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Tested TV Programs at Prices You Can Afford!

Perarnowsels
TRANSCRIBED SHOWS

are regularly telecast by

WSB-TV Atlanta
WBAL-TV Baltimore
WAFM-TV Birmingham
WTTV Bloominglion
WNAC-TV Boston
WBKB Chicago
WCPO-TV Cincinnali
WEKRC-TV Cincinnat
WXEL Cleveland
WBNS-TV Columbus
WFAA-TV Dallas
WOC-TV Davenporl
WHIO-TV Dayion
WXYZ-TV Detroit
KPRC-TV Houston
WFEFBM-TV Indianapolis
WDAF-TV Kansas City
WGAL-TV Lancaster
KTLA Los Angeles
WAVE-TV Louisville
WMCT Memphis
WTCN-TV Minneapolis
WNHC-TV New Haven
WOR-TV New York
WFIX New York
WTAR-TV Norfolk
WKY-TV Oklahoma City
WOW-TV Omaha
WFIL-TV Philadelphia
WDTV Pittsburgh
WIJAR-TV Providence
WTVR Richmond
WHBF-TV Ruuk Island
KSD-TV St Louis
KDYL-TV Salt Lake City
KEYL San Antonio
KFMB-TV San Diegu
KPIX San Francisco
KING-TV Seatile
WEYR-TV Syracuse
KOTV Tulsa
WTOP-TV Washington

AT
Qammawzz
e/?v_l«?ﬁ'on /Vetwor»é

~ y

Bol Clampett's
"TIME FOR BEANY”

{} WHIMSICAL PUPPET ADVENTURE SERIES
{15 minutes, 5-times-weekly) featuring Beany, a happy-go-
lucky youngster; his pal Cecil, the seasick sea serpent; blustering Uncle-Captain
Horatio Huff'n'puff; Dishonest John, Hop Along Wong, Clowny, Hunny Bear and
a host of surprises ... pirates, creatures from the Square Planet, atomic scientists,
even Mr. Nobody and his family.

AWARDS —"Emmy’’ for “'Best Children's Show,"”” 1949 and 1950, from Academy of TV
Arts & Sciences. “Qutstanding Children’s Program,” 1949 and 1950, from
Parent-Teachers Association, Los Angeles.

POPULARITY POLLS —'Top Children’s Show, 1949" in Tele-Views Program Poll.
“Top Children’s Show,”" 1949 and 1950, in Woodbury College TY surveys.

CITATION --'Best Kid’s Show, 1949’ by So. Calif. Assn. for Better Radio & Television.

HOOPER — Los Angeles: 20.2 average Telerating, January thru December, with 49.1°%,
average share-of-TY-audience. Highest rated multi-weekly show on West Coast.

VIDEODEX — Los Angeles: 25.2 average rating, April thru December, 1950.
Detroit: 8.7 average rating, April thru November.
St. Louis: 27.6 October rating; 23.2 average, April thru October.
Boston: 12.3 December rating; 6.7 average, April thru December.

RESULTS — Los Angeles: Budget Pak’s offer of plastic toy “Train of Tomorrow’’ for 50¢
cash and wrapper of 19¢ or 29¢ candy pulled 84,000 replies in 10 weeks or a
looker-listener cash outiay of $64,680. In July, Budget Pak's offer of a free
Beany photo exhausted a supply of 200,000 in 48 hours.

New England ice cream sponsor H. P. Hoad’s offer of two treasure chests af
toys ($250 value) for best hand-colored Beany drawings drew 26,000 entries
within a few weeks.

[/ . . . . -
Hararorered Transcribed Programs are available to TV stations or advertisers. Prices
on request. Write, wire or phone for audition prints.

National Sales Otfice - 1501 Broadway, New York 18 - BRyant 9-8700

KTLA Studios «+ 5451 Marathon §t., Los Angeles 38, Calif.* HOllywood 9-6363

A SERVICE OF THE PARAMOUNT TELEVISION NETWORK
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WDEL-TY

CHANNEL 7

WILMINGTON, pgy

THIS MARKET 1S F“‘S'l‘

IN RETAIL STORE PURCHASES,
HAS THE HIGHEST PER CAPITA
EXPENDITURE OF ANY STATE.

Standard metropolitan Wilmington,
Delaware aréa showed following in-
creases in the ten years, 1940 to 1950.

INCREASE
Population 20%
Dollar volume retail sales 178%

Dollar volume wholesale sales 2099,
Dollar volume service trades 1549,
In the mine year period, 1939 (0 1948,
employment rose 34349,

Data from 1950 Census of Population and 1948
Census of Business, figures released December
1950.

WOEL-TV is the only television station
located in this markec which is first
in the nation—and growing all the
time.

WDEL-TV effecuively reaches this rich-
est macket with NBC and Du Mont
network shows, many popular local
dayume and evening programs.

WDEL-TV—the TV must on your
schedule.

Represenied by

ROBERT MEEKER

Associates

LOS ANGELES
CHICAGO

NEW YORK
SAN FRANCISCO

A STEINMAN
STATION

NBC

TY-Affiliate
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CARMEN LAWRENCE
CAVALLARO WELK BLUE WOOoDY

. i BARRON HERMAN
...now In its 3

second successful
year, playing to
the largest
audience ever
assembled before
one bandstand

SKITCH
HENDERSON

LIONEL
HAMPTON

GENE
TOMMY KRUPA

JUCKER

JOHNNY
LONG

XAVIER
CUGAT

Presented every Tuesday

9:00 P.M., EST
over the facilities of

0 MO

TELEVISION NETWORK
62 AFFILIATED STATIONS

A Division of Allen B. Du Mont

Laboratories, Inc.

@ ]95] 313 MADISON AVENUE, NEW YORK 22, NEW YORK - PHONE: MUrray Hill §-2600
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What The New Network Facility Allocations Mean

Pity the poor advertiser under
the new FCC proposals for network
allocation of cable facilities. Not
even an electronic computing ma-
chine will be able to come up with
any definite answers for him. Two
definite statements, however, can
be made: it will be more difficult
than ever to clear large station line-
ups, and the ability to pick particu-
lar stations without taking an en-
tire circuit will no longer be pos-
sible.

Theoretically, no one network has
been allotted cable clearances that
would enable it to deliver all cities
on the AT&T circuits. Instead, each
network will alternate getting first
crack on each of four “Circuit
Groups,” which are made up of three
to four legs per circuit.

However, it will be possible for a
network to get a larger block of sta-
tions, but in almost every case, it
will require horse trading that will
make the old days seem like playing
marbles. For example, if network
A has a top-grade children’s pro-
gram, but is unable to get into a
number of large markets because it
hasn’t priority on one of the circuits
in those cities, it can make a swap
with network B to get those sta-
tions. In return, when network B’s
top show is funneled into the same
markets, it will get the needed sta-
tions from network A.

At present, the four AT&T
groups, each theoretically having
similar set circulation figures, will
be broken up as follows:

GROUP |

Chicago—Omaha

New York—Syracuse
Washington—Birmingham

GROUP 1I
Chicage—Omaha
New York—Boston
Washington—Norfolk

GROUP 11l
Dayton—Louisville
New York--—Bosten
Cleveland—Rochester
Washingten—Charlotte

GROUP IV
New York—Syracuse
Chicago—Memphis
Dayton—Louisville
Take network A again. It requests

its share of time segments in each

Television Magazine *+ March 1951

category, noting the particular
hours desired in each group. Based
solely on chance, the periods are
apportioned to the four networks.
A, having received its time alloca-
ations in Group 111, for example,
proceeds to query stations on the
four legs. In each leg, a majority
must approve the programs; other-
wise, network A loses half its time
priority. 1t can retain 50¢¢ on the
assumption that at least one station
on a given leg signals approval for
at least one program. Even in this
case, stations do not have to take
the live show. Should no priority
be forthcoming from any station on
a leg, the time reverts to AT&T.
The company then turns over the
period to the network with the lar-
gest number of station requests for
a given program.

An example of the complexity of
the allocations, with not even the
time buyvers’ favorite slide rule pro-
viding much help, is in the follow-
ing provisions covering only one
particular phase of the report:

“Notwithstanding the . . . provi-
sions for single station acceptance,
a network’s use of a circuit for a
half-hour period shall not be pei-
niitted on the basis of single station
acceptance (f all of the followiny
ciredmstances oecur:

“(u) Such half-houyr period has
been tentatively allocated to the net-
work as one of two half-hour periods
opposite a full hour program of
another network; and

“(b) The network with the full
hour program has received station
acceptances therefor from 50 per
cent or more of the stations (by
markets) on the circuit involved;
and

“(¢) Snch single station accept-
ance for such half-hour, if treated
as the basis for permitting such use,
would prevent the use of a circuit
on the leg for the one-hour program
and the circuit is not used by any
network during the other half-
hour; and

“(d) The network with a single
station acceptance for only one half

www americanradiohistorv com

COMMONWEALTH

Currently Serving the
Nation’s Leading TV Stations
Offers the Followin

TV FILM PACKAGES
SN

| MAJOR
26 company
| FEATURE PROGRAMS

with such stars as

Paulette
GODDARD
Hmmy
STEWART
Merle
OBERON
Melvyn
DOUGLAS
loymond
MASSEY

Sarbaro
STANWYCK

Rober?
YOUNG

Jimmy
DURANTE

Claudette
COLBERT

Jack
BENNY

S GWESTERNS
featuring

. THE RANGE BUSTERS
KERMIT MAYNARD

VARIETIES

12/ min each ¢ featuring

SOUND
ARTOONS ;

!

! atlon and cemplate
a2, write to 5
24 TEQ

LommonweALT

Sl eeniel Jeloveaden, Fne,
723 Sewenth Avenue, Now York 19, N T
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ASHINGTON'S MOST POWERFUL and FIRST SEVEN-NIGHT-A-WEEK TELEVISION STATION

3

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

Representod Mationally by

ABC SPOT SALES

FOCUS continued

hour of the hour period tentatively
allocated to it on the circuit does
not utilize two half-hour units of
its quota on the basis of single sta-
tion acceptance on the circuit.

“Equality acceptances: Where an
equal number of stations (by mar-
kets) on any leg accept the pro-
grams of two or more networks dur-
ing the same time period, first
choice shall be accorded to the net-
work which has the least time (per
week with the time segments in-
volved) ordered on the leg prior to
re-allocation; second choice to the
network with the next lowest
amount of such ordered time; third
choice to the remaining network and
so forth on a rotating basis.

“Twenty-one days prior to the
commencement of each quarter,
each network shall designate to the
Telephone Company {1) those pro-
gram periods as to which the net-
work has obtained station accept-
ances, specifying the acceptances,
(2) those periods as to which the
network has obtained no station ac-
ceptance, and (3) those circuits by
program periods as to which the
network desires to exercise its right
to obtain an allocation of the cir-
cuits involved on the basis of
plurality acceptance . ..”

NBC's AM-TV Package

S THERE an AM-TV puackage
I trend? NBC may be serious
about this plan. It finallv started
pitching its much talked-about com-
bination radio-television programs.
Its first show offering is The Clock.

NBEC points out, “the same cast
will perform both versions. The ra-
dio version will be taped at the tele-
vision dress rehearsal and broadeast
al the same time as the live televi-
sion presentaficn -10:30-11:00 p.m,
Sunday,

“The Cloek is o simultaneous
broadeast-—avoiding the production
problems of the conventional simul-
st

CThe Clock s designed for spon-
sarship in one of two ways:

1 For one advertiser

Y20 For three advertisers on a
parrlicipadion basis
oo the program ix sponsered

in itx entirely by one advertiser, he
wilt receive the customary commer-
cial fime of three minutes during
the half hour.

A three advertisers partici-

www americanradiohistorv com

pate, all three will receive commer-
cial mention in the billboard which
opens and closes the programs and
each will receive one one-minute
commercial during the course of the
program. Advertising positions will
rotate, so that every third week the
advertiser will be in first position.

“The plays will be written in two
acts so that the half-hour will run
as follows:

“1. Teaser

*2, Clock music

“3. Clock premise

“4. Opening commercial billboard

*5. 1st commercial

“6. Story

“7. 2nd commercial

“8. Story

“9. Clock music

“10. 3rd commercial

“11. Credits and next week’s com-
ing attraction.

*“12. Closing commercial  bill-
board.”

The Clock will be carried on the
full NBC radio network of 166
stations, and on 20 stations of
NBC-TV: Atlanta, Baltimore, Bos-
ton, Buffale, Chicago, Cleveland,
Detroit, Erie, Lancaster, New Ha-
ven, New York, Norfolk, Philadel-
phia, Providence, Richmond, San
Francisco, Syracuse, Utica, Wash-
ington and Wilmington. Stations
picked are a representative samp-
ling. Line-up, however, is subject
to station acceptance,

To show how The Clock has been
faring “in the face of major, high
cost competition,” NBC discloses a
report from American Research
Bureau, January, 1951, which gives
the Ford Theater a 28.9 and The
Clock 23.8.

