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NEW YORK, Sept. 18. — Re-
corded entertainment aimed at
the adult American iz currentlv
undergoing its most rapid devel-
opment in the history of the

" industry.

\ Probably never before has so
much music, talk or just plain
sound been etched onto flat disks
Jor the specific enjoyment, edifi-
cation or instruction of the ma-
ture record buver, And the stuff
is selling. As dealers and manu-
facturers discover, to their pleas-
ure, the profit picture in “grown-
3" wax, they are devoling more

b their attention to it. From all

- indications, the potential for fur-

ther growth is still shrouded in

gome rosy future haze.

L Good Backbone

American  youngsters are still
shelling out hard cash for current
M p,:s fare. As long as the record

: dustry can continue to pace the
- {rends, there is no reason to be-

base will lose its taste for a sing-
able or danceable waxing,

The gdult market is primarily
a package market. This is not to
i say that adults don't buy pop

singles, or teen-agers buy ai”hu.ms.
Of course they do. It merely
I means that more adults buy al-
r bums and more kids buy singles.
R Dealers and manufacturers who
" direct their promotion and cre-
alive thought to attracling the
market aimed at reap the great-
. est harvest. This has always been

- frue, but a current development
=] in one segment of the market
' illustrates the axiom anew.

Kiddie Records

The many thousands of kiddie
- records sold have always been
= urchased by their elders. Yet
or many vears, all art work and
much of the content has been di-
rected at catching the eye and ear
2 of junior. Of late there has been
. a significant change in content in
' many kidisks. Most major record
companies, for instance, are cut-
ting more classical music for
moppets (The Billboard, Septem-
ber 11)}—with suitable story ma-

terial, of cour=e.
They're doing it, however, be-
cause a few experimenters have
been successful. Enough parents

who spend the dough want thisq{
tyvpe of waxed entertainment for

their offspring. So the package is
aimed at the child thru his
parent.

. Casual Casals
Become Boom

NEW YORE, Sept. 15.—What
starfed as a cautious experiment
four vears ago has sel a pattern
follo red today by all record com-

- ranle:. When Columbia released
t& first multi-disk limited edition
of recording made at the Prades

. Casals Festival, i1 set a moderate

sales goul of 2,000 sets. In the
2 early days of LP even this was a
mlzg goal for an esoteric collec-

. The first Casals sct was fol-
lowed by other library editions,
then broken up and sold as
gingles, and by next month Co-
Jumbia will have issued a total of

LFP's. Cumulative sales
are now well over the 250,000
mark.

lieve that this ever-replenishing |

ar

All this is happening while the |
traditional backbone of the busi-|
ness remains firm and healthy. |

Adult Disks Grow to
Man-Sized Industry

ever Has So Much in Grown-Up Fare
Been Offered; Pop Records Still Solid

Perhaps the most dramatic re-
cent album trend has been that of
background, or mood music.
There probably isn't a manufac-
furer active today who hasn't
{found this an almost sure way to
make a buck. And the art on the
covers of mood albums? Isn't it
desipned to entice the weary
oldster? Or to suggest the likeli-
hood of a pleasant musical back-
drop to social adult activities?
Not too obtrusive, but to be
gently savored.

Historically, the big push to the
adult buver goes back to the ad-
vent of LP, stimulated further by
the startling realism in recorded
gound achieved with modern high
fidelity techniques.

Surely, the pre-LP days saw
occasional fabulous sales of al-
bums to adults whether 1 was a
Decca original cast etching of a
Broadway show or a Toscanini
classical set on RCA Vietor.

But the bulk of sustained sales
over the spread of catalog was
nowhere near the present level
And several hundred labels

which turn out LP's today share |

in the growing market. :
The plush album, tho still the
(Continued on page 14)

NBC SYMPHONY
SEEKS RE-BIRTH
VIA LP RECORD

NEW YORE, Sept. 18.—
The former NBC Symphony
Orchestra, disbanded by the
network upon the retirement
of Arturo Toscanini last
April, will be back in an ac-
customed groove Tuesgday
£20) when it again assembles
for a recording session.

But this time the date will
be held under its own aus-
pices in an ambitious -move
to launch the ork, newly
named The Symphony of the
Alr, as an independent prop-
erty, The resulting LP will
be used as & dual fund-rais-
ing and promotion device to
dramatize the ork’'s attempt
to return itself to the status
of a performing organization.

The ork, formerly recorded
exclusively by RCA Victor,
will have ils session super-
vised by Livingston Eleciron-
ics, high [fidelity equipment
manufacturer and disk pro-
ducer, The initial pressing
order of 5000 copies will go
to the custom department of
gither Victor or Columbia,

Unusual facet of the re-
cording date is that there will
be no conductor. With Tos-
canini in Italy, the ork will
play without anyone on the
podium, but the repertoire
selected will be perennials of

(Continued on page 33)

Alas, Poor Network

Radio, We Knew It
Once, Says Report

Death by 1956 Agency Survey
Predicts, TV Now Sustains Life

Ry SAM CHASE

NEW YORK, Sept. 18. — The
four national radio networks will
continue operations for only
slightly over another year, ac-
cording to a report prepared by

one of the nation's leading adverri fully without endangering them-

tising agencles for its top execu-
tives and clients.

The analvsis, an intensive sur-
vey into the current state of web

| radio and its prospects for the fu-

ture, predicts that by 19856 the

'networks will have been “liqui-

dated,” or that only one, at most,
will still be functioning. Because
the: agency is still a network ra-

nume be withheld at this time.
TV's Power

Network radio today owes both
ite continued existence and its
forthcoming demise to the rise of
video, contradictory as that may
spem. The bodv blow to radio
listening by the rise of TV is an
old story. But it is because of
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dio client, it has asked that ils:ThJ.s.

Vidfilm Costs Spiral Upwards.
But Product Improves . . .

Vidfilm costs continue to soar, with ceiling
still far from being established. Quality how-
aver, gets betler. .. .ocurvseana sreess - POgE 2

General Teleradio Sponsership
Pattern: All or Nothing at A . ..

The sponsorship pattern on the super-budg-
eted Eﬂneml eleradio feature films indi-
cates that advertisers will have to buy the
whole package or be left out in the cald.
Most TV stations are selling the series to a
single local sponsor for airing on a once-a-
week basis.  ..00.0 Page 6

Most Sponsors Expected o Avoid
Color TV Programs Until 1855 . ..

Regular sponsors expected to bypass net-
work color programing until at least 1855.
Sponsors of spectaculars are, so far, the only
buvers ol color, cesesnssns iymdran . s. . Page 7

Low NBC-TV Spectacular Rating
Draws Hazel Bishop Protest . ..

Hazel Bishop velps over low rating of first
NBC-TV spectacular. First week rating story
an this tvpe of show indicates lack of audi-
Ence INterest, soveansses pas s e ss ...Page B

Disk Distributors Get Share of
Publishers’ Hoyalties as Incentive . . .

Music publishers are now offering cash in-
centives to record distributors. Latest move
bv two publishers gives a distributor 10 per
cent of their publisher share of record royal-
ties. Jobber who tops his quota by the larg-
est percentage gels the bonus meoney,

....... L e e siaed ae s ad D i

Record Mfrs, Releasing More
Packages of Higher Quality ...

The quantity and quality of record packages
being released this fall continues to grow.
Latest powerhouse releases are Decca's col-
lection of 50 extended play, 14 long play and
12 children’s =eis: and RCA Victor special
Toscanini “Requiem™ and Glenn  Niller
PRCEBECS: *rssnsaensnasssnsnssssarsik BYE 99

Capitol Records Parries Goody in
Fair Trade Fighi;: Not Ended Yet. . .

Capitol Records halts fair trade policy on its
Cetra opera LP's. The move balks attempt
by Sam Goody to overthrow Fair Trade Act
in Supreme Court appeal, but cut-rater vows
continuance of anti-price-fixing battle.
........ PO (T W T L,

California State Fair's 11-Day
Stand Breaks Attendance Record . . .

California State Fair, Sacramento, wound up
its 11-Day, 100th anniversary run with a rec-
ord gate of 812,204. Previous high, set in '52,
was 167.253. New pari-mutuel betting record
also. was set, with handle somaring to over
$4.000,000. ...cvenns AL S ok, L Page 63

Kansas Free Fair Business Up:
Weather Dents Clay County. Ia. . . .

Kansas Free Fair, Topeka, caught the best
weather it has had in more than 20 years and
notched up record attendance and a new high
in midway receipts. Meanwhile, the Clay
County Fair, Ia., one of the nation's strongest
county fairs, ran into bad weather and fig-
ured to finish with attendance down 20 per
| PR I I s essesgianbss RN B

‘Ice Capades’ NY Advance Sale
Hits §128.000 for 12-Day Run . . .

John Harrig' “Ice Capades” piled up a §121.-
000 advance zale, an increase of $28,000 over
last vear, for its 12-day Madison Square Gar-
den run. The New York date marks the start
of o 47-week eross-country tour. ....Page §3
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that very rise that some of the
radio webs have been reluctant to
give up the gho t to date.
However, the picture should be
sufficiently changed by the be-
ginning of 1956 Lo permit the net-
works to bow oul of radio grace-

selves by a premature move.

There is a good chancve, the re-
port says, that the disiategration
of at least two AM networks
would have occurred perha
even by now, were it not for the
fact that all web brass Is awaiting
th. time when there will be from
600 ta 700 TV stations on the air.
according to frade esti-
mates, should be in the beginning
of 1858, and it will be then, the
ag‘f'ni:r report stresses, that the
AM webs will, like old soldiers,
fade away.

Affiliate Problem

The significance of the G00-700
TV stations derives from the fact
that in many single-station TV
markets the radio and video oul-
letz are ownerd by the same com-
pany. Thus, should one of the
major radio webs call it quits, ita
local offiliate would likely shift
to the rival, doubtless bringing
its TV adjunct along with it,
TTowever, when there are close to
700 video outlets on the air, eéach
major TV web will be covered in
important markets with an affili-
ate of its own, and will not have
quite the same fear. :

Nevertheless, it can be antici-
pated that when the day of reck-
oning comes, it will give rise to
maneuvering among the rival
network organizations on a plane
not yet seen, even in an industry
with as competitive a history as
the broadcasting field. Any un-
dercurrents of affiliate revolt,
whether in radio or televizion,
are ceriain to be fanned by the

' rival organizations, and a blazing

intramural affiliate battle seemsy
likely to develop.
Exec Opinions
The agency report takes on
added significance in the light of
recent remarks made by the
heads of wvarious networks. Th
ruther pessimistic remarks o©
Brig. Gen. David Sarnoff, RCA-
NBC Board Chairman, in Chicago
(Continued on page i)

Pact Near for

Ads in Jukes

CHICAGO, Sept. 18.—Juke box
believe paid commer-
gial recordings on their phono-
graphs may be the means of
affsetting lower collections and
higher operating cosis.

But the operators agree
they would not use commercials
on their music machines if
the commercials caused publie
resentment.

Meantime, George A. Miller
president of Music Operators of
America, said he expected to sign
a contract with Pantages Adver-
tising Agency, Los Angeles, no
later than Monday or Tuesday.
The contract would give Pantages
MOA’s, official endorsement to
approach national advertisers.

The Billboard spotchecked mu-
sic operator opinion on juke box
commercials following an attack

(Continued on page &6)
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Film Costs Highest Yet;
Peak Is Nowhere in Sight

Improved Quality Offers Consolation
For Sponsor, Agency Budget Woes

HOLLYWOQOD, Sept., 18.—Ad-
wertisers and ad agencies this sea-
son are faced with the highest
costs vet for TV film, and the end
iz nowhere in sight. This hard
fact is based largely upon rising
production costs, but bank-rollers
at least can take consolation from
the fact that quality also is im-
proving.

These conclusions are wverified,
by the consensus of three top|
telefilm producers and one the- |
atrical film producer-director. The
TV film men are Roland Reed, Hal
Roach Jr, and George Stern, and
the theatrical producer is Otlo
Preminger.

Stern, vice-president of Revue
Productions, estimated that pro-
duction costs have gone up be-
tween 153 and 20 per cent on the
Republic lot during the past vear.

More established stars are being
used in pictures than ever before, |
he said, and this is driving costs|
upward. When you pay more fm“
a star you usually have to pay
more for a story, more for sets,
and have an increased production

cost all around, he explained. Of |
course, the product is better, loo,
but if the trend continues it's pos-
sible that a producer might class
himself right out of the market.
ERoach takes a slightly different

Rockhill Seeks
Ginger Rogers
For Toni Film

NEW YOREK, Sept. 18.—Rock-
hill Productions this week was
reportedly trying to interest Gin-
ger Rogers in taking over for
Claudette Colbert. After a deal
had been zet with Toni, Miss Col-
bert refused to do the lead-in to
the commercials for the films,
and negotiations collapsed.

Now Rockhill is trving to re-
vive tne property with Miss
Rogers as the star. Meanwhile,

view of the matter. An advertiser
who banks a million dollars on the

success of a show deserves the
best, he declares. A series could
still be turned out for 518,000 to
$20,000 per half-hour segment but, |
in his opinion, it wouldn't be fair
to a sponsor to produce a cheap
show for him when he wants to

place it in a Class A time slot and |

has to pay Class A rates, He;

thinks that costs might stabilize |

at about 330,000 per show.
Roach said, however, that costs

of filming TV shows, on the aver-
age, have gone up less than those
of live telecasts.

Reed is of the belief that par-
ticipation deals for stars may he
the answer to keeping salary cosis
down, especially since his deal
with Preston Foster in “Water-
front” has worked so well.

Owning part of a show gives
a star more interest in 1t and an
extra incentive, he said. Foster,
who has been making personal

{Continued on Page €)

CLAIMS TOP SPOT

TPA Sees Gross
Of $9,000,000

NEW YOREK, Sept. 18.—Tele-|

International Harvester and Na-

THE BILLBOARD SCOREBOARD

® Jop 25 Non-Network Vidfilms

and Their Pulse Multi-Market Ratings

This monthly feature of The Billboard's TV Film department shows the relstlve
standing of the 25 top-raled TV Film scries sold on & regional or nalional-spot
basis. The Avcrage Ruting is based on the rating scored by cach show in the 22
basic markets stadied monthly by The Pulse, which markets accounts for the bulk of
U. 5, set circulation. Each market is weighted in proportion 1o its TV populatioa

For additional information on aodience gize and coverage please consuli The
Pulse, Inc., 15 West 46th Sireet, New York

Avp

Rank Anpast
Order Title & Distributor of Series Rixg.
y T, Famous Playhouise (MCA-TV)...veeaninsanass.163

- AT I Led Three Lives (Ziv TV ).v.vereersesnnss163

e Badge 714 (NBC Film)..... T T R St T e el 15.5

-, IR City Detective (MCA-TV)....vviausncanecsses.188

5. ve...Lone Wolf (UTP)...... e e AR L ah ok an b D

8.......Mr. District Attorney (Ziv TV)....ceceesnn-s.14.6

TeewesoJdnner Sanctum (NBC Film) .....ccerssnsnsassld2

Teeenes-Roval Playhouse (UTP). . .ccresssinsssssrnessesldd

Do Waterfront (UTP) ..oiiivivvanie AP PR IE ST b 8 |

10.. . ... . Kit Carson (Coca-Cola) ..coimrrrrnrssssnrenss 12.9
11.......Favorile Story (Ziv TV)......... AR SR e 12.1
11.......Foreign Intrigue (5. Reynolds).....veiennses...12.1
13.......Boston Blackie {Ziv TV) ...vrrrrrrnces RSP, |- 3 |
p S Liberace {Guild Films) .. ...t iveccsnnnnnes 11.8
' JAE— Eversharp Theater (Eversharp Pen)....cveve...11.3
A e, Superman (Flamingo Films) ...... wrrannnass.11.3
£ SR Cisco Kid (Ziv TV) ... iinininas APPSR & E
18....... Amos 'n’ Andy (CBS Film) ....vvievsonnnasssa10.9
), PUETEER Wild Bill Hickok (Flamingo Films)..veseeee...105
) Counterpoint (UTP) ... ..cvvunns TR e PO PR | - )
20....... Gene Autry (CBS Film) ..... T R AT 102
| | PR e Racket Squad (ABC Film) ....... T AP AU S 10.2
- 3, P Cowboy G-Men (Flamingo Films) ...e0veee...100
- ¥ I Annie Oakley (CBS Film) ......cccvieneeeeas 2.0
24.......Dangerous Assignment (NBC Film) ......... 9.9

 wvision Programs of America cele- |tinal Biscuit Company,

HIvy"
brated its first anniversary this will be on 80 stations of the net-
week by layving claim holding the | works and on another 11 stations

THE BILLBOARD SCOREBOARD

“Wa. 1 in the TV film industry.”
In a joint statement, Milton Gor- |
don, president, and Mickey Siller-
man, executive vice-president,
declared that the sale of their six
properties in an aggregate total
of 830 markets assures them a
record breaking gross of %8,000,-
000 by the end of 1954. TPA's to-
tal sales force now is 40 men. |
Sillerman said his plans call for a

staff of 100 salesmen a vear [rom

Now, :

The firm now has three series |
in syndication, and it has sold

on a spot basis.
Syndicaleds

The shows it svndicates are

“Ramar of the Jungle,” “Your |
Star Showcase” and "Ellery

Gueen.” In addition, it distributes
28 feature films produced by Ed
=mall, TPA's board chairman.

The firm is now launching its
drive for “Captain Gallant of the |
Foreign Legion,” now before the
cameras In Paris with Buster |
Crabbe starring,

TPA officials said that th -
would announee  their second

® Jop Ten Network Film Shows

and comparative rank among all web shows

This feature, which runs once a month in The Billboard's TV Film depart-
menl, showsy Lhe relative standing of the top 10 film shows telecast on o pelworic
Bazizs, It also stacks wup film shows vs live web shows by Indicaling the standing
of film show wvs live web show by indicating the standing of film programs
mmong all network entrnes. ko the latter column, Film shows which did not hit the
top 25 among all web programs carry oo rank nember. but are designated with
asterisks. Rating figures are from the latest monthly finding of the Americao
Rescarch Burcai,

Toni has maved *Plzce the Face”
into Saturdays 8:30-9 on NEC-T‘U|
until ® pets a film series. The
first choice as a short term re-
placement was “The Duke,” but
that deal collapsed too.

WOR Has Free
Time for Allen

NEW YOREK, Sept. 18.—WOR-
TV pulled off a promotion coup
thizs wezk that's pot WNBT here
boiling mad. The General Tele-|
radio outlet’s publicity manager, |
Dick Jackson, decided the best|
place to promote WOR-TV's new |
was on|
WNBT's top-rated Steve Allen'
show. =0 he planted a bathing-
suilt attired beauty in Allen's au-
dience. Allen, not one to m'msl
oul on an interesting imeruiew,|
fell for the stunt, hook, line and'
sinker. Result: WOR-TV put
across on the slightly bewildered
Allen a hefty plug for its new |
show. WOR-TV, however, is
eager to make amends, It's let it
be known that Allen can appear
on WOR-TV any Lime—I[or [ree.

Guild Sells 4

To 28 Market

NEW YORK, Sept. 18 —Guild |
Films sold four of its shows in 23
markets during the past two
weeks, Ten stations bought
Frankie Laine; nine, “Life With
Elizabeth™: eight, Flovian ZaBach
and three, *The
Story.”

r

Joe  Palooks

bany, N, Y.; Hartford, Conn,, and
Des Moines. Largest eity buving
ZaBach was Cincinnati. Most of
the properties were immediate!y|
snapped up by local sponsors,

two shows to national sponsors, | vear's roster of shows in a couple
“Laszie” bowed on CBS-TV thizs| of months. Upcoming properties |
week [or Campbell Soup. And |are understood to mnclude “Tug-
“Hallz of Ivy"” 15 coming up on | boat Annie,” “"The Family Next.
CBS-TV in a couple of weeks for Door” and a costume piece,

KBC-TV Has Unique,
Pilot Filming Plan

HOLLYWOOD, Sept, 18.—A
unique plan for flming a TV se-

between the various shows of the
“Adventiure Theater” anthology,

| which 26 hall hours are planned.

ries composed of pilols was an-
nounced this week by newlv or-
ganired KBC-TV Productions.

Shooting on the first three of the
half-hour pix is expected to be
completed within five weeks at
American National Studios. An
attempt will be made to sell these
as pilot films of separate series,
| Irving Cummings Jr., one of the
‘trio who organized the firm, said.
Cummings’ partners are Hugh
King and Robert Bailey.

If the pilots cannot be sold as
such, Cummings declared, they
will then become part of a package
known as “Adventure Theater.”
Tentative plans ecall for Flamingo
Films to syndicate this show, of

Cummings emphasizes tha 1.
there will be a connecting link

| will be launched early next wear

830,000 dollar bracket, he said.

altho he admits this is a difficult
assignment. “Adventure Theater"

if the first of the pilot films haven't
been sold by then.

Negotiations are under way,
with several name players {o ap-
pear in the pictures, according to
Cummings. A percentage deal.
may be worked out to keep the
ccst of the flms in the $25,000 to

seripts for the opening 13 pic-

tures are on hand, he continued, |

They are entitled “Seénor Pirate,” |
"“Woman of the World,” “Port Pa- |
trol,” "Waterdogs" *“Crime
School,.” “Gabriel the Creat™|
“Bugle Call,” “Jet Cadetf,” vpe |
signment Siam,"” “Night Ladies” |
“The Cavaliers,” “River Gambler™ |
and “Saucer Sguadron.”

Rank Among Ruank Among Aupast
Web Film All Weh ARE
Shows Shows Frogram Web Entimys

1 P bocwwawcragnet L. vessia s NBC. v bl 3

LAY | IO Publiec Defender ......CBS..... M2

v, KR | e Best of Groucho..... NBC...... 315

;A TRE R | & ER Life of Riley ........NBC......279

. VO I12.......Ford Theater .........NBC..... IT.5

| PRk & SRR Our Miss Brooks ..,... CBS......273

Ton e e s 15.. vv...Private Secretary ....NBC......285

| LT .5 A . E. Theater ......... CBS......236

| R PRSP £ 41 1y TRk CBS...... 22.9

1 24.......Burns and Allen ...... CBS..... .22.4

T | 24....... Plavhouse of Stars ...CBS......224

Ziv-TV Sells

‘Corliss’

Series to 105 Markets

NEW YORK, Sept. 13.—In its
five weeks' effort Ziv-TV has sold
“Meet Corliss Archer” in 109 mar-
ketz including every major one.
Here in New York it will be co-
sponsored, beginning next Sun-
day (26) on WABC-TV by Broil
GQuik and Planters Peanuts.

Yakima, Wash.,, to the 10 West
Coast cities it had already bought.

Lion Qil and Brown & Healy
have the largest regional spreads
on “Corliss.” Sales of the show

generally have proceeded at a
market-by-market clip. But Ziv-

Healy added Portland, Ore,, and

TV brass appears very satisfied to
Several of the salezs made dur-| have rounded up,105 cities in five

ing the past week were to adver-| weeks 1t this rate.

tisers that had already ordered| John Sinn, president of Ziv-TV,

other markets. "U'LEI Roas & Sons | zaid thizs week that the firm still
HddEd Hﬂﬂlﬂﬁ tﬂ lI.S HEW Ha\'En has a iut_ uf gnnd reginnal CUus=-

order. Safeway Stores added Bill- | tomers, but if they are given first
ings, Mont. to Washington and | crack at every show the smaller
Harrisonburg, Va. Brown & sdvertisers will be out in the cold
as far as first-run properties are
concerned.

'HE SAYS IT AIN'T SO

Madden Denies MPTV’s Handing
Distributing Over to New Company

NEW YORK, Sept. 18, — Ed |
Madden, vice-president of Motion |
Pictures for Television, this week |
denied a report circulating in 1.11E|
trade to the effect that MPTV
was negotiating a deal by which |
it would turn over the disiribu-
tion of its series to a company
being formed by interestz new to
TV film. He conceded that MPTV

expecled to call a I}I'E-‘i-j confer-  feature film di.s.tributi:’::n and con- ern,” “Flash Gordon” and Drew
Larger markets buying Laine thCe s0Me day next week, buf he | centrate only on syndication. At Pearson's
include Cleveland: Nashville: Al- | refused to make any comment on {hat time a tap official of MPTV | Go-Round.” It also has “Sherlock

what would be discussed then.

will stay in [eature film distriba-

ries which it would also turn over
to this new company for sales.
MPTV's reported negotiations
wilh the new group are said to
have been going on for a mup]uf
of months, Al the end of May it
was rumored in the trade that!
MPTV was considering proposi-
tions by which it would get out of

| “Corliss" still has no beer spon-
{sors. Sinn sald 1t wasn't espe-
Enially piteched to breweries, be-
cause he felt it wasn't their tyvpe
of show, but he wouldn't turn
them away if they wanted it.

