “‘" 1S thousands of miles away—
make back-at-home armchair viewers pick up and GO? Want to do all this

effectively and at low cost? Yes? Therl USEHLM'

For complete Information write to: Motion Picture Film Department,
fostman Kodak Company, Rochester 4, N. Y. East Coost Division, 342
Madison Avenue, New York 17, N, Y. Midwest Division, 137 North
Wabash Avenue, Chicago™2, lllinols. West Coast Division, 6706 Santa

Menica Blvd., Hollywood 38, Callfornia.
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IF YOUR AGENCY IS NEW TO TELEVISION --

By Milton Simon

HE first thing I would recom-

mend to agencies who are just
starting off in television is to watch
it, look at it—as often as possible.
Study it, study the techniques of
the other advertisers. Find out just
what they are doing, how they are
doing it.

Second, I would recommend
strongly that the agency people in
charge of television spend as much
time at television stations as pos-
sible, nosing around, watching TV
in action. There is nothing like this
actually in getting a wealth of
background material. Bear in mind
it’s an entirely new field; new ap-
proaches are needed. One must get
the feel of working and creating
in the new visual medium.

STICK TO FILM AT OUTSET

Third, I think at the beginning
an agency should stick pretty much
to film shows—established film
shows—for the entertainment por-
tion of television. And, by all
means, use film commercials to
start with. You can see your €rrors
and your shortcomings, so to speak,
before they get on the air.

As a vehicle for reaching house-
wives effectively, most stations
have excellent home economics
(cooking) or shopping shows. The
people’ who conduct these pro-
grams usually have a strong local
following, built up for the most
part because of previous radio
work. Programs of this type pro-
vide for the elementary approach
to TV selling. They are able to
show the product in use; television’s
greatest asset. Because of the na-
ture of this type of show, the com-
mercials can be longer and, in the
case of a shopping program, a great
deal of descriptive material for a
product can be worked into the
program.

Television Magazine o February 1953
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Milton Simon, partner in Memphis' Simon and Gwynn with TV

billings of $100,000 yearly, advises agency men to study

their screens, visit local stations and

stick with film for

commercials as well as programming in early stages of use

In the preparation of commer-
cials we have found that the use
of a story-board is most helpful.
(The story-board is just one of
many new terms which you will
get to know about in working with
television.)

Actually, the story-board con-
sists of a series of sketches of the
key elements you want to visualize
along with the accompanying copy.
For instance, if you visualize a
close-up of a woman talking or
holding up a garment, better sketch
in the head of the person and with
a garment held up, in exact pro-
portion to the screen.

Quite often I find that words
alone to a producer don’t do the
job and you end up with a medium
or a long shot where you want a
close-up. These story-boards, or
scene treatment sketches as we call
them, are a great help.

However, the most important
thing of all is the basic knowledge
of detailed fundamental require-
ments. What will show up well on
the screen or what won't has to be
clearly understood by someone in
charge of the final production.

I mean facts like slide data
should definitely be assimilated.
Scanning areas should be known.
Facts like original art work con-
forming to 3 high by 4 long ratio,
4 minimum border between mes-
sage and edge of background, a
maximum message area.

These are facts that can be gained
by close association with the sta-
tions and an understanding of their
requirements. Some stations, of
course, have standards different
from others. And that’s why we
are suggesting an individual ap-
proach to this problem in each
particular market.

At this stage it might be a good
idea to get all these basics down

in writing; put them in the form of
a guide list with copies for every-
one in the office.

ROLE OF THE ART DIRECTOR

The art director is probably the
logical man to handle television
production in the medium size
agency. Of course, it obviously de-
pends to a great degree on the vol-
ume of work that goes through the
shop, and how busy the art director
1s.

As to the execution of produc-
tion— with a good deal of it being
in film commercials, I strongly rec-

(Continued on page 32)

Syndicated film programs give agency new to
TV the chance to concentrate on commercials

local production outfits can come up with film
commercials meeting highest quality standards
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IF YOUR AGENCY IS NEW
TO TV

(Continued from page 31)

ommend leaving this up to the
people who know what they are
doing.

With all of the various and in-
tricate production devices neces-
sary to bring out a smooth profes-
sional and effective selling com-
mercial, we prefer to put our faith
in the hands of the film companies.
We will give them as much scope
and responsibility as feasible in
dramatizing what we want to bring
out in our clients’ products or serv-
ices.

There should be consultations, of
course, between the art director
and the film producer; but we cer-
tainly don’t advocate going into
a film production company and
standing over the camera telling
them how to dot the “i”’ and cross
the “t,” so to speak. I think you
handicap the film company when
you limit them to this degree. It’s
like telling a surgeon how to oper-
ate, or a lawyer how to draw a
will,

DON’'T LET SHOW BUSINESS ANGLE
THROW YOU OFF BALANCE

Recruit your TV copywriters
from your copy or radio depart-
ment. Don’t think because tele-
vision is hailed as “show business”
that somebody in the theatrical
field can come in and get up your
commerclals. It’s a selling medium
that calls for selling techniques.

I also think it important that
cach account executive absorhs the
fundamentals of television produc-
tion. He is going to be responsible
to the client in the final analysis,
and 1f he doesn’'t know the facts
and know how to tcll the art di-
rector what he wants, he is going
to be severely handicapped when
he talks to the client the next day,
and the client raises merry-ned
about the way this particular item
looked, or why his prized pol didn’t
look like a prized pot.