Analyzing the ratings of mystery
radio programs, NBC feels safe in
estimating an average Neilsen rat-
ing ot 10.0. Projecting this in terms
of circulation, NBC came up with a
total of 4,190,000 radio homes or
8,799,000 listeners, NBC estimates
its homes-reached via TV at 1,482,-
000, tor a potential audience of
1,626,000 viewers. The total homes-
reached figure, therefore, would be
H.672,000, for a total potential au-
dicnce of 13.325,000.7

Time cost of The Clock—radio,
$12431.68; TV, $9,069.38—totals
$21,950 gross per week. Talent cost
per week is given as $13,950, The
total weekly cost to one advertiser,
thervelore, is $36,451.06; for each
of three advertisers, $11,817.02.

In sumniing up the total costs—
“over $11,000 per week means ex-
pending approximately $1563,000 per
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quarter,” NBC asks:

“"What will this buy in Life Magazine?

“"What will this buy in newspapers?

"How does The Clock compare?"

. in newspapers, 8 insertions
(500 lines) in 92 markets
giving

32 million impressions
$4.835 per M

. in Life, 17 insertions thalf

page B&W) giving
45 million impressions
$3.48 per M

. in The Clock, 13 programs in

166 markets, giving
173 million impressions
$ 85 per M

According to NBC, television of-
fers. ..

GREATER IMPACT . .. 129 mil-
lion more impressions than the
nearest competing medium

GREATER ECONOMY . . B $2.59
less cost-per-M than the nearest
competing medium.

If advertisers go for the idea of
combined AM-TV for maximum
coverage, the plan might well keep
radio in a safe position, rather than
being cut into by TV. And bv low-
ering program costs, radio’s cheap-
er cost-per-thousand makes TV a
better buy as well.

Nielsen Reports on
AM-TV Listening

“WHEN a television set is
installed in the home,

daytime radio listening drops from

two hours and 41 minutes, to one
hour and 49 minutes, and at night,
from two hours and three minutes
to a mere 20 minutes. Meanwhile,
televiewing consumes one hour and
one minute of the family’s daytime
and a whopping three hours and 19
minutes at night,” the A. . Niel-
sen (0., reports,

“The family that has had its tele-
vision set less than =ix months
spends an hour and a4 minute tele-
viewing in the daytime, a figure
that falls off to 40 minutes among
families that have had their sets
over a vear. Nighttime televiewing
drops from three hours and 19 min-
utes among those who have had
their sets less than six months to
two hours and 47 minutes among
those who have had TV over a vear.
Improved programming and partic-
ularly increaxed davtime telecasting
is  expected to counteract this
trend,” A. . Nielsen’s adds.

The compuny reports that more
than 500,000 TV sets are used “dur-
ing the average minute in the duy-
time. this figure being two and «a
half times as high as a yvear ago,
due in part to the increase in TV
families and in part to more day-
time telecasting. During the aver-
age nighttime minuate well over half
of all TV =ets are in usze.”

Comparison of Radio & TV Sponsor identification

Listed below are five programs carvied on both
radio and TV. In each instance there is a significant
diffevence in corvect identification of product or
sponsor between homes “listening” and homes “look-
ing.” In every case the video edition comes up with
higher product identification. Top example for cor-
rect identification of product or advertiser is Stop
the Music, which registers 1007, higher on TV
than on radio. Ratings were computed by Trendex.

TELEVISION

Don’t

Correct Wrong Know

Jack Benny 88.2 0.6 11.2
You Bet Your Life 78.7 1.6 19.7
Stop the Music 82.4 0.9 16.7
Truth or Consequences 74.4 23 23.3
Lone Ranger 70.4 3.7 25.9

RADIO

Don't

Correct Wrong Know

Jack Benny 66.2 0.0 338
You Bet Your Life 55.0 5.0 40.0
Stop the Music 371 8.6 54.3
Truth or Consequences 62.8 0.3 36.9
Lone Ranger 60.0 4.0 36.0

Television Magazine = March 1951
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ENGINEERING DIRECTORY

GEORGE C. DAVIS

Consulting Radio Engineer
Munsey Bldg. Sterling 0111
WASHINGTON. D. C,

PAUL CODLEY CO.
Consulting R adio E ngineers

Upper Montclair, N. J.

Labs: Great Notch, N. J.

Phones: Montclair 3-3000
Founded 1926

McNARY & WRATHALL
Consulting Radio Engzineers
National Press Bldg. DI. 1205
WASHINGTON, D. C.

1407 Pacific Ave. Santa Cruz. Calif.
Phone 5040

JOHN CREUTZ

Consuliing Radio Engineer

319 Bond Bldg. REpublic 2151
WASHHINCTON, 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 Bivd, Normandy 26715

[Hollywood 27. California
WELDON & CARR
WASHINGTON. D. €.

1605 Connecticul Asc.

Dallus, Texas
1728 Wood St.

1742 W, Rufiner Strect
Seattle, Washington

JANSKY & BATLEY

An Organization of
Qualified Radio Engincers
DEDICATED TO THE

Serviee of Broadcasting
Sational Press Bld;_'.:-\('.lshj D. C

A E. C. PAGE
CONSULTING RADIO
ENGINEERS

Bond Bldg. EXecutive 5670
WASUHINGTON 5. D. C.
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sl mertcds
Qeazdthy .
SNV, Slaliorns

Fnr complete camera mohility, smooch pan
cffects, angle shots, running shots, tiles, dolly
shots...most television stacions rely on Houston-
Fearless equipmenc . . . standard of the motion
picture industry for 20 years. Houston-Fearless
dollies, cranes, camera pedestals, tripods and
heads combine brilliant engineering, superhb

quality, preaision craftsmanship and proved de-

e
HOUSTON
FEARLESS

e

’
MERTRE

o
EALTIMD

"
ROCHERTE

INTERNATIONAL (1 "

HOUSTON - FEARLESS

EQUIPMENT

pendability cthac assure perfece, reliable perfor-

mance at all times.

More and more television stations and film pro-
ducers are discovering che many advantages and
cconomics in operating their own film process-
ing labs. Whatever your needs, Houston-Fearless
film processing cquipment will do the job faster,
beeeer, automacically and with complete de-

pendabilicy.

Write for information on specially-built

equipment for your specific needs,

+ DEVELOPING MACHINES « COLOR PRINTERS - FRICTION HEADS
« COLOR DEVELOPERS < DOLLIES « TRIPODS + PRINTERS « CRANES

Corvprorabion

11801 W. OLYMPIC BLVD -

““WORLD'S LARGEST MANUFACTURER OF MOTION PICTURE PROCESSING EQUIPMENT"

www americanradiohistorv com

LOS ANGELES 64, CALIF.


www.americanradiohistory.com

WHAT THE BEER AND WINE

Television Magazine's Continuous Cost Study

COMPANIES ARE SPENDING

EER and wine companies spend
almost $240,000 weekly for
eight network TV shows, TELE-
VISION Magazine research depart-
ment figures indicate.

Highest-rated show is Anheuser-
Busch’s Ken Murray hour (Sat.,
8-9 p.m., EST, CBS), garnering a
strong 34.1 February Videodex fig-
are, capping four months of stead-
ily increased ratings. Schlitz's Pul-
itzer Prize Playhouse (Fri., 9-10
p.m., EST, ABC) takes second place
with a 26.4 rating, followed by
Pabst’s Blue Ribbon Bouts, garner-
ing a 23.6 figure. Ratings fluctuate
sharply on this show, depending on
the fight contestants. The Robinson
fight topped Milton Berle.

The Ken Murray show also draws
the largest sets-in-use total, coming
up with a weekly 3,199,000 homes-
reached tally. Runner-up is the
Pulitzer Playhouse with 2,440,000,
followed by Blue Ribbon Bouts with
2,353,000. The latter also has cap-

followed by Ken Murray with 47
and Pulitzer Playhouse with 44.
Top-costing network program is

the Anchor Hocking Broadicay
Open House, cooperatively spon-
sored by the glass company and

seven breweries, Blatz, Ruppert,
Gunther, Genesee, Pfeiffer, Red Top
and West End. The late-hour,
across-the-board  variety  atanza
costs over $64,000 weekly, the bulk
of the funds going for time chavges.
Its $13,500 production charge for
five one-hour shows represents one
of the best buys on video today.
Top product spenders are An-
heuser-Busch for Ken Murray’s
variety stanza and Schlitz for its
hour-tong dramatic show. The lat-
ter sponsorship seemed a daring
one. Would & beer advertiser and a
dramatic format tie-in for maxi-
mum effectiveness? As a quality
beverage, Schlitz wanted to be iden-
tified with a class program. The
program’s fine ratings indicate the

Along with Budweiser, 1ts commer-
cials are models of good tuste and
intelligent integration.

Schenley Industries sponsor three
<hows, the Tuesday segment of the
Roller Derby for Blutz, a 25-station
line-up on Broadway Open House
also  for Blatz, and Chawpagne
Party., a five-minute, across-the-
board show carried over a 5-station
ABC hookup for Cook's Imperial
Champagne. Blatz will take-on a
fourth sponsorship in June when
Anros & Andy make their TV debut
over CBS. On March 16 Guild Wine
will Taunch a weekly film series,
Frout Page Detective, starring Ed-
mund Lowe, over the DuMont net-
work. The show also has San Fran-
cisco and Lous Angeles (KTTW)
outlets for Guild Wine.

Sole caxualty this vear is Mogen
David’s comedy quiz, Caw You Top
This? Registering a weak 5.1 Video-
dex rating, the show will be dropped
in March. Last season’s casualties

tured the largest station line-up, 50, correctness of company thinking. (continued on page 31]
COSTS RATINGS
PROGRAM PRODUCTION | TIME* {Feb. Yideodex) STATIONS ‘HOMES REACHED
ANCHOR-HOCKING (co-op)!
Total Expenditure: $62,120
Broadway Open House $13,500 $50,620 9.3 | 44 (NBC)** 845,000
(per program)
ANHEUSER-BUSCH
Total Expenditure: $47,790
Ken Murray Show 30,000 17,790 34.1 47 (CBS) 3,199,000
ITALIAN SWISS COLONY
Yotal Expenditure: $11,500 ) ea
Famous Jury Trials 5.000 6,500 6.6 17 {DuMont) 391,000 (16)
{estimated)
MOGEN-DAVID WINE CO.
Total Expenditure: $13,485
Can You Top This? 8,000 5.485 5.1 21 (ABC) 332,000 (16}
PABST SALES
Total Expenditure: $36,325
Blue R'l?bbon Bouts 17,500 18.828 23.6 50 (CBS) 2,353,000 (53)
SCHENLEY INDUSTRIES
Total Expenditure: $18,303
BLATZ BREWING
Ro:l;':-u:):;-by 4,200 3,623 5.6 12 (ABC) 198,000 (4]
COOK'S IMPERIAL CHAMPAGNE
c Part R
htﬂsmn:?ngnia-:)r Y 6,000 4,480 1.7 3 (ABC) 57,000
- (weekly) (now 5] {per program}
SCHLITZ BREWING CO.
Total Expenditure: $47,887
oP:lith: P!ayhoeuse 30.000 17.887 26.4 31 (ABC) 2,440,000 (46)

‘Cooperotive spansars in the fallowing markets: Blolz (25), Pfeiffer 16), Ruppert (3). Guniher (3], Genesee (3

*Based on Publishers Information Bureou December figures.

%%5ince December PIB time figures ore used, the station line-up, lo gxe consistent, v " >
%% %\When the homes reoched figure is bosed on o different set of cities from the December line-up of sfotiens,

by the VYideodex homes reoched figure.
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is given for the some month

), Red Top (2) ond West End [2).

Some progroms now hove changed lne-up
the brocketed number indicates tha italion
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more than = |

400,000

sets now in the multi-billion dollar

WWJ-TV MARKET

Theyre multiplying rapidly . . . and so are the sales of adver-
tisers who use the visual selling power of WWIJ.TV to push their
products in Detroit.

When you’re on WWJ-TV, you're on Detroit's NBC station . . .
the station that TV’s Detroit Tigers’ ballgames, Red Wings' hockey
games, big-time boxing . . . the station that's 2 years ahead of the
others in age, in programming know-how, in production experience

. the station that commands the prestige that naturally goes
with leadership in public service.

i

It's as clear to advertisers as WWJ-TV’s picture is to Detroiters,
that WWJ-TV is the Number One buy in a market that is headed
for its twelfth consecutive year of capacity production,

FIRST IN MICHIGAN . Owned ond Opercted by THE DETROIT NEWS

National Representatives: THE GEORGE P. HOLLINGBERY COMPANY
ASSOCIATE AM-FM STATION WWJ

NBC Television Network

-
o
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CHICAGO delivers a 695,000 audience at 2 p.m.