Weiss Sues

Klein for 75C -

HOLLYWOQOD, Sept. 18.—Suit

Recently, trade reports had |
MPTV seeking to unload two nf|
s guarter-hour series on which |
no sales have vet been made: the for $7.500 for breach ol contract
Tim McCoy show and “Junior| was brought by Louiz Weiss &
science.” Madden denied this Company against William Klein,
also, producer of the “Captain Hartz"

The shows that MPTV has been | tele series, this week for al-
gyndicating are “Janet Dean, | legedly agreeing to purchase film
Registered Nurse,” “Duffy’s Tav-| for 26 shows and then refusing to
accept delivery for 25.

“Washington Merry-! The complaint assertzs that

Klein agreed to buy the film,

| denied that the firm had ever | Holmes” and “Paris Precinet,” on|which consists of wild animal

According to the reports, MPTV ' given serious thought to any such both of which no sales have been |scenes, for $300 per show, but
proposition.  Shortly thereafter made wyet. The firm is also re-|that, after using the footage iIn

MPTV merged its syndication ported to be preparing a Gabby |the pilot, he refused to take or

tion and would underwrite pro-

| duction of further half-hour sc-li-ml:l feature sales staffs,

Hayes show, pay for any maore.
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NBC Radio Hifs
$33 Mil Gross
For 8 Months |

NEW YORK., Sept. 18.—NBC
Radio this week claimed to havei
written $8.126,348 in new and re- |
newal business placed during the'

first six months of the vear, the|

network said it has grossed
$33,325,348.

Three-quarters of the business
follows the pattern of long estab-
lished half-hour, quarter-hour
and strip buys, while roughly 25
per cent is participations. A par-
ticular succaess is  the
McGee and Molly” participation
strip. which is close to being sold

out.

Louella Agrees
To Telefilm

HOLLYWOOD, Scpt. 18—TV
may have been just a dirty word
to her three or four years ago,
but Louclla Parsons this week
joined the throng of Hollywood
personalities passing thru tele-
vision's open door.

Miss Parsonz this week agreed
to do a half-hour weekly Holly-
wood show for Filmeraft Pro-
ductions. Filmcraft has been
shooting the “Groucho Mafx
Show" for the past five vears.

To Shoot 52 More
‘Smilin® Ed’s’ as |

‘Andy’s Gang' |
HOLLYWOOD, Sept. 18.—Film .

ing of 52 half-hour programs for'

the “Smilin' Ed's Gang" series,
io be retitled “"Andy’s Gang.” will
begin in mid-October by Frank

Ferrin Productions.
Andy Devine has been signed fo
replace the late Ed MeConnell as

slar and narrator of the series.
s Gang" first went on

“Smilin' E

the air in 1950, and is one of the

oldest of TV film shows. |

Available for the show’s ad-
venture sequences are 300,000 feet
of film shot in India by Ferrin
during the past two years. The
show will continue Saturday
mornings on ABC-TV,
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CBS EQUALIZES
RADIO RATES -

NEW YORK, Sept. 18.
The CBS Radio rate slash be-
comes effective on October 3.
The cut, which is about 20
per cent, just about equalizes
rates for nighttime and pre-
mium davtime hours. The re-
duction will be accomplished
by changes in the network's
discount structure.

Dorsey CBS
Stanza May
Go Regular

NEW YORK, Scpt. 18. — The
Jimmy and Tommy Dorsey show,
which has been filling CBS-TV's
Saturdav 8-9 p.om. slot as summer
replacement f[or Jackie Gieawn
may get a more permanent l:rmth
on ABC-TV this fall. An unl:ljs
closed sponsor is being sel
bring the stanza, packaged i:n.r
Grleason, over io AB{’_‘: TV's
Wednezdav 9:30-10 p.m. spot.

The move would get thﬂ net-
work off the hook on programing
that time slot. Earlier this week
it waz planning to turn the period |
over Lo its ofo stations for local |
zale with the understanding that
it could take the time back on:
two weeks notice. Its affiliated
stations, however, would get a
sust~ining feed from the neiwork.

—

‘Let’s Dance’
For 5 Weeks

NEW YOREK, Sept. 18.—ABC-
“Let's Dance” show will
have only five weeks to make
good.

The Saturday night band
stanza, which 15 being packaged
by General Artists Corporation,
was originally scheduled for a 13-
week stand. ABC-TV. however,

reportedly is set to call it quits

after five weeks IiI a hanquller
isn't picked up within that time.

TTC Picke Liebaskind

NEW YORK, Sept. 18. — Nat

Liebeskind has been named gen-

eral manager of Times Television
Corporation. The firm is the ex-
clusive distributor for TV of all
product produced by the National |

-thm Board of ‘:EIILEldd

--'-1--.-1-

HOLLYWOOD, Sept.
| corporation  papers
| taken out in Sacramento, Calif,,

18 —In-|
have been:small TV stations

salvation of
thruout the |
country by enabling them to ::uij—,r

net would be the

Nat'l Film Net to Supply
Syndicated Pix to Stations

be that Kaufman will have
trouble lining up stations for
such a network because inde-

'for the formation of a national tain top-filmed shows which they | pendents may be reluctant to give

(ilm network to supply
cated film to TV stations and at|
the szame time guaraniee time!
'slots Lo advertisers.

| First move in
of Station XETYV,.

land Gil Lee,

Tijuana. A meeting will be called I unobtainable.

in Los Angelcs as soon as the|
incorporation papers

S}.'ndi-iuthcrwise would not

organizing the' Kaufman went on, pointing out
net was made by Jules Kaufman ! that all Class A time on the [our

have been the

be able to
Cafford.
The network could guarantee

an advertiser a certain time =lot,

nets in operation is now almost

3 I
At the same time. he asseried.
operation would guarantee

IDIULL"th‘d I{aufmdn said., which ama]f stations a return for their

twill probablv be

time, Invitutions will be sent out'said, it's

in a month's: air time. Az things stand now,. he

often all they can do 1o

to producers, distributors and 126, obtuin enough advertislng reve-

independent TV stations, he de- nue to puy
Fil
|

clared,
Kaufman believes that such a

for the cost of the!
m, much less make a profit, |
Opinion in Hollywood scems to

'Offlcml Films Shows

317G Record Profit

'a competitor dealing directly thru
NEW YORK, Sept. 18.—Official | It has no immediate plans to ac-

Films ended its past fiscal year' quire properties,

with a profit of $316.968.69 on an
estimated gross of $2 500,000, The
vear, which ended June 30, 1954,
was Official's best since it went |
|1ntc:- business about four vears

| ago. Last year's net profit was

| $76.882.04.

| Sweetening the Off.rial gross
| were tw::n series, “Terry and the
|P1rate5 and the Robert Cum-
mings Show, "My Hero." The
former was nationally spot
booked by a sponsor, and the lati-
ter was wused on NBC-TV by
Philip Morris so that most of the
production costs of both were re-

captured and in syndication they .

turned in a tidy profit, estimatcd
at about $150,000.

Official also grossed about
$1,000,000 on the Lippert Iua-aturr5~5~
which it is handling for the East
cand Midwest, Tom Corradine
 peddles them in the 11 Far Wes-
| tern states. Out of the $2.500,000
'which was grozsed, close to $600,-

Sales Position

000 was paid out in sales expenses |

which includes commissions.
Official [igures that it will
' gross about $3,000,000 next year
and is already grossing between
£250,000 and S$300,000 a wmonth
4 since the new fiscal vear bagan,

Interstute Plans Return

To Production End of Biz

HOLLYWOOD, Sept. 18. —In-
terstate Television Corporation,

one of the biggest distributors of
'theatrical films for TV and TV |

film, is toyving with the idea of
going back into the preduction
end of the busines, according 1o
Interstate’s Wesl-
ern sales representative.

Interstate's 1;11['11_1..r TV production
to date was the “Ethel Barryvmore |
Theater,” shot about two years
ago, of which 13 segments were
completed, Cost of the filming
was so high, however, approximat-
ing %400,000, that Interstate de-
cided to concentrate on distribu-
tion, Newgaard said.

A subsidiary of Allied Artists, |
Interstate now svndicates nine dif-!
ferent properties.

With Allied Ariists going in
for the package deal in its theatri-
cal motion picture production, In-
terstate might strike off on the
same lack, Newgaard went on.
In other words, he explained, if a
producer came in with a show
for which he had story, script,
star, ete., lined up but needed In-
terstate’s backing for actual pro-
duction, the corporation might be
receptive.

On the distribution side, Inter-

| state has recently added a package

of 28 theatrical feature filims to the
list of products it is syndicating to
TV slations.

The new package, which con-
sists of films originally released
between 1948 and 1951, has al-
ready been sold in some 25 mar-
kets, Together with the earlier
package of 26 theatrical motlion
pictures, Interstate now offers 54
feature flms. These are being
zold on the basis of whatever
number of runs a station wants |
them for.

Three half-hour series are being
syndicated by ITC. These are
“Ethel Barrymore Theater™ (13

|E]J-1‘-'.l‘.ldEﬂ]. “Hans Christian An-
dersen™ (26), and
-banks Presenis” (38). Karl Mose-

by shot the “Andersen" series in

Denmark. It has been sold to 60
markels.
Three 15-minute color series,

two of them new, are being of-
| fered. ThE:.. are “PnpulHT‘ Science
Newsreels" (78 shows), “Adven-
lure ﬁlhu:m" {26), and “Bevond
,the Yukon" (13). The latter itwo
shot for TV, have only recently
been completed. The “Popular

Science” films were originally rE-i e
cia

leased by Paramount.

Also on the Interstate books are
Ill]-l]l “Little Rascals,” first released (L. spor

“Our Gang Comedies,"
Weqtmns

and the other of 83 assorted films.

| Burns Jr.,, who hL‘LE‘IIT'I.'EE admin-!

“Douglas Fair—3Fl]m Library and exchanges.

 WFMZ-TV,

and B3 ' r31es” and the Robert Cummings
The Westerns are di- zhow. &

vided into two packages. One con- |
sists of 20 Jimmy Wakeley shows ficial's library of musical films,

but ]]I--'-ldEI‘I.l
Hal Hackett is going to Europe 'm
look at some costume dramas for
 future product.

Official's “Music Hall Varie-
ties,” which consist mzinly of
Lthree-minute musical {ilms and a
few cartoons, have already paid
for themselves, They were
bought for about $750,000. In ad-
dition to the vidfilm series men-

tioned above, Official is also sell-
ing “Star and the Story,” “Colo- |
nel March," “Seccrct ile," and

iF s

“Town and Country Time.” “Four
Star Playhouse™ goes into syndi-
cation in the fall of 1955. |

Kiermaier in

New NBC Film

NEW YORK, Sept. 18—John '
W. Kiermaier, administrative
sales manager, this week wus
named adminiztrative sales co-
ordinator of the NBC Filmn Divi-
sion. Also moving up at the [ilmn
syndication division is John M.

istrative sales supervisor,
Kiermaier will report to Ted
Sisson, direcior of the NBC Film
Division, and will co-ordinate for
him the administration of the di-
vision's departmental activities
among which are production,
sales, advertising and promotion
kinescope operations, the NBC

Burns, who has been with the
central division sales office 1n
Chicago, will report to John B, |
Cron, national sales manager.

WFMZ-TV Buys
All of Official Pix

NEW YORK, Sept. 18 —
the Allentown, Pa.,
UHF station, this week bought
every vidfilm series in the OIffi-
Films catalog. Among the
programs purchased were “Secret
ile,” “Colonel March,” “Star and
the Pi-

it

v, “Terry and

The station also purchased Of-

| “Music Hall Varieties."

TV this week kicked off its drive
on “Guy Lombardo and His
Royal Canadians” with a five-
market =sale to the Iron City
Brewing Company. This came as
the Ifirm was rounding out
four-week campalgn on this sea-
son's “Touchdown™ series, which
bows next week.

The weekly football show, pro-
duced by Tel-Ra Productions of
will

73 markets. It

age, Other major markets lhat

will ecarry "Touchdown”
Angeles, San Francisco, Da]!as,

waukee.

www americanradiohistorv com

MCA Makes First Lombardo
Sale, Scores on ‘“Touchdown’

NEW YORK, Sept. 18.—MCA-|

it5 | js the commentator,

Philadelphia, has been sold into |52 weeks in Pittsburgh; Altoona,
play on  Pa.;
WABC-TV here just before the'town, Pa.,
| Saturday college football cover- |

by the band leader's own produc-
Boston, Atlanta, Seattle and Mil- | tion company.

“Touchdown" consists of high-
lights from five top college
games, Filmed on Saturday, each
week's installment will reach sta-
tions on Monday. Byrum Saam

Iron City is expected to preem

' the Guv Lombardo show Novem-
ber 1. The brewing company will
bankroll the new music show for

Wheeling, W. "i.’a,. Johns-
and Steubenville, O,

Productions of the first seven
installments of the Lombardo
show have been completed here

Herb Sussan pro-

P r

' Petersburg, Fla,.
tracts for “Walt's Workshop,"” half-

duces, direcis and writes it

a net the authorilty to line up
shows and sell time for them,

If Kaufman ean convince them
that he can put a smoothly

| functioning organization into op-

eration and that this could trans-
form red ink into black, they may
change their mind. However,
several similar such schemes in
the pust have not met with too
much sugcess,

The film net would work thra
existing distributors of syndicated
shows such as UTP. MCA and
ZIV-TV, Kaufman said. He f{elt
that they would favor the idea
sinee 1t would be to their advan-
tage when going to an advertiscr
to have a show for which 30, 40
50 stations art already lined
Lp.

Distributors in Hollvwood
'agreed with him to that extent,
'but [frankly [felt that if they
helped build such a net it might
turn out to be & Frankenstein
which would cventually become

producers.

BRITIEH [ 4

U.S. Agency
Takes On

Specialist

LONDON, Sept. 18.—McCann-
Erickson will shortly hire Barry
Barron, a specialist in commer-
cials. Barron will be responsible
for the planning, production and
'programing of TV cummercials
on behalf of McCann's London
office clients.

The agency is moving info TV
in a big way now that sponsor-
‘:-]'I.]]'_‘l is allowed in British video.

McCann has conducted extensive
' nationwide continuing research
on British TV wviewing habits,
Barron has produced many com-
mercials for British and overseas
advertisers,

‘Workshop' for

KCJB & WSUN

ST. PAUL, Sept. 18.—KCJB-TV,
ant N. D.. and WSUN-TV, St.
have signed con=

hour how-lo-do-1t TV series. This

15 the 21st and 22d market to take

the film package, which includes
a complete merchandising scrvice
of instruction sheets, list of {ools,
ete,

“Walt's Workshop' is the origi-

' nal how-to-do-it show now in its
i sixth
avatlable nationwide on film [rom

vear in Chicago and now

Reid H. Ray Film Indusirics, St.
Paul,

Kravitz Veepee on

Filmack’s Board

CHICAGO, Sept. 18 L.ou

Kravitz was elected vice-presi-
dent in charge of sales and a
member of the board of directors
of the Filmack Trailer Company,
al its recent stockhelders' annual
meeting.
_ Other officers elected were Irv-
ing Mack, president; Donald
Mack, vice-president: PBernard
Mack secretary, and Joseph
Mack treasurer. John Wenner,
Daniel F. Rice & Company, mem-
bers of the New York Stock Ex-
change, was re-elected a member
of the board.

HarriScope Adds
3 New Sales Reps

HOLLYWOOD, Sept. 18.

HurriScope, Inc., producer-dis-
lributor of “Jalopy Races from
Hollywood" has added three

more sales reps in recent weeks,
Elliot Alter will cover New Eng-
land, Julius Sack will cover the
Eastern Seaboard, and Nate Seli-
kow will cover Texas, Mississippi
and Louisiana.

HarriScope now has 10 sales-
men. KFBM, Indianapolis, which
was the first station to buy the
“Jalopy Racesz,” recently renewed
for 13 weeks,

This One
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MORE ‘PULL

Weed Sa

ys Feature

Movies Get Results

NEW YORK, Sept. 18.—Fea-
ture films have their time and
place on TV, according to Joseph
Weed, premd'em of Weed TV Cor-
poration, station representatives,

- proof of his contention, he
points to high ratings and sales

»Tesults achieved by booking fea-
ture films on stations thruout the
country.,

Weed recognizes the fact that
the networks have been and are

~attempting to make inroads into

such programing. But he claims
that features often have demon-
strated more “pull” and “sell”
than network presentations. “A
book remains new until it's read,”
Weed declared, adding “a movie
1sn't old until it's seen.” ;

He went on to state that the
booking of old theatrical films on
TV makes them available to new
audiences and often they're
eagerly tuned in by viewers who
are anxious to see them a second
time. Actually, many of the fea-
ture films shown on TV, the exec

maintained, are imports that did |

not have original widespread dis-
tribution to the theaters of the
nation.
Re-Runs Standard

As to the fact that much of the
film programing is not ngw mate-
rial, Weed =aid that “networks
have made a standard practice of
re-runs of filmed series and kine-

MORE
POWER

WSBT-TV

Ownnd mad aperafed by
The Sourw Biwn Toiawni

Cmamull 34
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® Coniralied distribution

scopes. This occurs not only dur-
Ing summer months but, on occa-
sion, during fall-winter seasons
so the argument against oldness
of feature films is shattered.”

Weed also pointed out that the
quality of film features on TV has
constantly improved. Newspap-
ers and TV magazines in many
areas are now highlighting the
films and printing capsule story
lines to attract viewers.

_Weed remarked on the empha-
515 on “sell you" in celluloid. And
to show that features do a job for
national advertisers, he referred
to the large number of national
spot advertisers who were buying
feature films on local stations.

Newman Heads Up
Official Ad Dept.

NEW YORK, Sept. 18._—John
Newman this week resigned from
MCA-TV to join Official Films as
director of advertising, publicity
and promotion. Newman was
with MCA for four wvears during
which he had charge of publicity
for its TV division,

Heyward Ehrlich has been pro-
moted to replace him at MCA-TV
as publicity director,

SEFIEMBER Z5, 1954
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CHESTERFIELD
PLUGS WEBB

HOLLYWOQOOD, Sept. 18—
Not only can TV help a the-
atrical feature, but vice-versa,
is the belief that is leading
Chesterfield Cigarettes to plug
the theatrical “Dragnet” show
on their TV programs.

Chesterfield execs feel that
the movie version of the se-
ries will help create new TV
viewers for the show.

Jack Webb has filmed 12
spol announcements advertis-
ing the movie, and these are
being run not only in the
“Dragnet"” programs but also
during baseball games which
Chesterfield is sponsoring.

Guild to Add

S Salesmen,
More Later

NEW YOREK, Sept. 18—Guild
Films will begin the expansion of
its sales department by adding
five new men immediately. The
film syndicator is looking for five
top account executives, and will
open an office in Dallas t& cover
the Southwestern market,

national sales convention in Qe-
tober. Sometime after that con-
vention another five men will be

men on its staff. Joe Smith is the
general sales manager of Guild.

Guild expects to hold 4ts first

added. Guild now has nine sales- |

producers here.

disagreements leading to
deadlock are not ironed out sobn.

as a unit, are: Academy Pictures,
Cineffects, BRill

Sturgis-Grant, Babbitt & Pyle,
Sutherland Productions and
United Productions of America.

The major point of disagree-
ment between the union and the
producers is

union wants coverage for depend-
ents; the producers
welfare fund benefits be made
available only to the union mem-
bers themselves.

this is the first time a group of
TV film commercial producers
have banded together to negotiate
with the union. Previous con-
tracts have been negotiated by

NEW YORK, Sept. 18—Ever-
sharp - Schick became the first
sponsor to make heavy use of
syndicated kinescopes when it
made a multi-markel buv of the

Tee Vee Company. The program
15 playving in 25 markets already.

Eversharp had the show in Los
Angeles and became more inter-
ested in it when it found that it
would have to drop old “Fire-
sides” which it had purchased
from
sccond-run  film available., The
advertiser contracted for 52
weeks of “Tales,” which uses
such names as Thomas Mitchell
and Franchot Tone,

Desily, Inc.,
Takes Outside
Mdse. Clients

NEW YORE, Sept, 18 —Desilu,
| Inc., the subsidiary of Desilu Pro-
| ductions that has been merchand-
ising "I Love Lucy"” for the past
two and a half vears, is beginning
to take on outside clients, The
office here, headed by A. E, Ham-
ilton, recently signed actresses
Joanne Dru and Billie Burke ta
do merchandising promotions.

The outfit will shortly launch a
drive on “Make Room fur Daddy,"
the Danny Thomas show, for
which its parent companvy has
taken over the phwvsical produc-
tion this season. The concentra-
tion will be on the two children
in the show, Rusty Hamer and
Sherry Jackson.

Hamilton said in the spring he
would begin writing franchises
on the two Desilu properties that
bow on network this season: “The
Artful Miss Dodger” starring
June Havoe and “December
Bride” starring Spring Byington.

A total of 47 franchises have
been issued for “Lucy" merchan-
dise ranging from coloring books
to $6,000 trailers. Hamilton said

CHANNEL 38 ' =
“America’s Outstanding UHF Statieon

CBS +« ABC = Dumont
Paul H. Raymer Co., Inc., Representative

| that royalties so far
‘have %een running comfortably

this wvear

ahead of 1953.

Mullen to Head Up
ATPS East Office

NEW YORK, Sept. 18.—Adver-
tisers' Television Program Serv-
ice will open an Eastern sales
office which will be headed by
William P. Mullen, The distribu-
tion exec resigned from Transfilm
to join ATPS,

The firm is syndicating *“Mr,
and Mrs. North,” which is now in
5ix markets.

kine wversion of “Tales of Tomor-
row” for 40-odd markets from the

Ziv berause there was no '

|all

iand Flairspecs,

| _Also recommended by the
. Eversharp agency, Biow, was the
| airing of the show live in the East
tand using kines for the rest of
'the country., This procedure
would be followed after all the
current kines in the series are
used.

“Tales of Tomorrow"™ was scen
over the ABC-TV network and

Schick Leads in Heavy Syndicated
Kine Buys on ‘Tales of Tomorrow’

' sponsored by Kreisler watch-
wand. It was produced by George
Foley, who still owns the prop-
erty,

The first kine series to get wide
circulation was “The Ruggles,”
' which iz now being handled by

| United Television Programs. The |

| program has been successfully
 peddled for the last several vears.

MERCHANDISE GOAL

For Fashio

NEW YORK, Sept. 18.—An in-

“Private Secretary” show in
womens fashions has been
launched by a newly formed or-
ganization to which Jack Cher-
tock Productions has turned over
merchandising rights. The
firm, Riehlor, Ltd., is headed by
Lou Sheinbaum of Marazon &
Rosenberg, resident buying of-

 fice, and Sam Chernow of The

Chernow Company, ad agency,
Richlor has issued three “Pri-

vate Secretary” franchises so far:

Kay Windsor Frocks, popular

skirts and sportswear,
optical frames.
Windsor is going to produce a
“Private Secretary” stvle of the
month.

The first promotion for these
lines was staped by Saks 34th

NO CUTBACK

Kling Firm
To Keep Up
Video Sked

HOLLYWOOD, Sept. 18—No
cutback in TV film production is
seen by Lee Blevins, vice-presi-
dent in charge of Kling Studios,
altho the company will begin
shooting on a theatrical feature
early next year.

Blevins said that when current
commitments at the lot are com-
pleted it will have room for three
vidfilm series in addition to the

Boston,

feature. Negotiations are under

way now for one new TV series
to begin shooting, he declared.
Bleving said that he thought it
| was good policy to diversify pro-
duction and that steps are being
taken for the filmi of a total
of three theatricals. The first one,
to be shot in wide-screen color,
will be “Miracle at Santa Anita.”

www americanradiohistorv com

price dresses; Ernest Donath of |

'Pvt. Secretary’ Aims

L]
n Tie-Ins
Street here recently, plugging the

ath models. The store set up four
“Private Secretary” windows,
took a half-page in the Times of
August 22 and a page in the News
| August 29. Saks also staged a

“Private Becretary” fashion show
August 23 until 9 p.m. The man-
ufacturers also had two pages in
Women's Wear, and both are ad-
| vertising in Charm this month.

Saks 1s reported to have sold
over 300 dresses the first week of
the promaotion,

The “Private Secretary” show
| starring Ann Sothern is goin
into its third season on NBC-TV,
| Bunday, 7:30-8 p.m., sponsored
:hy Lucky Strike thru BBD&O.

Several New
TV Series

Ready to Roll

HOLLYWOOD, Sept. 18—
Plans for several new TV series
were revealed this week, with
two pilots having been com-
pleted and production starts for
others announced.

Filminﬁ has been finished on
“Meet the Family,” a comedy
show being produced by Russell
Hayden, who previously appeared
as actor in the “Hopalong Cas-
sidy” and “Cowboy G-Men" pix.
| Starred are Arthur Lake and his
family, previously of “Blondie”
fame.

Production, in the meantime, iz
scheduled by Hal Roach Jr. on
a TV “Blondie” series. Leads in
the pilot film will be played by
Pamela Britton and Hal Leroy.