I also want Lo stress an import-
ant point which might seem ob-

vious. Bul because it is so obvious
and because television is an excit -
Ing medium to work with, it tends
Lo he overlooked. The big thing is
the wideo: the picture is the ave-
nue the cye follows and the mind
registers on fivst and predomin-
antly.,

The audio supports the picture
and mmust oot all tines justify ils
cxantenee Tor that reason only,
Dot 1ry 1o make the audio do
32

any more. Don’t give it the lead
and don’t crowd in audio that is
irrelevant to the picture.

Avoid tricks in the beginning.
Stick to straight selling. Wipes and
flips and lap dissolves and the like
are all right to know about, as
terminology. But don’t go splash-
ing those phrases around in your
script until you've gotten your feet
wet.

In summing up, if we were to
put in a nut-shell our advice to a
beginner in television, it would be
just this: Learn the essentials, the
elementary material first. Get your

background facts. Get what you
can and can’t do on that screen
firmly established.

Then, bear in mind that good
television selling is simply good
advertising. It is another medium.
It’s as effective as your imagination
and your ability to execute that
imagination can make it.

There is nothing greatly mys-
terious or bogey-bearish about
television. Television has selling
power that is of inestimable value.
There are very few instances of
failures on television at the present
time.

e 100,000 WATTS

IS THE “1st AND ONLY” TELEVISION STATION IN
WEST VIRGINIA AND IN THE RICH OHIO VALLEY

AREA

MARKET DATA*

® 103 COUNTIES

® FPOPULATION
3,299,300

® RETAIL SALES
$1,828,557,000

EFFECTIVE BUYING
INCOME
$2,873,118,000

For Acdditional Information
Call, Wire or Write Lawrence
H. Rogoers 1, or your nearost
KATZ AGERMNCY . . . .

LM M harvoy of Buying’ 1952

OHIO - KENTUCKY - WEST VIRGINIA

IN THE PRIMARY AREA
OF WSAZ-TV.

o LARGEST ATOMIC PLANT IN U. S.
COSTING OVER $2 BILLION DOLLARS
. EMPLOYING OVER 36,000 PER-
SONS.

e $12,000,0600 EXPANSION PROGRAM
AT SOUTH POINT, OHIO

e HUNTINGTON FIRM AWARDED
$1,000,000 CONTRACT

CHANNEL 3

WSAZ-TV |
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BRAND SURVEY: Coffee

This month Television Magazine’s continuing field survey

re-examines coffee buying, finds TV impact up 73 per cent
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By Frank Mayans, Jr. and Norman Young

A swing away from house brands,
a shift in the relative ranking of
leading brands and an increase iIn
sales of instant coffees between
June, 1952 and January, 1953 are re-
vealed in a second examination of
coffee buyers.

Purchasers were interviewed {for
both periods in the same Grand
Union Supermarket in New York
City.

The interview group in June
consisted of 153 buyers of coffee.
In January, 217 purchasers were
interviewed. Each sample includes
instant, regular and store brand
buyers.

The three house brands which had
in June accounted for almost 33 per
cent of all purchases, in the follow-
ing January study made up only 14
per cent of all coffee bought.

In the second study, 69.3 per cent
of all TV set owners mentioned TV
advertising for the brands they
bought, as compared to 40 per cent
last June. All other media dropped.
On the other hand, among non-
owners, newspapers and magazines
gained in number of mentions.

Notably, when viewers were asked
about advertising for brands other
than the one purchased, 45 per cent
mentioned TV advertising and one
third of these could quote content of
TV advertising.

In comparison, half of those who
saw advertising for the brand they
bought on television could recall its
content.

Television Magazine e February 1953
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Old Dutch scored 100—every purchaser hadeen its TY spots _

Interesting i1s the impact of the
Red Buttons show, which came on
for Maxwell House a few days be-
fore the survey was made. Of those
who bought Maxwell Instant 10 per
cent recalled the show as the source
of advertising. Of the Maxwell Reg-
ular purchasers, 46 per cent cited the
program.

Only 13 per cent mentioned Mama,
which has been promoting the brand
for several years. None in either
group reported Life with Luigi,
which had served for the previous
13 weeks as a Maxwell House vehi-
cle.

Chase and Sanborn scored highest
on remembrance of TV advertising
content. All buyers of that brand
who recalled its TV advertising
identified it with Garry Moore, al-
though it has been several months
since the company sponsored the
show.

0Ol1d Dutch, a heavy user of spots,
scored highest with 100 per cent of
its buyers recalling its TV advertis-
ing.

SHARE OF PURCHASERS

JANUARY 1953 JUNE 1952

Regular

% %
Freshpak™ 11.5  Grand Union* 13.3
Maxwell House 11.0  Maxwell House 11.1
Chase & Sanborn 9.2 Savarin 10.5
Old Dutch 6.9  Early Morn™ 10.5
Sanka 5.5  Freshpak™ 9.1
Sovarin 4.6

Instant

% %
Borden’s 129  Moxwell House 5.9
Maxwell House 8.7  Nescafe 5.2
G. Washington 59  Borden’s 3.9

Postum 4.6

* Grand Union Brands

TV ADVERTISING IMPACT

JANUARY

Per Cent Per Cent

that saw  that recalled
Brand TV advertising TV content
G. Washington 7.7 —
Medaglia D’Oro 40.0 —
Savarin 700 71.4
Maxwell House 70.8 824
regulor
Maxwell House 78.9 46.7
instant
Sanka—reguiar 25.0 66.7
Sanka—instant 333 —
Chase & Sanborn 65.0 100.0
Borden’s 53.6 -
Nescafe 86.7 385
Old Dutch 100.0 28.6
Of those mentioning TV advertising for

brand bought, 62.2 quoted content. Of those
mentioning all media, 44.8 per cent remem-

bered content.