NEW YORK tallies 1,103,000 af 1:30 p.m. and
over 2,000,000 at 4:30 p.m.

DETROIT registers 649,000 at 4:30 p.m.

CINCINNATI records 220,000 at 2:30 p.m.

WASHINGTON checks off 176,000 at 4:30 p.m.

TV’S

UNDAY late-morning and aftev-
S noan time segments provide
some of the few cholce availabilities
still to be procured on TV. All zigns,
as  with Saturday mid-aftevnoon
programming, however, point to a
vapid filling up of such periods.

As an indication of the huge
audience viewing video Sundayv
afternoon, a study of Philadelphia
figures at 1:45 p.m. Iindicate a
whopping total of 975,000 viewers.
A Sunday feature on WPTZ gar-
ners a 19.8 rating with a 484.500
audience, based on 3.4 viewers per
set. In direct competition is WFIL's
Western Theater which registers

Audiences available on Sunday,

program will muster 60 to 807, of
its audience from the younger frv.
While youngsters can  influence
mom and dad to buy a particular
praduct, the joh is much easier
when the pavents ulso are watch-
ing. Such is the situation with Sun-
day  afternoon  programs.,  Siper
Civews, for example, has a 607,
adult viewership, although slanted
originally for childven. The Gebby
Heayes Show tallies a0 527, adnit
audience and Zoo Parade has 657,
grown-ups. Canada Dry has an ex-
cellent reason for sticking with its
Sunduy show. Swper Cirens: "We
feel that the retailer—the man who
runs the corner grocery—is wautch-
ing television with his familv., He
s o very important cog in our sell-
ing wheel”

Sunday afternoon programming
also comes up with veryv high view-

SUNDAY PUNCH

A few individual increases in the
short span of thyree months ave:

New York, 4:30 p.m.: 14.3 to 29.0.

better than 100%.

Chicogo, 5:30 p.m.: 32.8 to 47.9

Detroit, 3 p.m.: 20.1 to 29.7.

Cincinnati, 4:30 p.m.: 25.2 to 41.8.

Philodelphia, 1 p.m.: 15,5 to 23.9.

Washington, 4 p.m.: 11.8 to 25.5, more

thon double.

A comparison with week-day TV
shows the strong advantage held by
the Sunday line-up. A 1.116.000
audience is available Monday thyru
Friday in New York at 4:30 p.m.
compared with a 2,000,000 follow-
ing Sunday. Chicago tallies 225,000
weekdayvs at 2 p.m., but move than

er-per-tet-figures—figures that rate
with the highest in TV, In Pitts-
burgh, for example, every program
from 1 to 5 p.m. can =zhow 3.3 to
3.6 viewers per program. Swper
Cirens, a network show, has an
average of 4 viewers per =et. Like-
wize Zoo Parade on WPTZ, Phila-
delphia, DuMont’s WABD, New
York, shows 3.6 viewers for its film
feature at 3:30 pom. All of the
higher rited network shows, such
as Zou Parade, Mis. Roosevelt, Meel
Hie D'ress, Hopulonwy Cossidy and
Super Cirens get an average of 3.7
viewers per home.

In the vating department, Snn-

16.7 with a 400,800 audience, based triples its audience Sunday with day afternoon is studded with high-
on 3.2 viewers per set. Almost two 697,000 viewers. Likewise with rated network programs. Zoo Pas-

of everyv 3 sets in the Qualer City
are turned on at that hour with tot:]
sets-in-use figures soaring from
124,000 in October to 295,000 in
January.

Top indicator of a growing time
period is the increase of sets furned

Cincinnati at 2:30 p.m., jumping
from 65,800 to 220.000.

Another vital fuctor is audience
composition. A good daily children’s

ade, 11:30 pom., EST . orviginating

from Chicago, stavted with a weak

5. but has climbed steadily =ince
[continued on following page)

Individual sets-in-use-figures comparing November with January, 1 to 5 p.m.

SETS IN USE — VIDEODEX

on during such hours. In New York, NEW YORK CINCINNATI PHILADELPHIA  WASHINGTON
Sunday half-hour time segments Time Nov.  Jan. Nov. Jan. Nov.  Jan. Nov.  Jan.
from 11 am. to 5 p.m. show an 1 p.m. 6.6 11.9 19.7 25.3 15.5 23.9 9.9 g.z
average hike of 5.3%; Chicago 1:30 3.0 16.0 20.2 25.0 z:,z; ;gf 132 o
imbed 507 from2'to 6 pm. with 290 &4 95 2D 3D RT3 BE
Detroit progressing 4.0% 'in the ggg 98 14.8 275 28.6 29.7 26.7 6.3 1.4
same time segments. Washington® 110 17.4 20.8 26.8 25.2 36.0 23.7 5.7 15.7
and Cincinnati moved ahead 6.3 4:00 23.8 26.6 22.9 25.1 36.2 28.8 11.8 gg“:
and 4.2 from 1 to 5 p.m. 4:30 14.3 29.0 25.2 41.8 3.6 3a.8 18.4 :

9
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SUNDAY PUNCH

[continued from preceding page)

going on ax oan NBC network fea-
ture. In October, the program reg-
istered an 11,5 Videodex rating
with 502,000 homes reached in 22
markets, s Januoary Agmne is 19.5
with o 1007, set increase, currently
tallving 1,636,000 sets in 38 mar-
kets,

Super Cirens, (5-6 p.m., [<8T),
sponsored by Canady Dry weekly,
and Peter Shoe Co. and M&M Candy

Co. on alternate weeks, climbed
from a 204 November Videodex
rating to a 268 figure. Homes

reached jumped from over 1,418,000
in 49 cities to 2,583,000 in 53 ABC
outlets. Revere Copper & Brass
Co's Meet the Press, top TV public
service program, advanced from an
ARB October 190,000 homes-reach-
ed-figure and a 470,000 viewer fol-
lowing to a 17.4 January gure with
1.680,000 sets tuned in and an audi-
ence of 4,700,000—better than
3007 viewer increasel

Mis. Roosevelt’s TV stanza rock-
eted from 66,000 homes in Qctober
to a 567,000 figure, with a 1,920,000
following in 20 markets, according
to ARB information. The Gabby
Hayes Show, sponsored along with
Zoo Parade by Quaker Oats, cur-
rently records a healthy 15.9 rating
with a 1,316,000 homes-reached-fig-
ure in 41 NBC markets.

Locally, the following standout
ratings are recorded by home-orig-
inated shows: WLW-C, Columbus,
has a children’s film at 11 a.m.
which jumped from an October
Videodex 8.4 rating to a 16.6 figure
in January, while its Swan Western
Theater at 1:30 p.m. zoomed from a
12.6 to a 31.4. Biggest eve-opener
is Horn & Hardart’s Children’s
Hour shown on WNBT, New York,
t10:30-11:30 a.m.) and WCAU-
TV, Philadelphia, (11:30-12:30
pm.}. The program reaches over
1,628,000 fans in New York with a
24.4 vating and over 742,000 in
Philly with a 29.1 rating. Since the
program is slotted before 1 p.m.,
the sponsov only pays 50% of the
evening time rate.

Washington, D.C., has two fine
local entries. Your Junior Reve,
an hour-long kiddy show on WNBW
at 12 noon and Swanday Matiuee, a
Alm program. Revue, hitting a 15.1
January Videodex vating, is spon-
sared by the same local home appli-
ance outfit for the past two vears.
Sunday Meatipes, a participation
show, Dists Oldsmobile Dealers, Leo
Rocea,  Tne—u DeSoto-Plvmouth

10

dealer—und Rockwood {andy
amonyg its clients. WEWS, (Cleve-
land, has two standouts, the Gene
Carvoll Show (12 to I p.m.y, record-
ing i 20.9 October figure and a 258.2
January rating: Polka Parade at 1
p.m. moved from a 22.6 rating to
26.8. A film show at 3:30 p.m. on
WXEL, Cleveland—not on the air
im October—ygets o tidy 29.5,

The Grenediers, a WTMJ-TV
program in Milwaukee, clicked off
a1 24.3 October figure and 33.2 Jan-
uHly  one.

Iiven more effective ave the rat-
mes of network shows in local mar-
kets. In Philadelphia, Super Cirvens
and Gabby Hayes vecord 24.8 and
21.7 figures at 5 p.m., with more
than one of every two sets—51.5¢,
—in use. Swper Cirens rates 56.4 at
5 p.m. on K8D, St. Louis, and 56.5
at the same hour on WDTV, Pitts-
burgh. Gene Autry clears a 30.7
and Hopalojg Cassidy corrals 38.3
in  late-afterncon segments on
WWJ-TV, Detvoit. WBZ, Boston.
gives Hoppiy a fine 39.1 at 3:30 p.m.
Meet the Press comes up with a 10.4
on WNBT, New York, 12.3 on
WNBW, Washington, and a really
strong 33.6 on WBEN, Buffalo.

That stations realize the coming
importance of Sunday afternoon
programming is further demonstra-
ted by the early sign-on times listed
by many outlets. Some examples

are:

Ames WOI-TY 12 noon
Baltimore WHAM 11:45
Chicago WENR-TY 11:00
Cincinnati WLW-T 10:30
Cincinnati WCPO 9:30
Cincinnati WKRC 11:45
Cleveland WEWS 9:30
Detroit WWJ-TY 12 noon
Detroit WXYZ 10:45
Los Angeles KTLA 10:55
Miomi WTYJ 9:30
Minneapolis WTCN-TY 9:45
New York WNBT 9:30
New York WCBS-TVY 9:55
New York WPIX 12 noon
New York WOR-TY 9:45
New York WJZ.TY 12 noon
New York WATY 12 noon
Philadelphia WPTZ 12 noon
Philadelphia WEFIL 11:20

In sum, Sunday programming
gives a sponsor the advantages of a
large and growing audience, a high
viewer-per-set-figure, low cost in
programming and the ability to
clear a large number of stations.

Lower cost of shows is another
factor in favor of Sunday after-
noon programming: Zoo Parade has
a production tab estimated at $1,-
500; Swuper Circus, an hour show,
comes in for about $8,000; Meet
the Press, $2,500; Gabby Hayes,
$8.000. Since most local shows are
either film programs, amateur hours
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or inexpensive variety formats, the
sponsor bill is kept to a minimum.
Final favorable aspect—as with
Saturday early-hour programming
(TELEVISION Magazine, Febru-
arvy, is the ability of national spon-
sors to clear large station line-ups.
CBS, for example, recently launch-
ed Bowny Maid Versatile Varieties
at 1:30 p.m. Sponsored by Banafide
Mills, the program was channelled
into 37 outlets without difficulty,
getting a time clearance almost im-
possible to obtain at most other
hours. With four networks vying
for fime slottings in scores of one-
and two-station markets, a new ad-
vertiser has little chance.
SUNDAY DAYTIME PROGRAMS
10:00-10:30
TIME FOR ADVENTURE —
(NBC».
11:30-12:00
BONNIE MAID VERSATILE VA-
RIETIES—(CBS), Bonafide
Mills.
12:00-12:15
RANGER JOE—ABC),
Ranger Joe, Inc.
12:00-12:30
HEADLINE CLUES— (D)
12:15-12:30
CHESTER THE PUP—(ARBC),
Mason, Au & Magenheimer.
12:30-1:00
FAITH FOR TODAY—(ABC),
Voice of Prophecy, Inc.
RUMPUS ROOM—(D},
Premier Foods.
1:00-1:30
OKAY MOTHER—(D),
Sterling Drugs.
1:30-2:00
AMERICAN FORUM OF THE
AIR—(NBOC)
3:00-3:30
BATTLE REPORT— (NBC)
3:30-4:00
MRES. ROOSEVELT— (NBC)
4:00-4:30
MEET THE PRESS—(NBC),
Revere Copper.
4:30-5:00
SPACE PATROL—(ABC)
LAMP UNTO MY FEET—(CBS)
Z00 PARADE—(NBQ),
Quaker Oats.
5:00-5:30
THE FACTS WE FACE—(CBS)
GABBY HAYES-—(NBC)
Quaker QOats,
5:00-6:00
SUPER CIRCUS—(ABQ),
Canada Dry (5-5:30) weekly
Peters Shoe (5:30-6) alt. weeks
M & M Candy (5:30-8) alt. weeks
5:30-6:00
PEQPLE'S PLATFORM—(CBS)
MAGIC SLATE—(NBC),
Derby Foods.
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HE Teleprompter, a new device

that rents for $400 an hour,
but which can save approximately
four times that amount through ef-
ficiency, appears to be the answer
to one of television’s most vexing
problems—memorizing in a short
time.