Revue productions has a pilot
in the mill, starring Joan Blon-
dell. The series has been tenta-
tively titled “Star in the House."

Writer Jean Holloway has com-
pleted outlines for 26 scripts for
a new series about U. 5. presi-
dents. Stuart Reynolds pro-
ductions is planning the filming.

The nine producers, negotiating

Sturm Studios,
Film Graphics, Shamus-Culhane, |

the question of
whether or not an employee’s de-
pendents will be covered by a
new welfare fund that the union
| is demanding and which the pro-
ducers are willing to set up. The

insist that

Of significance is the fact that

Film Anima
Take Strike Vote

NEW YORK, Sept. 18. — A
deadlock has developed in nego-
tiations for a new union contract
between Screen Cartoonists Local
841 and nine TV film commercial
The animators'
union has called a compulsory
meeting of its members for Mon-
day (20), at which time the mem-
bers will be asked whether or not
they sanction strike action f t]l_:e
the

tors to

the union with each producer in-
dividually. Local 841 is affiliated
with the International Alliance of
Theatrical Stage Employees.

Negotiations between the pro-
ducers and the union began in
April. The last meeting between
the two parties was held on
September 8.

The contracts with the TV film
commercial producers have grad-
ually been expiring one by one,
The only producer among the
nine which still has a union con-
tract In effect is Babbitt &
Pyle. This, however, expires
within the next few weeks,

PLUGS FILMS
Says Specs
Are Gamble

By Clients

NEW YOREK, Sept. 18 —Mickev
Sillerman, executive wvice-presi-
dent of Television Programs of
Amerieca, rushed in following the
rating flop of NBC-TV's first
spectacular to put in a healthy
pitch for TV f{film as against live
production, Citing thizs week's
cebuts as the object lesson, Siller-
man said in a letter to advertizers
and agencies that he didn't think
advertisers should have to pay
for the networks' programing
experiments, as worthy as these
are, when they can buy a film

—

| tensive effort to merchandise the| first Windsor styvle and four Don- | ing blood—can find plenty of op-

1

show and thus know in advance
what they're paying for.

His letter stated:

“T guess I feel about as bad as
the network executives about that
spectacular $300,000 ‘*Satins and
Spurs’ bust. I've long admired
untraditional, off-beat program
thinking., I agree that there must
be an area in television where the
experimental can be tried out—
on as extravagant a scale as the
experiiments demand. And I'm
sure the network will be the first
to claim that they are the people
to conduct these ventures in ex-
ploration of the television art.

“But I strongly doubt whether
the advertiser should be required
to underwrite these adventures.
Anybody who ha. a feeling for
the theater—and a trace of sport-

portunit.es to play the role of
‘angel’ with his private funds,
When it comes to investing com-
pany dollars, I have the old-
fashioned idea that the customer
should be able to see what he is
getting for his money.

“The differences between ex-
perimental and commercial tele-
vision were clearly brought out
in the past few days. If vou saw
the premiere of the filmed ‘Medic”
on Monday, yvou know that Dow
Chemical has a tremendous ve-
hicle for their advertising mes-
sages. Because it's on film, they
knew it months ago.

“Similarly, if you saw the
opening ‘Lassie’ film on CBS
Sunday, yvou'll agree that Camp-
beoll Soup (via BBD&O) has a ter-
rific commercial property in this
TPA program. When 'Halls of
Ivy' (another TPA feature) starts
its run next month, the critical
huzzahs will come as no surprise
to Interr.ational Harvester and
National Biscuit, who are co-
sponsoring the series.

“It's as simple as this: with a
film show you know what you're
going to get. You know what it's
going to cost. You can plan for
frequency and continuity in as

many markets as your budge$

allows."

Pope to View

Life in Color
WASHINGTON, Sept. 18.— A

30-minute TV color film on the
life of Pope Pius XII, produced at
the Capital Film Laboratory here,
will be available for a national TV
audience after it is wviewed by
Pope Pius XII in Rome next

month.
The film has appeared on
WMAL-TV's “This We Believe™

program under the auspices of
the Catholic Television Guild of
Washington.

I
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All Non-Network TV Film Series
and Competition, and Their
Multi-Gity ARB Ratings

This chart is one parl of a Tour-weck
rafing study in which all pertinent data
i= given for every non-network TV film
geries currenily being shown in markels

ey yed
Biuiremis,

a different group of cities;
n four-week span, all clties are covered
which were sorveyed by ARB In its
bnresi marked sindies. Where a
was covered hy ARB in the previoas
the
geries also Is shown,

Within

programs are lsied vinder three separale

pericds for TV film. Listing of films
ks by rank order, according o raling,
under each of t(hese time sabdivisioos

All fllms shown ore sold on a symdi-
cated basis vnless they are designated
by o dagger (1), In which case they are
nationally spot booked. Stations, when
designated by an asterisk (*), are UHF
outlets,

The highest rated opposition program
is shown gslong with ecach Ffilm series
listed, and ARB ratings are given for
programs competing with the fop 10
Milm series ia ench markel.

For (uriher information on asdience

by the American Rescarch
Each week ithis chart covers
thus, owver
city also
last rating of cach film

each markel shown below,

subdivisions of hroadeast time: The size @nd breakdown, please consoll
prime evéning hours, dayiime Bours on American  Research  Bureas, Malional
weekduyvs and dayvtime hours o Safor- Press  Building, Washinglon 4; 551

days snd Sunduys. This i (o highlight
the developing use of marginal Cime

Fifth Awvenpe, New York, or B, O.
Boa 6934, Los Angeles 11

July  Previons
ARR Monih's Betn
Raiing Raoting Tille, Type and Distributor Station— Day—Time Ins Use

PHILADELPHIA ..............000000....3 STATIONS

‘14.4.

Siga-On to 7 p.m.—Monday Thru Friday

8., —..Wild Bill Hickok—Wesl.—Flamingo Films... WPTE—T, 6:M-T:00 ,.... 1.9
Top Dpp, & Rating: Early Show! Mews, ... 10.4

T:4.. 57. .Hopalong Cassidy—Wesl.—MNBC Film ...... . WFIL—M io F, 5:00-6:00.21.6
Top Opp, & Ruting: Pinky Lee: Howdy Doody —

6.6, . 7.5, Ramar of ithe Jungle—Adv.—TPA ..........WFIL=M io F, 6:00-6.30.16.3
Top Opp. & Rating: Early Show.... =—

ET7.. 4.1, . Hacket Squud—>Mys—ABC Film .,......... WFIL=—M 1o F, 2:30-3:00,17.4
Top Opp. & Rating: Art Linkletter,,,. =—

d.4., 6. . Ramar of the Jumple—Adv.—TPA .......... WFIL—M o F,

D2zib-12: 3
Top Opp. & Ratlng: Valiant Lady; Lave of Life....

snhsansaadas BN

Sign-On to 7 p.m.—Saturday and Sunday

5.4..

—

5.2 —..Annie Oakley—Wesi.—CBS Film ...,

Top Opp. & Roating: Daiclines of ihe "|.'|."i,'|r|d =2

B5,. 6.9, Files of Jelf Jones—Mys.—CBS Film.. ...w{:ALI-—S, G:00-6:30 ...,
Top Opp. & Rating: Humar of the Jungh: —_

5.4.. 7.3, . Ramur of (he Jungle—Ady.<TPA . ........ “FIL—E 6:00-6:30 ......17.4
Top Opp. & Rating: Files of Jefl Jones. ... —

EbD.. —..Little Themler—Dirmmia—Tee Yee Co. ... .. .'H'FIL—E, 45700 ......1003
Top Opp. & Rating: Stranger Than Fiction. ... —

SB.. 54.. Kt Carson—Wesl.—Coca-Cola Co, ...... s WPTE—S, &30-T:00 ,....16.7
Top Opp. & Hating: Follow That Man.... —

4.6.. 3.5, .1 Advenivres of Blinkey—Child.—
Amer. Maize Prod. ... ........ verasssses WOALU—8, 11:15-10:30 ...10.0
Top Opp. & Rating: Grady n:nd Huwl..” —_

38.. 54, Stranger Than Fiction—Misc. United World. ., WPTZ—S8u, 6:45-7:00 ....10.3

' Top Opp. & Rating: Little Theater. .., —

3.5., V8. . Cowhoy G-Men—Wesl.—Flamioge Fillms, ... WPTZ—S8, &:0M-6:3 ,....17.4
Top Opp. & Rating: Files of Jeff Jones.,., —

1.7.. 1.9, Ramar of the Jungle—Adv—<TPA _........ . WFIL—5u, 10:45-11:15 ,__10.6
Top Opp, & Rating: Western Theater. .., —

L1.. b4-.Little Theater—Drama—Tee Ver Co. .oosno. . WFIL=—5, 5:00-5:15 ,,.,..18.9

« « Follow

That Man—Mys—MCA-TV
Top Opp. & Rating: Kit Carson. ..,

........ WCAU=S, 6:20-T:00 ....16.7

Top Opp. & Rating: British Empire Games, .. —

7 pm. to Sign-Off—Monday Thru Sunday

18.1. . 138,

17.7. . 138,
15.0..10.8.
13.1..

—_—

1L.5..1)MK.

G, —, .

§.4..11.2.

B.E,.ld46..Mr

£.1..10.0.
1.2.. 8.3.
7.5.. 3.5.
5B
. BB

55..

.Boston Blackie—=Mys.=ZFiv TV ..

8.2,

.Foreign  Intrigue—Adv.—Sheldon Reynolds. .

Jufiy's Tavern—Comedy—MPTV .
Dangerous  Assignment—Adv.—NBC Film. ..

3.5, .Rucket Squad—Mys.—ABC

sHSEaFEAEE -.“’f’-.’a.l.'—rl'l. ?:“"—T::ﬂq .y .1’-1

Top Opp, & Rating: Mysiery Hour. .., 192

WCAU=S5, T:00-7:30 ,,...13.6
Top Opp, & HRating: Siory Theater.... 3.B
» District AttorBey—Mys.—Ziv TV...uu:s

Top Opp. & Rating: Stape “5"....

WPTE=T, 10:30-10:00 .. .44.2

LCisco Kid—West—Ziv TY ....ccvvivvine JWCAU-W, T:00-T:30 ,...16.9
Top Opp. & Rating: Duangerous Assignment, ... —

Dangerous  Asslgnment—Adv.—NBC Film. .. WFIL—W, T:00-7:3 ,.... 16.9
Top Opp. & Rating: Cisco Kid..,, —

-Hopalong Cassidy—Wesl.—NBC Film .......WFIL—Th, 7:00-7:30 ,....29.2

Top Opp. & Rating: Bosion Bilackie.... —
THPTE—W, 10:30-10:00 ...42.1
Sports Spol. ...
.WFIL—M, T:00.7:30

Top Opp. & Ratng: Blue Ribbon Bouis:

.
Top Cpp, & Hating: Supermin, ...
Il‘il‘il‘i*.'.."‘.l‘“’lFIL_M I..I'ld F‘

ll;!s'lli"i llllltlilti-t?nﬂl

Top Opp. & Rating: Yarious., .., —

£E4.. 54, . Japei Dean, R.N.—Dmama—MPTY .. ..c0... WCAU=T, 10:30-11:00,.,.44.2
Top Opp. & Rating: Siage "58",.., —

4.6.. 54, Racket Squad—Mys—ABC Film .......,...WFIL—Su, 10:30-11:00 ...50.9
Top Opp. & Raling: What's My Line?.... —

d.1.. AE. . Capiured—My:—NBC Film ........c00n0aua WFIL—F, 7:00-7:3 ......18.0
Top Opp. & Rating: Badpe Vid, ... =—

4.0., —..China Smith—Adv.—Natl Telefilm Assoc., . WCAU—F, 101:3-12:00 ...13.8
Top Opp. & Rating: Fri, Night Playhouvse. ... —

A8.. L5 . Story Theater—Druma—Ziv TV .. ..co0vee . WPTZ—S, 7:00-7:3 ,....13.6
Top Opp. & Raling: Foerelgn Inirigue.... —

1.5.. L3 .Racket Sguad—Mys.—ABC Film ,...... enees WFIL—T and Th,

12:00-12:M . ....vepesas 0.9

Top Opp. & HRating: Late Show. .., —

88.. 04, . Ramar of the Jungle—Adv.—~TPA ..........WFIL—8a, 11:30-12:00 ...15.4
Toep Opp. & Rating: Detective Time..., —

b.4.. bd. . Racket' Squad—Mys.—ABC Film ......co0... WFIL=—W, 11:15-12;45 _..17.7

Top Opp. & Rating: Late Show....

COLUMBUS .......covvvvvusvassnersass..d STATIONS

Sign-On
19.6,.17.2

12.1..
7.7.. 6.8,

54., 52

Sign-On
14.6. . 15.6.

133, .13.8.

. « Superman—Ady.—Flamingo Films
12.8..

SWild Bl Mickoh—West.—Flamingo Flilms, ..
Cowhoy G-Men—Wesl,—Flamingo Films ...

.Badge T14&—Mys.—NBC Film

to 7 p.m.—Monday Thru Friday

SR WEBNS—W, 6:00-6:30 ,...27.3
Top Opp. & Raling: Mews. ... 4.4
tKit Carsog—West.—Coca-Cola Co. .......

Top Opp. & HRating: Mews, ...

WBNS—Th, 6:00-6:3 ..,.19.4

LJClsco Kld—West.—Ziv TV  .....ineenias oo WLW-C—=F, 6:00-6:30 ,..16.3
Top Opp. & Rating: Range Rider,,.,. —
.. Runge Rider—West.—CHBS Film .......c0000. WEBNS—F, &:00-6:M ,,...16.3

Top Opp, & Rating: Cisco Kid, ... —

to 7 p.m.—Saturday and Sunday
TWBMNS—=5, 6:00-6:30

LN I'::FE
Western Sat. Might. ...
STWEBMNE—5, 5:M-6:08 .....15.5
Might; Sui, Showboal. ...
erererieeees s WLW-C—Su, 6:00-6:30 ,,,27.3
Top Opp, & Rating: You Asked for Jt....

Top Opp. & Raning:
Top Opp, & Raitlng: Wesiern 5Sai.

WFIL—5u, 6:00-6:30 ,,...13.2 McDrur? Beer
!

| La.;

Top Opp. & Rating: Hopalong Cassidy, ... 7.5
Superman—Adv.—Flamingo Films ....... e o s WCAU=M, T:00-7:3 ....26.7
Top Opp. & Rating: Dangeross Assignment.,,, 6.5
Life With Elizabeth—Comedy—Guild Films. . . WFIL—F, 10:30-11:00.....31.7
Top Opp. & Rating: It's News o Me. ., 119
.Hacket Squad—Mys,.—ABC Film ............ WFIL=58, 10:00-10:30, ... JE.T7
Top Opp. & Hating: Saturday Might Revuoe.,, . 150
-Badge T14—Mys—NBC Film .........c000. . WCAU=F, 7:00-7:30,,,.,.18.0 |
Top Opp. & Rating: Capiured. ... 4.2

Racket Squad—Mys.—ABC Film ............WFIL=T, 7:00-T: ..... 1B.5
Top Opp. & Rating: Rig ldea.... 50

Death Valley Days—West.—Pacific Borax. .. WCAU—Th, 10:30-11:00, 388

PURCHASES

With the addition of three mar.
kets this week, Canda Dry Ginger
Ale is now sponsoring CBS Tele-
vision Film Sales’ Western tele-
film series, “Annie Oakley,” in 79
markets, Stations added were
WNBEK, Cleveland; WFBM, Indi-
anapolis, and WHAM, Rochester,
N, Y. Station WTVW, Milwau-
kee, purchased the following
shows from CBS Television Film
Sales: "Amos 'n' Andv," "Gene
Autry"” and “Range Rider.”

Other CBS Film sales this week
include: “Amos 'n’ Andy" to
WHP, Harrisburg, Pa., and
WICU, Erie, Pa.: “Gene Autry” to
WOAI San Antonio, for Seven-
Up Bottling Company: “Crown

Theater” to WHP, Harrisburg,
Pa.: *“Art Linkletter and the
Kids" to WSEE, Erie, Pa., for

Firch Baking: WHEQ, Memphis,
for Mational Rose Matiress Com-
pany and KOIN, Portland, Ore,
for Carnation Milk; “Newsfilm"”
to WFBM, Indianapolis, and
WPTZ, Philadelphia.

The recently established Dallas
office of ABC Film Syndication
this week announced the sale of
ABC's new adventure series,
‘“Passport to Danger” to the San
Antonio Brewer's Association,
thru Pitluk Advertising in five
markets, with more markets to
be added shortly, The Texas
cities sold to date are Dallas, San
Antonio, Fort Worth, Houston-
Galveston, and Amarillo.

Erie Brewing purchased
“Badge 714" (Series A) from NBC
Film Division to be shewn on
WEHS, Pittsburgh. Stig Brewing
will sponsor the series on KHOL,
| Kearnev-Holdredge, Neb.,, and
purchased
“Badge” series A and B for WISH,
Indianapolis, “Badge 7147 (B)
was sold to KTAG, Lake Charles,
WWJI, Detroit, Mich.,, and
E’.CED, Lubbm*k. Tex. Other
NBC Film Division Sales this
week included: “*Victory at Sea”
to WDBO, Orlando, Fla,, for Hal-
leran Concrete; KPTV, Portland,
Ore.,, and KFBB, Great Falls,
Mont.: “Inner Sanctum” to
WTVN, Columbus, ©O., and
WCAU, Philadelphia; "Paragon
Playvhouse” to WTVJ, Milwaukee,
for Homestead Finance. “The Fal-
con” was sold to KETX, Tyler,
Tex.;: “"News Review of the Week”
to WNBW., Washington, and
WTVI, Belleville, Ill.; “Life of
Riley"” (Series A) lo KBES, Med-
ford, Ore.,, and KIEM, Eureka,
Calif., for Heidleburg Beer: "Life
of Riley” (B) to KHSL, Chico,
Calif., and “Riley” (C) to KCSJ,
Pueblo, Colo.; KHSL, Chieo,
Calif.; KFBC, Cheyenne, Wyo.,
for Pacific Fruit Company. and
KEBES, Medford, Ore,, for Heidle-
burg Beer. The Feature Film
Package was sold to WNAC-TV,
Boston,

Ziv Television Programs an-
nounced the sale this week of
“Yesterday's Newsreel” to the
First Federal Savings and Loan
of Puerto Rico, to appear on
WEKAQ, San Juan. This sale
marks the first time a Laun-
American bank has sponsored a
television program.

Guild Films announced the zale
of the Florian ZaBach show to
WCPO, Cincinnati; KXIJD-TV,
Fargo, N. D.; WIBW-TV, Topeka,
Kan.; WWTV, Cadillac, Mich,,
and WMT-TV, Cedar Rapids, Ia.
The Frankie Laine show was sold
to WSM-TV, Nashville; KNSL-
TV, Chico, Calif.; KGTV, Des
Moines; WWTV, Cadillac, Mich.;
WICS, Ewiiﬁfield, I11.; KIMA,
Yakima, Wash.; WSLS-TV, Roa-
noke, Va., and WGTH-TV, Harl-
ford, Conn. “Life With Elizabeth’
Eas sold to KBES-TV, Medford,

I'El

Tri-State Expands

PITTSBURGH, Sept. 18.—Tri-
State Productions, producer of
TV commercials here, has taken a
long term lease on expanded stu-
dio space. It will have two stages
of 1,200 square feet each and an
animation department,

George La Ray is owner-mana-
ger of the firm.

Graff Named by NTA

NEW YOREK, Sept. 18—
E. Jonny Graff has been ap-
pointed division manager for Na-

tional Telefilm Associates in In-

| diana and Ilinois. A veteran film

distributor, Graff will headquar-
ter in Chicago. He was formerly
sales manager for Snader Tele-
scriptions.
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Top Opp. & Rating: Matinee Theater...x

