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These are some oI the television adver'

tisers using NSS TV Film
Commercials to sell America's fastest

$rowin$ market!
An evcr-increasing group of national

advertisers, agencies and networks
are benefitting by more than 30 years

of NSS experience in film
production ...A vital factor in creat.

ing outstanding commercials,
openings and titles for television!

. . . the kind of ShoustnanshiP

on film fllaf produces results!

Special effects, animation, trick
photography, original

lettering, especially suited to

the mood of gozr sales

message . . . are techniques
applied by skilled NSS

craftsmen ..whoassure
your product audience

impact...Product
idcntification and

MORE SAI,BS!
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These are some of the television adver- 
tisers using NSS TV Film 

Commercials to sell America's fastest 
growing market! 

An ever-increasing group of national 
advertisers, agencies and networks 

are benefitting bv more than 30 years 
of NSS experience in film 

production... A vital factor in creat- 
ing outstanding commercials, 

openings and titles for television! 
. . . the kind of Showmanship 

on film that produces results! 
Special effects, animation, trick 

photography, original 
lettering, especially suited to 

the mood of your sales 
message . . . are techniques 

applied by skilled NSS 
craftsmen . . . who assure 

your product audience 
impact . . . product 
identification and 
MORE SALES! 
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Electron tubcs are the ncrve encls of
military intelligence -in systems
set up and nraintained by RCA Seruice
Company ficld engineers,

Tlrey rvork with systems of detection, such
as radar. They help ships and planes
naaigate with loran and shoran. These en-

gineers are the link between research de-
veloDments made at RCA Laboratories-
and America's military strength.

The number of RCA ffeld engineers has

tripled since World War II. And they serve
where needed. wherever an electron tube's
"military mind" can be of military use.

***
See the latest uonilers of rad,io, teleoision, and' elec-
Ironics at RCA Exhibition Eall, 36 West 49th Street,
N.L Admission is free, Radio C orporotion of Americtt,
RCA Building, Rad,io City, N. Y. 20, N. Y.

ffi#* fuonnbmlframilfiqmhd
With the rapid advance of airplanes,
tanks, fast ships, and mechanized
weapons of war, a swift, sure means of
communication and detection is as im-
portant as are the new weapons them-
selves. It is provided-by electron
tubes and electronics.

So important is this area of military in-
telligence that RCA Service ffeld engi-
neers-here and abroad-have lifted their
effolts to new peaks. Working rvith our
Armed Forces. thev install and maintain
such communications sgstems as short-
wave radio and portable radiotelephones.

RADTO CORPORAT]OU o{ AfrfERtCA
Wor/d Leader in Radb - Firsf n Te/erkrbn

Practical training of military personnel-
in classcs, f.ctory, and the field-is a basic
part of RCA Service Company's work
rvith our Amred Forces.
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Electron tubes are the nerve ends of 
military intelligence—in systems 
set up and maintained by RCA Service 
Company field engineers. 

iv/rt a mi/rfary m/nc/ 

With the rapid advance of airplanes, 
tanks, fast ships, and mechanized 
weapons of war, a swift, sure means of 
communication and detection is as im- 
portant as are the new weapons them- 
selves. It is provided —by electron 
tubes and electronics. 

So important is this area of military in- 
telligence that RCA Service field engi- 
neers—here and abroad—have lifted their 
efforts to new peaks. Working with our 
Armed Forces, they install and maintain 
such communications systems as short- 
wave radio and portable radiotelephones. 

They work with systems of detection, such 
as radar. They help ships and planes 
navigate with loran and shoran. These en- 
gineers are the link between research de- 
velopments made at RCA Laboratories— 
and America's military strength. 

The number of RCA field engineers has 
tripled since World War II. And they serve 
where needed, wherever an electron tube s 
"military mind" can be of military use. 

See the latest wonders of radio, television, and elec- 
tronics at RCA Exhibition Hall, S6 West 49th Street, 
N.Y. Admission is free. Radio Corporation of America, 
RCA Building, Radio City, N.Y. 20, N.Y. 
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Practical training of military personnel— 
in classes, factory, and the field—is a basic 
part of RCA Service Company's work 
with our Armed Forces. 
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On June 15, almost 29,000 people in
several cities watched a heavyweight fight
on movie screens as television cameras at
ringside brought the event from Madison
Square Carden. And Big Screen Television
made its bow to the public over the net-

work provided by the Long Lines Depart-
ment of the American Telephone and
Telegraph Company.