Rental costs for the Teleprompter
unit plus other necessary compo-
nents start at $100 for a 15-minute
program, The units are fully hidden
from the home audience and re-
peated tests have been run, indicat-
ing that home viewers are unable
to detect an actor picking up cue or
reading an entire script section.

With the new machine actors can
refer to lines without detection by
the studio or receiver audience, en-
abling long takes, decreasing the
number of or eliminating “fluffs”
and improving the quality of a show
by keeping the actors at case. In one
instance, a three day shooting
schedule of a commercial film was
cut to three hours through use of
the Teleprompter, reducing the cost
from approximately $3,500 to
$1,000.

The Teleprompter also has the
advantage of psychologically easing
the burden of performers who,
while familiar with the technique
of rapid memorization, tend to muff
lines simply bhecause of the emo-
tional charge of appearing in a
new medium.

First to use Teleprompter was
Procter & Gamble for its CBS day-
time soap opera, The First Hun-
dred Yeaqrs.
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According to Walter Cruaig, vice
president, Benton & Bowles, produ-
cer of the program for P&G, “‘the
device 1x a virtual necessity for any
TV show produced five times a
week.”

The new “memory Insurance
machine” was invented by Fred
Barton, Broadwaey actor who ap-
peared in “Mr. Roberts,” and other
stage shows, and in televizion and
radio programs.

Teleprompter actually consists of
two units —the machine that prints
the scripts in jumbo size type on
glareless, crackle-less paper, and the
sult-case size cabinet that houses
the electrically controlled rellers on
which the script is unvolled for
the actors.

During a performance, the re-
quired number of Teleprompters
are stationed out of camera range
(or moved to strategic spots by
Teleprompter cperators  but ave al-
ways kept within sight of the ac-
tors. A Teleprompter supervizor on
the set, whose sevvices, along with
an operator, are included in the
rental fee, synchronizes the speed
with which the script is unrolled
with the pace set by the show's
director.

For most performances units ave
placed on both sides of the set.
Since actors rarely face either up-
or down-stage when reading lines,
two hidden units suffice. When there
are hreaks in the scenery, such as
when actors move from a drawing
room out onto a tervace, and then
back into the interigr, with dia-
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logue continving  throughout the
maovement, additional Teleprompt-
er units on silent rollers, are used,

At other times a unit placerl di-
rectly below or alongside a camera
15 used, especially tor long bulletins
by newscasters, an announcement
hy a guext, or {or a live commercial
announcement.

More than 2,000 eve tests were
made to determine the best size and
intensity of the tyvpe used for the
Teleprompter script on the roller.
The *‘video printer” unit ot the
operation is able now to transcribe
aoxeript as quickly as o typewriter,
while ity newest controls enable an
operator to "jump’” copy or veserse
it ax well ax control the speed of
rotation.,

To prevent actors from bocoming
tuo dependent an the machine, how-
ever, the producer ot The First
Hundred Years, for example, brings
the Teleprompter units on the set
only tor the dress rehemrsal and
finul performance, it was revealed.
But =0 impressed with the deviee
wus the show's announcer that he
offered to pav rental on g unit him-
self, =0 that he'd be able to do mare
shows,

Obvionsly,  Teleprompter opens
new fields of activity to TV, elim-
inating a major obstaele of produc-
tion—the inability of
memorize quickly or be at ense with
out @ handy prompter. With the de
vice, of course. all-important =av
ings in the cost of programming
ave effected.

actors o
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bottleneck and dispel complaints
from Kine viewers, the Pepsi-Cola
Co. recently decided to put the
Fuye Enerson Show on film. But
could & =prightly interview program
that achieved much of its success
from its informality and ad-lib
quality, retain that =park when
transferred to film?

Carefully vehearzed dramatic of-
ferings such as Fireside ov Bigeloiwr
Theater can come up with much
more finished performances, it is
telt, when mistakes are corrected
by re-shooting. Comedy shows can
chop out the dead parts, Presented
live, no such opportunity avi-es.

According to Gil Fates, producer
ot the show. "When we started, we
were nervous, The show was stiff
and  uncomfortable, and the flm
men, like evervane connected with
the venture, had much to learn. But

IN an effort te surmount the time

Iinterviewees range from foreign correspondents to
glamour gais iike Jane Morgan and Denise Darcel,

12

we're getting better all the time.”
Fatex, a video veteran connected
with the induxtry since CBS-TV
went on the an in 1941, admitted
filming had one big drawback:

“We don’t have the freedom of
movement that we had on straight
video. A film camera is a much move
sensitive mechanism. A film camera
Is a much more sensitive mechan-
ixm, While small variations in light-
ing are not detrimental to a live
show, they can be very glaring on
film. Every spot on the set must be
cavefully a2nd equaily lighted for
proper quality results,

Under the new system, with Par-
sonnet Productions handling the
filming, two volling cameras are
used simultaneously. One camera is
a4 cover shot, the other moves in to
catch  close-ups. “In that way,”
Fates  continued, “we're  able
through careful editing, to get the
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feeling of a 'live” program.”

To get around the lack of spon-
taneity. Fates has discarded the
use of a script. When a guest has
been picked. a conference is ar-
ranged between the program's writ-
ers and the prospective guest. From
that meeting, a routine only is laid
out. On the day of filming. the guest
stops at Miss Emerson’s dressing
raoom and they chat. Then they head
for the sound stage. Principal re-
hearsal reveolves around the move-
ments  of the participants, who
stroll through their parts to make
sure the camera will follow them
during actual filming. From this
point, when the cameras start to
grind and Miss Emerson says hello
to her guest, no one knows what
will come out although the basis of
the program has been determined
heforehand, of course.

Actual filming is done in three to

——

{
:

Y
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Faye Emerson,
"TV's Queen of Mearts,"

seven seyuiences, in sharp contrast
to a live show which rings up the
curtain for an allotted period of
time and whatever happens, hap-
pens. Nothing can be done about it.
“Should a guest be very tense,”
Fates points out, “instead of djs-
cussing a particular subject for
four minutes, Fave will continue
for seven minutes. We then use the
latter sections, where the guest Is
more relaxed. If that same guest
had appeared on a live show, we'd
have been hung, but good! This
way, we can take a loose, rambling
program and tighten it up by judi-
cious pruning.”

Under the filming schedule, Fates
and his associates try to have from
four to six weeks of up-coming
shows in the can. “We can do that.”
he said, “by asking our guest to
think ahead about problems that
will come up at some future time.
It means sticking our necks out.
but it has its advantages. We wrap
up two shows per day, one in the
morning and one in the afternoon,
each taking approximately fouv
hours. Retakes are seldom taken for
content. A fluff or misplaced laugh
stays in. The few re-takes necessary
are for technical reasons. It is esti-
mated that $5,000 is the weekly tab
for the film production end.

“Another advantage of filming:
When a large batch of desirable
people is available, Fave’s schedule
can be arranged to catch them at
the right moment. Also, she shortly
will take a trip to Europe for a few
weeks, but a sufficient backlog will
permit her programs to be shown
without interruption.”

On December 25, the Faye Fimer-
son Show was shifted from its for-
mer CBS network to a most unusual
time-buy. A special deal was made
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for the five ouned and operated
ABC stations. The bualance of time
was purchased locally. The former
line-np had been o 42 station CBS
hookup, 15 live and 27 kine. Cur-
vently, the show isx earvied in 50
markets. On the old set-up, many
statinns relegated the program to
unpopular  hours because officiuls
disliked the poor kine quality and
were mitfed at having to buy the
show on a network hasix, However,
under the filming arrangement, the
show ix channelled into each market
on a local basis. Therefore, the sta-
tions are much more favorably dis-
posed to clear zood time segments,
since they veceive the full ratecard.

For example, on the old schedute
the xhow was  channelled into
WEBM-TV, Indianapolizs, at feur
p.m. Under the new arrangement,
the show ix slotted in a 10:30 p.m.
time segment, when Pepsi feels it
gets a lavger sudience. In zome
caxes, the show retains the same
time segment, while elsewhere the
time huas been slightly moved up
or pushed back, depending on local
conditions and station changecvers.
Thanks to film, the show has found
slottines in the followine new mar-
kets: Houston, KRPC-TV: Kansas

City, WDAF-TV: Johnstown,
WJAC-TV: Minneapolis, KSTP:
Pheenix. KPHO-TV: Pittsburgh,

WDTV: San Antonio, WOAT-TV ;
St. Louix, KDS-TV.

Also, on the old scheduling, Bos-
ton and Svracuse could only clear
time for two of the three weekly
15-minute telecaxts. Currvently, both
markets carry the entire schedule.
In markets where time availubili-
ties are hard to snag. the show iz
placed at various hours during the
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week. While the practice, in many
cases, duplicates the kine operation,
viewer complaints due to poor qual-
ity are no lunger heard. Bingham-
ton carrvies the show at 8:30 p.m..
Monday: 8 p.m. Tuesday, and 9:30
pen, Thursday. Greensboro chan-
nels the show at 6:30 pom. on Tues-
by and Thursday and 7:45 pm.
o Saturday,

Rating-wise, the show has slipped
<bghtly, Whether it's because the
show has lost something on Alm,
been hurt by changed time seg-
ments or stafion line-ups. is not
vet apparent. A program in o new
fime segment, however., vequires a
period of time to build wp a loval
following. The December Videodex
rating, under the old line-up, gives
the program « 9.5 national figure
in <40 markets with a daily homes-
reached figure of 724,000, In Janu-
ary. under the new schedule. the
show registered an 2.2 ficure in 48
markets with 754,000 humes reach-
ed. As vet, no clear individual city
ratings emerge, either. Of 13 mur-
kets checked, six are up and seven
are down. Markets wheve the pro-
gram jumped are Boston, Buftalo,
Cleveland, Davton, Detroit and Los
Angeles.  Markets where ratings
have dropped are Baltimore, Chi-
Cincinpati, Columbus, New

Philadeiphia  and  Wash-

cago,
York,
ington,

I addition, the company attitude
had also undergone a change. The
tendency now is to play down Miss
Emerson’s  plunging neckline to
give the program more ot a4 family-
quality format. The Emerson charm
rather than the Emerson pulchri-
tude 1= the selling point.

The Pepsi-Cola conversion is an-
other example of the increasing use
of film by national spensors who
find thix method the only poszsible
source ot wmravelhing the knotty
time-<lotting problem and di=pens-
ing with mterior kine quality.

An intevesting twist )< the re-
telecasting of the program at late-
evening hour~ in New York, fos
Angeles, Columbus and  Philiulel
phia, Pepst wants the Lurgest audi-
ence so as to gain maximunm amor-
tization of the <how's cost. Com-
pany officiids feol o new audience ix
available during the late hours. The
<how garners & 9.6 New York Janu-
ary Videodex rating at 7:15 on
WJIZ-TV (M-W-F) and 2.9 af 11
p.m. (T-Th-§ . Shown afternoons
in Philadelphia on WFIL-TV, 1l
program registers 4.8 on a Sumday,
Wednesday and Saturday lac-up.
and 4.2 at 11 pom. on a Moondav.
Wednesday and Friday <lottine

13
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With three other weekly network TY
shows, Lucky Strike's Robert Montgom-
ery Show provides satisfactory impact
for American Tobacco.

Budweiser’'s Ken Murray Show has
gained rating-wise to a weekly format.

ELEVISION, of necessity, has

been responsible for many in-
novations, but the slotting of alter-
nate week programs is one of the
moxt radical departures from estab-
lished broadecasting practice. Ex-
haustive research had conclusively
shown that AM listeners were cre-
atures of habit and tended to fol-
low the same programs each week.
Why, then, have many advertisers
broken away from the proven for-
mula? Are the advantages out-
weighed by # number of very glar-
ing disadvantages?

Broadway musicals to video, re-
guires the presentation of a full-
scale extravaganza every 14 days.
Unless another unit was set up—
which skyrockets costs and quite
often leads to an uneven product—
no other production plan is possible.
Prudential, for example, is thor-
oughly convinced that its “class”
formula on Family Theater could
never be maintained on a weekly
schedule. Since the program has
been unable to build a satisfactory
audience slotted against Milton
Rerle, it will shortly be dropped.

TE PROGRAMMING ... ANSWER

TO LOWER COSTS?

Top and most obvious factor for
putting programs on every other
week is the matter of cost. Many
sponsors find it impossible to shell
out tremendous sums of money to a
comparatively new medium with-
out chopping from other media. In
order to size up the medium, it
seemed to be wise policy to try an
alternate-week basis. Procter &
Gamble’s $32,000 production cost
for Muwsical Comedy Time, Ford's
$22,000 for Ford Theater, Ameri-
can Tobacco’s $25,000 for Luwcky
Strilie Theater and Carnation’s
$25.,000 for the Bwns & Allen
Show become much less staggering
when apportioned over a two-week
period. While the impact inevitably
is less powerful, sponsors feel they
lose much less than 50% impact
on a bi-weekly format.