6.9.. 50, . Ari Linkletier and the Kids—

'Eﬂl'l'ltd.}'—cﬂﬂ- F“m ----llilr1rlitlllllillwwm_"sul 5:“--5:‘5 ....“-3
Top Opp. & Rating: Meel the Press..., —
1.5.. LZ..Johnny Jupiler—Child. Associaled Artisis. ... WLW-C—58u, 2:00-2:30 ... 14.2
Top Opp. & Rating: Sundav Showboal.... —
2. 2.0, . Futom Lewis Jro—MNews=UTP ... ...cvcee. WENS—8n, 12:45-1:00 ...12.4
Top Opp. & Rating: Sunday Showboat.... =
7 p.m. to Sign-Off—Monday Thru Sunday
31,302, . City  Deteetive—Mys.—MUCA-TY LWRNSE—F, 9:00.9:30 .....47.3
Top Opp. & Rating: Chance of 8 Liletime.... 0.8
27.5.. =—..Rucket Squad—My«.—ARC Film ..... '-'I L'ﬂr C=T, 9:30- ]ﬂ-q'm L Ldnd
Top Opp. & Rating: Name's the 'i"lrrtl:....lﬂd
24,2, .27.8. . Mr. Districi Atlorney—Mys.—=ELiv TV , . s WLW-C—=W, 'I,M-ll'.r.ﬂﬂ - 80,0
Top Opp. & Rating: Rlue Rihbon I:qul:*.«i; Sporis Spot, ... 15,2
21.7.: =, .Royal Playhoose—Drama—UTP ... c0000000. WBNS—5u, 2:00-9:30 ....50.1
Top Opp. & Rating: Dwollar a Second....135.0
21.5..26.6..1 Led Three Lives—Adv.—Fiv TY ....co0e0.. WBNS=T, B:30-%00 ,,..47.3
Top Opp. & Rating: U, 5. Steel Hoor,.,.14.6
11.0..17.6. .1 Eversharp Thesler—Drama—Eversharp Co.. . WLW.C—=5§, 10:00-10:30 , 3.6
Top Opp. & Rating: Dully's Tavern.,.. 9.2
20.6..12.8. .Lone Wolf—=Mys.—UTF .. ....... sassnnssss WIVN—Th, 9:30-10:00  , 51.7
Top Opp, & Rating: Place the Face,,..24.2 .
0.0,, =—..Counterpoint—Drama—UTP . ..........000.. WBNS=Su, B:30-9:00 ... .41.%
Top Opp. & Rating: Television Plavhouse. ... 152
14.8..14.8, . Liberngce—Music—Gulld  Filmg seneee. WEBNS—W, 10:3-10:00 . 30.3
Top Opp. & -Rating: Family Plavhouse,...11.1
14.0..30.0, . Boston Blackie—Mys.—Fiv TY civvccranass “LH‘-I:—S, 10:30-11:60 ..29.9
Top Opp. & Hating: Man Behind the Budl.u
.B.. T.6. . Waterfront—Ady—UTP _.,... “B"HS—F 10:30-11:00 ,...53
Top Opp. & Rating: Family F‘lmr!:nu*:: =
10.4..17.6, . Your All Star Theater—IDrama—5creen ﬂlm: WLW-C—F, 8:30-9:00 .., . 348
Top Opp. & Rating: Marathon Theasder, ... —
9.6..11.2. .Forelgn Intrigne—Ady.—Sheldon Reynolds, . WENS=—S5u, 10:30-101:00 ..27.4
Top Opp, & Rating: Front How Theater..., —
8.2..104, Duffy's Tavern—Comedy—MI'TY il .1“'!H5—E 10:00-18:30 ,..3.6
Top Opp. & Rating: Eversharp Theater. .
7.9.. 6.0..Into the Night—Drama—Sterling TV....... WLw C—Th, 9:30-10:00 ..52.7
Top Opp, & Rating: Place the Face.. —
4.2.. —..Blg Playback—5Sports—Screen ﬂrm-........WI.W-E—F, 9:30-9:45 .. .49.2
Top Opp. & Rating: Our Miss Brooks,.., —
4.2,. 3.8..Terry and the Pirates—Adv.—{MTicial Films, . WENS—M, [0:30-11:00 ,.20.9
Top Opp. & Rating: Home Thester, ... —
2.. L1, .Stranpe Adventure—Drama—CBS Film...... WLW-C—S8u, 11:3-11:45 . 11.6
Top Opp. & Rating: Armchair Theater. .., —
DAYTON ..... ORI ———— FERC—— 2 STATIONS
Sign-On to 7 p.m.—Monday Thru Friday
1.5, . 8.1, Soperman—Ady.—Flamingo Films ,,..... eo s WLW-D—M, 6:00-6:30 .. .19.1
Top Opp. & Rating: Western Theater, ... 5.0
8.3.. B.5. . Wild Bill Hickok—Wesl,—Flamingo Films. .. WLW-D—W, 6:00-6:30 _..11.4
Top Opp. & Rating: Cattoans: Puppets, ... —
6.1.. 6.6..Favorite Story—Drama—Ziv TV .....ccv00e- WLW-D—Th, &:00-6:30 ., 8.5
Top Opp. & Rating: Goll Green. .., —
4.5.. 4.7..Hall-Hour Theafer—Dimma—Siterling TV ... WHIO=Th, 6:3-T:00 ....13.1
Top Opp. & Rating: HBeny Ann Preionds, News Caravianm. ... —
Sign-On fo 7 p.m.—Salurday and Sunday -
18.6..13.9. .1 Kit Carson—West.—Coca-Cola Co. .......WLW-D—S8un, 5:00-5:30 .. .24.4
Top Opp. & Roting: Press Conference. ... 2.4
11.7..1L.5. . Annle Oakley—West.—CBS Film .......... WLW-D—58p, 2:00-2:30 ...159
Top Opp. & Rating: Good Ship Zion. ... 27
11.2..19.3, . Badge T14—Mys—NBC Film .........0... WLW-D—5u, 6:00-6:30, . ,22.1
Top Opp. & Rating: Oxxie and Harriet.... 7.5
3.7.. Lé..Johnny Jupiter—Child.—Associated Artists, . . WLW.D—S§, 2:00-2:30 .... 5.1
Top Opp. & Rating: Children's Workshop. ... —
7 p.m. to Sign-Off—Monday Thru Sunday
24.2,.15.1. . Life With Elizabeth—Comedy—Guoild Films. . . WHIO—F, %:30-10:80 ....37.1
Top Opp. & Rating: Moments in Sporis; Yesterday's Newsreel. ... 9.3
22.5..21.0. .Boston Blackie—Mys.—Ziv TV ............ WLW.D—T, 9:30-10:00 .. 40.5
Top Opp. & Rating: Blue Angel....10.3
19.6..23.7. . Mr. District Attorney—Mys—Ziv TV....... WLW-D—W, 9:30-10:00 . 43.0
Top Opp. & Rating: Blue Ribbon Bouls; Sporis Spot.... 162
16.1,.19.8,.1 Led Three Lives—Ady.—Ziv TV,.......... WHIO=T, B:00-8:30 ...... 331
Top Opp. & Rating: Summer Plavhouse,...13.7
15.6,.12.5, . Walerfronk—Adv.—UTP  ........ccc000ee0.. WHIO—5, 9:30-10:00 ....38.7
Top Opp. & Rating: Private Secretary....201.7
13.0..12.8. Chy Detective—Mys.—MCA-TV ........... WLW-D—F, B:30-9:00 ... .41.5
Top Opp. & Rating: Our Miss Hrooks....27.5
10.0., ..1Death Valley Days—West.—Pacific Hnml.;...WHIﬂ—M, 10:15-10:45 ..,.24.1
Top Opp. & Rating: Family Playhouse.. —_—
9.1.. 4.6..Yesterday's Newsreel—Docum.—Ziv TV.. +.“’I..H"—I.'I', Ty PedS-10:00 ., 37.1
Top Opp. & Rating: Life With Eliza.b:lh —
6.1.. 3.7..Duffyv's Tavern—Comedy—MPIV . ........ WHIﬂ—E 11:00-11:30 ,.,201.2
Top Opp. & Rating: Wrestling. .
£8 £33, .Boss Lady—Comedy—M & A Altunﬂh- ....WHIﬂ—F 10:15-10:45 .., .234
Top Opp. & Rating: Fomily Playhouse, . —_
NEW YOREK oy vvivssnasvenvmsymesmsmn ..7 STATIONS
Sign-On to 7 p.m.—Monday Thr: Friday
9.5..11.9. . Superman—Ady.—Flamingo Films .,... .... WNBT—M, 6:00-6:30 ....193
Top Opp. & Rating: & o'Cleck Hl:'puﬂ; Early Show..,. 6.3
£4,.. £1..Cisco Kid—West.—Efiv TV ... ven - WNBT—F, .:00-6:30 ,....17.1
Top Opp. & Rating: 6 o'Clock Rrp-nrl E—:I-I'l!r' Show. ... —
4.8.. £.4..Wild Bill Hickok—West.—Flaminge Films. . WNBET—W, 6:00-6:30 .., .15.9
Top Opp. & Rating: 6 o'Clock Report: Early Show.... —
4.8.. 4.3. . Rocky Jones, Space Ranger—Adv.—UTP .. WNBT—Th, &:00-6:3 ....17.0
Top Opp. & Rating: 6 o'Clock Report; Early Show.... —
1.9.. 1.5 .Hopalong Cassidy—West.—NBC Film ,.....WARBC—M o F,
005500 L. aaiaea.. 140
Top Opp. & REating: Baseball,.., —
1.3.. _113_ I'mm nh:hll‘—mj’s,—ﬁ' T‘r ------ aEEEE -“hl{:—“} E:H'TIH b @ -115-1
Top Opp. & Rating: Early Show.... —
0.7.. 0.7..Flles of Jeff Jones—Mys.—CBS [llm ....... WABC—M, W, F,
“:H“T:W a.----l---ii-iili-ll-IEII
Top Opp. & Raling: Eorly Show..., —
0.6..0.5-. . The Ruggles—Comedy—LUTPF .....vocvnanans WABC—M 1o F;
10:00-10:3 .. ....0000..152

0.5-,, =..Half-Hour Theater—Drama—Sierling TV ...

Top Opp. & Rating: Ding Dong School, ... —
WABD—M 1o F,

I:H"!lm A ISP FRETFAREY E"

Top Opp. & Rating: Portia Faces Life; Secking Heart.... —
'._5-.. ..5#-.,1.-..: Ruﬂlﬁ—':l]-lﬂ!—l_rl'? s@amEnEmE CE N !dWﬁ-Bc—H o Fp-
S0 ..............167
Top Opp. & Raling: Howdy Doody..., —
0.d.. 0.3 . BHF Baker, U.S A —Adv.- -MCA-TY .,..... WARC—M and F,
G00-6: 3 . .... --4.-.--11.1

§.3.. 0.%. . Crown Theaier—Drama—UBS Film

Top Opp. & Rating: Superman; & o'Clock Report; Early Show. .,
s EEEEEE “'AH':—T Il'ld Th

'ﬁ:m-ﬁﬂ-ﬂ --+l+-+-|.l-+l|-ill-"
Top Opp. & Rating: 6 o'Clock Report; Early Show.... —
8.3.. L0..Colonel March—Mys.—Official Films ...... . WABC—T, 6:30-7:00 .....21.4
Top Opp. & Rating: Early Show.... —
0.3.. 1.0..My Hero—Comedy—Oificial Films ......... WABC—W, 6:00-6:30 ,...159
Top Opp. & Rating: 6 o'Clock Repori;, Early Show.... —
Sign-On to 7 p.m.—Saturday and Sunday
£8.. 38. . Amos 'n’ Andy—Comedy—CBS Film .......WCBS5—=5u, I:30-2:00 ... o LN
Top Opp. & Rating: Basehall....10.3
‘.‘. a !.;1.. R’..t IIH-H'—“'-!‘I‘.-—-{:EE F“- sl EEETAM D AN I“PH‘T_‘E] "‘:-H'T=“ EE l.-l

Top Opp. & Rating: Charlie Chan. .

Ia--- 3![| Hﬁpﬂﬂhl ﬂmlﬂl—wm.—ﬂlc FI.I- aEEmE®m “I‘lnT"—"E'- 11"3“ 11“ ...1'.-]

Top Opp. & Rating: Space Funnies.... —

1! ¥ :.‘- mr ﬂl[ ‘hl J““IE—'*."“‘TFJ‘ MEE LR LR “'rlx—ﬁ, ‘“"Eu o ]I--]

1-5 ] I-T TI"‘ '“' B

Top Opp. & Rating: Charlie Chan.
eany—LCh

ﬂd—l:ﬂl!-ulldﬂlﬂ ﬁ...HCHS—E Bid-000 L.... 4.4
Top Opp. & Rating: Saturday. .
1. . I 1 HU‘F’“IQ‘“ {:’ﬁlu’_“ :“-_H ..: F“- FEEEEE “'ﬂ.ll:-—-ﬁl, d:“‘s:“ b ]1-‘

Top Opp. & Rating: Bascball,... —

(Continued on Page 6)
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By JACK SINGER

NEW YORK, Sept. 18.—Most
advertizers seeking to sponsor the
CGeneral Teleradio feature film
package will be faced with the
prospect of buying the whole
package or none of it, judging
from a survey made by The Bill-
board.

Most of the stations that have
purchased the General Teleradio
features are successfully selling
the entire package to a single
advertiser and will air each film
once a week, according to The
Billboard survey. Close to 35 out-
lets have bought the films, which,
because of their expense, have
aroused great interest in the
trade.

The 30-film package, consid-
ered to be among the best and
highest priced first-run features
on the market today, generally
are being programed by the sta-
tions more conservatively than is
the case at WOR-TV. The New
York outlet’s prime evening pro-
graming seven dayvs a week Is
composed almost entirely of the
General Teleradio features. It is
showing each feature 16 times
a week.

. Only two other stations re-
sponding to The Billboard's sur-
vey are airing a feature more
than once a week. They are
CKLW-TV, Windsor, Ont., which
iz showing each
times a week for the same spon-
sor: and WCAU-TV, Philadelphia,
which is showing the same fea-
ture twice a nE%ht on Wednesdays
and different features from the
package once a night other nights
of the week.

Once-a-Weekers

Eleven of the. 14 stations re-
sponding are airing the features
only once a week. Most of these
stations have but one advertiser
bankrolling the first runs of the

ackage. Three of the stations—
E‘ISM—T?. Nashville, KRON-TV,
San Francisco, and WCAU-TV,
Philadelphia—have opened up
the features as spot carriers.

Perhaps the most unigue utili-
zation of the features is that by
KOMO-TV, Seattle, That station
is slotting the films three Mon-
day and Saturday nights out of
four, in the periods used by the
NBC-TV spectaculars once
monthly.

Some of the stations are airing
the films in prime evening pe-
riods; WHAS-TV, Louisville, for
instance, has slotted them Satur-
days at 9 p.m.; KWEK-TV, S5t
Louis, Saturdays at 9:30 p.m,;
WSM-TV, Nashville, Sundays at

9:30; KTVT, Salt Lake City
Wednesdays at 8 JM.; an
KERO-TV, Bakersfield, Calif,

Thursdays at 10 p.m.

For the benefit of time-buyers
and sponsors, here are brief
resumes of what each of the sta-
tions are doing with the package:
KOMO-TV, Seattle

“We are using the General
Teleradio 30 features in the pe-
riods left open due to the NBC
eolor spectaculars every fourth
Monday, and Saturday on a first
run basis. The rest of the first
runs are scheduled Friday nights,
to be titled *First Runs.” Repeat
runs will be in regularly sched-
uled movie periods."”

WTSK-TV. Knoxville

“WTSK-TV has programed the
General Teleradio Features as a
new show, which we call “Award
Theater.” They are shown on

Sundavs at approximately 1 p.m.
The features are shown only one
time a week. The entire package
is sold to a local jewelry firm. In
“Torhe. awords, it IS one sponsor
only, WTSK-TV started pro-
graming the features July 4. Re-
sponse to these fine features has
been very favorable, and we feel
they have solved our early Sun-
dag afternoon programing needs."
WSM-TV, Nashville

“WSM-TV since its inception
has scheduled the top feature
films available to the station on
Sunday evenings with a 8:30 p.m.
start. With the purchase of the
General Teleradio package for
this time period, we plan to add
to the serles a film of comparable

ualit;' entitled “The Macomber
?Hfair‘ with Gregory Peck and
run 31 first run shows. We will
then select the top 21 of the 31 to
utilize as repeats commencing
with the 32d week., This, of
course, means that the features in
this package will be aired once a

week on WSM-TV with a repeat
airing at the conclusion of 31
weeks for the selected 21 top
movies.

“We sell the films at a

remium rate to six advertisers,
illboarding the six clients fore
and aft and scheduling the six
one-minute plugs in three break

feature three |

that the cost of this series was
unusually high, but it was our
opinion that with a package of
this quality we could completely
dominate the latier portion of
Sunday evening. We also had the
belief that without features of
this tvpe we could no longer con-
tinue the Sundav series."
I:WHA.HaT‘-F. Baltimore

“We bepan using the package
| Saturday evening, September 11,
on the Gunther Premium Pliy-
house, 10:30 to midnight. This
program is sponsored wholly by
the Gunther Brewing Company
of Baltimore, and for the past
two years has presented films
that have never before been
shown on ielevision in this area.
WMAR-TV has bought these
films on a two-runs-in-60 weeks
basis. Gunther will run through
the entire package, then select the
13 best for re-runs thru the
summer weeks of 1955. There-
after WMAR-TV will replay the
remaining 17 films on Saturday
afternoon or Sunday afternoon, or
perhaps late Friday nights, where

' pation basis."”
Two-Year Buy

WHAS-TV, Louisville

“We bought the General Tele-
radio package on a four-run, two-
vear basis. The first runs will
begin the first of January and
will go one per week for 30
weeks, as part of a regularly-
established, fully-sponsored {fea-
ture film show, at 9 p.m. local
time.

“The second run will begin in
June, 1955 in our daily Early
Show, 5-6 p.m.

Late Show, 10:45 p.m. and we

run as vet.
“Our Early Show and  Late

nouncements
termed participating shows.

plans for the shows differ in no
way from most of the feature
films we purchase. We expect,
however, to conduct a rather
heavy promotional campaign in
excess of our normal efforts.”
KRON-TV, San Francisco

tures will be used on a once-a-
week basis in our Golden State
Movie show Sunday night at 6
p.m. This is a regularly sched-
uled program and has been on
the air for the past three years
using only the best film producis
available. We will not repeat any
of these pictures within a six-
month period.”
WDTY, Pitisburgh

The features were bought by
Ketchum; MacLeod & Grove
agency for its client, Thorofare
Markets.
once a week, Fridays at 11:15
p.m. An agency spokesman
states: “Altho 1 believe one other
supermarket chain has sponsored
a feature film program on televi-
sion market, the sponsorship of
such features is still quite revo-
lutionary for grocery chains. It
seemed important to us that we
make the feature different [rom
existing features on the air and
from the feature which it re-
placed on Friday nights. For this
reason we have limited our com-
mercial interruptions drastically
and kept commercials somewhat
on the short side for feature films.
. . . Additionally, promotion for
the features has been very heavy
appearing in each Thorofare food
ad in all the Pittsburgh papers
thruout the course of the week
with emphasis on Friday by addi-
tional ads on the theater and tele-
vision pages. Window posters
and point-of-sale displays add to
this promotional value. We are
not vet sure whether the films
have raised the rating to a point
satisfactory to us because of the
fact that the ratings follow rather
slowly in the Pittsburgh market.”

WCAU-TV, Philadelphia
“These films are being used in
our regularly scheduled feature

film shows, and also in “Wednes-
day Star Theater,” a new show
created for the films. Day and
time periods are: Monday —
“Early Show,"” 6-7 p.m,.; Tuesday
— “Early Show,” 6-7T7 pm.;
Wednesday — “Wednesday Star
Theater,” 5:30-7 p.m. and “Late
Show," 11:30 p.m.-1 a.m.; Thurs-
day — “Early Show,” 6-7 p.m.;
Friday—"Early Show,” 6-7T p.m.
Each film is aired only once each

we currently have feature films. |
Re-runs of the 17 films by the| )
station will be sold on a partici- | presented. The Teleradio pictures

urvey Shows Single Sponsors
- Gobbling Up GT’s Feature Film Bloc

E:sitinns with two clients falling | week, except on Wednesday as
ck to back in each position. We | described above, All shows carry
started the series on July 11th | spots. We started using this pack-
in a sold-out position. We felt age August 2.”

[ |
1
|
|
|
|

—The Falstalf Brewing Corpora-

l

“The third run will go into our WFIE-TV, Evansville, Ind.

have not determined the fourih has been programed as 4 new

Show are supported by spot an- | however, as our regular program
and would be “Premier Theater,” They will be
A | shown on Thursday nights, 10:30,
maximum of seven io eight an- | CST, once a week. This package
nouncements could be handled of features has been sold to one
within each program. Qur sales sponsor. They have been on the

“The General Teleradio pic-:da}, at 9 p.m., and Monday at

every Saturday at 9:30 p.n,, just
|once per week, and the entire

They are being shown !

i films are sold

KWK-TV. 5t. Louis

“KWEK-TV inaugurated its first
broadeast on July 8, 1954, On
Saturday, July 10, KWEK-TV car-|
ried the first showing of the Gen-
eral Teleradio feature piciures.
These feature piletures are run

film is sponsored by one zponsor

tion."

KTVT, Salt Lake City

“The series will be programed
on KTVT at 9 each Wednesday
evening, sponsored by Utah
Power and Light Company and
the First Security Bank of Utah
on alternating weeks. The series
began September 8."

Milwaukee Market

WTMJ, Milwaukee

“The films will be run more or
lezs consecutively on the ‘Schlitz
Saturday Night Theater' on
WTMJ-TV. This is a feature film
program which for years has at-
tracted the highest rating of anv
locally originated show mainly
due to the excellence of the film

will get their first runs in this
spot, Additional runs of these
pictures will be schedulsd aon
‘Movies at Midnight," which is our
late evening participating feature
film show scheduled Mondays
thru Saturdays, 12:05-1:30 2.m.
These second-run showings prob-
ably will not start until 6 or 8
months have elapsed., Normally
we do not repeat features within
a vear but we may possibly de-
cide to make the interval shorter
in this case depending on the au-
dience reaction to the pictures.”

“The General Teleradio szeriez

show, “Gem Furniture Thursday
Theater.” This time 15 the same,

air since July 15."
Canada Buys

CELW-TV., Windsor, Ont,

“Rose Jewelry Company has
signed to sponsor the General
Teleradio features three nights a
week—Thursday at ® p.m., Sun-

7:30 p.m. The same {ilm will be
shown each of the three nights,
Programing of th e features
started September 16, the same
day the station went on the air.”
KERO-TV, Bakersfield, Calif.

“The films are programed as a !
new show, at a time and on a
night where feature film had not
previously been shown. The films
are shown on Thursday nights
starting at 10 to conclusion. Each
film will be aired one time per
week, and will be repeated after
the first 30 films are shown. The
to two sponsors
and these two sponsors alternate
commercials thruout each show,
The features started on this sta-
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All Non-Network TV Film Series

and Competition,

and Their

Multi-CGity ARB Ratings
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July  Previous
ARB Month's Setn
Ratine Rating Title, Type and Distributor Statloa—Day—Time Im Lign
7 p.m. to Sign-Off—Monday Thru Sunday
16.5..17.2. .. Fairbanks Presents—Drama—
Interstile TV .. .ovvcvnvnnsornnsnsnrnnss-. WNBT—W, 10:30-11:00...46.3
Top Opp. & Rating: Buseball.... 12.5
14.6. 101, Foreign Intrigpe—Adv.—Sheldon Reynolds. . WNBET—Th, 10:30-11:00 _ 416
Top Opp. & Rating: Pluce the Face....17.1
12.1.. 4.1. Janel Dean—Drama—MPTV . ... .c.0cncvoes WNRT—T, 8:00-B:30 .....51.5
Top Opp. & Rating: The Goldbergs.... 130
11.9..15.5..1 Led Three Lives—Adv.—Ziv TV .. ....... . WNBT—5u, 10:30-11:00 . .41.6
Top Opp. & Rarop: What's: My Line?, .. .28.6
10.2, . 128, . Favorite Story—Dmama—ZFiv TY ....o00000 WHNAET—M, 10:30-11:00 . 468
Top Opp. & Rating: Summer Theater....27.4
7.3, 10.1. . Mr. District Attomey—Mys.—Ziv TY ....... WCRS—8, T:00-T:} ..... 17.7
Top Opp. & Rating: Joe Palooka, ... 16
7.1.. 5.2..tEversharp Theater—Drama—Eversharp Co.. WNBT—M, §:M-8:}M .., L |
Top Opp, & Rating: Burns and Allen,...20.0
6.0.. 6.6, . Libéerspe—Musle—Guild Films .. ....cc000... WP X=F, T:30-8:00 ..... 150
Top Opp. & Rating: News: TV's Top Tunes.... 6.8
£7.. 7.0., Annie Oakley—West.—CBS Film ...........WABD—5, TiJ0-8:00 .., . 28.0
Top Opp. & Raling: Beot the CliwkK.... =—
£.1.. 9.0. Racket Squad—Mys.—ABC Film ......ec... WABC—Th, 10:30-11:08 . 416
Top Opp. & Rating; Place the Face.,... —
4.4..34. . The Unexpected—Drama—Ziv TV .....c.... . WABC—M, 9:30-10:00 . .56.8
Top Opp. & Rating: Masquerade Party.... —
4.4., 4.5, .Foreign Intrigue—Ady.—Sheldon Reynolds. . . WABC—W, 10:38-11:00. . .46.3
Top Opp. & Rating: D. Fairbunks Presents.... —
4.1.. 1.9, .Heari of the City—Draoma—UTPF ............ WABD—T, 10:00-10:380 ... 61.8
Top Opp. & Raling! Danger.... —
4.1.. 3.4. .Colonel March—Mys.—Official Films . ..... WARBC—W, 10:00-10:30 ..59.8
Top Opp. & Rating: This Is Yowr Life.... —
3.8.. 51..Life With Ellzabeth—Comedy—Guild Films. . WABD—M, 8:30.9:00 .. .53.5
Top Opp. & Rating: Godfrey’s Talent Scouts..., =—
A6.. 38 Joe Pulooka—Ady.—Guil® Films ............WABD—§, T:00.T:M ....I17.7
Top Opp. & Rating: Mr. District Attorney.... —
3. 6.2, . Dulfy's Tavern—Comedy—MPTY . .......... WNET—M, T:00-7:M ....16.5
Top COpp. & Rating: Early Show: Rain or Shine.... —
3.1, —..Maglke Vaul—Dmma—Lakeside TV ....... MWABC—F, 10:30-11:00 .. . 315
Top Opp. & Rating: I’y News to Me..., —
1.5.. 5.9, .Front Page Detective—
Consolidated TV .....c.ovvicessnscnsssssWABD—F, B:00-8:30 .....37.2
Top Opp. & Rating: Baseball, ... —
2.5.. 16. . Boston Blackie—=Mys—7lv TV .....cvmnna-. WABC—F, 10:00-10:30 ., .47.1
Top Opp. & Ruating: Star Theater..,. —
2.2.. 2.8, .Into the Night—Dramas—Stecling TV .. ......WABC—=W, 9:3-10:00 ... 610
Top Opp. & Rating: I've Got a Secrel.... —
2.2.. 2.4_.Little Theater—Druma—Tee YVee Co. ......WNBT—F, 10:45-11:00 .. 314
Top Opp, & Rating: It's MNews to Me.... —
3.1.,. —..Siory Theater—Drama—Ziv TV ............WOR—S5, 10:00-10:30 ... .40.5
Top Opp. & Rating: Thai’s My Boy..,. —
1.9,. 3.4. . Dick Tracy—Mysi—Comblned TV ,..... vers s WOR—5, 3:00-9:30 ...... 45.2
Top Opp. & Ratimg: Two for the Money.... —
1.9.. 2.1..Heart of the City—=Drnma—UTPF ..........WABD=M, B:00-8:30 .., 351
Top Opp. & Rating: Burns and Allen. ... —
1.J.. 3.4..The Visitor=Druma—NBC Film ,..........WNBT=F, 7:00-7:30 .....154
Top Opp, & Rating: Early Show; Rain or Shine...., —
1.0.. 2.8, .Life wWith Elizabeth—Comedy—0Gulld Fllms. WABD—F, B:30-9:00 . . 4940
Top Opp. & Rating: Life of Riley.... —
0.3, . =, Magic Yaull—Drama—Lakeside TY ........WABC—=W, B:}-9:080 ....51.9
Top Opp. & Rating: Red Skelton Bevue.... —
0.3.. 0.3. . Look Photo Quiz—Qulz—UTP ....con:04 ses s WATV—M (o F,
P 2R ——" b |

Top Opp, & BRuting: Early Show,.., —

Kling Studios Debut
Chi Production Center

CHICAGO, Sept. 18—A grand
opening was held Friday (17) at
Kling Studios, Inc., new produc-
tion center on the near West Side
of Chicago. The new 44,000-
square-foot, block-long structure
is the latest addition to the Kling
properties which already include
ultra-modern studios at a down-
town Chicago location, and ani-
mation studios in Hellywood.

Full production schedules began
rolling earlier in the week at the
new production center. The center

tion September 2.

is equipped with three sound

TV Film Co

® Continued from page &

sts Highest Yet

appearance tours during the week
the company takes off from shoot-
ing, agrees with him.

Altho “Waterfront” has been
getting top ratings as a syndicated
show, Reed is skeptical about
placing series in syndication on a
first-run basis, and thinks he
would have to be certain that he
has a top product before doing it
again. One of the reasons is that
it takes such a long time before
a return can be realized on the
investment.