MEDIA RECALLED BY PURCHASERS

OWNERS NON-OWNERS
JANUARY 1953  JUNE 1952 JANUARY 1953 JUNE 1952
TELEVISION 69.3% 40.0% 15.8% 3.9%
NEWSPAPERS 8.8 236 31.8 25.4
RADIO 4.4 200 5.2 43.1
MAGAZINES 10.2 16.3 31.8 21.5
OTHERS 0.7 0.0 0.0 58

33
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YOUR PRODUCTION DEMANDS
; THE EXCELLENCE OF

~ Precision
Prints

STEP PRINTING
ELIMINATES
CONTACT SHIFTS

The sharpness of a print depends on
close contact between original and
print stock. In step printing at Pre-
cision, the two films are absolutely
stationary during exposure. Timing
and eflects are produced without
notching original,

YOUR ASSURANCE OF

BETTER 16 PRINTS

15 Years Research and Spe-
cialization in every phase of
l6mm processing, visual and
aural. So organized and equip-
ped that all Precision jobs are
of the highest quality.

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

Our Advanced Methods and
our constant ¢becking and adop-
tion of up-to-the-minute tech-
niques, plus new engineering
principles and special machinery

Precision Film Laboratories — a di-
vision of J. A. Maurer, Inc., has 11
years of specialization in the 16mm
Jield, consistently meets the latest de-
mands for higher quality and speed.

enable us to offer service un-
equalled anywhere!

Newest Facilities in the 16mm
field are available to customers
of Precision, including the most
modern applications of elec-
tronics, chemistry, physics, optics,
sensitometry and densitometry—
including exclusive Maurer-
designed equipment—your guars
antee that only the best is yours
at Precision!

PRECISION

FILM LABORATORIES, INC.
21 West 46th St.,
New York 19, N. Y.

JU 2-3970
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MATHES: TV PRE-SELLING
(Continued from page 13)

ance, two very important pre-
requisites for products that wish
to capitalize on the “in-the-store”
buying decisions, are nurtured by
the TV commercial. People can be
expected to remember much of
what they see on their TV screens,
because they not only see the
products identified, but they also
receive the added impact of see-
ing the product in use.

Frequently they can identify
themselves with the person who is
demonstrating the product, or
again, they are “softened-up” for
a future sale by the identification
of the product with a favorite en-
tertainer such as an Arthur God-
frey or a Kate Smith. And when
the TV viewers walk into a self-
service store and stand before a
number of competitive brands,
they remember what they have
seen the day, week, or month be-
fore.

Consumer studies have shown
this again and again. One of the
most impressive of these was a
probability sample made in the
New York area, which revealed
that 83.09, of TV owners recalled
seeing or hearing of a certain
brand of merchandise that had
been promoted on TV as compared
to 67.09% non-TV owners who had
been exposed to other media.

Of course, here at J. M. Mathes,
Inc.,, we know that TV 1is not a
cure-all for every advertiser’s
problems. KEach advertising me-
dium must assume its proper place
with each specific account, and it
Is our job, as it is of all agencies,
to recognize when TV, radio, news-
papers, magazines, outdoor, or a
combination of these, will Dbest
serve the client. Canada Dry Inc.,
for example, has been a heavy and
successful advertiser in all these
media.

Long ago, we realized the im-
portance of pre-selling in this
beverage market, however. For
that reason, Canada Dry became
one of the early advertisers on
network TV. Our job at the time
was to popularize the 7-ounce, or
“split” bottle of ginger ale. This
campaign was spear-headed by the
use of TV, and in combination with
other media, Canada Dry has gone
a long way in the development of
new business based on the “split”
size individual bottle. As a result
of this fact, Canada Dry recently
began its new film series, “Terry
and the Pirates,” which is now on
52 key stations.
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CASE STUDY: Warner-Hudnut's Tru-Tint

AGENCY:
DANCER-FITZGERALD-SAMPLE

WARNER-HUDNUT INTRODUCES TRU-TINT ON TRIAL RUN BASIS;
TELEVISION FOUND MOST EFFECTIVE MEDIUM IN PHILLY TEST

OBJECTIVE . . . . . . . ..

1) To introduce a new product, Tru-Tint Hair Coloring.

2) To find the best way to market and advertise Tru-Tint. Since Tru-
Tint was only one member of the large Warner-Hudnut family, both pro-
duction and advertising funds had to be limited according to the needs of
other products.

TRUTINT i

b Loy

Tru-Tint was first introduced September 1951, in Eastern Pennsylvania,
Southern New Jersey and part of Delaware. Television, radio and print
campalgns were inaugurated in three markets: Philadelphia, Reading and

" Scranton—Wilkes-Barre.
Tru-Tint

METHUD = = =+ = = = = =« = + In Philadelphia TV spot announcements consisting of 60 second films were
used on WCAU-TV, WFIL-TV and WPTZ. Where possible, spots were
placed adjacent to women’s daytime shows. Seven announcements were
used per week, totaling 235 from September through the following June.
Radio advertising in Philadelphia was used on a co-op basis with Sun Ray
Drugs. In Scranton— Wilkes-Barre, AM spot announcements were used—
5 daytime one-minute spots running 39 weeks on WGBI and WBRE. Print
used in all 4 cities consisted of five 1200-line black and white ads in dailies
followed by twelve 500-line Sunday supplement ads in The Bulletin, In-

Film commercials quirer and Scrantonian; Sunday R.O.P. in Wilkes-Barre and Reading.
; To test the effectiveness of this initial campaign, reply cards were put
7% A o vou into each package of hair coloring. Consumers were asked . teil where
' they first heard of the product and why they bought it.
’ “.?3( . .
. 7 1 Lo Sy e gt Using names obtained from the reply cards, 175 women were interviewed
4 ) e by the Crossley research organization in Philadelphia. They did not know
SRLES oM that the interview was sponsored by Hudnut.
Reply cards

RESULTS .+ w « « + « + .« Television was the largest single reason for the initial purchase with 25
per cent of those interviewed mentioning TV as the reason for purchas-

ing. Experience in the Philadelphia area showed that markets with tele-
vision coverage produced 11 per cent to 39 per cent more sales per capita
with 31 per cent to 34 per cent less advertising per capita than markets
without television effort.