Many sponsors also chose alter-
nating programming to maintain
consistently high quality for each
performance. Dramatic shows. such
as Ford and Lureky Strike Theater,
require two weeks to round into
shupe.

Spheduling of the weekly Puliiz-
er, Plidceo and Studio One shows re-
quire two units to keep up the back-
breaking pace.

P&G’s format, adapting former
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In addition, top talent and good
scripts are hard to come by, with
TV an insatiable user of stamina
and material. Sponsors, therefore,
feel they can offer a better product
when having to put on fewer shows.
This same fact convinced George
Burns that his TV show would be
much finer entertainment if he did
not have to meet a weekly deadline,
as he had done for years in radio.

The longer period between pro-
grams, however, results In many
disadvantages. Is the Burns & Al-
ten show or Ford Theater on this
week 7, many viewers will ask them-
selves. Few will remember. Inevit-
ably, such programs suffer in the
rating department. Ford Theater,
exhibiting consistently top quality
shows, fluctuates much more vio-
lently than such weekly dramatic
shows as Studio One and Krafi
Theater. Ford came up with a 16.7
October Videodex rating, jumped to
26.5 for November, then sagged to
23.3 for December. In Philadelphia
the show garnered a 10.4 October
rating, a 21.6 November figure and
a 14.5 December rating. On the
other hand, Studio One recorded
the following national figures: Oe-
tober, 27.4; November, 26.4; De-
cember, 29.3; January, 30.0. Kraft
ratings were: OQctober, 30.1; No-
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vember, 34.5; December, 30.0; Jan-
nary, 32.8.

Another disadvantage is the loss
of audience loyalty. Viewers tend
to shop around much more on TV
than on radio, an emphasized fac-
tor when top drawer attractions are
bracketed with a weak sister dur-
ing in-between weeks., Pall Mall's
Big Story, for example, has been
alternating with Emerson Radio’s
The Clock. The double line-up, in
this case, had the advantage of slot-
ting two programs with somewhat
similar formats: Big Story dealing
with dramatic newspaper stories,
and The Clock, concerned with mys-
tery and suspense thrillers. The
Clock ticked off Videodex national
ratings of 19.5 in October; 14.5 in
November and 15.0 in December,
Big Story, however, pulled down a
28.0 January figure, and has con-
sistently recorded larger audiences
than its alternate. Philadelphia
shows a similar situation: The
Clock recorded 18.5, 9.0 and 12.3
monthly ratings; Big Story in Jan-
uary rvegistered a hefty 30.2. The
latter undoubtedly would draw
stronger ratings if its audience
were able to view the show weekly.
Pall Mall, which owned the entire
time segment, preferred the alter-
nate week status for testing pur-
poses. Convinced they have a fine
show, Pall Mall, beginning this
month, will switch Big Story to a
weekly basis. Forced to relinquish
the time segment, Emerson officials
currently are shopping for another
time period. They too feel their
show, The Clock, suffered rating-
wise by not being on each week.

Two distinetly different types al-
ternating in the same time segment
—Burns & Allen and S. C. John-
son’s Starlight Theater—have tend-
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el to hampey each other. Starting
rather lute this season, the veteran
comedy team came up with a win-
ning formula which rveceived criti-
cal plaudits. Yet the show’s Decem-
ber and January Videodex ratings
of 245 and 26.5 while not bad, ave
certainly not sensational. Starlight
ratings are considerably lower. In
this caze, it would seem, audience
groups tend to shift elsewhere on
alternate weeks since there is no
type relationship.

An  excellent type-relationship,
however, did seem fo exist at the
beginning of the season bhetween
Ford Theater and its alternate,
Magnavor Theater, Both were houv
dramatic shows and the two spon-
sors plugged each other's forthcom-
ing attractions. The star of the fol-
lowing weelk’s production appeared
as guest heralding the upcoming
show and alse made a pitch for the
current sponsor’s  product.  One
drawback, nevertheless, coultdl not
be surmounted: the inferior quality
of the Muagnuvox productions. After
eight weeks Magnuvox dropped out.
Currently the alternate-week seg-
ments are filled by two half-hour
programs, Geneval Mills' Live Like
a Millionaive, a talent and variety
show, and Wildroot's Charlie Wild,
Private Defeective, a mystery pro-
gram. Wildroot expects to move the
show in April to 2 Wednesday even-
ing weekly slot. The company only
accepted the alternate slotting be-
cause it could not clear a weekly
time segment.

The Ford position on the Ford
Theater is quite different, however.
The company has weekly shows such
as Jack Haley and Kukla to main-
tain a steady punch. Ford Theater,
on the other hand, fits into a pres-
tige set-up with the Ford Motor
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An institutional program, the alternate-
week Ford Theater serves as a fine
goodwill medium for the Ford Motor Co.

people unconcerned about the sharp
fluctuations of the show. Since the
program has an institutional peg
rather than a selling pitch, the com-
pany uses a wide variety of prop-
erties in the hope of catching a good
if varving audience, but few com-
panies can afford thiz tvpe of lux-
ury programming.

Qutwardly, the Lucky Strike
Theater and Musical Comedy Tine
appeared to be a smart combination
job. Both are theatrical formats,
the former drama, the latter musi-
cal. While the Montgomery show
clicked off good if not spectacular
ratings, itz alternate floundered
badly at the start. Currently. many
of the kinks have been ironed out
with Musicol Conedy Tine display-
ing a 24.6 January figure. Lecky
Strike pulled down ztronger 35.8
and 29.1 figures during November
and  December respectively. The
ratings still indicute <harp fuctua-
tions in viewer interest duving the
time segment. Following the Mavch
19 telecast, P&G will drop the pro-
Zlem.

Wouldn't P&G he in a better posi-
tion if the compuany advertised Tide
and Camay on a weekly half-hour
format ? No, company officials felt.
Better, they say. to have a stronger
bi-weekly format that will give
1007, impres<ions every other week,
than a weekly half-hour with a 307,
impact. Cancelling the show how-
ever, would indicate that the bi-
weeklyv formula was not successful
for the soap outfit,

After 13 weeks Budweiser's Ken
Muryay Show was switched to a
weekly bazig, with company officials
convinced a large part of its audi-
ence was lost on the alternate weeks.
When a program iz not presenfed

{continued on page 28)
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TELEVISION MA

OPERATING

STATIONS

(Network affiliations Receiver ATTLE 1
in parentheses; %°'s Circula-

indicate Depth of tion

Penetration of Area) (Jan, 1)

Albuquerque—21.4 7.400 )
KOB-TV (A, C, D, N)

Ames—34.5 42,006
WOI-TY (A, C, D, N)

Atlanta—37.7 91,500

WAGA-TY [C, D)
WSB.TV [A, N, P)

Baltimore—36.7 273,353
WAAM [A, D); WBAL-TV [N, P}:
WMAR-TY (C]

Binghamton—15.2 32,730
WNBF-TV (A, C, D, N)

Birmingham—20.7 42,200

WAFM-TV (A, C, P)
WBRC-TY (D, N)

® SALT LAKE CITY 2

Bloomington—a&é.1 14,800
WTTV [A, C, D, NJ * SAN FRANCISCO 3
Boston—49.2 474,323
WBZ-TV [N]
WNAC-TV A, C, D, P|
Buffalo—51.2 1B1,957
WBEN-TV |A, C, D, N]
Charlotte—24.4 56,631
WBTY (A, C, D, N)
Chicago—54.0 845,000

WBKB [C, P); WENR-TV [A)
WGN-TV (D); WNBQ (N)

Cincinnati—55.2 243,000
WCPO-TV (A, D, P); WKRC-TV
(C}: WLW-T [N]

Cleveland-Akron—53.0 422,503
WEWS (A C): WNBK [N];
WXEL (A, D, P}

LOS ANGELES 7

® ALBUQUERGUE 1|
bbb bk
\SAN DIEGO 1 ® PHOENIX 1

Columbus-—40.7 129,000
WBNS-TV [C, P]; WLW-C (N};
WTVN (A, D)

Dallas-Ft. Worth—34.9 105,319
KRLD-TV (C]: WBAP-TV (A, N};
WFAA-TY (A, D, N, P}

Daovenport-Rock Is.—39.1 44,668
WHBF.TV (4, C, DJ;

WOC-TV (M, P)

MARCH, 1951

Du\z’:—o"n(;rzvﬂ.iak C. D, P 143,000 Receive:rs as of'Feb. 1: 11,517,413
WLW.D [N} Operating Stations: 107
Detroit-—48.8 419,000 Mark_ei {\reus: . 63
WIBK-TY (T, D) WWJI.TY (N): Applications Pending: 351

WXYZ-TY (A, P)

Erie—65.5 43,000
WICU (A, ©. D, N

Ft. Worth-Dallas—34.9 105,379
KRLD-TY [Z]; WEAP-TY [A, N|-
WEFAATY (A, D, N, P)

*As is the cose in many markots where there
iv duplication of 1elevision coverage, part of
the circulotion cloimed for this city falls
wilhin the signol areo of siotions of other
cities s well. Resenich Js now under way fo
delermine the watent of dupiication in thess
TV cities

*Grand Rapids—46.1 107,297
WLAV-TV (A, C, D, N|
Greensborg-—21.2 4%9.872
WEMY.TY (A, C D, N)
Houstan—24.5 65,218
KPRC (A, C, D, M, P)
Huntington—22.4 32.250
WSAZTY (A €, D, N)
Indignapolis—319.4 106,000

WEEBM TV (A, C, D, M |
Jackionville—27 .6 27,7178
MIABR TV (A, C. D, )
Johnstown—19.7 48025
WIACTY (A, €, D, M
*Falamazoo—A46.0 120,269
WKZO (A, C. D, M|
Kansas City—131.1 100,600

NDAFTY (A C D, N

Lancoster—37.0 5 . s ‘
er.;: IV ?3 G, 0N, P i (ln(l CO’”P{I”"Y New York

pioneer

Boston
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E'S STATUS MAP

ansing—43, 46,000
WIIM-TV (A, C, D, N)
Los Angeles—64.8 943,321
KECA-TV (A}; KFI-TV
KLAC-TY; KNBH [N]: KTLA (P)
KTSL (D); KTTV [C)
Leuisville—39.0 77.892
WAVE-TY (A, B, N, P
WHAS.TY [C]
Memphis—40.5 75117
WMCT (A, C, D, N)
Miami—33.9 52,500
WTVJ (A, C, D, N
R Milwaukee—40.5 212,880
A Mu I YRACUSE H WTMJ-TV (A, C, D, N}
- . BUFFALO 1 Ming pal -St, Paul—b1.2 236,200
— - N
MILWAUKEE R lEn * BINGHAMIPMN ; :.(‘\/STCL-T\(/ (L. C, D, P)
L Nashville—15.5 28,000
CLEVELAND 3 r WSM-TY [N}
JOHNSTOWN 1 New Haven—36.7 136.500
S ORGI ) WNHC.TY [A, C, D, N, P}
“og New Orleans—23.5 49,454
INDIANAPOLIJ 1% COLUMBUS 3 WDSU-TY (A, C, D, N}
. DAYTON 2 New York—60.4 2,341,283

. INNATI 3 WABD (D); WATY; WCBS.TV (C]:
® BELOOMINGTON 'T;, : . WIZ.-TVY [A); WNBT [N):
KANSAS CITY 1 ¢ JunhcToN WOR-TY ([P)); WPIX ['P) )

At LouisvILLE 2 Norfolk—32.9 56,783
WTAR.TV [A, C, N, P)
Oklahoma—39.0 73,370
—_ WKY-TV (A, C, D, N}
* NASHVILLE 1 0 A—— Omaha—44.5 62,904
-— —_— KMTVY (A, C, D}; WOW.TV [N, P}
Philadelphia—67.0 789,000
WCAU.TV (C); WFIL.TY (A, D. P)
WPTZ (N}
> ATLANTA 2 Phoenix—30.5 30,150
KPHO-TY (A, C, D, N)
Pittsburgh—32.3 222,000
WDTV (A, C, D, NJ
Providence—11.7 130,000
WIAR-TY [C, N, P)
Richmond—560.3 62,8567
WTVR {C, D, N, P)
Rochester—346.4 73,375
. ] WHAM-TY [A, C, D, N}
HOUSTON 1 Rock lsland-—39.1 44 6468
' WHBE.TV {A, C, D)
WOC-TV (N, P
St. Louis—49.9 254,000
KSD-TV (A, C, D, N, P)
Salt Lake City—27.7 37,500
KDYL-TV (N, P)
KSL-TV (A, C, D}
San Antonio—28.8 39,719
KEYL-TV (A, D, P)
WOALTY (C, N}
San Diego—44.4 81,000
KFMB.TV [A, C, N, P)
San Francisco—18.0 159173
KGO-TY (A); KPIX [C, D. P}
KRON-TV {N]
Schenectady-Albany-Troy
—52.1 139,600
WRGB (C, D, N}
Seattle—19.0 68,200
KING.TV (A, C, D, N, P}
Syracuse—d49.3 101,495
WHEN (A, C, D)
WSYR.TV {N, P)
Toledo—30.0 78,000
WSPD-TV (A C.D. N, P)
Tulsa—53.% 54,0090
KOTV (A, C. D, N, P}
Utica-Rome—14.6 36.000
5 & - . - WKTV (A, C. N)
elevision station representatives woshington—s13 233910
: WMAL TV [A); WNBW [N|
WTOP-TV [C, P); WTTG (D)
Detroit San Francisco Atlanta Hollywood WCV"’D'EE_"T‘\’/""(—D?&? 57.757

ROME 1 5¢HENECTADY

MEMPRIS
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Names Make News. ..