When he sells a show on an
across-the-board network basis, a
producer should be able to get his
money back on the first run, Reed
said. After all, he continued,
when a show is produced live the
advertiser expects to pay for the
cost on a one-shot basis. }

He, himself, would prefer to do
only 39 of each series, he declared,
s0 that the show could be placed
in second run within a yvear's t.irne:l
and a profit could be made sooner |
on it. Nevertheless, he is planning
to do 39 more of the “"Waterfront™ |

series, and has wound up with|for Chevrolet is being filmed by
more than 100 “Margie” and S5tu|Jack Chertok Productions.

Erwin shows.

TV film producers will be forced | with both live action and anima-
to turn out better and more ex-|tion utilized.

WwWww americanradiohistorv com

pensive shows in the future, Otto
Preminger, theatrical film pro-

ducer-director said this week, but
indicated that he thought that this
would not result in a financial
squeeze bul was, instead, a healthy
sign.

TV forced theatrical film pro-
ducers to abandon cheap produc-
tions and concentrate on fewer,
better and more expensive films,
he pointed out, stating that he
believed the pendulum might be
ready o swing the other way.

Altho he admitted that the cost
of TV shows is even now just
about as high as advertisers can
bear, he declared that he thought
subscription TV would prove the
answer, and that the shooting of |
§500,000 feature films for TV |
screening is in the foreseeable |
future. .

Chertok Shoots Chevvies
HOLLYWOOD, Sept. 18.—A
series of one-minute commercials

Five
spots have been completed so far,

stages, the biggest of which will
hold approximately 27 Grevhound
buses. Each of the studios is
acoustically treated from floor to
rafters for sound-recording pur-
poses. The floors have no load
limits, no columns, and each has
its own property dock and storage
area for scenery.

The new sound department is

Larranged to allow dual-purpose

usage. The projection room, be-
sides being used for screenings,
is also a recording studio. The
control room is used for mixing of
sound i{racks-—wvoice, narration,
music and sound effects in to one
complete track. In saddition 1o
joining the tracks, a special nar-
ration or dubbing booth can be
used for weice-over synchroniza-
tion with pictures.

Other departments in the new
center are prop and storage, art,
seripting, design and set, carpentry,
dressing rooms, commissary,
camera, office, conference area,
vaults, reception, film loading, and
cutting and editing. In-addition, a
binaural sound set-up has been in-
stalled and sliding sound-proof
doors between Studios 1 and 2
permit extensive depth for rear
projection shooting.

The firm also announced this
week the appointment of Nat Goss
as an account executive. Goss was
formerly with Schenley Industries
as merchandise manager.

A.T.V. Productions of New York
has leased a one-story industrial
building contajning 10,000 square
feet of space in Long Island City,
N. Y., for additional studio space,
. . . Leslie Harris, CBS5-TV Film
Sales head, returns to New York
this week after two weeks in
Hollywood. . . . Hal Linker, free
lance cameraman, is shooting
film in Copenhagen, Denmark, of
the famous Hermes Athletic Club
members for the video program
“You Asked for IL"
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Skiatron TV [aveawar For |(SURVEY PREDICTS WEB
oo | cerzeeiees: IRADIO DEATH BY 1956
Of Pay Video | gy moieviae o
y billed as an eduﬂithnm}ﬁl .

WASHINGTON, Sept. 18—Sub-|  Re Wit BERCEC FOLLL® "5 TV Situation Now Keeps AM Alive,
seription TV received its second launr:hr;:-‘d next Monday (20) by k o ’
boost in almost the same number| . wryne" which has been the But Stl" IS RESPU“SlbIE fﬂ'r DEm|SE
of weeks Wednesday (13) when ruvingT grounds for - such ,
Skiatron TV, Inc. asked the T'ed-| BI0V Thws a8 ALncks .
eral Communications Commission %ﬁﬁfﬁfﬁuﬁ ?.?Ene‘ﬂn ana @ Continued from page 1
to authorize fee-TV and limit it| ‘prectery Melody.” d d by most in| It would be replaced by virtu-|irue of AM outlets which have
to use by UHF TV stations for Cﬁraslle? “Num}':}t:r Plegze™ iﬁ:ﬂ?ﬁguﬁ:; ttf %IEEE I‘E}:;]i.‘.iﬂc ap- | ally the same system planned by |no TV adjuncts with concomitant

t"e next three years.

Following in the wake of sirong
support for the pay- as-you-see-TV
service by Sen. Andrew F. Schoep-
pel (R. Kan.) (The Billboard,
Sept. 18), Skiatron's petition in-
dicated growing pressures for the
FCC to approve the new TV serv-
ice as a boon to UHF TV station
operators,

In its petition, Skiatron argued
that instead of competing unsuc-
cessfully with VHF outlets, fee-
TV would permit UHFers to trans-
mit programs of a type and guality
not now available, build an au-
dience, increase UHF receiver
sales, and improve their economic
position.

Skiatron added that ils sub-
scriber-vision system of pay-as-
you-see-TV had undergone suc-
cessful tests and was ready for
commercial application. Zenith
Radio Corporation’s fee-TV system
has just completed [lield tests at
WOR-TV, New York, and is ready
for commercial use as soon as
FCC approves the new TV service.

425G Billings

Racked Up by
NBC ‘Tonight’

NEW YORK, Sept. 18. — "To-
night” has alreadv signedup
about $425,000 in business. A
major portion of the gross for the
NBC-TV pa.ticipating show was
coniributed by its first two char-
ter clients, Broil-Quick and He-
lene Curtis, who are paying about
$165,000 each for that privilege.

To become a charter client, ad-
vertisers must order 39 participa-
tions between September 27
{when the show tees off) and
March 25, but the commitment
must be made before the show
goes on. They receive, in return,
about $45,000 in extras, including
eight free participations and con-
siderable merchandising material.

“Tonight” will feature Steve
Allen.

Ashley to Rep
|. Mansfield

NEW YORK, Sept. 18— Ted
Achley Associates will represent
Irving Mansfield and his pack-
ages. Mansfield, the creator of
Arthur Godfrev's "Talent Scouts”
and “This Is Show Business,™ has
left CBS-TV to form his own
packaging firm.

He has several ideas on the
drawing board, among which
may be “Girl From Milwaukee,"

'David O. Selznick to direct the

| probably until the season of 1953-

color as NBC-TV clients did last

the program will broadcast a
series of questions whose an-
swer has a plus or minus
numerical wvalue. Any iime
during the program that a
listener’s house number
matches the game score, the
listener can call the station
for a prize, limited to na-
tionally advertised merchan-
dise. The new giveaway will
be aired six times a day.

King Vidor
To Do ‘Spec’

HOLLYWOQOD, Sept. 18.—King
Vidor has joined the list of Holly-
wood directors succumbing to the
lure of doing a “spectacular” on
TV. Vidor has been signed by

| “Light’s Diamond Jubilee” show
October 24 over a four-network
band to celebrate the 75th anni-
versary of the invention of the
electric light.

praisal of the situation. Hever-_r
theless, he was rebutted by CBS

president, Frank Stanton, and
last week again by MBS’ presi-
dent-board chairman, Tom|
O'Neil.

There are growing numbers of
agency execs who believe the fu-
ture of network radio lies with an
organization such as the recently
formed Quality Radio
which bands together some of the
top high-wattage AM outlets in
key cities for group sale on a na-
tional spot bhasis, using taped or
transcribed stanzas. This method
precludes the usual web-affiliate
battles over network option time,
and permits slotting the programs

at time periods worked out in-

dividually with each station.

It is considered likely that
should the position of the present
radio webs weaken further in the
near future, some or all may
adopt a plan which already hus
been discussed at NBC, whereby
the use of telephone line for live
instantaneous airings would be
discarded (The Billboard, July
18).

Group, |

the Quality Group, whereby the
web shows would be pre-taped,
and shipped to affiliates for later
airing. Elimination of the tele-
hone lines would cut some
6,000,000 per year Ifrom the
budget of each web.
Temporary Expedient

Even such a drastic move as
this, however, could only be a
temporary expedient, at best. For
'the warious radio affiliates are
| seen unwilling to accept current
network compensation, of about
30 per cent of their card rate
when they can program and sell
for themselves, using disk jock-
eys and transeribed syndicated
| programs, and keep 70 per cent of
revenue after paying agency and
station rep commissions.

It can be expected, then, that
the coming radio era will see an
acceleration of the o5t-War
trend, with many stations not
| awaiting the pronouncement of

the death, but cuiting locse on
|their own in a bid to_ establish
their operations as indies before
the actual interment of the webs,
This is particularly likely to be

NOT ENOUGH SETS AROUND

Sponsors Have Written Off

Color Video for This Year

NEW YORK, Sept. 18. — The
nation's video sponsors have
more or less written off color as
an advertising medium, at least!
to January 1, 1955, and most

58. NBC-TV has sponscrs of its
spectaculars—RCA, Ford, Hazel|
Bishop, Sunbeam and Oldsmohile
—paying for color, and CBS-TV
has Westinghouse and Chrysler
buying color for their spectacu-
lars, Otherwise, advertisers have
failed to back color with their
dollars.

NBC-TV has been unable to
zell color to buyers of its regular
network time. Most of its adver-
tisers have had one fling at color |
as their programs were rotated!
last season. This season, how-
ever, when given a chance lo go
color for between 10 and 20 per
cent more than their black and
white production bills they have
indicated little interest.

At CBS-TV, sponsors are now
having their shows rotated in

season. They too can buy more

color if interested, but none, so

far, have been willing to foot the

bills which are relatively small.
Not Enough Setls

It was thought that there was a

possibility that the World Series

a property he was working on
while at the network.

{would be seen in color this year

Full Sell-Out for ABC

On NCAA G

NEW YORK, Sept. 18.—The 10- | Washington, while Humble 0Oil

minute segments before and after
ABC-TV's National Collegiate”
Athletic Association football tele-

casts have been sold to R. J. Rey- |

nolds, Colgate - Palmolive and

Carnation.

The sale of the presgame and
post-game periods brought to an
end a week of hectic last-minute
sales activity, some of it report-

| goes on the air today.

rid Package

took over in Texas. Amana, May-
"tag and Zenith reportedly got the
package at bargain prices. ABC-
TV is understood to have been
unable to bring in advertisers at
its initial asking price. The series

The pre-game and post-game
segments, however, are under-
stood to have been seld at a prof- |

edly of a reduced price nature,
on the NCAA packapge, The sales |
give ABC-TV a full line-up of)]

itable figure. The 10-miinute pre-:
game segment, called “Pre-Game |
Huddle,” will be sponsored by

sponsors for the NCAA games,
and for its pefore and after seg-
ments.

Amana, Maytag and Zenith
Radic signed this week to spon-!
sor the pames thruout the coun-
try, except in three Waesiern
States and in Texas. Last week,
Carnation was pacted as bank-
roller in California, Oregon and

'

Carnation on the Pacific Cuastf
and by Reynolds elsewhere in the
country. “Football Scoreboarad,” |
the post-game segment, will be
co-sponsored thruout the EﬂUzﬂtI’FI
by Heynolds and Colgate. :

A line-up of 150 stations, said
fo be the largest to carry a sports |
event, has been set by ABC-TV
for the games.

|

but that event will not be seen in
multichrome until 1955. The fact
seems to be that there are not
enough color TV sets in circula-

Kaiser fo Drop
Thomas News

NEW YORK, Sept. 18.—Kaiser- |

Willys motors will drop its

Lowell Thomas news sirip on
CBS as of September 24. The
networ expects to sell Thomas
almost immediately since his
services have constantly been in
demand all Suring his career 1n
the medium,.

For Kaiser it signifies a further
retrenchment in its radio and TV
advertising. There have been re-
ports that the company is on the
block, and the executives proba-
bly feel that the costly show is
wasted money if the automotive
maker does not continue in busi-
ness. Kaiser will not have a net-
work show either in radio or TV
when its Thomas cancellation be-
comes effective, Willlam Wein-
traub is the agency.

NBC-TV Hits
Kids on Sat.

NEW YORK, Sept. 18.—NBC-
TV will program Saturday morn-
ings from 10 a.m. to noon with
kid shows, beginning about the
middle of October. The network
has a number of shows almost set
and is now talking to clients.

Among the shows reportedly
lined up by the web is “Foodini,”
the puppet show which aired on
CES-TV several yvears ago.

Derr Adds TV to

Sports Direction
NEW YORK, Sept. 18.—John

Derr has been named director cﬂ'|

sporis for CBS. Derr has been
director of sports for CBS radio
but now will include CBS-TV
among his responsibilities.

The division is being merged
into one unit under his direction.
Derl'ﬁr has been with CBS since
1946.
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tion to make any mass plunge of
| sponsors into the medium a pos-
| sibility at this time.

Advertisers evidently feel there
is no hurry, at the moment, and
| that they can experiment just as
well next season. They are, how-
ever, putting much more empha-
sis on experimentation in their
color commercials. Most of the
big sponsors are already having
many of their commercials shot
in color, and are not neglecting
this aspect of the medium,

The wisdom of their decision
| can be seen from the fact that
the nevs CBS-Columbia 19-inch
'sets and the new RCA 2l-inch
sets will not be available in any
quantity until next year. The re-
ceivers, because of the size of
their sereens and relative cheap-
ness, may cause some sales ac-
tivity and when that comes spon-
sors will begin to get more ex-
cited and unloosen their bank-
rolls.

|
1

a_f.éiliatiun problems on the video
side.

Just how the trend away from
network radio afliliation has
grown in the past few years may
be seen from Federal Communi-
cations Commission figures, which
show that in 1947, some 900 of
the 1,000 radio outlets on the air
were network affiliates, a tidy 90
per cent, However, at the begin-
ning of 1954, the number of sta-
tions on the air had grown to
2,600, of which onily 1,350, or
slightly more than half, held net-
work affiliations.

Decreasing Hevenue

The real dilemma of the net-
works is one of relatively stable
high costs and decreasing reve-
nue, Sustaining program costs
have been slashed drastically, on
an individual basis, with few now
costing beyond the $1,500-$2,000
mark. ABC, for example, is ex-
isting largely .on a low-budget
music and news format. Never-
theless, the aggregate cost of sus-
taining shows is higher now than
five years ago, when individual
programs were much more ex-
pensive, The huge gaps in the
current commercial line-ups spell
out the story. ;

1t is in the below-the-line costs
that the webs are taking their
worst licking. These costs, for
space, equipment and key per-
sonnel, such as engineers, have
remained virtually fixed. The
one area of hope lies in the pos-
sible elimination of line costs, as
detailed earlier. Other places to
cut are hard to find, altho Gen-
eral Sarnoff told the Chieago af-
filiates' meeting that NBC has
learned “how to get along on the
reduced rations of a radio net-
work diet.” ;

Symptomatic of the feeling
among affiliates of all webs is
their efforts to recapture as much
time as ssible from the net-
works, within the limitations of
their contracts. Spot and local
gsales are their major hope for
revenue,

Mutual Status

While Mutual is deemed, in the
agency analysis, as less vulner-
able than the other three webs
to the inroads of TV at this point,
this situation is seen as a highly
transitory one at best, for with
the expansion of TV into smaller
markets during the coming year,

‘MBS’ rural radio markets will

finally get the same kind of TV
competition which has plagued
the other webs, .
The 1956 date for interring the
networks is also based upon a
(Continued un page 8)

LAMB CASE

WASHINGTON, Sept. 18.—Ev-
idence began to pile up this week
that the Federal Communicallons

newal of publisher - broadcaster
Edward Lamb’s broadcast license
for WICU-TV, Erie, Pa., may be
one of the longest in FCC history.
After three days of legal wrangling

the direct testimony of its first
witness, and FCC legalists are pre-
dicting that at thi= rate the hear-
ing may go on for months.

Altho at the outszet of the hear-
ing, Wednesday (15), FCC lawyer
Waiter R. Powell Jr., stated that
the license renewal hearing in-
volved “a case of misrepresenta-
tion pure and simple.” The main
issue at the hearing is whether or
not Lamb had any Communist
Party affiliations between 1944 and
1948. Lamb has denied similar al-
legations under oath before the
FCC several times in the past, The
present hearing is based on new
|int‘urmati{-n the FCC says it has
|

received. ] _
So far, the FCC’s first witness,
‘Willium G. Cummings, a former

Commission hearing on the re-|

the FCC has not vet completed |

1

FCC Hearing on License
Renewal May Set Record

FBI informer in the Communist
Party of Lucas County, Toledo,
has testified that he had seen
Lamb’s name on a list of possible
contributors to the Communist
Party and he had heard the chair-
man of the Lucas County organi-
zation describe Lamb as a “very
good friend of the Communist
Party,” Cummings’ testimony will
continue next week.

Lamb, who is represenied in the
case by former attorney general
J. Howard MeGrath and Russel
M. Brown, has repeatedly denied
any association with communisis
or contribution to party fund
drives. At the opening sessions of

'the hearing Brown called Cum-

mings “a hired character assassin.”

MeGrath went even further by
denouncing the entire proceedings
as “an awful threat to basic Amer-

| ican institutions” and promised to

fight the whole action in the courgts.
Altho the hearing is on the renewal
of Lamb’'s broadeast license for
WICU-TV, licenses for a TV sta-
tion and four radio outlets he owns
in Ohio, Pennsylvania and Florida
are at stake in the FCC action.
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Spon

NEW YORK, Sept. 18, — The
eries of anguish which were
heard this week at Hazel Bishop
when ratings on the first spectac-
ular Sunday nights at NBC-TV
became known seem to prophesy
more of the same as the season
goes along. The show averaged a
16.6 Trendex against CBS-TV's
“Toast of the Town,” which hit a
34.4 during the 8-9 p.m. hour.

NBC-TV is committed to
“breaking new trails in video pro-
graming” tr comply with the
plans of Prezsident Sylvester (Pat)
Weaver for .piving the entire
medium a freshness which he
feels it doesn’t have. The web
realizes that it can not produce
hits constantly, but feels that
enough publicity and excitement
will be engendered even by the
failures to compensate for any
unsatisfactory ratings. it is, hov'-
ever, committed to use big names,

Hazel Bishop and other spon-
sors, however, are notoriously
conservative. Bishop, engaged in
a terrific competitive battle with
Toni and Revlon, wants ratings
ard audiences to sell its prod-
ucts. Whereas the wusual half-
hour show does not produce ter-
rific ratings, it does usually fol-
low a rating pattern which is
constant and more conducive to
lower blood pressure among ad-
vertisers.

Bad With Good

Consequently, sponsors who
wish to ride with the spectaculars
will have to expect to take the
bad with the good. The feeling
this week was that they are likely
to find that spectaculars will have
a rating history much closer to
the “Colgate Comedy Hour"” than
to the usual half-hour film or live
show, On certain weeks, for ex-
ample, when Martin and Lewis
headlined, the “Comedy Hour"
did very well rating-wise, Bul on
others, when weaker comigs per-
formed, the showing was not very
good, considering Lthe investment.

Mean'whil:, CBS-TV's once-
monthly spectacular for Westing-
house on Wednescay (15) got
creditable if not sensational Tren-
dex ratings with its initial show,
“The Royal Family,” with its
galaxy of stars headed by Fredric
March, Claudette Colbert and
Helen Haves, averaged 24.2 for

the hour as against a fourth-run
kine of “This Is Your Life”
which received a 18.9,

There are reports circulating
in the trade that Westinghouse 1s
far from satisfied with its ratings
for the drama stanza. The West-
inghouse feeling is understanda-
ble in light of the fact that “Stu-
dio One,” its Monday night show,
gets better ratings most weeks
and costs a ‘Teat deal less. The
most obvious conclusion, judging
from the ratings of both spectacu-
lars, is that neither show thus far
has created the viewing excite-
ment expected,

Among the reular weekly
shows, “Lux Video Theater" is
already in trouble. The live
drama, now being programed
from Hollywood, has failed to get

sors Utter Cry of Pain
Over Rates on Spectaculars

’g:h& backlor of movie properties
it expected. Only Paramount
came thru with rights to four of
its films 1n return for generous
plugs, ‘

sSince the program is not spend-
ing money for stars ($3,000 is its
maximum price), it n.w
that it.1as acither properties nor
name talent to offer the publie.
And Fred Coe, who was expected
to be of great aid as production
consultant, has now returned East
to become executive producer of
the Mondayv night spectaculars, |
The program now finds that it
must go out and buy originals for
live lensing fre.m Hollywood
writers whose specialty is, natu-
rally, writing for film.

J. Walter Thompson, which

finds |

handles the show for Lever

WORLD SERIES
GAB IN SPANISH

NFW YORK, Sept. 18—
The Gillette Safety Razor
company will sponsor the
broadecast of the World Se-
ries in Spanish over WLIB.
here. This will be the first
time i.. Listory tha: the base-
ball classic will'be available
here in a foreign language.

Th~ broadcast will be
directed primarily to the
800, 7 Spanish speaking

Eupulatinn of Ne + York City,
ut as usual will be beamed
in Spanish via short wave to
Central and Sout' America.
Buck Carel wil! do the play-
by-play.

Bros., will have to find the
answers, for the agency sold the
advertiser on the idea of pro-
graming the hour rersion live.
Many Lever Bros. execs wanted
to go to an hour film, but Thomp-
son won over their objections.

MULTIPLE OWNERSHIP RULES

FCC Adopts New Order as Means
Of Developing UHF Broadcasting

WASHINGTON, Sept. 18.—The
Federal Communications Com-
mission this week adopted new
multiple ownership rules increas-

ing maximum ownership of TV
stations to seven, providing not
more than five are VHF, as a
move to “more rapid and effective
development of UHF broadcast-
ing."”

Pointing out that the new rules
are supported by UHF-ers as well
as the TV networks, the commis-
sion argued that UHF would be
aided by encouraging networks

|and other multiple owners with
| their

“prestige, know-how and
capital” to enter the UHF field.
In a strong dissent from the
commission action, however, Com-
missioner Frieda B. Hennock de-
clared that the new rules would
increase network control over TV
without aiding independent UHF
broadcasters or the public.
Discounting the commission's
argument that the promotion net-
works will give UHF will inerease
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listener and advertiser acceptance
of UHF and stir manufacturers to
produce more UHF equipment,
Commissioner Hennock declared,
“It will be no benefit at all to
the independent UHF broadcast-
ers, who are in critical condition
because of lack of network pro-
graming, to see the networks ac-

quire UHF stations in the largest,
most profitable markets.”

Meanwhile, at least one net-
work, Columbia Broadceasting Sys-
tem, already has been at work
locating two UHF outlets in mar-
kets ranking somewhere between
25th and 50th to add to their op-
erations.

AT&T, USITA Face Competish
If FCC Okays Proposed Rule

WASHINGTON, Sept. 18.—The
American Telephone & Telegraph
Company and the U, S. Indepen- |
dent Telegraph Association which
transmits television programs/|
across the nation will be in for
some new competition if the Fed-
eral Communications Commission
approves a proposed rule to per-
mit operation of privately owned
TV inter-city relay stations on a
permanent basis.

The FCC now allows the private
relay stations to operate on an
interim basis where common car-
rier facililies are not available
in order to speed TV service to

 sparsely populated arcas, but re-
| quires that thev be discounted

when common carrier facilities are
installed over the same routes.
Under the proposed rule, re-
quested by the North Dakota
Broadcasting Company, permittes
of Stations KCJB-TV, Minot, and
KXJB-TV, Valley City, N. D., the
private relay stations would be
permitted to operate permanently
wherever it could be shown they

would cost the broadeasters less|

than existing common carrier fac-
ilities. Broadecasters have until
November B to file their comments
with the Commission.

Web Radio Death Predicted

® Continuwed from -age 7

metamorphosis resulting from the
constant shift in the radio vs. TV
audience balance., While there
were 17,400,000 radio-only homes
at the beginning of this year,
there will only be an estimated
89,900,000 at the start of 1956,
Also, there will then be some
36,000,000 TV homes, as against
45,900,000 radio homes.

The agency analysis estimates
that, between 6 p.m. and mid-

night, Sundavs thru Saturdays,
radio sets in use may be expected
to drop from a 13.6 average in
1854 to about 9.7 by 195, with
the audiences more and more
tending toward the smaller towns

Borden Buys
“Time' Strips

NEW YORK., Sept. 18. — Bor-
den this week bought three quar-
ter-hours of the 10:30-10:45 a.m.
strip on NBC-TV. The advertiser
will probably go Mondays,
Wednesdavs and Fridays. “A
Time to Live,” a new soap opera,
is now in the time period, but
Borden has not decided what
program it will put there. I

Young & Rubicam will service
the show.

TV Grant Total
Hits 708 Mark

WASHINGTON, Sept. 18.—The|
Federal Communications Com-|
mission this week issued one TV |
grant, bringing total authoriza-
tions to 708, of which 600 are post- |
freeze grants, including 32 non-
commercial, educational grants.
With 93 grants canceled, outstand-
ing authorizations now number
615. This week's grant went to
Texas State Network, Inc.,, Chan-
nel 11, Fort Worth,
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and rural areas, and the smaller, |

older families with lower buying
power. :

There will be greater doubt
about web radio being able to de-
liver any mass audience by this
date, and even the latest rate ad-
justments, which bring evening
rates 1o the davtime level, are not
expected to prove of more than
temporary help.