Don Beckett, advertising manager for Tru-Tint, attributed the success of
television, in the test, to its flexibility. He said, “It permits the before and
after effect needed in a good demonstration. Qur slogan, ‘Brush away the
years in minutes at home with Tru-Tint’ is graphically brought forth by
Don Beckett the techniques of the filmed commercials.”

Still moving ahead cautiously, Warner-Hudnut .prpceeded'to southern
Ohio where Tru-Tint was again introduced on a }1m1ted basis. Company
is now using six TV spots per week on WNBK in C?evelland as well as
page ads in the Plain Dealer. This fall Tru-Tint tied in Wlth the Look to
Lazarus program On Columbus’ WBNS—TV. Commercials were those
used earlier in Philadelphia. Co-op advertising was also used on WCPO-
TV in Cincinnati and WLW-D in Dayton on programs sponsored by Gal-
laher stores and Dow Drug. Reply cards are still used and a close watch

is kept on advertising results.
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L]
EMC€. advertising ..

595 E. BROAD ST, COLUMBUS 15, OKIO . Adoms 7243 %

November 14, 1952

metchandising |

s
e

Mr. Frank Jones

WBNS-TV

495 Olentangy River Road
Columbus, Ohio

Dear Mr. Jones:

I thought you would be interested to know the
affect of the advertising schedule for our
client, Pickerington Creamery, on WBNS-TV's
"Aunt Fran and her Playmates®™ series.

The reaction from the trade has been highly
satisfactory. Pickerington's powdered milk,
comparatively unknown before this recent IV
campaign, has gained distribution in many new
outlets, and repeat orders for the product are
high. Your station merchandising department
outdid itself in preparing the point-of-sale
material which called attention to our television
schedule. Despite the fact that a 70¢ purchase
is required to secure Aunt Fran's Fingertip
Puppet premium, including box top and 25¢, the
returns have been most gratifying.

Very truly yours,
HARRY M. MILLER&;NC. @M%
J%Zhn W. Corbett, Jr.
Account Executive.

WBNS-TV, the Nation's Number 1

Test Market Station.

Indicative of all
WBNS-TV's product
promotion, both Pick-
erington Creamery's
product and an
appealing premium
were cleverly inte-
grated into the top-
rated Aunt Fran show
. + « resulting in a
gratifying sales in-
crease for the client.

(OLUMBUS, OHIO
CHANNEL 10

CBS-TV HETWORK & Affiliated with Columbus Dispatch and
WHNS-AM @  Goneral Sales Office: 33 Morth High Street
REPHESENTED BY BLAIR TV

TIMEBUYING
(Continued from page 11)

a station to sign an affiliation
agreement with the four networks.
In some markets where new sta-
tions are going on the air, this
situation is levelling itself off.
However, there are markets where
it hasn’t yet and will not for some
time.

In many instances these stations
know which network is their prime
or basic (or whatever you wish to

call it) network . . . the one they
really try to keep happy .. . let’s
face it, the one they're “partial”
to . .. the one they hope to have

for years to come. In these mar-
kets I see no reason why this help-
ful information cannot be made
available. I for one would like to
see the basic network listed first
and the other three network af-
filiations shown alphabetically or
in any order desired by the station.
This most certainly would save
some of us many memory gyra-
tions, guessing, checking, or what-
ever waste motion we have to go
through, In trying to obtain the
necessary information that, in my
opinion, could be made readily
accessible.

Television i1s a great business
and a great medium. Since the
lifting of the freeze, its complexion
has and will change in many re-
spects so greatly that it is almost
like an infant reborn.

All T ask 1s that we all get to-
gether, profit by some of the mis-
takes experienced by other media
in the past, and bring it up to be
the healthy, productive and pro-
fitable medium that it should be.

They are the markets that
everyone wants, so managers need
not be afraid of losing this show
or that show because they have
made the information available, as
they’'ll usually be ordered.

RATES

Why is it that by and large the
new stations have selected one of
three rates for a Class A hour?
Granted, it’s easy [or buyers to re-
call or forecast what the rate
might be if none has been estab-
lished, but monotonous. Couldn’t
some ingenious station choose an
“odd” figure?

MARKET INFORMATION

County listings for all TV areas
with retail, drug ond food sales,
EBl and population, etc,

Coming March 15
Annual Data Boak
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' Risks and Rights |

DESPITE THE DECISION —UPT MERGER CASE
IS SIGN OF RISING ANTI-TRUST TROUBLES

With surprising speed TV is get-
ting entangled in that endless con-
troversy called the anti-trust laws.
The ABC Paramount Merger Case
is a perfect example. The “Hearing
Examiner”, the Hon. Leo Resnick,
has filed his findings. He recom-
mended that United Paramount
Theatres Inc. be allowed to merge
with the American Broadcasting
Co. The F.C.C. in a five-to-two
decision, approved the merger on
February 9.