...Good names make good news. Good
television spots make goodwill... And Sarra
makes good television spots. We are

proud of the names on our Chicago TV roster:

Amion Tooth Paste & Powder YCedar Sponge Mop & Dri-Glo
Amurol Tooth Paste & Powder
Armour Meat Products Perk Dog Food
Atlas Prager Beer Peter Pan Peanut Butter
. N Phoenix Hosiery
Bissel Carpet Sweeper Pure Oil
Chrysler (Chicago Dealers) Raytheon
Dial Shampoo f[;ield Top Beer
Dormeyer Appliances Rolf’s Leather Goods
Ecko Flint Cutlery Santa Fe
Elgin Watehes Shinola
Fehr's B Soeiety for Savings
F:O:;lti‘ereé;soline Southern Select Beer
) Sterling Beer
Gimbel's Swift and Co.
Gold Seal "GLASS WAX™
Grennan Cakes Ta)_’“et‘ Bread
Griesedieck Bros. Beer Thiele Sausage
Toastmaster

Hamm’s Beer

Universal Gas Range
In-Sink-Erator

Wilson Sporting Goods

Miller High Life Beer Wrisley Soap
Milwaukee Gas Light Co.
Mystik Tape Zenith Radio

SPECIALISTS IN VISUAL ADVERTISING

ARRA= §
INC,
16 EAST ONTARIO STREET
CHICAGO IL ILLINOIS

NEW YORK - CHICAGO - HOLLYWOOD

20
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TV CHICAGO STYLE

S IN radio, the glamour of

Hollywood and New York huas
overshadowed Chicago’s contribu-
tion to television. This verv factor.
though, is perhaps Chicago tele-
vision's strongest asset. Programs
like Gryvaway, Kukia, Fran & Ollie
and Hawkins Falls might not have
the hoopla and punch of some uf the
New York-originated, star-studded
extravaganzas. But it is this sJower
pace which builds up a closer vela-
tionship with the television viewer
and might well provide for move
effective TV advertising.

Ted Mills, executive producer at
NBC-TV, Chicago, best sums up the
problems facing such other Chicago
programmers as WGN’s Farvigan,
ABC’s Killian and WBKB’s Quilan.
Mills points out that “unlike the
theater-variety thinkers in New
York, we could not build a show
merely by getting some big numes
and putting them in front of cam-
eras. We were virtually forced—if
we were to compete nationally with
our richer brothers in New York—
to find quality in the pan of a cam-
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era, the trick of a design, and per-
haps most important, extraordinanr-
ily caveful attention to show con-
ception.

“The end result of =uch a work-
ing ¢limate ix that cvervbody in the
team Lecomes included in the phrase
‘creative people’ from the producer
down to dolly pusher.

“Thix climate in turn encendered
something else, which we feel s too
often vverlgoked. To the writers and
directors, the total show started to
become more impotrtant than the
performers in it. They started to
revise a frequently used technique
of show building, in which a pro-
ducer gets together some acts and
then tries to build a show. The
Chicago group built the show first
and then cast if, treating musical
shows and varietv shows exactly ax
they would a dramatic show.

“Next, because of the team em-
phasis, our group came to regard
technical equipment not mevely a=
cold electronic Instruments  with
which to report what goues on in
front of them. kut ax instruments

www americanradiohistorv com

= ol

creative
writer’s typewriter——as much a part

vhich can be as
ot the creative vhuin~b\' insisting
on creative utibzation of the cam-
ern whenever feasible. Qur empha-
has natuvally imcluded caretul
utilization of lighting and design as
tools which the writer and divector
can utilize to improve show quality,
“Becatise we believe <o completely
in the potential creativity of the
cameras, our group hax tended (o
avoid the theater television <how
where cameras are pinned down to
ramps from which they virtually
can not move. They must merely
report what they see. Therefore. the
cameramen and the divector have
virtually nothing to do but stage a
show first, cnd then point cameras
at 1t. In our lexicon this means
losing at least 507 ot the potential
creativity of the medium of tele-
vision. Where the camera can swins
around a 300 are, cameramen and
divectors come into thelr own cre
atively, They are no longer merels
technicians, as theyv tend to e in
theater television neintil

S

shows,
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cameras at something someone else
has created. In a studio, a director
like Geareoweary’s Bill Hobin can cre-
ate something different from what
a person in the studio sees the per-
former doing. He is thercfore cre-
ating, using television as an art
form of its own.

“Whatever good things have hap-
pened in Chicago—TV-wise-—could
have happened in Atlanta or Minne-
El[m]is.”

Regardless, though, of Chicago’s
evenfual programming position, its
rank us the country’s second largest
mirket is perhaps the main reason
why Chicago TV i< in a very healthy
state with all stations operating in
the black. One netted close Lo three-

nuarters of a million dollars before
taxes in 1950,
WERKTI awned by the Lheater

chain Balaban & Katz, o subsidiary
of Pinited Pavamonopt Theaters s
allilisndedl with 'S, WENR-TY ik
awned by the Amervican Brosileast -
g Campany and WNEBQ 35 owned
v NBCD WONSTY, the Chicago
Tribie whation, i the DoMont ont

Je ol i i vadio, will indoubt eelly

3681% hours of programs are tele-
cast each week. A breakdown for the
four stations reveals that WBKDB
leads, with 112 hours; WGN-TV,
90; WNBQ, 79, and WENR-TV,
7414 hours.

It is interesting to note how the
ten top-rated national shows do in
Chicago. The only program in the
dramatic category to make Chi-
cago’s top ten is Procter & Gamble's
Fireside Theater., Phitco TV Play-

lronse doesn’t make the grade, nor

does the mystery program, Liglhts

Managing the destiny of each of the Chicago TV sta-
tions are: Above left, Frank Schreiber, a Chicago
Tribune man since 1918 when he joined the newspaper’s
sports staff, who later became WGN's assistant pur-
chasing agent, and afterward, its public relations
director, before being named manager of WGN in
1940. Above right, Roy McLaughlin, an ex-editor and
columnist of two Chicago newspapers, he joined the
old Blue Network in 1943, ABC's central division in
April, 1944 and was elected manager of WENR in
October, 1944. Below left, John Mitchell, manager of
WBKB, has 35 years in the entertainment business, 20
as a theater executive with Balaban & Katz' chain.
Below right, Jules Herbuveaux, orchestra leader of the
'20's, who became program manager of WMAQ, NBC's
Chicago AM station, prior to being appointed general
manager of WNBQ when the TY operation began.

The following network shows
originating from Chicago’'s four
stations, with few exceptions need
not bow to New York's network
efforts:

Acrobat Ranch, WENR-TV, ABC
Al Morgan Show, WGN-TV, DuM.
Cactus Jim, WNBQ, NBC

Chester the Pup, WENR-TV, ABC
Don McNeill's TV Club, WENR-TV,

ABC
Garroway at Large, WNBQ, NBC
Hawkins Falls, WNBQ, NBC
Kukla, Fran & Ollie, WNBQ, NBC
Mary Hartline Show, WENR-TV,

ABC
Quiz Kids, WNBQ, NBC
RED America, WNBQ, NBC
Sandy Strong, WENR-TV, ABC
Stnd’s Place, WENR-TV, ABC
Super Circus, WENR-TV, ABC
They Stand Accused, WGN-TV,

DuMont
The Weather Man, WNBQ, NBC

COMPARISON OF NATIONAL AND CHICAGO PROGRAM PREFERENCES

NATIONAL TOP 10

Videodex, January

Texaco Star Theater 57.6
Comaedy Hour 42.3
Talent Seouts 41.6
Iipreside Theater 10.2
Show of Shows RE T
Godlrey & Friemds 36.9
Philco TV Plavhouse 16,8
Hopadong Cassidy 35.0
Lirhis Ot RRA
Your Hit Parvade 334

bewo ctiang lacal aperation as owell, Chil. Maw Ageinst Crinee, Zoo Pav-

A lyvzing the sehedudes of the aetend Blue Ribbhon Bonls ease oul

Chenyro abations, swhich aee servinge. these two and Hopalony Cassidy
SALO00 TN vet awners, more han fram Chicigzo’s firsl ten.

COMPARISON OF PROGRAMMING SCHEDULES

WGON-TV WENR WBKB WNBQ

Noetwark 15 32 35 53%

Local 15 39 ¥ 77 25Va

Total 90 YA RZ) 112 79
Live 18 48 Ya 742 62 %
Film 42 23 372 62%a
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CHICAGO TOP 10
Videodex, January

Texaco Star Theater 51.8
Godfrey Talent Scouts 45.8
Show of Shows 39.7
Your Hit Parade 39.56
Comedy Hour 38.1
Blue Ribbon Bouts 374
FFireside Theater 34.6
Godfrey & Friends 34.3
Man Against Crime 33.8
Zoo Parade 33.2

Other high rated shows in Chi-
CLEO ey
Garroweay of Large, 31.8—WNBQ
Nulkla, Fran & Ollie, 24 3-—WNBQ
Suech's Honr, 201 —WENR-TV
Tele-Movie Tine, 22.1—WBKBRB
Premder Playlh'se, 19 8B—WIENR-TV
Theater of Romanee, 19.3—WGN
Fancdy Theatey, 1R3—WGN

That (hese and many other of
Chicago programs ave paying off

Television Magazine * March 1951
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BURR TILLSTROM

FRAN ALLISON

COST-PER-THOUSAND OF CHICAGO'S TOP 10 PROGRAMS

The studio rests on oblong air

Videadex CHICAGO NATIONAL cushions. There is a two-inch air
Jan. T Cost/ T Cost/ space between lhe walls of the stu-
Program Rating Cost/M com. min. Cost/M  com. min. dios and the walls of the building.
Texaco Star Theoter 516 730 . 273 " This method ot clonstruction 1= em-
Godfrey Talent Scauts 45.8 1.20 40 1.57 52 Egogji o e h‘”th. ]t.h? ’“"’Ab_"]’r_’.‘ o
Show of Shows 39.7 5.58 62 72 72 housing a high quality broadeast
Hit Parade 39.5 2.64 88 5.23 1.74 ing anc telecasting station in the
Comedy Hour 38.1 3.77 .63 3.25 54 same structure with the Chirago
Godfrey & Friends 34.3 3.86 .64 215 .72 Tribune presses.
Blue Ribbon Bouts 3.74 2.92 .97 Of the 14 new studios 11 the
Fireside Theater 346 217 .72 1.99 .66 WGN Building, four are for tele-
Man Against Crime 33.8 1.94 .65 2.15 72 vision only and three are combina-
f::gipuv'::ejjeﬂ —_ Cosl—per-lhousond —33;’2971510ﬂ MO‘Q.OOZ?'\? .33 tl()[] \‘tU(]i[l\' ft)l‘ b(]th ANI (ln(l ’_i' i" x
' The main aucdience stadio, 1-A, s«
for the national advertiser is evi- orthicon cameras, seven of which theater-fype —studio senting 400

people. Equipped with an elevator,

denced by the above low cost-per-
thousand figures.

And any comparison to cost-per-
thousand figures of newspapers and
magazines would conclusively show
Chicago TV is by far the more
economical and effective buy.

Rorabaugh Report on TV Adver-
tising covering December, 1950
showing a total of 512 advertisers
on Chicago TV:

182 network advertisers

21% use nationol and regiona! spot

111 local-retail TV advertisers

Befitting the country’s second
largest city, Chicago has excellent
production facilities.

WGN-TV owns 19 RCA image

Television Magazine * March 1951

are used for remote operation only.
The station operates two modern
remote trucks with complete remote
equipment. Two General Electric
and two RCA film cameras ave also
used hy the station.