The afternoon time periods,
from noon to 6 p.m., Monday thru
Friday, is expected to meet in-

| ereasingly stiff TV competition as

video programing improves, with
radio use in TV homes declining
sharply, and with a small drop
in radio-only homes. This time
bloc had a rcomposite average
tune-in of 20 per cent in 1852, and
it dropped to 16.3 by the begin-
ning of 1954. Its estimated tune-
in at the start of 1956 is about
12.8 per cent, with a higher aver-
age before 3 p.m., and a lower
mark after that hour.

The morning hours, from 9 a.m.
to noon, are expected to hold
their value longer than any oth-
ers, mainly because TV homes
use their radios far more during
this part of the dav. A wvery

| slight dip in sets in use is ex-

pected for the whole of 1954 over
last yvear, when the average was
18.6 per cent. The figure for 1954
is figured at 18.0, bul by 1956 it
is expected to fall to a level of
about 15.5. .

Already, ratings of the after-
noon programs are higher than
those of the evening hours. By
the end of 1955, the morning net-
work shows are expected to
deliver the highest radio ratings.

Despite the falling audience,
agencies believe that the net-
works now are taking a “real-
istic" attitude toward their rate
policies, and may be expected to
make continued downward ad-
justments. On this basis, morning
radio is assessed as likely to be a
pood cost per thousand buy right
thru 1933.

McConnaughey
Looms as Next

FCC Chairman

WASHINGTON, Sept. 18—
President Dwight D. Eisenhower
was closer to appointing a new
Federal Communications Com-
mission chairman this week after
the resignation of Commissioner
George E, Sterling and a strong
call from the National Association
of Radio & Television Broad-
casters for some positive action.
It is believed the President has
been postponing the appointment
since Rosel Hyde's one-year term
as chairman expired last April,
until a vacancy occurred on the
Commission.

Leading contender for the ap-
pointment appears to be George
C. McConnaughey, of Ohio, now
chairman of the Renegotiation
Board. He formerly was chair-
man of the Ohio Public Service
Commission and his appointment
might be considered an aid to
Ohio Republicans now battling to
elect Rep. George Bender (R., O.)
to a Senate seat against tough
Democratic opposition.

Other possibilities so far sug-
gested for the FCC chairmanship
include Rosel Hyde, who has
gained considerable industry sup-
port to continue in the post; Com-
missioner John C. Doerfer, an
Eisenhower appointee to the Com-
mission last wvear, and Commis-
sioner Robert E. Lee. It is ex-
pected Hyde will remain on the
Commission if another is appoint-
ed as chairman. He's been with
the FCC since 1926, serving as a
Commissioner since 1946, :

Test Reports
On TV Audit
Are Due Soon

WASHINGTON, Sept. 18.—The
television circulation audit
planned by the National Associa-
tion of Radio and Television
Broadcasters is a lot closer to com-
ing up with some practical results
than many people thought, ac-
cording to Thad Brown, NARTB
vice-president. He told broad-
casters in Pittsburgh Friday (17)
that they could expect a due-date
for the first test reports on the
audit “in the next several days.”

Brown said the audit system
developed by Dr. Franklin Cawl
is being tested by the Alfred
Politz organization, which 13
using meters connected to TV
sets which will record 100 per
cent accurately the programing
on any particular set. A com-
parison of the two methods will
prove the accuracy of the Cawl
method.

Brown pointed out that the TV
circulation audit was “designed
to provide a wvehicle of sale for
individual stations,” and for
“tplevision broadeast as an adver-
tising medium,” and added that
the effectiveness of the circulation
audit would be bolstered by the
newly formed Television Bureau
of Advertisers in promoting TV
to advertisers.

Dickens’ ‘Carol’
Set for Chrysler

HOLLYWOOD, Sept. 18. — The
first Christmas color show is being
planned by CBS-TV for presenta-
tion December 23. An adapialion
of Dickens’ ““A Christmas Carol,”
it will be telecast live from Tele-
vision City as part of the Chrysler
series.

Fredric March has been signed
to play the part of Scrooge, Ralph
Levy will produce and direct. Max-
well Anderson is cripting the ad-
aptation, with Bernard Hermann
| composing an original score.

RETMA Sets Agenda

WASHINGTON, Sept. 18—
Proposals to change the member-
ship requirements, as well as a
long list of technical subjects, will
be on the agenda of the Radio-
Electronics - Television Manu-
facturers Association when it
holds a three-day industry con-
ference next week (21-23) in New
York. The membership changes,
if approved, would permit the as-
spciation to take in new, non-
manufacturing members from the
expanding electronics field.
RETMA now has 387 active and
associate members, mnearly
manufacturers.

=
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EDITORIAL

This Ain‘t Utopia, Bub

In a Utopian world everything would be so planned and exe-
cuted that we'd live a life of leisure, happiness and prosperity.
Take, for example, a Utopian record and phonograph business. The
customer potential would be limited only by the number of people
inhabiling our mmaginary world. Each and everyvone would be
fully acquainted with all music. We'd all have enough money and

enough

ezire to buy all the new phonograph equipment and record

merchandise as fast as it was issued. Distributors would merely
fill orders and keep bank accounts meticulously., Manufacturers of
records and phonographs would make the finest new products,
tell the people about them and then supply the immediate demand.

But we don't live In a Utopian world, The Utopian pattern
doesn't exist, And most of us are canvinced that we can't wait for

it. What then?

It is almost patently obvious that some industryv-wide moves
should be made to stimulate the public desire for more and betler

records and record-plaving

eruipment, Whether such moves can

or will be made in the near future cannot be answered. The dealer
organizations have thus far been ineffective on record or phono-
graph levels, Distributor organizations do not exist in these fields.
The manufacturer groups. Record Industry Association, Phonograph
Manufacturers' Association, and Radio-Electronics-Television Manu-
facturers Association, have all been organized on such bases as to
preciude any industry-wide promotional efforts of major or lasting

effects.

These are the hard facts. If remains, therefore, for cach dealoer
to take the promotional and merchandising ideas, materials and
sugpgestions from the individoal manufacturers and put these ideas,
materials and suggestions to work on a local basis. That it can be
~done has been proved time and again when the pressure of coms-

petition has forced retailers to promote and merchandise their

wares. And it has

also been proved that promotional and mer-

chandising activities at the retail level can be both inexpensive

and profitahle,

ut to be consistently profitable, retailer promotion and mer-
chandising must also be consistent. It is time that each and every
record-phonograph dealer saw himself as a merchanl in an in-
dustry with a particularly bright future, The potential market 1s
constantly growing, the market's awareness of recorded music is
growing and the manufactures’ products are getting better all the

lime.

There are several signs which all too obviocusly point to &
growing awareness on the part of syndicates, chains, department
and variety stores that there's money. to be made in records and
record-playing equipment. There are further signs that the mass
appeal of recorded music will entice more mail order, newsstand
and book club operators to enter the field,

But similar challenges have been met successfully by mer-
chanis in such diverse fields as television, clothing, hardware and
foodstuffs. The record-phonograph merchant can do the same by
taking advantage of the merchandising and promotional devices
which have been developed. tried and proven.

Utopia may never come to the record-phono indusiry, but
tomorrow's customers will, Will vou be there to make the sale,

Mr. Merchant?

BETTER
record-
merchandisin

FOR
BIGGER SALES

phono

A Special Section
on ldeas,
Techniques and
Tools to Point

the Way to

a Profitable ’
Fall and
Pre-Christmas
Sales Season

BOOST FOR DEALERS

Solid Displays Built
Around Top Packages

By BOR ROLONTZ

Fverv year the record com-
panies come up with new mer-
chandising displays and equip-
ment to help dealers sell more
records and albums., The com-
panies usually assign their top
men or top lirms fo the job of
creating the merchandising dis-
plavs, and in the past {they have
come up with some humdingers.
But this vear the window and
counter display material pre-
pared by the major dizkeries to
interest customers in their new

records and albums is -nothing
short of excepticnal. There is
little gquestion but that alert

dealers who make full use of the
merchandising display material
available from the record com-
panies will move a lot of pack-
aged merchandise and phono-
graphs as well.

This yvear the major firms are
not scattering their shots in re-
lation to sales promotion and
merchandising  aids. Insiead,
each of the firms has picked out
its most powerful new merchan-
dise and is putting a full scale
campaign behind it.  Thus at
Decca Records the firm's 20th
Anniversary Birthday Party and
'll‘_le Bing Crosby musical auto-
biography package are the major
1hen'lge:-;; Columbia Records is
putting a full scale drive behind
1ts new phonographs, the “price-
less editions” records, its new
Eruno Waller-Brahms package,
the new Philadelphia Orchestra
releases and the Judvy Garland
soundtrack set from “A Star Is
Born™; RCA VWVictor's big fall
campalgn 1= based on its “Best
Buy” program, which consists of
four parts: new Toscanini al-
bums, 20 vears of song hits al-
bums, mood music packages, and
new high fidelity sets; Capitol
Records is working on its Jackie
Gleason and Frank Sinatra pop
sels, its FDS classical albums,
children's music appreciation
sets, self-service equipment and
hi-fi material.

Decea’s merchandising displays
consist of a life like window or
floor display of PBing Croshy,
mounted on an easel and with
Crosby holding a copy of his
musical autobiography titled
simply, “Bing.”" This set, which

retails for $27.50, including tax,
is the firm's big push for the fall.
With it the firm i=s also sending
out banners and displays in
color, listing all of the songs that
“the Groaner” sings In the set.
The firm's 20ih Anniversarv is
also the cccasion for large-sized
cascls and streamers, suitable for
cither window or counter use.
The streamers feature covers of
the firm's 30 new popular and
classical album  releases: the
banners list all of the Decea art-
isis in all categories. Decea is
also supplving ad mats for the
20th Anniversary material. This
Decca material iz easy for any
dealer to use to make an attrac-
tive and timely window for the
fall.

One of Columbia Records' big-
gest drives this fall will be an
its new phonograph line, espe-
cially the firm’s new 360I{. The
diskery has made up large
mounted, easeled reprints of its
striking full page newspapoer ad-
vertisements on the 360K and is
supplving these to dealers, Thev
van be had with the unit itself
for a window display, and there
are streamers and banners also
available for the rest of the sets
in the line,

On the album side, the firm is
leveling its big guns on the new
Judy Garland “A Star Is Born"
soundirack. A large standee, or
easeled cutout of Miss Garland
with a reproduction of the album
15 now available with other ma-
terial for a window display at
the time the movie opens across
the country. The “priceless edi-
tions” records, which the firm is
BIVINE away as part of its fall
buying program, is also the sub-
ject of easels and sireamers for
use on counter or in windows,
On the elassical side the firm is
preparing special material on its
new Bruno Waller recordings of
works by Brahms. These sets
will be the object of a national
campaign and the merchandising
material will tie in with it. This
year the firm is giving the Phila-
delphia Orchestra a powerful
publicity campaign and will have
material available late in the fall

on the orchestra’s new record-
ings,
RCA Vicior's window mer-

chandising displays this year are

Record-Phonograph Industry
Due for All-Time Peak in ‘54

Equipment, Package Mdse. Action
Predicts $250,000,000 for Year

By JOE MARTIN

NEW YORK, Sept, 18.—In the
race to top all previous annual
sales figures, the record-phono-
graph industry is heading into
the final lap of the current vear
with enough drive to hit its all-
time peak.

Sparked and supported b7 the
heavy sales action on phono-
graph eguipment and packaged
record merchandise, record sales
at this point are sufficiently
strong to carry the industry into
ite biggest final quarter ever. It
i= now believed that the total
record  business for the wvear
could go well over $250,000.000
aﬂgg;nst the $225,000,000 done in
18933,

Phono Increase

As for phonographs, industry-
wide feeling is that production
will surpass the 16 per cent in-
erease shown last vear when
2,630,000 phonos were turned
put. It 15 believed that produc-
tion of new phonos in 1954 can
go well over 3,000,000 uniis,

Following the pattern set a
few years ago and dramatically
pointed up this vear in the de-
cline of the T8 r.p.m. disk, it is

now evident that the trend to-
ward the LP and 45 speeds will
rise. Predictions for disk sales
(retail value) this vear show the
78 speed at about $105,000,000,
the 45 speed at $80,000.000 and

 the 33 1-3 speed at $65,000,000.

These are said to be conserva-
live predictions. There are those
in the industry who believe that
the T8 speed will account for a
far smaller share of the total
250,000,000 disk market,

New Drives

The phono business. which in
18953 topped the previous vear's
[ipures by some 500,000 units,
can easily do better than that in
1954. The resurgent drives by
such lirms as Phileo, RCA Vie-
tor, Zenith, Crosley, Admiral,
Emerson, Motorola, among oth-
ers, plus the continued success
of the newer and smaller phone
producers all augur well for the
industry—and, of course, for the
record business.

A vear ago, many of the man-
ufacturers faced the problem of
materials and parts shortages,
This wyear, however, there is a
plentiful supply of tubes, mo-
tors, wire, condensors and other
advertising and

parts, Heavy

among the most powerful ever
conceived by the firm. For the
five new Toscanini recordings
the diskery has come up with a
pigantic window display picee,
five feet tall, 1o be used as a cen-
terpiece for a complete Toscanini
promotion. It shows the con-
ductor, baton in hand, and it ad-
vertises seven albums by the
maestro. There is room for many
more sels at the base of the dis-
play. Hangers are also avail-
able with this display, as well as
brochures and co-op ad mats for
the Toscanini promotion.

Another key display piece is
a rotating counter browser,
which was made especially to
display the firm's 20 vears of
song hit sets: 20 EP's, each con-
taining four songs, four for each
rear from 1926 to 1945, This
browser, actually a three-tier
metal EP rack, holds the 20 EP's
and rotates so that customers
cian see all of the albums. It
has room for back-up stock. It
can be used on counters, on
tables, ete. There are hangers
advertising the seis that can also
be used with the browser.

The firm has another impor-
tant merchandising aid this vear
with its new “Mood Music™
color-motion window display. It
is a three and a half foot wide
window display, which holds
four mood musie albums and
conlains a revolve which changes
color as it mowves. “Mood Mu-
sic” hangers and supplements
can also be used with this color-
maotion window display. The firm
has also made up easels and
streamers for its high fdelity
album drive. This covers 11 new
Red Seal albums released this
fall including a set titled “An
Adventure in High Fidelity.”

Capitol Records has come up
with its most ambitious display
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material this year. These in-
clude a Jackie Gleason window
display, which features the new
Gleason mood music set, “Music
Memories and Martinis,” as well
as hiz hit albums of the past two
vears. The firm has alse mounted
a color blow-up of the cover of
the new Frank Sinatra sel
“Swing Easy" for use on coun-
ters or in windows,

Capitol has slarted a gigantic
campaign to pul aver ils classical
waxings and has made up win-
dow displays plugging its new
FDS sets. The [irm has two
window displavs available: One
iz the FDS large winged window
display which holds nine Capitol
albums. The other is the FDS&
“Pictures at an Exhibition™ die-
cut album display, featuring the
firm's new recording of the
Moussorgsky work., With thesc
displays the flirm has made up
casels and streamers as well as
supplements promoting the clas-
sical albums.

A window display advertising
Capitol’s new music appreciation
albums for children is also ready
for dealers. This holds three
kiddie sets, and the firm has
supplements telling about ihe
music appreciation and “‘Learn-
ing Is Fun" sets. Capitol has also
made up a complete kit enabling
dealers to put on their own hi-fi
show., This is called a hi-f
show Kkit, and it contains window
streamers, an instrument range
charl streamer, and store hahg-
ers to be used for the show. The
kit includes a pamphet with
compleie directions on how to
pul on a hi-fl show, which could
prove a real stimulant to busi-
ness in these dayvs of hi-fi,

Capitol Records, as alwavs, is
placing much emphasis on self-
service and has made many new

{Confinued on page 14)

promotienal budgets already set
aside and in operation are fig-
ured to stimulate plenty of pub-
lic inlerest in record playving
equipment,

Another factor considered to
be of major importance this vear
is the growing number of audio
fairs scheduled and the ever in-
creasing public altendance fig-
ures at each of these consumer
showings of new audio equip-

ment.
Reizail Level

At the retail level early re-
ports from all over the country
show that business has picked
up dramaltically in the past two
weeks afler a somewhat slow
late summer period. Altho the
record business traditionally
picks up in September, this yvear
the pick-up has come sooner
than before, and the percentage
incregse 1n business is betler
than in many previous years,
Seplember usually accounts for
6.5 per cent of the year's record
business.

In the first two weeks of the
maonth, however, the =ales up-
turn has been such as to predict
that September will top that
figure easily. The final quarter
of the year, if it follows the in-
dustry paltern, will account for
about 41 per ¢enl of the annual
vilume,

This year, too, almost every
record manuflacturer has come
thru with extra discounts, addi-
tional return or exchange privi-
leges and dating plans which
permit dealers to buy now, sell
now and pay later., The imme-
diate result has been a change
in dealer payments to distribu-
tors. Most distributors report
that dealers behind in their pay-
ments by 60 davs are now down
to 45 days. Most dealers are
paving right on the bulton, and
a large number of accounts
which had been shipped onlyv an
a C.0.D. basis are now gelling
recul:  credit terms.

Big Changes?

In addition to the rosvy out-
ook for record and phono sales
this vear this is still an under-
current feeling on the manufac-
turer level that many changes
will vet take place in the record
industry. This feeling is based
on the belief that the record
business can double within three
vears. Just what form these
changes will take has not crys-
talized. But the general feeling
is that any major change may
involve price or discount strue-
tures.

The inler-relation between
record and phonograph sales is
such that the future for both
fields calls for additional pack-
aging of the two basic home en-
tertainment items. Columbia’s
use of disks with their phonos,
Vietor's “Lisiener’'s Digest”
package and similar merchan-
dising schemes are only begin-
nings in this new, but long-
overdue, thinking ‘n the record
and phono industry.

1t all adds up to a bright pic-
ture and one that should get
brighter in successive years.
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Quallty Kidisk Line

Growing Despite
Low-Cost Inroads

Firms Stress Better Disks as Buyer
Builders; Cheaper Ones Still Sell OK

By JUNE BUNDY

High-ticket merchandise and
regular cost items in the children's
field are more than holding their
own against the lower-priced kKid-
die lines, according to the most
recent dealer surveys, Conlrary to
rather gloomy trade predictions a
vear agon, today's studies clearly
indicate that the market is big
enough te payv ofl for evervbody
on 25-cent disks and up.

For example, an investigation of
the kiddie feld this vear by RCA
Victor revealed that dealers report
the guality disk market (%1 and
up) is actually on the increase.
Recen! survevs also indicate that
the record dealer is. maintaining
his hold on the kiddie field.

Last wear record dealers ac-
counted for more than a third 36
per cent) of children's record pur-
chases; department stores, 12 per
cent; wvariety stores, 19 per cent,
and other (drug, super market,
ete.), 33 per cent. The percentage
15 expected io be even heavier,
dealer-wise, this year.

The mail-order children’s record
ficld has never made any serious
inroads into the dealer's take, but
for a while TV loomed as a serious
threat to the kiddie disk business
in general. Parents found it was
less bother and less expensive (o
let junier get his entertainment
from the [amily wideo set, than
to keep him supplied with small
fry platters,

Ultimately, the, the industry ac-
tually benefited from the compe-
lition, since it touched off a new
trend this year for records that
educate as well as entertain.
Kiddie disk buvers today are more
diseriminating. Consequently, the
guality of the average chiidren's
record has sharply improved over
the last nine months, with in-
creased emphasis on classical mu-
sic and educational items high-
lighting the fall kiddie lines of
the major labels.

Package Trend
The trend continues to be away
from multi-disk albums, but pack-
agod merchandise i1s bigger than

‘Bing’ Proves the Profit
Power in Deluxe Sets

By SIDNEY COLDBERG
General Sales Manager
Decea Kecords, Ine.

The tremendous success of our
new deluxe album, “Bing,” has
already revealed that a great
product, when properly mer-
chandized, can be very profita-
ble to the dealer. Each deluxe
album package, because it is
unigue, presents unusual mer-
chandising challenges to the
dealer. They offer unusual profit
opportunities, too, if these chal-
lenges are met with ingenuity.

Reports reaching this office
from all over the country have
revealed many interesting mer-
chandising suceess stories. The
nature of these albums is such
that they receive tremendous
publicity and attention, not ac-
corded most record releﬂse and
much of this publicity comes in
places where records are not
normally mentioned. “Bing,” for
exampie, has been mentioned
by almost everv national news-
paper columnist and on radio
and ‘I'V programs which nor-
mallv do not plug records.

Many national magazines.
have devoted or intend to de-
vole space to it outside of their
regular record columns, Because
of this exploitation, the deluxe
album is brought to the atten-
tion of large numbers of people
who do not normally buy rec-
ords. Th» dealers who take ad-
vantage of this attention and
interest by tving up with proper
promotion in their stores are
profiting far above the average.

Window Display

Window display of the albums
15 essential to attract the eve of
the passerby who has heard of
the album but has not pur-
chased it as yvet. It 1z another
pitch at the consumer, telling
him that this wonderful package
which he has heard about and
may have heard part of, can be
purchased in this store.

Clippings of newspaper and
magazine plugs displayed in the
store window, or quotezs from
them blown up, have been very
effective. Interior display is also
very important to attract the at-
tention of the record buyer in
the store. The dollar volume
represented by a deluxe album
wartanis plenty of display
space, ;

Bevond these basic selling
technigues there are unusual
methods which are warranted
because of the dollar potential
of these albums. Telephoning
likely pn-u:-sp~.ct5 has Prnved very
profitab’e on “Bing.”! The pro-
spective customers are flattered
to be thought of and personally
called about such an unusual
album.

Co-operation with local dee-
javs has paid off for many deal-
ers who supplied the album to
the deejay and received direct

plugs on the air in return. Some
of the dealers arranged to have
their phones open if these pro-
grams were broadecast at night
or on Sundays, and have taken

many phone orders during and
after the show,

Time Paymenis

Record dealers who do not
normally sell records on time
payment or lav-awayv plans will
find it F]['E.Ifll'ai.ﬂﬂ to do so on
these higher prices sets, and in
this way tap a big market which
would otherwise be lost.

The business gift market is
another which many dealers
are exploiting profitably with
“Bing." Many business men who
have io give gifts at Christmas
are searching now for unusual,
high quality gifts for their cus-
tomers.

The possibilities of tie-ins
with eother merchandise should
be thoroly explored. For ex-
ample, the customer who buys
a copy of “Bing" at $27.50 is a
maost likely prospect for the 73
other Crosby albums available
from Decca. The Crosby “Col-
lector’s  Classics™ series alone
has eight volumes containing 64
songs from Bing's early films
and forms a natural companion
sale for "Bing” {and represents
an additional %24 =sale for the
sales-wise dealer),

“Big Tickels"

In short, the deluxe albums
are the “big ticket" merchandise
of the record business. They pre-
sent  great opportunities  for
profits that have never existed
in the record business before
and theyv offer them to all rec-
ord dea:ers, large and small,
who are prepared to get behind
and exploit the item to the
fullest.

Mailings, phone calls and per-
sonal demonstrations enable
every dealer to compete effec-
tively for this great potential
market. It is, indeed, essential
for each and every dealer to do
s0, for thev can nol afford to
have their customers turn else-
where for merchandise which is
“news,” as confirmed by the
publicity as mentioned above
and which is highly profitable
on each and every sale.

“Bing"” is proving that when
vou have what the public wants,
it is only necessary that the
dealer take advantage of the
publicity and exploitation and,
in turn, join the promotion to
expdoit to the fullest the poten-
tial in his area.

The record dealers will con-
tinue to sell millions of pop
records due to the very nature
of their popularity, but the big
plus can be had by each and
every one of them by putting
the proper effort and promotion
behind the “big ticket” item, the
deluxe album, such as “Bing.”

BIBLE SOCIETY
HUNTS 2,000
CRANK PHONOS

Dear Editor:

Do yvou know any firms
which would be interest in
gt ting on one or 2,000
nand-wound phonographs?

Where there is no elec-
tricity and where many of
the population can not read
in foreigr lands, there is
need for such phonographs
especially if thev can play
records d3% r.p.m.

We will welcome any
suggestions of manufactur-
ers in this country or
abroad that vou think might
be .nterested in helping us
make Scripture records
available to the sightless
and the illiterates.

Sincerely yours,
Gilbert Darlington,
American Bible Society

ever, wilh companies vying to
provide the dealer with eve-calch-
ing display material, unigue
jackel designs and phono tie-ups.