Since then other fights have gone over
the Bell System's television network. And
future plans call for more events going to
more theaters, reaching more people.

This new kind of showmanship is one

more example of the use made of the Bell
System's network. . . facilities made pos-

sible by the experience and imagination of
Bell engineers. The equipment for these

facilities is specialized and expensive.
Much of it must be precise and delicate, yet

sturdy and long-lasting.

Last year the Bell System doubled its
television channels, bringing them up to
almost 23,500 miles. The value of coaxial
cable, radio relay, and associated equip-
ment used for television purposes is nearly

$85,000,000. Yet the service is supplied at
a very moderate rate.

PROVIDING TRANSMISSION CHANNELS FOR THE RADIO AND TELEVISION INDUSTRIES TODAY AND TOMORROW

4

BELL TELEPHONE SYSTEM ffi

29,OOO RINGSIDE SEATS-aI

TELEVISER

29,000 RINGSIDE SEATS — at movie prices 

On June 15, almost 29,000 people in 

several cities watched a heavyweight fight 
on movie screens as television cameras at 

ringside brought the event from Madison 
Square Garden. And Big Screen Television 

made its bow to the public over the net- 

work provided by the Long Lines Depart- 

ment of the American Telephone and 
Telegraph Company. 

Since then other fights have gone over 
the Bell System's television network. And 
future plans call for more events going to 

more theaters, reaching more people. 

This new kind of showmanship is one 

more example of the use made of the Bell 
System's network... facilities made pos- 
sible by the experience and imagination of 

Bell engineers. The equipment for these 
facilities is specialized and expensive. 

Much of it must be precise and delicate, yet 

sturdy and long-lasting. 

Last year the Bell System doubled its 
television channels, bringing them up to 

almost 23,500 miles. The value of coaxial 
cable, radio relay, and associated equip- 
ment used for television purposes is nearly 
$85,000,000. Yet the service is supplied at 

a very moderate rate. 

BELL TELEPHONE SYSTEM 

PROVIDING TRANSMISSION CHANNELS FOR THE RADIO AND TELEVISION INDUSTRIES TODAY AND TOMORROW 
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Television Promotion
An analysis of the types ol TY promotionol
moteriol being used hy stations ond networks-
the selling points they incoryorote-the think-
ing ol men hehind promotion activity.

TELEVISION promotion activi-
I ties are making fundamental
contributions to the growth of the
medium and to the profltable use
of it by advertisers.

Material on TV is prepared and
distributed by various network de-
partments, stations, station reps,
ad agencies, research firms and pro-
gram packagers. Promotions take
many forms and describe a variety
of selling points. All the material,
however, can be separated into
three basic types: sales promo-
tion, program audience promotion
and merchandising.

Sales promotion attempts to sell
a program, the TV medium, or a
time segment. This is done via
fact sheets on prog:rams and avail-
abilities, detailed program presen-
tation books, general presentation
books (on facilities, program cate-
gories, etc.), speciflc presentations
for a client, and space advertising.

Program audience promotion util-
izes on-the-air plugs, space adver-
tising, displays, promotion gifts
and stunts.

Merchandising generally involves
co-op advertising and point of sale
displays. All three types of promo-
tion also rely heavily upon a wide
variety of direct mail pieces.

The majority of station and net-
work promotion efforts come under
the sales promotion category. The
selling points they deal with are:
program descriptions, time values,
facilities, market, coverage, suc-
cess stories, personalities or stars,
costs, mail pull, promotional ser-
vices and lists of their national
sponsors.

ocToBER, t95t

by Robert E. Hqrris

At the present time more ef-
fort is being devoted to promoting
AM than TV. One station reports
that only 30% of. its promotion bud-
get is for television. However, as
more stations come into markets,
more TV sales promotion activity
will certainly become evident.

So that these promotion efforts
might be made as effective as pos-
sible, we have just conducted a
survey of stations and networ*s to
secure a cross-section of promo-
tional thinking and to study ex-
amples of promotional material cur-
rently in use.