WGN-TV uses Kliegl fluorescent
bank lighting, Mole-Richardson 750
and 1,000 watt spots, 1,000 watt
floods, 750 and 1,000 watt scoops.

It uses three rear-screen projec-
tors and screens (9'x10°, 10'x18,
and 12'x18). There are two com-
plete kitchen sets equipped for
either gas or electric stoves.

The WGN-TV studios are “float-
ing” or rooms within rooms.

www americanradiohistorv com

vigeing fly svstem, and a 107 Jaft.
the 45'x45" stage has heen designed
with  emphasis on aconstics  and
utility, but at the saume time de-
veloping an eve-pleasing avchitec-
tural design.

Another of the combination =tu-
dios, 5-A, is designed similay to an
outdoor band shell. Thiree stories
high at one end, and one-and-:-half
at the otherv, it is used specilically
for large musical programs.

Studios 6A and 6B, each approsi-
mately 33 x45", are two stories high
Studie 6A is for TV onlv, 651 for
both radio and TV. The combini-

(continued on page 26)
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ETWORK SCHEDULE
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TV CHICAGO STYLE
(continued from page 23]

tion studio was designed to incor-
porate WGN’'s huge $50,000 pipe
organ, with the pipes concealed be-
hind a perforated wall.

Studio TA, measuring 32'x70', is
also two stories high with the con-
trol room overlooking the studio
from the second story. A catwalk
around the edge of the two-story
studios on the second floor provides
additional space for scenery, lights
and other equipment.

Studio 5B is a smaller studio with
a4 permanent living room and kitch-
en setting. This studio is used for
commercials, interviews, and pro-
grams not requiring extensive floor
space.

WBKB has seven studios, the
larpgest 507 x 35", The station uses 14
cameras, six remotes; it has two
16mm. RCA film projectors, two
35mm. RCA projectors and one slide
projector,

WNBQ has two studios measur-
ing 16" x 70" and 15" x 30" respec-
tively.

WIINR-TV has o total of five
studios, Dargest of which is  the
Chicagro Civie Theater which seats
YOO persons,

26

deadlines.

1111 South Boulevard
Oak Park, lllinois

produced by Atlas .

all under one roof . .

.. TOP-VALUE FILMS

FOR TELEVISION

. . backed by 38 consecutive
years of experience and advertising know-how to

give your product story the strongest sales impact.

Idea conception. creative planning. expert cast-
ing. photography. anination. recording, processing

provide maximum

control and give added assurance of meeting your

Your inquiry is invited.

Ailas Film Gorporation

228 North LaSalle Street

Chicago, lllinois

All the studios except one operate
with three cameras, WENR-TV also
has a three-camera remote truck
with portable 16mm. film projectors.
Studio equipment also includes
16mm. and telesecene units, two
lémm. projectors and two 35mm.
projectors, plus four slide projec-
tors.

Research Headquarters

The headquarters for two out-
standing research organizations—
A. C. Nielsen, the largest in its
field, and the TV-originated Jay &
Graham, creators of Videodex Rat-
ings, is Chicago.

The 1,600-man Nielsen organiza-
tion overflows its own four-story
building and is scattered in three
other buildings in Chicago and
across-the-street Evanston. Its ac-
tivities embrace television, radio
and food & drug marketing, these
two industries being among the
largest users of the two advertis-
ing media,

In the first two month of 1951,
22 advertisers, advertising agencies
and program production firms have
subscribed to the National Nielsen
Television Index.

Videodex, founded in 1948 by two

www americanradiohistorv com

young Chicagoans—Allan Jay and
Edward Graham—reports on the
TV audiences and program popu-
larity for 18 major and 45 compo-
sitely-sampled markets, and also
publishes network program ratings.
Findings are arrived at by using a
diary technique. Its service is sub-
scribed to by such leading adver-
tisers and agencies as Admiral;
N. W. Ayer; Campbell-Ewald;
Compton; Dancer-Fitzgerald-Sam-
ple; Doherty, Clifford & Shenfield;
Duane Jones; Esty; General Elec-
tric; General Mills; Henri, Hurst &
McDonald; Mohawk; RCA; Ruth-
rauff & Ryan; Sherman & Mar-
quette; Shell Oil; J. Walter Thomp-
son; McCann-Erickson and Young
& Rubicam, among others, for a
total of 78 unit clients.

Film production is another Chi-
cage asset. The main office and stu-
dios of one of the largest commer-
cial film producers—Wilding—is lo-
cated a few miles north of the Chi-
cago “Loop,” on the site of the old
Essannay lots where Gloria Swan-
son, et al, got started. Sarra, Atlas
and Kling, are among the other film
makers whose equipment and skill
are up with the best in the industry.

And no discussion of Chicago’s
contribution to TV would be com-

Television Magazine « March 195!
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plete without <ome mention ot the
one and only Commander McDonald
at Zenith. Never one to take a back
seat, president of this extremely
successtul manufacturing company,
the “battling” Commander iz the
tather of Phonevision.

And while many of the returns
on the experiment are now in, the
results =till aren’t conclusive enough

thiz pay-as-yvou-go television.

having

vets and name talent,

ROSS SIRAGOUSA

maior network proer
The title, TV Chicago Style,” applies
so well ta Admiral's President who, in
o few years has made this company one
of the largest producers of TY receivers iy
in the country. I

center unless

to the

cago-style, can

advertisers wake

advertiang,

TYPICAL CHICAGO TV SET OWNERS

(From a Chicago Tribune Consumer Panel Study of 574 Families)

Family Pet. of Pct. of Pet. of Ownership
Type Total Panel Ail Sets Within Group
INCOME GROUPS—
Under $3,000 33.1° 26.1°» 21.6°%0
§$3,000 to $4,999 346 421 31.%
§5,000 and over 303 3.8 28.2
FAMILY SIZE—
1 or 2 Persons 32.9°% 17.2% 14.8%4
3 ar 4 Persons 45.5 57.3 17.7
5 Persons or more 21.8 25.5 313

Filmack Offers You

America’s Lowest Cost
Wade ts Orden

TV FILM
COMMERCIALS

Here's how FILMACK serves you faster!
Our large seall and extensive facilities are geared

o do fne qualiy work at op speed

Here's how FILMACK saves you money!
We do all of our own (ypesetung, artwork, pho-
wography. speaial effecn, vowe recording, musc
and Liboratory work.

Through 82 years af specralized lnw cost movie-
making we've learned o deliver bugh quality

inexpensively and to pass che savings on o you.

Let us quote oa your job today!
One minute TV commercial with audio ax low
as §150.00.

Semd ws youn scnipl ox idea

FII.MACK

1327A S, Wabash Ave. ¢ Chicago
Telephone HA 7-3395
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for any evaluation of the future of

With New York and Los Angeles
fnrst claim on the large bud-
there's not
mich chance of Chicavo becoming
mooriginating

Fact that provramming, {hi-
menn mMore o feetive

Above: Zenith's Commander McDonald.

Below: VYiew of a set
scrambled ""Phonevision.” A
straightens everything out.

receiving the

dollar

—

WEE D NEW YORK
anD CHICAGO
COMPANY HOLLYWOOD
DETROIT
BOSTON

SAN FRANCISCO

ATLANTA

WEKE

THE BALABAN & KATZ
TELEVISION THEATRE

CHANNEL 4

Chicago's Pioneer

Television Stotion

CBS iN CHICAGO

See your WEED man for the whole

story. And far the whole
nationwide,

pages 16 & 17.

see the Status Map on

story |
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Cross-section of an
advertising man's
gray matter read-
ing a business
publication cover-
ing more than

one medium.

TELEVISION

Cross-section of
the same brain
reading
TELEVISION

Magazine

Your television advertising gets its best reception when your prospect's attention
is directed 100% to television—without any campeting media bidding faor his
ottention. Only Television Mogoazine can offer you the opportunity to reach your
prospect ot the precise time he is seeking tefevision information.

TELEVISION MAGAZINE »2o"ooeorass:
SEVENTH YEAR OF ::Jv;LYIOCR;.TP:EOWNYORK

28

www americanradiohistorv com

ALTERNATE PROGRAMMING
{continued from page 15)

on a given week, the viewer tends
to shop on the dial. Give him a good
show elsewhere, Budweiser decided,
and vou've lost a viewer.

The theory has proven correct
since the Murray show has gained
steadily, This season the show has
climbed ahead four months in sue-
cession, Videodex reveals, The show
garnered a 26.2 October rating;
28.5 for November; 29.0 for De-
cember and 32.9 for January. Sur-
prising factor here is the sponsor
feeling that it is easier to put on
the show weekly than on alternate
weeks. “We seemed to have to start
all over again after a long lavoff,”
D’'Arcy’s Marek Windheim indicu-
ted. “Now we have a regular for-
mat with a set framework. Ken is
more a host than a comedian so he
doesn’t feel he’ll shoot all his am-
munition in one show. Thanks to a
large permanent company the show
can be thrown together without too
many headaches.”

Veteran Milton Berle, however.
has been rumored considering a bi-
weekly show next season. The wear
and tear, plus the need for fresh
material, are strong positive fac-
tors for the change. But would
Berle keep his terrific following?
On the possibility he can, could any
other star do likewise?

Aside from cost and material fac-
tors, every-week shows inevitably
give the best rating results. But the
alternate week shows, at present,
fill a definite sponsor need. In many
cases, high-priced quality entertain-
ment could not be absolved by vari-
ous companies on any but a bi-
weekly basis,

Contrary to the hope that alter-
nating shows would be one of the
answers enabling small budget ad-
vertisers to tie-in with large net-
work shows, it has become instead a
prestige medium for large adver-
tisers like P&G, Ford and Lucky
Strike who have other programs
that provide more frequent impact.

To keep the continuity of inter-
est, it might be better to switeh
alternate shows to a weekly basis
and alternate the sponsorship,
plan already followed on such pro-
grams as the Comedy Howr, Kukla
and Four Star Revue. While such
shows are high budget programs,
there iz no reason why less expen-
sive programs can't be worked in
similar fashion. .

The subject will be discussed
more fully in the next issue.
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ITCH-hiking of commercials

is an old practice in radio.
Hitch-hiking in programming. that
is, tagging a comparatively inex-
pensive “rider” program on to an
established high-rated show is one
of the smartest time-buving prac-
tices in TV.

That this is payving off 1s cleaviy
evidenced by Chesebrough’s Greaf-
est Flights of the Century, topping
the vating received by the Gillette
sponsorship of the Madison Sguare
Garden bouts which precedes Greaf-
est Fights.

American Research Bureau net-
work ratings show the Gillette box-
ing bouts at 33.5 and Chesebrough’s
Greatest Fights at 35.5. 1t would

Lew Ambers connects resoundingly
against 3-time winner Henry Armstrong.

Television Magazine *+ March 1951

seem that TV viewers were more
interested in xeeing films of past
fights than in the live boats. Of
course, it could be a vommentary
on the quality of present profes-
sional boxing.

Allan Black, TV divector of Cay-
ton—Chexsebrough’s agency—comes
up with logical reasoning tor Greaf-
ext Fights popularity:

“Older folks get a terrific kick
out of wutching the old-time box-
ing ‘greats’ in fights they them-
selves witnessed, or at leaxt read
abont. Young folks, on the othey
hand. teo voung to have witnesserd
the oviginal bouts, are impressed
with the skill ot these former ring
champions,

A second factor is that only the
best portions of historic fights ave
shown, adding up to an exciting,
action-packed quarter-hour. Fight
fans ave also mighty anxious to see
Joe Louis in his prime. A layrge
percentage ot the fights in this
series are Louls Aghts”

A problem fucing the agency was
how to telecast at normal speed,
films which were oviginally shot
over 25 vears ago. Because hand
cranking of the camera was con-
siderably slower, these old films
when projected on modern equip-
ment give the impression of an
exaggerated speed.

This obstacle was overcome by

www americanradiohistorv com

printing each frame three times.
Therveby, for the first time enabling
peaple to see these eavly fight films
at normal speed.

The zeries has included such great
fights ax the Dempsey-Willard bout,
the Johnson-Ketchell match, Louis-
Braddock, Zale-Graziano, Dempsey-
Tunney, the two Louis-Schmeling
bBattles, etc., etc.

The film commercials beautitully
tie In with the program and were
designed just for this purpose, Go-
ing after the male inferest, good-
looking actresses are uszed aud in
addition o subject matter Luilt
around the Hghts, One commeycial,
for example, shows an actual ring
knockout—then picks up the new
champ in hisz dressing-room as he
applies Viaseline Cream Hair Tonic.

The commentary “is- supplied
“Jive" with the objective of creat-
ing an on-the-spot telecast atmos-
phere. The technique has been =o
wuccesstyl that viewers believe that
the voice over commentary is actu-
Ally an integral part of the event.