The children's record field is
gtill primarily a 78 market, Sut
45's are beginning to make some
headway. However, their prog-
ress is seriously handicapped by
the fact that manufacturer’s still
haven't come up with a low-
priced, self-amplified manual, 45-
only kiddie phono. Until that day,
there is little chance that the chil-
dren's record business will become
a two or three-speed market.

RCA Victor's fall program,
under the direction of the label’s
kiddie chief, Steve Carlin, is high-
lighted by an unusually effective
merchandising program. Album
covers on the “Ding Dong School’”
and "Howdy Doody” series will
feature a new and expensive lami-
nated color process, while its dis-
play line has an outstanding item
in the RCA Victor "kiddie kor-
ner,” The latter is a three-color,
replaceable, handboard and lac-
quer-finished maple browser, de-
sighed to house the label's entire
line.  Adjustable partitions allow
for prowth, while a card-holder
indexor assures complete cover-
age no matter if the account s
in or oul of stock.

Kiddie Classics

In addition to some new kiddie-
pop disks by Eddie Fisher, the
Ames Brothers and Eddy Arnold,
Victor is issuing a group of chil-
dren's  classics on the 489-cent
Bluebird label, a story book al-
bum on the forthcoming Walt Dis-
ney film “20,000 Leagues Under
the Sea,” two new Howdy Doody
albums and three npew “Ding
Diong School”™ records.

Vietor is also re-merchandising
three of its most popular items in-
troduced last January—"The Lii-
tle Ballerina,” Tosecanini’s “Nut-
eracker Themes" and the Ludwig
Bemelemen's disks, The Disney
aloum 15 aimed at the five lo 12-
age pgroup: “Howdy," three to
eight-vear-olds, and “Ding Dong,”
two to five,

In line with this, Columbia’s
kiddie .a. & r. chief Hecky Kras-
nox reporis that the label is ex-
tending its children’s record group
this yvear fo accommodate a wider
variety of age groups. Columbia's
big kiddie push this fall will be on
three integrated “good music”
series—with  dealers encouraged
tr_] market, promote and merchan-
dise them as a complete sales unit.

Columbia Series

One segment of the series. “In-
troducing the Masters." was in-
troduced last fall, but the other
wo—"Introducing the Master-
warks"” and “Introducing the In-
struments of the Orchestra’—are
new to the field. “Introducing the
Masterworks" will feature well-
known excerpts from longer
works recorded by Columbia’s key
Masterwork classical artists, It
will be available pn 78 and 45,
with each disk retailing for 98
cents,

"Instruments,” which will be
sold as two-record $1.98 albums,
will be made up of Columbia's
most popular inslrument-iype sin-
gles, (“Tubby the Tuba,” etc.),
d]ﬂl‘lg with new disks, while ° Mas-
ters” dramatizes the lives of fa-
mous composers, with narration
by Milton Cross. “The Storv and
Music of Chopin" will lead off the
fall release, Altho the series is
aimed at children over six, Krasno
expects the disks will also find a
big market among beginning adult
classical colleetors.

Participation Line
Krasno is also readying 50 new
releases in Columbia’s 48-cent par-
ticipation line, and eight new re-
{Continued on page 14}
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TO HELP THEM GROW

Kidisks’ Parent Appeal
Has Profit Appeal Too

By LLOYD DUNN

VYiee President,
Capitol Records, Ine.

In the “old davs" we used to
feature children's records as
a marvelous way to keep the
kids quiet on a rainy day or
out of the kitchen while Mom
is preparing dinner. “"Baby
sitter-appeal,” we called it.

Today TV has taken over
that role verv nicely., Bug-eyed
moppets are now quietly en-
grossed in hatchet murders and
gunplay on television, while
the aforementioned dinner is
being prepared. Any parent
who has tried to pry a child
loose for nourishment at dinner
time is familiar with the power
of television appeal.

Where does this leave the
children's record market? Ac-
tually, it puts it in a stronper
position than ever, because
children's records today must
have “‘parent appeal.” You have
to sell the idea that these rec-
ords .are desirable and neces-
sary for the child's develop-
ment, instead of just something
to make a noise and hold in-
terest. I think the television
competition is therefore essen-
Lially worthwhile and good be-
cause it places the emphasis on
better records for children—an
emphasis that both manufac-
turer and dealer must be aware
of to do a successful job in this
[ield.

Price and Quality

At this point it is necessary
to state that the children’s rec-
ord market is currently divided
into two price categories: rec-
ords selling at B0 cents or less,
and those around $1 and abhove.
The less expensive lines of chil-
dren's records are many. In
fact, it seems that anvbody with
access to a plasties plant ecan
get into the business overnight,
Maost of the records in this field
comprise simple songs and sto-
ries and offer, primarily, price
uppeall_ .

While the volume is high, the
dollar value 1s considerably less

than that offered today by the
better-class merchandise. How-
ever, each class of records has
its place and the wise dealer
will see that they remain in
their place. Cheaper records
must be displaved in traffic
centers, and they are bought
pretty much on impulse. Be-
cause the price is low, the profit
to the dealer iz less, particularly
in relation to the handling. But
idt all adds up at the end of the
ay.

The better children's records,
nowever, have a much more
“enduring” sale, primarily be-
cause the parent is keenly aware
of the nature of the record and
shares the enthusiasm of the
child. This assures the dealer of
repeat sales,

Capitol Albums

Perhaps I will be forgiven if
I use Capitol albums to illus-
trate. There are similar albums
in the libraries of other manu-
facturers, however, and I am
sure that their story is equally
sound,

Let's take Capitol's "Music
Appreciation” albums. They
are designed to introduce young
children to classical music thru
the device of a simple story line
that intrigues the child but does
not interfere with the presenta-
tion of the music in its original
form, Such an appeal inevitably
intrigues parents who naturally
want their children to have all
the advantages. When a parent
has been sold on the basic 1dea,
he or she iz an excellent pros-
pect for the purchase of perhaps
a dozen of these “Music Appre-
ciation” albums. At §1.15 apiece,
this runs into a respectable
volume for the dealer. .

From the manufacturer's point
of view, having a group of al-
bums dedicated Lo this impor-
tant objective, and with such
outstanding parent-appeal, it is
possible for said manufacturer
fo spend considerable money
prnmﬂhng his albums, thus
hringing business into the dealer.
I do not recall ever seetng any

[Cantinued on page I8)

Right Angles on Pop
Disks Spell Success

By MORRIS 5. PRICE

Viee-President in Charge of Sales
of Mercury Reeord Corporation

With =record manufacturers
turning out such a vast number
of releases each week, pop rec-
ords reguire specialty buying.
This can be done by the dealer
if he closely observes the forth-
coming popular market {rend
with his eves and ears.

If the dealer will obzerve with
his eyesz the assistance offered
to him by the various trade pa-
pers, he can he assured of hav-
ing a supply of pop records
when the df‘mﬂnd becomes evi-
dent.

Trade papers are often ex-
tremely useiul in acreemng the
many records coming to market
in that they are in an enviable
position to judge the particular
artist and the records with the
public, the dizsk jockeys and op-
erators. A typical example of
this is The Billboard and iis pop
charts, Their predictions are
amazingly accurate on forthecom-
ing releases. By using their tal-
ents of spotlighting material and
their weekly trade charts, no
progreszive dealer should be in
the dark for very long.

If the dealer will listen to the
salesman's samples of new re-
leases and has an inventory of
these records for the demand
created by the local disk jockey
and juke box play, that dealer
will get the store traffic and
profit most in this perishable
pop record market. However,
there is more to being a success-
ful record dealer than just sell-
ing pop records.

In my opinion, there are gev-
eral elementary and important
prerequisites in operating a suc-
cessful record department;

A. A clean inventory.

An inventory should al-
ways be kept in a neat and
orderly manner. Your dis-
tributor will be very happy
to replace shop-worn and

dirty sleeves of EP's and

I.P's at no charge. A pro-

gressive dealer should turn

his inventory about 10 times

i year. :

B. Attractive window dis-
plavs,

Sometimes a window dis-
play loses the maximum im-
pact by having too much
merchandise on display. A
dignified, well-balanced
window  display  creates
more interest and stops
more sidewalk traffie, which
will bring the customer into,
the store. Here again the
progressive dealer will take
advantage of all advertising,
materials supplied by the
record manufacturer, such
as streamers, easels, artists'
pictures, ete,

C. A good phonograph
plaver for demonstration
PUrposes.,

If the store is too small
for listening booths, a good
{.\hunngraph player should
w provided for customer
listening on the counter,
Where listening booths are
available, a good phono-
graph playver should be in
each booth, Where possible,
special booths should be set
aside for hi-fi buving only.

D. Trained personnel.

This point is the most im-
portant of all. The training
of the personnel should be
of prime importance 1o
every dealer. Sales people
should be courtecus to the
customer. Salespeople
should be thoroly familiar
with their stock. Salespeo-
ple should be impartial to
all artists and their record-
ings, and their first thought,
should be customer satis-
faction, thereby building a
better future for themselves.
and betler business for the
dealer.

Suggestive selling is used by
every retailer of almost every
commeodity in the merchandise

(Continued on page if)
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Know Your Customer,
Stock, Ability to Sell

MUSIC 13

Self-Service Accent in Shop

By BOB YORRE
Merchandise Manager
RCA Victor Records

Almost everyone in the record
industry—on every level of the
industry, too—can point lo spe-
cific areas in which there are
two record dealers, comparable
in every respect. One of these
dealers seems to operate a profit-
able business while the other
just manages to hang on. Geo-
graphically, economically and in
every other obvious way the two
shops are directly comparable,
Yet, one sells a lot of records
profitably, while the other either
sells only a few records—or sells
plenty, but unprofitably. There's
no price-cutting, by the way, in
this anonymous comparison. Why
the big difference?

Truthfully any answer given
could not be complete or be the
panacea which will make the
sick shop a healthy ene. But
there are many specifics which
can be- pointed up and which
can make a major difference in
any slow operation,

Record Customer

Look at it this way: Who are
the record customers of today
and tomorrow? There is, first
of all, the group which knows
music, likes it, rcan afford it.
They are the people upon whom
the industry has depended for
many vears. They buy each
new release. They have the best
record playing equipment they
can afford. They buy as many
records as they can possibly af-
ford. They assume that they are
experts—and often are. They
are lhe people on whom the
manufacturer can depend so well
that he knows how many to
press on almost any piece of
packaged merchandise without
fear of pgetting stuck with a
single copy. The dealer who
knows these customers ecan also
be sure of how many of what
1tem to order on a new release,

At the other end of the custo-

mer scale—or should T say po-
tential customer scale—is the
group made of those who do not
own a record plaver, perhaps
never have owned one. hey
know nothing about recorded
music except that it might be
nice to have around the house,
They don't know that there are
twao or three speeds, haven't
heard the phrase “"hi-fi" and
probably won’t hear it for an-
other two vears. These people
have vet to be sold a piece of
record playing eguipment.
“Listener's Digest”

It's for these people, for ex-
ample, that RCA Vietor has is-
sued the “Listener's Digest”
package of records and player.
It's for these people that we have
set aside a budget of some $500,-
000 to make them Lirst-time rec-
ord customers., The dealer who
goes out to sell these people will
be building tomorrow’s custo-
mers—if he sells them the right
merchandise and correctly. i

In between these two groups
lies, perhaps, the largest and
most readily reached untapped
market for the record industry.
This iz the customer group which
15 most often missed by the in-
dustry. This customer is inter-
ested in more and better records,
and better record playing equip-
ment. He doesn't know what to
buy, how to buy it. He heard
about “hi-fi" but doesn't gquite
understand it. For this indi-
vidual we have brought out the
“Hearing Is Believing” package.
We've also apprepriated and will
spend about $250,000 to promote
the package and build the cus-
tomer into a better and more
frequent consumer of phono-
graph records.

Three Markets

But-—and it's a big but—the
dealer must fully understand
that these are three separate and
distinet markets. They can’t be
reached all at once. You can't

{(Continued on page 22

Designs Sparks More Sales

New Materials Help Conversions
Which Point to Business Increase

By JOEL FRIEDMAN

The hasic change to self-ser-
vice merchandising of phono-
pgraph records has cued renewed
interest in the disk business by
manufacturers of store fixtures
and display egquipment, The im-
Eztus iz one that has largely

en ¢reated by the record man-
ufacturers themselves, who
have been responsible for the
swing to the theory of super-
market selling of records.

Accordingly, new developments
in display equipment have aided
the record dealer to make bet-
ter use of the store space at his
dizsposal, unquestionably the
chief problem with which disk
dealers are concerned.

The basic premise of self-
service as it applies ito the
record dealer is to allow the
customer to see more and, of
course, purchase more, Impulse
sales, foreign to the field prier
to the adapiation of self-service,
sre now part and parcel of
record merchandising.

With the coming of zelf-ser-
vice and its almost universal
acceptance by dealers thruout
the country, both the record
and display eguipment manu-
facturers were faced. with the
problem of designing new store
fixtures and selling aids that
would fulfill the desired sales
theory,

Capilol Pieces

Capitol Hecords, largely re-
sponsible for seli-service and a
host of new display pleces, has
pioneered in the field. Capitol's
introduction of browser boxes,
interchangeable modular units
that fit 7, 10 and 12-inch record
zizes and disk storage eguip-
ment has been received by
dealers thruout the nation with
tremendous acceplance,

Latest merchandising aid to
be introduced to the field b
Capitol is ordinary peghoard,
and along with that, the wide-

spread  use of  wrought-iron
stands, legs, ete, the latter
chiefly used because of s

great durability and economy
as compared to the cost of wood.

To complement the wuse of
pegboard, Capitol this vear is
mtroducing a line of wrought-
iron racks in all sizes, designed
ta hold sample copies of pack-
aged merchandise, In addition,
Capitol is introducing a new
“Acoustical Modular Listening
Booth,” which can either be
mounted on a  wrought-iron
stand or fastened to a wall. The
booth, which measures 24 x 27
x 86 (mounted) is open faced,
has its speaker concealed at the
top, and by its design., prac-
tically eliminates the pilferage
problem common to the average
disk dealer.

Harris Case
Typical of the many advan-
tages of self-service and the
usze of browser boxes is the case
history of A, Harris & Company,
Dallag record dealer who made
the switch to self-service.

“Proof of the self-service ad-

dition at A. Harris has been .

the great increase in sales since
our browser boxes were added
to the selling floor,” =said Vince
Lund, manager of the store’s
record department.

A. Harris & Company, using
the original browser box plan
developed by Capitol Records,
devoted one entire wall of the
shop as well as a group of 15
boxes at the entrance to new
units. A zhelf, three feet In
height, was constructed to hold
19 boxes of carcfully filed, long-
plaving records. The 15 other

e

boxes were arranged on contem-
porary black wrought-iron
stands for flexibility of displav.
The convenient height of the
boxes makes leisure browsing
and buving a pleasure for the
customer, regardiess of his or
her size,
Dizsk Arrangement

The arrangement of records
adds still more comfort to shop-
ping. Classics and Pops are sep-
arated and ingeniously filed
under completely different sys-
tems. Classical music is arranged
alphabetically under the names
of composers, while pop music
is filed alphabeticaliy wunder
tvpe, 1nstrument, composer or
artist, depending upon which
classification is the sclilng point
of the record.

Some of ithe geoneral musie
classifications are “ballet,” “ac-
cordion,” “bop.” When an artist
15 extremely popular, his
records will be filed under his
own special claszification, as in
the case of Nat (King) Cole,
Jackie Gleason, Eddie Fizsher or
Bing Crosby.

Wall space above the browser
box shelf iz also pul to excel-
lent use by the placement of
three narrow display shelves,
These shelves serve as a show
place for records being cur-
rently promoted by the store, or
as a display for special record
purchases made scasonably
available to the customer,

“We tried to plan intelligently
every detail of self-service, with
the comfort and convenience of
the customer foremost in mind,”
said Lund. “We put ourselves
in his place and tried to figure
oul what he consciously or sub-
consciously looked for, and con-
sequently promoted hizs sales
receptiveness when record shop-
ing." .

Premium Records Lead Retailers’
Methods of Pushing Disks, Phonos

Premiums play a far bigger
part in the promeoetion of records
and phonos than price sales,
according to a Billboard sur-
vey of the merchandising op-
erations of dealers.

Altho some dealers have
moved old stock by cutting
prices, the majority of stores
polled indicated that the old
give-away gimmick to move
regularly priced merchandise 1is
the biggest traffic builder. One
of the most popular premium
stunts in the record field is the
club plan, whereby customers
receive one free record when
they buy a specified amount of
other disks at the regular price.
Phono sales were also increased
by offering free LP premiums
with each set sale.

The newspapers snared the
lion's share of the dealers' bud-
gets, with store and window dis-
plavs running a rclose second.
A limited amount of dealers
use radio, but those who do list
it as their number one promo-
tional-outlet, Very few dealers
can afford to advertise on TV
now, but several have worked
oul tie-up promotions with lo-
cal drive-ins and movie houses,

A report on some of the more

interesting dealer promotions
follows:

WALTER OFFTERMANN
OFFERMANN'S

New Paliz, N. Y.

COffermanns promoied sales of
Columbia's $27.85 phono last
month by offering a free EP
(cost to the dealer 90 cents) to
every set buver. Newspaper ads
were used, and while the increase
in phono sales was slight, “store
traffic pgreatly increased and
much interest was aroused.”

WILLIAM SHORTAL

BILL'S RADIO SHOP
Wood River Il

Tape recorder sales here went
up 20 per cent as the result of
a promotion conducted last Jan-
uary on Electronic, Webecor and
Crescent tape equipment, priced
to $149.95. Radio played the
maost important part in the cam-
paign, backed up by extensive
newspaper, direct mail and
-point-of-sale  displavs. Co-op

- money from manufacturers and
distributors was used on radio

and newspaper ads. The store of-
fered buyers special time terms
of 10 per cent down and no car-
rving charges. with payments
running from $5 to $10 a month.

BOB MARTIN
PALO ALTO MELODY LANE
Pale Alto, Calif.

Last May the Palo Alto Mel-
ody Lane ran a three-day pro-
motion to introduce Columbia's
$24 .95 Ehﬂnﬂ_ Tving in with the
local Chamber of Commerge, the
store sponsored “"Greater Down-
town Value Days" as part of its
Columbia promotion. No co-op
maney was used, but manufac-
turer's ad mats—cut and revised
—wereg run in the local paper,
suppiemented by "unorthodox,
chatty ads” i1n The Stanford
Dailyv, a campus paper. Model
200 phonos were sold as a di-
rect resuit of the promotlion,
and Martin reports that the
push stimulated sales on other
machines and records,

CARLISLE A, ANGLEMIRE
ANGLEMIRE'S
MNazareth, Pa.

Anglemire’s increased its
phono sales 50 per cent last Au-
gust when the store staged a
special three-day sale on Decca's
%2995 three-speed phono at
519,95, The sale was mainly
puszhed thru the newspaper ads
which carried a list of the eight
top-selling records, along with
copy for the Decca player. The
sule helped sell more expensive
phono models as well.

C. J. WOOD

THE MUSIC STATFF
Texas City. Tex.

C. J. Wood reports that phono
and record sales were 31V: per
cenl higher than last vear, as
the result of a special promo-
tion staged on phonos, Cus-
tomers were given $2 worth of
records with each purchase of
a record player. The promotion
was advertised in newspapers,
radio, and via store and window
displays. No distributor or man-
ufacturer co-op money Wwas
used,

AUSTIN BALL
THE MELODY SHOP
Fort Worth

Radio increased this store's
phono sales 30 per cent over the

previous three months. The
store boupght time over a local
station to plug a sale on Decca
phonos. Co-op moeoney [igured in
the time buy.

G. B. FRANK

FRANK BROTHERS
Millersburg, Pa,

The store is building its cus-
tomer-roster with a club plan,
whereby customers pay $1
weekly for 25 weekd then re-
ceive their choice of a specific
list of appliances, toys, ele,
along with %25 waorth of mer-
chandise of their own selection.
A similar club plan is set up on
a of-week basis. Members un-
able 1o finish their time pay-
ments recelve credil for amount
pald in. The premium cost to
the dealer is about 10 per cent
of the amount the custpmer
pays in. Direct mail is the most
important medium used, with
newspaper advertising and store
and window displays ranking
next, in that order.

MARY E. GELINER
KATZ DRAUG COMPANY
Kansas City, Mo.,

The Katz chain, which oper-

ates in Kansas City, Mo.; 5t
Joseph, Mo.; 5t. Louis; Des
Moines, and Okiahoma City,
credits its July promotion on

Decca’s $19.95 phono with “sav-
ing our summer business.” Mary
Geliner reports thal the drive
increased sales 12 per cent over
the July =ales last year, and
terms it “our most successful
phono-promotion.” Co-op money
was used on newspaper ads, and
buvers received premium gifts
urtfuur Varsity LP's with each
oo £ =t 8

AUSTIN BALL

THE MELODY SHOP

Fort Worth

In co-operation with Motorola,
The Melody Shop mailed out a
slick-paper booklet, with celor
pictures and news features

about Motorola sels and music.

The best results, according to
Austin Ball, came from mailing
them to offices of doctors and
dentists, barber and beauty
shops, real estate firms, ete. The
booklet, “Crest,” iz issued six
times a year. Altho this was pri-
marily a TV promaotion, Bal}

{Conltnued on page J3)
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By SOL. HANDWERGER
National Publicity Manager
M-:-M Records

THe Importance of packaged
merchandize—surprizing to some
dealers—is well known to those
record retailers who have been
handling, merchandising, pro-
moting and selling the motion
picture sound ftrack albums.
And rven those dealers who
only recently saw the light re-
member such M-G-M Records
best sellers as “Annie Get Your

Gun,” "“Good News" “Show
Boaat,” “American in  Paris"”
“Quo Vadis" and “Julius
Caesar.”

These were only some of the
packages in the constant stream
of albums featuring music and
dramatic highlights from fa-
mous motion pictures, (It all
started almost eight years ago
with a scuvenir collection of
songs from the M-G-M Iilm
“Till the Clouds Roll By.”

That the box-office appeal of
the movie is directly tied to the
ultimate sale of sound-irack
packapes 15 obvious, M-G-M,
both the movie company and
the record company, has
teamed to use the film and its
exploitation possibility along
with the alhum and its exploita-
tion possibilities to the end that
both the record dealer and movie
exhibitor will benefit,

Success Hecord

That this mutual form of ex-
ploitation has been eminently
successful on the record level is
evidenced by the fact that the
last 10 sound-track albums put
out by this company have all
placed on best seller list. Here's
how it's done—and how the rec-
ord dealer can take advantage
of and reap benefits from the
work.

Long before the local publicity
campalgn begins, the record
company starts to pour out pro-
motion material to a mailing
list of hundreds of newpapers,
magazines, 4,000 radio contacts
{disk jockeys, librarians, pro-
gram directors), 3,000 juke box
operators, department stores,
chains and about 10.000 inde-
pendent retail record shops. This
material—available to all deal-

Movie Houses, Shops
Sell Sound Tracks

ers, of course—includes streams-
ers, hangers, window cards, her-
alds, supplements, colorful
Scotch tape-type stickers, racks,
dummy album replicas and ad-
ditional devices.

When the campaign is also at
the level of the local motion pic-
ture exhibitor, too, then a ree-
ord dealer can really sink his
teeth into exploitation maneu-
vers which result in extra sales.
Theater exhibitors, unlike many
record dealers, consider them-
selves in show business. They
know well how to make use of
the public interest in show
people, the public clamor for
glamour. Some of the best win-
dow displays can be set up with
the aid of a movie exhibitor.
He can help In many ways, in-
cludirp the supply of display
materials, stills, photos, etc.

Window Contesis

The success of tie-in windows
has been proved time and again.
Working with the exhibitor can
result in other tie-inz—like the
plaving of album selections In
theater lobbies on a record
player or a juke hox, The in-
dependent activities of theater
managers in obtaining displavs
in record shop windows has be-
crome such an important factor
that M-G-M Hecords recunﬂy
began sponsoring window dis-
play contests in  which cash
prizes are evenly divided among
co-operating exhibitors and rec-
ord dealers. This began with the
release of "“Annie Get Your
Gun.” Almost 300 entries were
received for that contesl.

The plan was repeated for
sAmerican in Paris,” and the
entries reached the 1,000 mark.
The most recent contest, for
“Seaven Brides for Seven Broth-
ers.” iz nmow under way and to
dates entries have already
passed the 1,500 mark!

With each new sound-track
album, specialized and local
ballyheo stunts came into play.
Dealers can set up or participate
in any of these promotions by
contacting local distributors or
the M-G-M Records home office,

There is no limit to the kind
of promotion which can be
staged to tie together the big
films and the big albums.
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Al:dult Disk Market
In Rapid Expansion

® Continued from page 1

special event in the record
scene, is a more frequent occur-
rence. It car cost up to $100, as
in the case of Columbia's Liter-
ary series, or $7.50 for a single
record, as in the case of West-
minster's new hi-fi “Lab™ line.
It still is directed at the adult
with more than a loose 89 cents
in hizs pocket. Or if not the
adult, then his junior with an
indulgent allowance.