Progrom Foct Sheets

The standard promotion piece,
distributed by virtually all stations,
networks and reps, is the program

Speciol Televiser Report
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fact sheet. These sheets are usually
mimeographed, often on colored
paper, and many have distinctive
letterheads. The name of the show
is stated, the time, a description
of the format, the talent, and usu-
ally the cost. Some sheets also re-
produce a photo of the show. Others
state to whom the show will ap-
peal, what programs precede and
follow the given show, what the
mail pull is, what is its history,
and, if open to participation, who
are past or current sponsors. One
agency time buyer stated that de-
tailed descriptions of programs are
extremely valuable to her, even
rvhen buying station breaks, as
they indicate to her the type of au-
dience she is reaching.

Progrom Presentotions

In addition to these short fact
sheets, many stations prepare more
eiaborate presentation books on
certain programs. WOR-TV has a
standard glossy cover for all such
program presentations. They were
printed in large quantity, which
brought down the cost, and are
available as a familiar cover. rec-
ognized and remembered by the
agencies. The material inside in-
cludes a glossy still and informa-
tion on the program suitably ar-
ranged and offset printed.

Some program presentations go
in for particularly attractive cov-
ers. Such a one is being distributed
by KECA-TV, Los Angeles, on Ad-
oentures In Food,. Its hostess, Grace
Lawson, is described as thoroughly
qualified to demonstrate the prod-
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Special Televiser Report 

Television Promotion 

An analysis of the types of TV promotional 

material being used by stations and networks— 

the selling points they incorporate—the think- 

ing of men behind promotion activity. 

by Robert E. Harris 

TELEVISION promotion activi- 
ties are making fundamental 

contributions to the growth of the 
medium and to the profitable use 
of it by advertisers. 

Material on TV is prepared and 
distributed by various network de- 
partments, stations, station reps, 
ad agencies, research firms and pro- 
gram packagers. Promotions take 
many forms and describe a variety 
of selling points. All the material, 
however, can be separated into 
three basic types: sales promo- 
tion, program audience promotion 
and merchandising. 

Sales promotion attempts to sell 
a program, the TV medium, or a 
time segment. This is done via 
fact sheets on programs and avail- 
abilities, detailed program presen- 
tation books, general presentation 
books (on facilities, program cate- 
gories, etc.), specific presentations 
for a client, and space advertising. 

Program audience promotion util- 
izes on-the-air plugs, space adver- 
tising, displays, promotion gifts 
and stunts. 

Merchandising generally involves 
co-op advertising and point of sale 
displays. All three types of promo- 
tion also rely heavily upon a wide 
variety of direct mail pieces. 

The majority of station and net- 
work promotion efforts come under 
the sales promotion category. The 
selling points they deal with are: 
program descriptions, time values, 
facilities, market, coverage, suc- 
cess stories, personalities or stars, 
costs, mail pull, promotional ser- 
vices and lists of their national 
sponsors. 

At the present time more ef- 
fort is being devoted to promoting 
AM than TV. One station reports 
that only 30% of its promotion bud- 
get is for television. However, as 
more stations come into markets, 
more TV sales promotion activity 
will certainly become evident. 

So that these promotion efforts 
might be made as effective as pos- 
sible, we have just conducted a 
survey of stations and networks to 
secure a cross-section of promo- 
tional thinking and to study ex- 
amples of promotional material cur- 
rently in use. 

Program Fact Sheets 
The standard promotion piece, 

distributed by virtually all stations, 
networks and reps, is the program 
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Fact Sheet 

fact sheet. These'sheets are usually 
mimeographed, often on colored 
paper, and many have distinctive 
letterheads. The name of the show 
is stated, the time, a description 
of the format, the talent, and usu- 
ally the cost. Some sheets also re- 
produce a photo of the show. Others 
state to whom the show will ap- 
peal, what programs precede and 
follow the given show, what the 
mail pull is, what is its history, 
and, if open to participation, who 
are past or current sponsors. One 
agency time buyer stated that de- 
tailed descriptions of programs are 
extremely valuable to her, even 
when buying station breaks, as 
they indicate to her the type of au- 
dience she is reaching. 