The Chesebrough Manufacturing
Company. which sponsors the series
aver the NBC-TV interconnected
network, as well as in a group of
non-interconnected markets, is very
happy with the show, andd atteibutes
the continuing increase in sales of
Vaseline Cream Hair Tonic in sub-
stantial pavt to Greatest Fialifs of
the Century.
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nit fFilm commercials

Cartoon animation and live-action are com-
bined in this Alexander-produced series of
12 films for the Union Pacific Railrood. Series
features the safety and luxuries of travel via
Union Pacific, and also covers UP freight
tervice.

“Jarabe Topatio” sets the stage for the
"Cisco Kid" cortoon commercials currently
featured for Interstate Bakeries in its Mid-
Western and Western divisions. Twelve minute
cartoons, each in full color for supplementary
theater showings, have just been completed
by Five Star under the supervision of Chet
Glassley.

Second series of T¥ film commercials for
the National Brewing Co., created and pro-
duced by N.S.S. ... comprised of six -minute
ond six 20-second spots . .. combining clever
use of stop motion, carfoon onimotion ond
live photography . . . packed with Showman-
ship and customer oppeal . . . at Jow budget
prices. Typical of National Screen’s contribu-
tion to TV film commercials, made possible by
more thon 30 years of low cost film produc-
tion for the motion picture industry.

Trick photography shows product super-
imposed over background of typical small
community, dramofically impresses packoge
and product identificotion on viewer, stresses
economy price and size, One of a teries
new TV cammercials produced for Plough, Inc.

This series of six Spic and Span cleanser
televisian commerciols was produced by
Pathescape fo demonstrate the easiest and
best way to clean linoleum. Designed fo
achieve complete realism, particulor core was
placed in providing believable sets, cost and
situations.

By combining live-oction demonstratians
with an entertaining animated jingle this
series is really a case history of intelligent
selling.

AN ADVERTISING
DIRECTORY OF PRODUCERS
AND THEIR WORK

ADVERTISER
Union Pacific Railroad

AGENCY
The Caples Company

PRODUCED BY
ALEXANDER FILM CO.

COLGRADO SPRINGS
NEW YORK—CHICAGO—DALLAS—SAN FRANCISCO

ADVERTISER

Interstate Bakeries

AGENCY
Dan B. Miner Company

PRODUCED BY
FIVE STAR PRODUCTIONS

6526 SUNSET BLYD., HOLLYWOOD 28, CALIFORNIA
HEmpstead 4807

ADVERTISER
National Brewing Co.

AGENCY
Owen & Chappell, Inc.

PRODUCED BY
NATIONAL SCREEN SERVICE

1400 BROADWAY, NEW YORK 19, N. Y.
Clrcle 6-5700

ADVERTISER
Plough, Inc.

AGENCY

George Nelson Ideas, Inc.

PRODUCED BY
NATIONAL SCREEN SERVICE

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

ADVERTISER
Procter and Gamble, Inc.

AGENCY
The Biow Company

PRODUCED BY
PATHESCOPE PRODUCTIONS

580 FIFTH AVENUE, NEW YORK, NEW YORK
Plaza 7.5200
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MUY HU'EH[;_Q‘I'IV_\J,
DIRECTORY OF PRODUCERS
AND THEIR WORK

current film commercials

ADVERTISER

Bymart, Inc.

AGENCY
Another in the series of film commercials Cecil & Presbrey
produced by Secboord, showing agoin the
experience in filming hoir ond Hollywood
sfars. This film commercial was creafed for
Tintoir with Joan Bennett demonstroting the
product and its effectiveness.

PRODUCED BY
SEABOARD STUDIOS, INC.

157 EAST 69th STREET, NEW YORK 21, N. Y,
REgent 7.9200

ADVERTISER
Argus, Inc.
Ann Arbor, Michigan
A series of 45 second "open end” TY com- AGENCY

merciols featuring the ARGUS 75 camera
with its remarkable viewfinder. Films designed
for ARGUS dealer use in TY morkets with

name, oddress and

Fletcher D. Richards, Inc.

PRODUCED BY
VIDEO VARIETIES CORPORATION

41 EAST 50th STREET. NEW YORK 22, N. Y,
STUDIOS:— WEST COAST SOUND STUDIOS

“voice-over'' copy. of
local dealer on photagraphic supply service.
Scripts pack a terrific soles wallop far the
ARG US 75.

WHAT THE BEER & WINE
COMPANIES ARE SPENDING

|continued from page 7)

included Believe It Or Not, and the
Friday evening boxing bouts, both
dropped by Ballantine. Current com-
pany policy is to concentrate its pro-
gram tie-ins with seasonal basebuall
games in the larger cities. Also
dropped last season was the Life of
Riley show by Pabst, with the com-
pany now concentrating on its Rlue
Ribbon Bouts. The company, how-
ever, recently backed the telecasting
of two bowling championships on a
20-station ABC line-up. In Decem-
ber, Schenley dropped its Party
Time at Club Roma, a late-evening
show pitching for Roma Wine.

In almost every baseball market,
a beer company will be found spon-
soring the local games. In all, 12
breweries will sponsor the bulk of
major league baseball. Examples
are Schaefer and Ballantine in New
York, Griesidieck in St. Louis,
Leisey in Cleveland, Duquesne in
Pittsburgh and Ballantine in Phila-
delphia and Boston. Interesting is
Duguesne Brewing's new half-hour
live stanza on WDTYV, Pittsburgh.
The company whips up four differ-
ent types of shows each month,

Television Magazine * March 195]

hoping thus to satisfy all tastes.
Classical music, a chorus and popu-
lar music combination, a variety
show and a hillbilly program ave
alternated.

Except for major outfits such as
Ballantine,  Schlitz.  Budweiser,
Blatz. Pabst and Miller High Life,
the majority cover regional rather
than national areas. As a result, the
bulk of TV advertising is done on
a4 regional or local basis. Through-
out the country, there are over 130
listed in this category as local TV
advertisers, placing the beer and
wine industry on a par with food
accounts as the two largest tvpes
of TV spot program advertisers,

Many of the network advertisers
also go In for spot programs and
spot advertising. Ballantine backs
the Dennis James wrestling show on
WTTG, Washington, and a five min-
ute across-the-board sports news
program on WTOP-TV, Washing-
ton. A spot campaign i3 now being
carried in Miami, and 20-second
spots currently are scheduled on all
New York channels. Budweiser has
launched a 20-second spot campaign
throughout the country, some plug-
ging the Murray show, some pitch-
ing for the product. In warmer
weather, Pabst ulso goes in for a

www americanradiohistorv com

510 WEST 571k STREET, NEW YORK 19, N_ Y

heavy 20-second local spot cam-
palgn. Schlitz backs the Safurday
Theater on WTMJ-TV, Milwaukee,
itx home territory.

New York provides an excellent
example of beverage activity in a
large cityv. WOR-TV will carry the
Dodger games for Schaefer Brew-
ing, with the company also picking
up the tab for the John Feeney
Irish-ong program, Thursday  at
11 p.m., and the last hour of the
Tuesday and Saturday night boxing
bouts. Rheingold has a spot on the
Friday evening wrestling show and
Miller High Life presents a thrice-
weekly news cast at 6:15 p.m. Other
outfits represented are Petri Wine
and Fratelli Branca.

WABD lists Rheingold, Blatz and
Ballantine uax spot advertisers with
the latter sponsoring the Dodygers
day telecasts, WNBT has Rheingold,
Blatz and Pabst as participants,
WPIX carries Piels, Miller High
Life, Ballantine, Rheingold, Petri
and Canterbury spots and will have
R & H spopsoring the St. Patrick's
Day Parade. In addition, Ballantine
will sponsor Dodger dayv and even-
ing games. WJIZ-TV has Ruppert
participations. WCBS-TV carries
Rheingold, Ballantine, Mission Bell
and Petri Wine.
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DAYTIME NETWORK SCHEDULE

Before 12:00

{Saturday only:

10:15-10:45

FUN FAIR—(ABC)

10:45-11:00

ACROBAT RANCH—(ABQO)
General Shoe

11:00-11:30

FAITH BALDWIN—(ABC),
Maiden Form.

KAY WESTFALL SHOW—( ABC)

11:30-12:00

DICK TRACY—(AB(C)

GRAND CHANCE ROUND-UP —
tCBS).

12:00-12:30

HEADLINE CLUES— (D), Mon.
thru Fri.

TWO GIRLS NAMED SMITH —
tABC), Sat., B. T. Babbitt.
BIG TOP — (CES), Sat.. (12:00-

1:00), National Dairy.

RUMPUS ROOM— (D1, Mon. thru
Fri., Premier Foods.

I COVER TIMES SQUARE—
(ABC), Sat., Seeman Bros.

OKAY MOTHER— (D), Mon. thru
Fri., Sterling Drug.

GARRY MOORE SHOW--{CBS),
Mon. thru Fri. (1:30-2:30)
Procter & Gamble, 15 min. Mon,

thru Fri.

Quaker Oats, 15 min. Tues. and
Thurs,

R. J. Reynolds (Cavaliers), 15

min, Mon., Wed. & Fri.
UNIVERSAL HOMEMAKER—
Dy, Thurs. 11:30-1:45),
Universal Appliances

w

2

FIRST HUNDRED YEARS—

(CBS), Mon. thru Fri. (2:30-
2:451, Procter & Gamble.
WINNER TAKE ALL—(CBS),

Mon.,, Wed. & Fri. (2:45-3:303,
Tues. & Thurs. (2:45-3:15)

BRIDE & GROOM—(CBS), Tues.
& Thurs., Hudson Paper & Pulp
(3:15-3:30)

MISS SUSAN—(NBC), Mon. thru
Fri, (3:00-3:15), Colgate-Palm-
olive-Peet.

3:30-4:00

BERT PARKS SHOW — (NBC),
Mon,, Wed. & Fri., General Foods
(Wed.)

BETTY CROCKER SHOW—
(CBS), Tues. & Thurs.. General
Mills.

FASHION MAGIC—(CBSY, Mon.
& Fri., International Latex.

MEFET YOUR COVER GIRL—
(CBS), Wed.

REMEMBER THIS DATE—
(NBC), Tues & Thurs.

4:00-4:30

HOMEMAKER'S EXCHANGE—
{CBSY, Mon. thru Fri.,, Alumi-
num Co. of America, American
Home Prod. Corp., Calif. Prune
& Apricot Grower’s Assoc., Calif.
Walnut Grower’s Assoc., Ex-Cell-
O Corp,, General Electric, Gorton-
Pew Co., Hansen’s, Knox Gel.,
Lewyt Corp., Nash Kelvinator,
Olney & Carpenter, Renuzit,
Swift & Co., United Fruit Co.,
Wilbur-Suchard Choe. Co.

KATE SMITH HOUR — (NBCQC),
Mon. thru Fri. (4:00-5:00)
Sponsored in 15-minute segments,
Procter & Gamble, Mon. thru Fri.
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Corn Products, Mon. & Tues.
Chesebrough Mfg., Mon.
Hunt Foods, Mon. thru Fri.
Simmons Mattress, Tues.
Jergens, Wed. & Fri.

Durkee Foods, Wed.
American Home Prod., Thurs.
Minute Maid, Thurs,

Hazel Bishop, Fri.

4:30-5:00

HALF PINT PARTY — (ABC),
Mon. thru Fri, (4:45-5:00), Sam
Smith Shoe Co. (Wed. & Fri).

VANITY FAIR — (CBS), Mon.
thru Fri., Coro Jewelry (Thurs.)

CHUCK WAGON PLAYHOUSE —
(CBS). Mon. thru Fri.
(5:15-6:00)

GABBY HAYES SHOW—(NBC(Cj,
Mon., Wed. & Fri. (5:15-5:30),
Quakey Qats,

LUCKY PUP—(CBS), Mon. thru
Fri. (5:00-5:15).

MARY HARTLINE SHOW—
tABC), Mon., Wed. & Fri.
(5:00-5:15).

NBC COMICS—{NBC), Mon. thru
Fri.,, (5:00-5:15), Standard
Brands (Thurs.)

OSMOE-—(ABC), Tues. & Thurs.
(5:00-5:15) e

PANHANDLE PETE & JENNI-
FER—(NBC), Tues. & Thurs.
(5:15-5:30)

TV TOTS TIME — (ABC), Mon.
thru Fri. (5:15-5:30).

5:30-6:00

HOWDY DOODY — (NBC), Mon.
thru Fri. Sponsored in 15-minute
segments. -

Colgate, Mon,, Tues. & Thurs.
International Shoe, Wed,

F. W. Kellogg, Tues. & Thurs.
Mars, Mon., Wed. & Fri.’
Wander, Fri,

Progroms in italics are sustaining.

For Sunday deytime programs
see page 10
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