Regardless of the decision, the
controversy probably will not end.
That seems to be the difficulty with
our anti-trust laws. As now en-
forced by independent commissions
such as the F.C.C. and F.T.C., the
controversies involved never seem
to end.

Everyone is in favor of legal re-
lief against monopolies and pro-
hibitions of oppressive restraints of
competition in the TV industry.
But so great has become the ob-
scurity as to what the anti-trust
laws mean, no small independent
station dares stick its head inside a
court in hopes of early relief. All
it can hope for therefrom is years
of litigation.

Our anti-trust delays and court
fights seem a throw-back to the
court comedies depicted by Dickens.
The government prosecution against
the investment bankers before
Judge Medina has taken a longer
time than even the Communists
trial he presided over so ably. And
it’s just beginning. Once the gov-
ernment starts in on an anti-trust
suit, if the defendant is not licked
legally, he ends up harrassed to
death. The motion picture com-
panies surrendered before they
were finally licked legally.

Take the ABC-Paramount case.
The hearing examiner’'s report
covers one hundred closely printed
pages. He handed down one hun-
dred and fifty two findings of fact.
The case was set down for hearings
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on August 8th, 1951. A year and a
half passed; it was still pending.
Meanwhile ABC was hung up high
and dry, awaiting F.C.C. to decide
what is the law.

The length and cost of govern-
ment anti-trust proceedings are
becoming a legal scandal. When a
government lawyer starts an anti-
trust case he embarks on a career:
the defendant, on a check-writing
Marathon. For business men to sur-
render because of the expense and
harrassment involved means that
justice is out of the window.

To blame the Commissions and
the Courts of course is unfair. They
have no right arbitrarily to shorten
the evidence submitted or to stop
the arguments of counsel. Even the
Department of Justice can not be
blamed too much, because its
lawyers believe often they have an
evangelical mission to perform-——
also a reputation to establish as
anti-trust experts against the day
when they return to private prac-
tice.

Congress primarily is to blame.
Congress persistently evades the
job of writing clear and precise
and definite anti-trust laws. Con-
flicting groups always appear be-
fore Congress on an anti-trust
hearing; businessmen vs. bureau-
crats. So Congress ducks. It passes
laws written in words of equivo-
cating generality. Thereby Con-
gress persistently ‘“passes the
buck’ to the Courts and Commis-
sions. The recent Maguire Fair
Trade law is the latest example.
No sooner was it passed than law
suits started everywhere because
of its equivocating verbiage.

The key statute involved in the
ABC Paramount Merger Case
(Section 18 of the Clayton Act) is
another prime example. Congress
(15 U.S.C.A. Section 18) amended
the statute in 1950. To prevent
monopolies, Congress forbade the
acquisition by one corporation of
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By Samuel Spring
Spring & Eastman,
Attarneys

the stock of another, where “the
effect of such acquisition may be
substantially to lessen competition
or to tend to create a monopoly.”

This prohibition applies to all
interstate commerce, including TV.
The key words ‘“substantially to
lessen competition” or to “tend to
create a monopoly’ are as general,
wide and uncertain as any legal
language can be imagined.

To expect the Courts and Com-
missions to do the work of Con-
gress is contrary to the democratic
system. The inevitable result is
absurdly protracted litigation. The
duty of making the words used in
the statute realistic should not be
evaded by Congress.

Is the demand for a clear-cut
codification of anti-trust laws too
much to expect of Congress? If
Congress won’t, or can’t, do better,
what price anti-trust laws? The
cure is proving almost worse than
the disease. Certainly Congress can
summon enough legal aid to state
clearly what it wants to be done in
business conduct.

All successful competition must
add up to some limitation on the
success of competitors. The line
defining where successful competi-
tion ends and oppressive competi-
tion begins can only be drawn by
Congress.

The guestion is far from remot:
in interest to the TV industyy. The
anti-trust blows which helped push
the once great giant, the motion
picture industry, to its now lowly
place, is a warning to TV. What
happens once, can happen again.

Whether or not one believes that
the anti-trust laws were used un-
fairly against the motion picture
industry, the fact remains that the
expense, delay, and the unexpected
results are a warning to the TV in-
dustry. It's next in line in the
entertainment industry for the

sleigh ride.
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“THE FEELING OF SHARING A BIT OF SPECIFIC INSIDE

INFORMATION CAN PROVE HIGHLY EFFECTIVE IN BINDING

TELEVISION VIEWERS TO A PARTICULAR BRAND NAME”

E are all familiar with what
happens when a boy, an alarm
clock and a screw driver get to-
gether beyond the scrutiny of pa-
rental eyes. There is a craving in all
of us to find out how things work.
This curiosity does not die as
children grow up. We all continue
to have it in varying degrees of
intensity. It is a psychological need.
It is standard equipment for peo-
ple reared in our type of society.
It manifests itself in such adult
behavior as watching construction
through peep holes or going on
conducted tours through factories,
or getting back stage in a theatre.
Such phrases as ‘““what makes it
tick,” ‘“what goes on behind the
scenes”’ and ‘‘the inside dope” re-
flect our universal, self-starting,
curiosity about the wvital creative
activities that go on behind the
smooth facade that is presented to
the world at large.

This psychological mechanism
manifests itself in an interesting
and useful way in regard to adver-
tising. It shows up in the tendency
to identify ourselves with a partic-
ular finished product if our curi-
osity has been rewarded with a
little inside information about
“what makes it tick”:

“I know it’s a good car. I was in
the factory. I saw with my own
eyves how they are put together.”

“It was a wonderful play, wasn't
it? By the way, I watched Jones
paint that second act scenery.”