Program Presentations 

In addition to these short fact 
sheets, many stations prepare more 
elaborate presentation books on 
certain programs. WOR-TV has a 
standard glossy cover for all such 
program presentations. They were 
printed in large quantity, which 
brought down the cost, and are 
available as a familiar cover, rec- 
ognized and remembered by the 
agencies. The material inside in- 
cludes a glossy still and informa 
tion on the program suitably ar- 
ranged and offset printed. 

Some program presentations go 
in for particularly attractive cov- 
ers. Such a one is being distributed 
by KECA-TV, Los Angeles, on Ad- 
ventures In Food. Its hostess, Grace 
Lawson, is described as thoroughly 
qualified to demonstrate the prod- 
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uct. The presentation states: "If
you can talk about it in the kitchen

-and demonstrate it in the kitchen

-Grace 
Lawson will sell it for you

in her KECA-TV kitchen."
KTTV, Los Angeles, presents

their program presentation clipped
to a file folder. It is freely illus-
trated with large offset photographs
of the performers in action and,
where possible, includes critical re-
views of the show.

Often a strong personality will
be accented in the program presen-
tation. An ABC-TV presentation
for the new Dagrnar shorv is a good
example. It states that she is the
most talked about girl in America,
featured and photographed in the
magazines, quoted and chronicled
in the newspapers, and mentioned
repeatedly on national broadcasts.
She is reportedly deluged with over
2000 fan letters a week, some ad-
dressed simply, "Dagmar, U, S. A."
After the first nine pages devoted
to the personality, the program is
described in the next six pages. One
of the sales points made is that the
program is a valuable property be-
cause it is "fresh to viewers and
rrever before associated with an-
other product."

NBC-TV recently issued a 33-
page presentation on the' Kate
Smith Evening Hour. They de-
scribe the program highlights, dis-
cuss the time period and iomposi-
tion of audience, estimate a large
station lineup, estimate the size of
audience based on her previous af-
ternoon ratings, describe the sales
effectiveness of her daytime show,

6

state the low cost of sponsorshiP
(shared by four sponsors), indicate
the program costs less than printed
media, and mention merchandising
and promotion possibilities. As sup-
plementary data it is claimed that
NBC is first in programs, audience,
among advertisers and in coverage.

Other Presentotions

Many stations prepare detailed
information manuals covering racil-
ities, rates, miscellaneous charges
and specifications. One such book,
put out by WXYZ-TV, Detroit, first
describes the station and its per-
sonnel, stating that jt offers: a)
best local programs and success
stories; b) top local television per-
sonalities; c) aggressive, unique
"know how"; d) sales promotion
and advertising; and e) merchan-

dising aid. It describes some top
rated local TV shows produced
by the station and reproduces a
tr:ade magazine article on WXYZ-
TV.

In a section devoted to technical
information, the station's facilities
are described, giving detailed in-
formation on studi<ls, sets and
props, rear projection process
screens. cameras, director service,
dressing rooms, fllm studio and re-
mote facilities. Spot commercials
are described with specifications
clearly illustrated. Details on slides
and projectors are gone into thor-
oughly. Charges for additional fa-
cilities and services are itemized.

Coverage is described and illus-
trated with maps. Detailed facts
concerning their market are stated,
including a special breakdown of

retail grocery stores in the Detroit
area.

WTVJ, Miami, has prepared a
two color folder which gives sta-
tion personnel, network affiliations,
station rep, clients, facilities and
brief description of remote opera-
tions. It reproduces several letters
indicating sales successes. Urrfold-
ed, it presents a large coverage map
with detailed market data. Their
rate card is printed on the back of
this folder. Quite a few stations
have printed two page folders with
coverage maps and data.

A general presentation book of a
different nature was conceived by
WTVR, Richmond. It is "A Tele-
vision Primer for Advertisers." It
describes the television medium as
"a fresh, dramatic means of ad-
vertising that combines all previous
forms of advertisihg media into
one powerful sales force." It dis-
cusses how the advertiser may make
television work for him. It ex-
plains in detail how live and film
commercials are prepared and ex-
ecuted. Included also is a glossary
of television terms.

A special folder devoted to TV
films was prepared by WFAA-TV,
Dallas. It shows how a superior
film is produced, discussing the
shooting script, photography, ani-
mation, processing, editing, sound
recording and special effects.

"The Man Behind The Counter"
is a unique presentation conceived
by WKRC-TV, Cincinnati, and de-
scribes a plan to deliver for the ad-
vertiser the cooperation and good

l

Program Presdntati.on

Cot,erage Folder

General Presentation
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Program Presentation 

uct. The presentation states: "If 
you can talk about it in the kitchen 
—and demonstrate it in the kitchen 
—Grace Lawson will sell it for you 
in her KECA-TV kitchen." 

KTTV, Los Angeles, presents 
their program presentation clipped 
to a file folder. It is freely illus- 
trated with large offset photographs 
of the performers in action and, 
where possible, includes critical re- 
views of the show. 

Often a strong personality will 
be accented in the program presen- 
tation. An ABC-TV presentation 
for the new Dagmar show is a good 
example. It states that she is the 
most talked about girl in America, 
featured and photographed in the 
magazines, quoted and chronicled 
n the newspapers, and mentioned 

repeatedly on national broadcasts. 
She is reportedly deluged with over 
2000 fan letters a week, some ad 
dressed simply, "Dagmar, U. S. A." 
After the first nine pages devoted 
to the personality, the program is 
described in the next six pages. One 
of the sales points made is that the 
program is a valuable property be- 
cause it is "fresh to viewers and 
never before associated with an- 
other product." 

NBC-TV recently issued a 33- 
page presentation on the- Kate 
Smith Evening Hour. They de- 
scribe the program highlights, dis- 
cuss the time period and Composi- 
tion of audience, estimate a large 
station lineup, estimate the size of 
audience based on her previous af- 
ternoon ratings, describe the sales 
effectiveness of her daytime show, 

state the low cost of sponsorship 
(shared by four sponsors), indicate 
the program costs less than printed 
media, and mention merchandising 
and promotion possibilities. As sup- 
plementary data it is claimed that 
NBC is first in programs, audience, 
among advertisers and in coverage. 

Other Presentations 
Many stations prepare detailed 

information manuals covering lacil- 
ities, rates, miscellaneous charges 
and specifications. One such book, 
put out by WXYZ-TV, Detroit, first 
describes the station and its per- 
sonnel, stating that it offers: a) 
best local programs and success 
stories; b) top local television per- 
sonalities; c) aggressive, unique 
"know how"; d) sales promotion 
and advertising; and ^ merchan- 
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Coverage Folder 

dising aid. It describes some top 
rated local TV shows produced 
by the station and reproduces a 
trade magazine article on WXYZ- 
TV. 

In a section devoted to technical 
information, the station's facilities 
are described, giving detailed in- 
formation on studios, sets and 
props, rear projection process 
screens, cameras, director service, 
dressing rooms, film studio and re- 
mote facilities. Spot commercials 
are described with specifications 
clearly illustrated. Details on slides 
and projectors are gone into thor- 
oughly. Charges for additional fa- 
cilities and services are itemized. 

Coverage is described and illus- 
trated with maps. Detailed facts 
concerning their market are stated, 
including a special breakdown of 

retail grocery stores in the Detroit 
area. 

WTVJ, Miami, has prepared a 
two color folder which gives sta- 
tion personnel, network affiliations, 
station rep, clients, facilities and 
brief description of remote opera- 
tions. It reproduces several letters 
indicating sales successes. Unfold- 
ed, it presents a large coverage map 
with detailed market data. Their 
rate card is printed on the back of 
this folder. Quite a few stations 
have printed two page folders with 
coverage maps and data. 

A general presentation book of a 
different nature was conceived by 
WTVR, Richmond. It is "A Tele- 
vision Primer for Advertisers." It 
describes the television medium as 
"a fresh, dramatic means of ad- 
vertising that combines all previous 
forms of advertising media into 
one powerful sales force." It dis- 
cusses how the advertiser may make 
television work for him. It ex- 
plains in detail how live and film 
commercials are prepared and ex- 
ecuted. Included also ii^Ji glossary 
of television terms. 

A special folder devoted to TV 
films was prepared by WFAA-TV, 
Dallas. It shows how a superior 
film is produced, discussing the 
shooting script, photography, ani- 
mation, processing, editing, sound 
recording and special effects. 

"The Man Behind The Counter" 
is a unique presentation conceived 
by WKRC-TV, Cincinnati, and de- 
scribes a plan to deliver for the ad- 
vertiser the cooperation and good 
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