So we are curious about the inner
workings of things, and we tend to

THE INSIDE GLIMPSE

BY DR. G. D. WIEBE
Research Psychologist

Columbia Broadcasting System

identify with those products, activ-
ities, institutions about which we
have a little inside information.

TV Matchless Medium

For "“Inside Information’

1

Now consider television. The
viewing screen on a receiver is, in
itself, a miraculous “peep hole”
through which we see all manner
of wonderful things that are not
ordinarily within our range of
vision. Here is the matchless me-
dium for setting up identification
by providing glimpses behind the
scenes. Not frozen pictures, not
verbalized descriptions, but glimp-
ses of the real moving meshing
creative activity.

This advertising strategy has spe-
cial relevance in cases where com-
petitive products have few objec-
tive, tangible differences. Specific
demonstrations of superiority are
impractical in these cases. But the
feeling of sharing a bit of specific
“inside information’ can prove
highly effective in binding viewers
to a particular brand name.

There is one important aspect of
this sales strategy that merits spe-
cial mention. It is that these “in-
side glimpses” should be specific,
bona fide, special experiences. That
is, they should, in themselves, have
the impact of a new experience or
a rewarding insight. If the viewer
says, or thinks: “Sothat’s how they
do it,”” or “Gee, I'll tell Betty about
that,” he has the feeling of having
made a neat little discovery, and
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the “inside glimpse’ has been well
planned.

On the other hand, long shots of
assembly lines, or of the slick out-
side of a production machine will
be inadequate for they baffle rather
than inform. Shots of ordinary men
doing ordinary things will not qual-
ify. Neither will scenes that show
highly complex processes—process-
es too intricate to “click’” on brief
acquaintance.

When properly executed, the “in-
side glimpse’” should arouse the
same sort of reaction, though less
intense, that one feels when a magi-
cian does a trick slowly so that you
can observe the deception.

Cut-away models, slow motion
processes, mock ups, magnifications,
fresh special techniques, simplified
laboratory gadgets, such devices as
these can build personal attachment
to particular brands. And there is
another reason why the “inside
glimpse” is an attractive and con-
structive alternative to battles of
superlatives. It contributes to the
technological sophistication of the
audience—one of the outstanding
attributes of the American people.

The “inside glimpse” is not a new
strategy in television advertising.
Specific examples of it are already
to be seen. But the basic psycholog-
ical principles that give the “inside
glimpse” its vitality may be new
to some readers, and it is the under-
standing of these principles that
must precede the fruitful use of
this advertising strategy.
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. MAXIMUM REACH OR CONCENTRATED COVERAGE?

AUDIENCE STUDY NO. 4: How cumulative and duplicated audience informa-
tion can help advertisers select television programs and commercials which

best fit their marketing and advertising policies — A. C. Nielsen data.

FOUR WEEK AUDIENCE

PER TELECAST AUDIENCE |

CIRCULATION FREQUENCY

DIFFERENT
HOMES REACHED
IN FOUR WEEKS

FOUR WEE
CUMLATIVE
RATING

AVG. NUMBER OF
TELECASTS REC'D
PER HOME REACHED

HOMES REACHED AVERAGE l
IN AVERAGE RATING PER
PROGRAM TELECAST TELECAST

SEARCH FOR TOMORROW 2,154,000 13.5

15.1

75725,000 L8.4 6.0 out of 20

LOVE OF LIFE 1,962,000 6,548,000 50,0 BE noon

FIRST 100 YEARS * 1,284,000 8.2 6,501,000 40.6 3.7

HAWKINS FALLS 1,318,000 11.8 5,739,000

5,998,000

8,588,000

50.7 3.9
37.1 3.7
54.9 3.9 "
50,6

GARRY MOORE 1,18L,000 7ol

KATE SMITH 1,670,000 10.8

BIG PAYOFF 1,943,000 13.7

16.1

75245,000 3.8 out of 12

STRIKE IT RICH 2,576,000 8,438,000 52.8 L.3 L

# Program no longer telecast. BIG ?ﬁIOFF arid STRIKE IT RICH telecast 12 times in four weeks.

Others telecast 20 times in same period. Data:

T can make a big difference to

an advertiser whether his shows
are strong in the number of dif-
ferent homes they reach or the
number of times they reach the
same homes—whether he is getting
maximum circulation or frequency.

An advertiser might want maxi-
mum circulation and so acquaint
as many potential buyers as possi-
ble with his product. Or, he might
prefer a show which delivers the
greatest number of repeated im-
pressions to as much of the same
audience as possible.

The type of commercial a spon-
sor uses might also depend on
whether he is getting frequency or
maximum circulation. The degree
of variety in his day to day pitch
could be correlated with the ex-
tent his show is hitting the same
homes.

The Nielsen table compares the
per telecast ratings and cumula-
tive audiences of eight daytime
shows. Indications are that no one
class of daytime shows is neces-
sarily better than another in de-
livering these objectives.

Daytime serials which might
have been expected to get the
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higher frequency of hitting the
same homes because of their plot
continuity were equalled on this
count by non-serials.

Where the audience turn-over
is great, as in the case of Kate
Smith and Hawkins Falls, monthly
cumulative audiences many times
the size of the per telecast audience
can be built up. Kate’s sponsors
are getting high circulation with
8,558,000 different homes reached
in four weeks. )

On the other hand, with higher
per telecast ratings and low turn-
over of audience, Search for To-
morrow hits the same homes with
one-third greater frequency.

Some shows deliver both fre-
quency and large circulation.
Strike It Rich and The Big Payoff
get 7,245,000 and 8,438,000 homes
respectively on the cumulative
four week basis. In average num-
ber of telecasts per home reached.
Payoff gets 3.8 out of a possible 12
while Strike It Rich gets 4.3 which
is about as high a frequency as the
serials get.

Equally important to the adver-
tiser is knowledge of the extent of
audience duplication obtained

WWW.americant_' 1

Copyright 1953 by A.C. Nielsen Co.

when he sponsors more than one
program. Again, his preferences
will depend on whether he wants
maximum circulatlion or concen-
trated coverage.

The bar-graph below showing a
daytime and an evening show
sponsored by Colgate inaicates
that a large unduplicated audience
is possible (bar on right) when a
sponsor chooses shows with very
different audience composition.
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AND THEIR WORK

— — c— — — — — — — — ot e e——— —— m— e S comSm e——— et —
— m—— v — —— —

SPONSOR

CBS Television
The CBS “Eye,” familiar symbol of CBS Tele-

a4, : vision, is brought to life in 4}2-second system-
: Bs identification spots and 20-second program-pro- PRODUCED BY
yoLavwsine motion trailers—produced by Information Produc-

tions for CBS. An example of the versatility of INFORMATION PRODUCTIONS, INC.
this new film organization.
5 EAST 57TH STREET, NEW YORK 22, N. Y,
ELdorado 5-1722

— e em  e— ma—r e e e e e— ee—— S— e— e s— S e — — we— —
— — m— ——— — — — — — —— —

AN ADYERIISING 1

curront Film commercials DIRECTORY OF PRODUCERS ‘
1

Ll

i

-

The Croft Brewing Company establishes im- ADVERTISER
mediate identity and positive acceptance for The Croft Brewing Compony
their distinguished Croft Ale, up in Boston, with
' e this perfectly-produced, 10-second filmed com- AGENCY
BOSTON+ mercial. One of a series of filmed spots for Cunningham & Walsh, Inc.

- Croft Ale, it combines clever optical treatment
of the Croft Ale bottle and toke—homé carton PRODUCED BY
with animation of the Croft Slogan. Croft re-
quired maximum prestige and solid impact from NATIONAL SCREEN SERVICE
their filmed commercials. National Screen Serv-
ice more than met these requirements with top- 1600 BROADWAY, NEW YORK, N. Y.
quality production treatment. Clrcle 6-5700

O — g e e e IR ——— S

Wi_se’s trude-mqu, the wise o!d ow_l,‘ is .deft_ly ADVERTI&EEEe Potato Chip Company
exploited for maximum product identification in
this effective TY spot. “Hoots™ of praise for Wise AGENCY )
Potato Chips, against a chorus of voices, carol the Lynn-Fieldhouse
catchy theme song that precedes the “straight”
sales story given by the Wise home economist, PRODUCED BY
This merges into live action home and party scenes SARRA INC
climaxed by a reprise of the owl animation and ! ) )
theme song. NEW YORK: 200 EAST 56TH STREET

CHICAGO: 16 EAST ONTARIO STREET

—_— — —— e — — —— — —— e — o— —— — —— e— — o, S

A minute of stop-motion magic —that's the

newest of many TV commercials made by SARRA ADVERTISE:(M.”( .
tor Pet Milk Company. A chair pulls itself up to et M ompany
the table; a cup fills with coffee; a can pours AGENCY
the milk; the cup empties itself; a can hops from Gardner Advertising Company
the shelf to the carrioge. I['s amazing, it’s enter-
taining, it’s product identification, it's pure sell. PRODUCED BY
Used by Pet as a spot and on the All Star Revue SARRA, INC.
. with brilliant reproduction assured by SARRA’S NEW YORK: 200 EAST 56TH STREET
Vide-o-riginal prints. CHICAGO: 16 EAST ONTARIO STREET
ADVERTISER
Again SARRA has been chosen by Cecil & Pres The Electric Auto-Lite Co.
brey, Inc. to produce Electric Auto-Lite's series
saluting automobile manutacturers of America in AGENCY
2 minute TV commercials used on Suspense. In Cecil & Presbroy, Inc.

this spat, the new Hudson Jet is shown and dis
cussed by Mr. N. K. Van Derzee, Hudson’s Vice

President in Charge of Sales. Other cars, all Auto PRODUCED BY

Lite users, to be similarly featured are Chrysler, SARRA, INC.
De Soto, Dodge, Kaiser-Frazer, Nash, Plymouth,
S:U(h'h:kt‘l‘:‘Ingd( Wilnll\.:l o= e NEW YORK: 200 EAST 56TH STREET

CHICAGO: 16 EAST ONTARIO STREET

For screonings and further information write the producers direct!
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PROGRAMMING . . .

HOSTS, HIGHBROWS AND HILLBILLIES —
THE MIDWINTER CROP IS AN IMPROYEMENT

By Abby Rand

To build a program from a series of unconnected weekly episodes, broadcasting has in-
vented The Host. After watching some of the newer Hosts, we concede that they're necessary
but we doubt that they’re being properly used. Take Adolphe Menjou for instance. Presiding
over Ziv's otherwise excellent Favorite Story Theatre, he isn’t content to be a greeter. He dons
whatever costume the actors are wearing and scampers around the scenery. Since he also acts
in some of the films, you can never tell if he’s a character from Poe or doing a combined take-
off on Mifton Berle and Alastair Cooke. Of course, seeing the show in New York, where he also
does the commercials for Schaefer beer, we get an exceptionally large dose of Mr. Menjou.

Douglas Fairbanks Presents is another fine dramatic series that’s cluttered by too much
Host-work. Mr. Fairbanks, far from mastering the ceremonies, is given an awful lot of time to
fill and nothing interesting to fill it with.

Frank Wisbar, one of the few Hosts not required to drink beer on duty, officiates on
Procter and Gamble’s Fireside Theatre. He is of course the producer of the program. That
should be work enough for any man, and evidently is for Mr. Wisbar. His appearances are
clumsy and contrived, never conveying a glimmer of enthusiasm for the work that follows.

Comedy isn’t funny when you don’t hear anyone laughing. Probably Private Secretary (Ann
Sothern), American Tobacco’s contribution to the situation comedy boom, wouldn’t be hilarious
even if “audience reactions” were dubbed into the soundtrack, but it would be better than the
present discouraging silence and poor timing. Most filmed comedies (My Hero is the top
offender) go too far in the other direction, with long, loud laughs that could never seem real.
Isn’t there something available between nothing and too much?

While Omnibus knocks itself out trying to raise the general level of programming, two
simple, straightforward film series—the Lilli Palmer Show and This Is Charles Laughton—each
manages in 15 minutes to slip in more that's genuinely stimulating than the Ford Foundation
sometimes get into an hour and @ half. Mr. Laughton reads Shakespeare and Miss Palmer reads
Lewis Carroll, and both act as though this were perfectly natural. Because they’re presented
neither as missionaries nor instructors they’ll probably do well in both roles.

It wasn’t until we saw the Gay Foster Roxeyettes swing into an old-fashioned precision tap
on Toast of the Town that we realized what has been ailing dancing on TV. This-was the first
genuine chorus line we had seen on the screen in months. No plot, no ballet movements, no
psychology—just pre-Oklahoma rhythm, and legs.

The “little” variety show isn’t as little as it used to be, but it definitely seems to -be on
its way back, with Club Embassy (Mindy Carson) and USA Canteen (Jane Froman)}. Queshon'ns,
though, is this just fringe hour stuff or could it go instead of, or opposite, a really big mid-
evening production. The answer seems to lie in the potential of strong guest stars. .If costs can
be held down by simplifying production, it looks as though network advertisers might have a
choice of something beside panel shows in the lower cost bracket.

Eddy Arnold has probably had more record hits than any singer aiive'. His rgdio programs,
and those of his fellow hillbilly singers, have pulled in tremendous audiences in all parts of
the country, in cities of every size. On TV, local country style groups hgve beFome powe}:fltil
entries (see page 23). In Los Angeles, Spade Cooley has outrated (-:mythm’g going. T‘YO bn -
billy music shows are doing well on syndicated film. But networkwise, this field hasn’t been
touchad.
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CIRCLE 7-8300
“Hello, may I speak to Tony
Miner?”
“Hi, Tony, what are you doing?”
“Nothing?”
“How come?”

9 OUT OF 10 SCREEN STARS

Our on-the-spot survey doesn’t
come up with anything like this.
We would be glad to make a per-
sonal check among the current
group of Hollywood stars. We'll
start right off with Marilyn Mon-
roe? How about it, Lux?

SPIVAK

Maybe we're just a bit old-fash-
ioned, but something has always
irritated us about Meet the Press’
Lawrence Spivak! Finally put our
finger on it. How about a little
more respect, Mr. Spivak? When
we saw your program a few weeks
ago, you consistently referred to
“Truman”  and “Eisenhower"”.
Wouldn't it be nicer to have said
“President Truman” or “General
Eisenhower™?

NEEDED, STRONG PUBLIC RELATIONS

For too long the broadcast in-
dustry has been a sitting duck for
the Congressmen seeking head-
lines; for the ‘“‘crusading” news-
papers trying to build circulation;
and for the critics who would have
very dull columns indeed, if they
did not criticize.

The industry must take a long

ALL IS NOT LOST

In the midst of the plethora of
tired programming cycles comes
the commercial success of Omni-
bus. What could be more encour-
aging than five advertisers spon-
soring a program that is still
experimental?

Remington, Greyhound, Willys,
American Machine & Foundry, and
Scott Paper—all have flaunted the
trend of buying only into an estab-
lished show with a solid rating
history.

On an audience or cost-per-
thousand basis the Omnibus spon-
sors aren’t in the running with the
leaders. But they still have one of
television’s best buys for they will
receive an impact for their com-
mercials; a send-off for their com-
panies, not possible in the usual
programming set-up.

This is advertising without slide
rules. It could be called creative
media buying.

Equally significant is the fact
that none of these advertisers
would be able to assume full spon-
sorship of a program of this mag-
nitude. While Omnibus has room
for considerable programming im-

range preventive approach to
stress its service to the public. But
it also needs a Minute Man team
ready with facts and figures to
fight any unjustified attack, a com-
bat team that is not afraid to use
the most powerful of all com-
munication media, its own—tele-
vision, to defend itself.

provement, it is another step to-
ward the inevitable future pattern
of TV advertising—the magazine
structure.

Because of the economics of tele-
vision, the networks will become
giant publishers with a number of
magazines of varied circulation,
appeal, readership. There will be
the mass circulation “magazines”
like Show of Shows; specialized
“publications” like Omnibus, and
“news weeklies” like Today.

As the networks find themselves
gradually switching over to this
type of operation, television will
become more effective as an adver-
tising medium—not only because
it enables advertisers with limited
budgets to use television, but it
also makes it possible for advertis-
ers to increase their coverage via
multi-program sponsorship. The
new flexibility will mean harder
hitting, advertising. And rather
than limiting network advertising
to a handful of corporate giants,
the television business will be on
much firmer ground when adver-
tisers of all sizes will be able to
use the medium.

Fred Raugel
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