The Westminster and Colum-
bia disks cited are admittedly
exotic examples, Yet they illus-
trate the point that today’s rec-
ord business has expanded to
the point where it satisfies the
desires of ever more potential
customers, The perimeter of
disk interest i: constantly being
streteched.

Want to hear a heart beat? It's
on the record. Ditto with a
dissertation on how to mix
cocktails, How about a private
fiddle lesson from Louis Per-
singer, the teacher of Yehud:
Menuhin? Or the Bible, com-
plete?

One of the most recent exam-
ples of a plush album, listing at
a hefty $27.50, is “Bing,” This
Decca discography of tne
Groaner has taken off quickly
and appears headed for sus-
tained sales Its prime appeal?
The 30-plus buyer who was
brought up in the Crosby era
and finds particular relish not
only in the Crosby crooning, but
in the smart, informal talk that
recalls a past musical period.

One of the most phenomenal
successes of a fancy package
aimed at the grown-up, once-
upon-a-time pop buyer, of
course, was the last Glenn
Miller set., As a “Limited Edi-
tion” it moved well over 90,000
albums and, today, dealers who
still have some cached away de-
mand and gelt premium prices
for them. This fall, RCA Victor
will issue another Glenn Miller
bumper pack to capitalize on
what seems a tremendous de-
mand. (See separate story).

On the classical side, exam-
ples of “adult” elicks are no less
startling, even tho the field has
always been the prime province
of "he mature collector.

One of the greatest stimulants
to increased sale of classical
disks has been the new stress on
hi-fi, Dig thru all the claims,
some exaggerated bevond rea-
son, and the simple fact holds
true that records made in the
last couple of yvears sound better
than ever, when played on suit-
able equipment.

This has enabled the phono-
graph record, and the entertain-
ment it holds., to compete suc-
cessfully with other media that
constantly vie Jor the attention
of the adult. As the teen-ager
approache: adulthood he has
more money to spend, as a rule.
But the demands on his time are
also greater. In the modern rec-
ord, a prowing number are find-
ing that the purchase cost is
well worth the repeated pleas-
ure it affords.

New Experience

If he is one who has sue-
cumbed to the blandishments of
hi-fi, and he must be an adult,
for the custom equipment costs
dough, he provides in his home
a listening experience that was
undreamed of even a few short
Vears apgo.

And it iz onlv to a slightly
lesser degree that the mass of
new phonograph buyvers today
enjoy the experience of glorious
sound in the home. The $100-
plus player, too, never sounded
so good.

If there is any dealer lesson to
be learned from the trend, it is
that some portion of their pro-
motion, mavbe more than be-
for=, now be directed intelli-
gently at the grown-up buyer.
This will attract him-into the
store, and when he is there se-
lection of disks must be made a
pleasant experience. And he
must have a decent place to try
oul the prospective purchase.

Quality Kidisk Line Growing

® Continuwed from page 12

leases in its 25-cent Playtime line.
In the name field, there will be
kiddie-pop disks by Rosemary
Clooney {(both as a single and on
two Christmas sides with spouse
Jose Ferrer) Art Carney (“A
Christmas Story" and a new ver-
sion of “The Town Musicians"),
the Mariners, Gene Autry, Red
Buttons, and Robin Morgan. child
star on the CBS-TV. “Mama"
series, :
Capitol Records is putting in-
creased emphasis on its “quality

line” "and special merchandising

gimmicks —tie-ups with Boro
phonos, dolls, counter card blow-
up, ete. They've also designed
special kiddie merchandise carry-
ing the Bozo trademark, which
categorize all Capitol kiddie mer-
chandise and make it easier for
the dealer to ﬁrnup his records.

Under the direction of Alan
Livingston and Dave Cavanaugh,
Capitol's kiddie line brought out
a new “Music Appreciation™ series
for children last August, featuring
specially written stories (narrated
by Don Wilson and Art Gilmore)

with musical backgrounds from
“The Nutcracker Suite,” “Carmen”
and “The Seasons,” with music by

the Continental Syvmphony Or-
chestra.
“"Record Readers”
Another Capitol series, "“The

Record Reader,” introduces chil-
dren to instruments of the orc-
hestra, and incorporates some of
the label's best selling disks
from its “Learning Is Fun'' series
and *“Hopalong Cassidy™ and
“Woody Woodpecker" packages.
Also on Capitol's fall agenda is
an album of tunes from the forth-
coming Dizney film “Lady and the
Tramp” packaged with a 20-page
color book plus new Bozo, Eddie
Elantc:-r. Jerry Lewis and Mel Blanc
sides.

Decca’s fall kiddie line will fea-
ture Frank Luther's new “A Child's
First Record” series, a new eight-
record package, specially pro-
duced for the nine to 30 months
group. The Luther series marks
the first public airing of Luther's
new pattern for children's records
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ONE OF CAPITOL RECORDS' newest window and in-store display
pieces highlights the firm's classical merchandise and the FD5 tag-line.
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THIS LARGE cut-out window
display piece issued by RCA Victor
highlights the maestro's five new
album packages plus two of stand-
ard best sellers,

with everything from mambos to
Mozartlike minuets featured in
the line-up of 12-inch $2 platters.
The series has been awarded the
Parent’s Magazine Senl of Ap-
proval, and Decca is providing
dealers with an unusual display-
browser rack, designed as a coun-
ter-top replica of a child’'s playpen,
to display it.

Decea Angles

Decea also
merchandising angles for dealers
in two TV record packages. One
features two albums by Jack Barry
and his CBS-TV "Winkyv Dink and
You" cast—"Winko" and *“Magic
Cravons Make Magic Pictures."
The other includes two new seis
in the “Space Patrol” series. Both
will receive extensive TV promo-
tion. Other Decea kiddie items
this fall will be a new Sergeant
Preston set (“Case of the Indian
Rebellion™), a new Jon Arthur set
and Kitty Kallen's first kiddie-
pop disk.

Mercury’s fall line will feature
11 new Childcraft releases and six
new Plaverafl disks. The Child-
craft releases include an “Opera
for Children" disk on "“Aida,” a
“Christmas Carols" package, .a
patriotic platter (“Star Spangled
Banner” backed by “Pledge of
Allegiance™), “Favorite Marches
for Children.” “David and Goliath"
backed by “Noah's Ark," “Sorcer-
er's Apprentice,” “Trip to the
Dentist,” and the “Christmas Tree™
which features Claude Raines as
narrator. Hugo Pereiti’'s orchestra
is featured on most of the sides.

Mercury Playcraft

In the Playcraft series Mercury’'s
kiddie artist and repertoire heads,
Lugio Creatore and Hugo Peretti,
have lined up new kiddie-pop disks
by Patti Page and Eddy Howard
and two new ‘'Lady in Blue” {June
Winters) and “Super Circus" seis.

Little Golden Records will bring
out a new classical music package
this Oectober, designed to introduce
the parts of the svmphony orches-
tra to the musical novice, Tagred
“A Child’s Introduction to the
Orchestra,” the set features eight
seven-inch records boxed in a
special carrying case, and is avail-
able in both 78 and 45, marking
Golden's first fling with 45, The
box which e¢an later be used as a
child's record storage cabinet, re-
tails at $3.95 and will be backed
with heavy promotion.

Gelden is also planning an extra
promotion push behind the label's
first “Bugs Bunny" and Roy
Rogers sides.

And there you have it—fall kid-
die record plans of the major
labels. With the birthrate on the
increase, dealers are faced with
a potential kiddie record market
of millions, exceeding anvthing in
their past experience. The record
companies have supplied the ma-
terial. Now it is up to the dealers
to follow thru with local promotion
and sales-savvy. At the same time,
they will autoematically be building
a solid relationship with the teen-
age record fans of tomorrow.

k=

THIS 15 Pentron's Dynacord, a
professional tape recorder with the
Model DP-100 pre-amplifier, which
will retail at 3500 complete.

www americanradiohistorv com

Displays on Top Packages

® Continned from page 11

has some effective

types of material available for
self-service units, Such items
as browser boxes, self-service
bar, titlé strips, clip-on signs,
ete,, are available from the firm,
and Capitol also has prepared a
booklet showing how other stores
are using these self-service fea-
tures,

All of the window displays
prepared by the major firms for
the fall season are tied into na-
tional advertising campaigns and
include other store merchandis-
ing material, from catalogs and
brochures to streamers, banners
and hangers. Of course the [irms
have merchandising malerial
available on manv of the other
sets being issued this fall in ad-
dition to their powerhouse pack-
ages. All of the merchandising
aids can be obtained from the
distributors of various companies.

In addition to the merchan-
dising aids prepared by Decca,
Columbia, RCA Victor and Capi-
tol, many other firms, such as
M-G-M, Mercury, London,
Coral, Epie, Essex, “X," West-
minster, VYox, Vanguard and
Urania, also have materlals for

display purposes on their top al-
bum releases, This material is
also obtainable from the dis=
tributors.

There is enough new mgrchanu
dising material available for the
fall season for dealers to present
new window displays every
other week from now until
Christmas, and to dress up tha
store every week. Dealers can
easily combine the wvarious dis-
plays, or make up their own out
of the material obtainable. Dis-
tributor salesmen will be pleased
to help dealers prepare new
windows incorporating the new
displays, streamers, easels, ete.

The use of new merchandising
ad display materials in windows
and on counters serves a three-
fold purpose, They help keep

windows attractive, bring traflic

into the store and interest more
people in records. The record
firms have designed all their
new material to help the deal-
ers move mere records and
phonographs. 1t is a wise dealer
who takes advantage of ready-
made material 1o increase his
volume of business.

Right Angles Spell Success

® Continued from page 12

field. However, this one very
important selling aid 1= being
neglected by the average record
salesperson.

A pood progressive dealer

should train his salespeople for
suggestive selling. The sales per-
sonnel should know the various
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THE STEELMAN deluxe model
phonograph  has  two  six-inch
spaakers, eight watt output, and is
available in blonde or mahogany,

tastes and likes of his customers
in the music field. When a cus-
tomer purchases a Palll Page
record, the salesperson should
suggest several other Patti Page
recordings, particularly in the
EP and LP line. When a cus-
tomer purchases a Minneapolis
Symphony recording, certainly
that salesperson should suggest
other LP's recorded by Dorati
and the Minneapolis Symphony.
In this way will the =zalezperson
be able to create a better per-
sonal relationship between the
customer and the store, and also
be in a better position to build
more profitable sales for the
dealer.

A pood progressive dealer has
a complete stock of classical rec-
ords in all speeds. This progres-
sive dealer also maintains a com-
plete stock of kiddie records be-
cause the “small fry" are be-
coming more and more impor-

tant to the record dealers. Where
the physical lavout of the store
warrants it, a good dealer will
have a “kiddie corner.”

The classical record buyer and
the kiddie record buyer are also
the pop record buyers, therefore
suggestive selling becomes very
important in each one of these
rategories.

Remember, when a customer
goes into a record store he is
there for the sole purpose of
spending his money for his lis-
tening pleasure. This customer is
in a buying mood, He is at peace
with the world. He has no ag-
gravations. He is content with
everything. That is the reason he
is in a record store. If you cannot
satisfy his musical needs, he will
go to your competitor.

For some time now the trend
has been to self-service record
departments. A customer likes to
browse thru records the same
way that they do in book stores.

The browse box and the sell-
service racks are therefore be-
coming a very important factor
in moving package merchandise,
and there is no reason why
these same browse boxes cannot
help but move a number of pop
records il they are properly dis-
played.

THE WILCOX-CAY line this
fall Includes tHis unit which re-
eorcdls o tape, disk, from tape to
disk, ar from disk to tape.

A FULL WINDOW at the Haynes-Gritfin shop in New Yaork was de-
voted to Capitol's Frank Sinatra. Centerpiece, the Sinatra cutout, was sur=
rounded by many colorful albums and record-playing equipment.
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GREATEST SELLING IDEA SINCE i“45
G | t . - d.g t f
t f tw | | ty
+;§3_§‘;*£Eﬁ*f§g:?%’”%“”* Today, there are 21,000,000 homes that neither we
o ;m:rﬁ”‘%fxfj " nor other phonograph manufacturers have been
i ” able to sell.
25 uuu 000 To reach the undeveloped mass market—one out of
' ' every two homes—the brand-new Listener's Digest idea
o was born. Listener’s Digest lets you win customers by
homes have phunngraphs offering a short cul to culture . . . the pleasure and
' prestige in knowing classical music.
G N *jﬁ%ﬁ*ﬁfh it n R :?:i S This is the Listener's Digest: an automatic
,gﬁ?’g §§§§§ - ;ﬁ‘?%g; - wﬁﬁj"‘i‘gwfw “Victrola’ 45 phonograph, a 42-page musical enjoyment
:52_; L gwﬁg G e guide, and 12 of the world's best loved classics,
: "‘} - co skillfully condensed that—like stories in a “digest”
magazine—nothing seems lo have been lefl out!
21 ,000, 000 Here's great music made friendlier, easier to like—
e I through condensation.
waltl"g tn he su d Once before, you accepted our analysis of a similar
- problem. Today “45” is alive with profits for everybody.
: T — — Listener's Digest promises to be an even bigger
ﬁg?aﬁﬁlm@%f‘ﬁ%% . . * opportunity for all of us to sell up the nation to belter
S %*%ﬁmﬁffiﬁ; recorded music and phonographs,
POPULARIZING THE CLASSICS TO DOUBLE YOUR BUSINESS g
Three-in-one offer;: 10 RCA Victor “45 Extended Play™ records
condensing 12 best loved classics, worth almost $60 in complete
album form . .. PLUS model 45EY2 automatic **Victrola™ 45 phonograph
that formerly sold for $34.95 alone . . . PLUS 42-page $ 95
musical enjoyment guide. All listing for only 3
({Listener’s Digest olso avaollable with poriable ‘
model 45EY3 or deluxe table model 45EY4 listing of $54.95)
Suppested Eosfsrn [isf prices shown, subject o change without motice.
RCA Vi CTOR .

RADIO CORFORATION OF AMERIGA,
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NOW! RCA VICTOR CREATES A
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have at least one on your counter at all
times if your “Hearing Is Believing”
promotion is to be a success, Constructed -
of sturdy cardboard. Holds 12 Long Play
and 12 “45 EP” records. Fits easily on any
counter. Order this outstanding, self-service
unit through your RCA Victor Record
Distributor today.
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IT INTO YOUR STORE!

Cash in on the brilliant, new

MASS MARKET FOR HIGH FIDELITY

On one side, it’s a dramatic demonstration of the difference between old

sound and “New Orthophonic’ High Fidelity. On the other, selections from

“Hearing Is Believing” Campaign...
the promotion that brings
- High Fidelity to the masses!

9 just-released “New Orthophonic™ albums. The amazing price? Only §1
for the Long Play version ($5.95 value); and 35¢ for the “45 EP” version
($1.58 value).

It can’t miss making thousands of new customers for High Fidelity. And
to make doubly certain, RCA Victor has readied the most powerful promo-

tion ever prepared for a single record. Read the details here, Get set 1o

Here it is. .. the new, profit-building record all America will soon be talking
about. “Hearing Is Believing”—the exciting record that demonstrates High
Fidelity in terms the common man can understand nnd builds a profitable
new mass rharket for you.
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Here are the smart, hard-hitting ads that will bring customers into your store in
droves. Two-color, eye-catching, double-page spreads in some of the nation’s biggest
magazines: The Saturday Evening Post, Esquire, Look and Better Homes and

.
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Order lhu_e mats thmuEﬂ :.'nur_ RCA Victor distributor today. Schedule them to run
in local newspapers at the same iime factory-placed ads are appearing in big-
circulation magazines, This way you get double the impact—and valuable identifi-

tie-in with our tremendous, traffic-building national ads . . . order mats for
your own local campaign . . . get in-store aids through your distributor.
Above all, order plenty of “Hearing Is Believing” albums. Don’t get caught
short on this sure-fire, mass-market high fidelity campaign.

mmmmmm

]

.Pm expert salesman for- nnl:.r a mere fracunn of the cost . .

. nu!nrfu] pennant set

. that will really sell. String up several in your store in heavy traffic positions where

PLUS these powerful selling aids.
available now through your RCA Victor distributor

WALL HANGER. Just what you need to do a bang-up selling job in
windows, on walls and in listening booths. Two colors, 12" x 36".
COUNTER CARD. Mounted, easel-backed reprint of the two-color
“Hearing Is Believing” national ad. Use on counters, in windows,

on aisle units.

PRINTED TAPES. Put these hard-selling tapes up all over your

store . . . they'll stick on any surface. Use them and watch your sales go up!

LAREL PINS. Make sure every one of your sales clerks wears one ‘
of these eye-catching pins. Don™t wait . .. order a good supply of pins today.

IM PQRTA HT: “Hearing Is Believing” was produced for
the millions who are not acquainted with modern high fidelity sound.
Your regular high fidelity customers will be more interested in

RCA Victor's “An Adventure in High Fidelity™ (LM:1802).

www americanradiohistorv com
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they can’t be missed. Order through your RCA Victor distributor right now!

BASTIND el

Prices suggested list, incl. Fed. Excise tax. Add local tax
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Expansion of Tape Industries
Not Reflected in Disk Figures

New Devices, Firms Enter Field,
But Impact on Records Is Far Off

By STEVE SCHICKEL

The tape market, a relative
newcomer to the field of musie,
has been following predictions
true to form. The marketing of
both pre-recorded tape as well as
tape recorders and playbacks are
all on the up-swing. New ideas
are being formulated and pro-
duced, new firms are entering
the market and research is find-
ing more and more ways to make
theze items practical and sal-
able over the nation's record
counters.

In the last few months the
tape field has been everything

——mrwEr s —T—————

Pentron's new multi-speed tape
recarder, Model TR-4, which in-
cludes dual track push-button re-
cording, separate erase heads and
magic eye, to retail at $189.50.

but static. Industry leaders are
finding more ways to gain public
appeal, and all but a very few
hold an optimistic outlock for
the future, The immediate fu-
ture, that of Christmas sales, is
already finding manufacturers
of all items in the field turning
out products at an accelerated
pace.

New firms have been formed
on the initial impaet of the
market, and established firms
are developing new lines or new
merchandising gimmicks for set-
up lines. All industry heads
agree on one point; that is, 1954
will be the biggest year vet in
the sale of tape, playbacks and
recorders.

Pre-Cut Tapes

Pre-recorded tape in par-
ticular, prebably the touchiest
branch of the field, is making
Emgtess. True, progress is not

eing made at a staggering pace.
However, new lines and new
firms are still coming into the
field regularly.

There are two schools of
thought emerging in the pre-re-
corded tape field. The first be-
lieves that pre-recorded tape
will, for the most part, be even-
tually controlled by existing
record companies which already
have a backlog of recorded
music. It feels that the record
firms can take the tape masters
of their current disk items and
record them on pre-cut tapes
much easier, cheaper and better
than newconfers to the field.

The other viewpoint holds
that tapes will be the ultimate
market for music, eventually
replacing disks, and that now is
the time to get on the band-
waﬁun. This group feels that the
diskeries are waiting too long to
enter the market (with the ex-

— - — = _—

THIS 15 V-M's new "sell your-
self'' counter demonstrator unit to
aid dealers in selling the firm's
Model 700 tape recorder. The
demonstration display piece also
contains a pocket which holds a
supply of V-M literature.

s |y

ception of RCA Victor, which
has already made the plunge)
and that a new firm making its
bid now will be an established
firm and making money by the
time the remaining diskeries
wake up. \

Both schools of thought have
considerable argument for their
theories, and either could be
right as the situation now stands.
It is conceivable that the market
is ripe for both, regardless of
the time element, and only time
can tell.

Console Eniry

The beginning of the month
found a new pre-recorded tape
firm entering into the market,
Console Recordings, Inc,, of Chi-
cago. The firm, headed by Robert
Creed, will market pre-cut tapes
with pop music only. The initial
release of two or three reels is
scheduled for October 15, and at
least one reel every month
thereafter. Prices are, according
to the firm, going to be less than
$10 per seven-inch reel, and
special ga:kages will be made
up for the Christmas trade. The
company will use its own stable
of artists and cut in full bands,
vocals, instrumentals, as well as
instrumental solos. )

It is known that other major
record [irms besides RCA Victor
have indicated they will produce
pre-recorded tapes. OWEeVer,
nothing has been made definite
yvet as to the time they will enter
the market. Webcor, Tempo and
A-V Tape Libraries are in
the field already, and have
been making steady headway
across the counters. These firms
have already built up and are
continuing to build their librar-
ies.

Another firm, Hack Swain
Productions, has recently re-

PICTURED HERE
$29.95 tape playback unit being

is the new

produced by Bell Sound System,
Inc.,, Columbus, O. The unit is
shown as it is used in conjunction
with @ 78 r.p.m. turntable from
which it derives its power.

leased nine new half-hour tapes
containing 10 selections each.
These tapes are retailing for
$9.85 for the seven and a half
inches-per-second reels and $6.85
for 1;:htar three and three quarter
regis,

EP Tapes

A . new and different inno-
vation in tape itself is the recent
announcement by the Minnesota
Mining and Manufacturing Co.,
and the Reeves Soundcraft Cor-
poration. Both firms are now
manufacturing an extended-
playing tape which holds 50 per
cent more music. These tapes
have the same characteristics as
the regular lines of tapes put out
by the firms, with the exception
that the tape is thinner and
therefore one reel of the EP
tape holds as much as one and
one-half of the regular tape.

Playback Units

. The playback segment of the
industry is probably the most
anxiously viewed by all mem-
bers of the trade. It is here
where future sales of pre-
recorded tape are said to lie, In-
dustry spokesmen claim that as
soon as the public is able to bu
a relatively low-cost playbac
unit in quantity, and at most
consumer retail outlets, then
and only then, will pre-recorded
tapes jump in demand to where
it will become a major factor in
the field of music. These same
spokesmen claim that day is not
very far off.

The Pentron Corporation al-
ready has a playback unit on the
market. However, this unit sells
for $11950 and is thought by
some to be too high priced to
create much stir. The firm itself

evidently feels somewhat along
the same lines, for they have an-
nounced they will soon enter the
market with another playback
unit, this one to retail at $87.50.
This unit will be backed by an
extensive advertising and pro-
motion ecampaign which will
cover all medias and will tie in
with a new display unit de-
signed for all of Pentron's gear.

The playback question seems
to be resolved further with the
announcement recently by Bell
Sound Systems, Inc., Columbus,
0., which is marketing a new
unit designed to play in connec-
tion with any 78 r.p.m. phono-
graph. The unit sets over the
Ehunn*s turntable and is driven

¥y the phonograph’s motor
rather than a drive of its own.
It can be used either with a pre-
amplifier (retail $11.95) or can
be played thru the magnetic
cartridge of a better class or
hi-fi phono. The tape playback
retails for $29.95.

It is known that there are
other firms contemplating enter-
mmg the playback field, and if
and when they do, leaders point
to an immediate up-swing in
tI:I_rna-aﬂ.lf. tape sales and produc-
ion.

The Recorder Field

Tape recorders are far from
out of the picture. There are
those that feel a recorder should
take a back seat to a playback
unit. Then there are those who
feel that the recorder, which ecan
also be used as a playback, has
other sales points to offer and
therefore contains plenty of ap-

eal for the consumer. As usual,

oth sides have their talking
points, and both are relatively
safe for the time being.

Recorders are still being mar-
keted in three groups and find-
ing steadily rising sales scales.
The professional group is still
going strong. However, it is the
middle-priced and low-cost units
which are getting the lion's
share of the market. These two
grades are gl'll:tting the promo-
tional push, the high advertising
lbnuldsgets and the high fidelity la-

E L]

The two groups are generally
called the Semi-Pro and the
Home group, with the former
gnce range running between
$200 and $300, and the latter go-
ing for $100 to $200. Altho sales
in the Semi-Pro group are hold-
ing good to better, it is the Home
group which is currently getting
the full attention of the manu-
facturers. Of all firms replying
to a survey conducted by The
Billboard, the majority are giv-
ing the Home group their prime
attention and promotion push.
Most of the emphasis is being
placed on the Christmas market
and is being aided by all sorts of
advertising and sales aids.

New Units

Some of the new units to hit
the market in the last two
months include the following:

The Three-Dimension Com-
pany, & division of Bell &
Howell, models 350 and 355.
Both of which are still in pro-
duction and are due for release
soon thru the marketing chan-
nels of Columbia Records. The
units will be labeled “Columbia-
Bell & Howell." Other new mod-
els since July are the Console
Stereotone and the TDC port-
able. The console model retails
at $337.50, while the portable
retails for $%$249.50. The firm is
also marketing a 12-inch ex-
tended-range cabinet speaker for

pro—— e -

AN ELECTRIC clock which also
lights up colorfully is made available
to record dealers thru their M-G-M
Records distributors,
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browser boxes complete with multi-coler sign. The unit holds both seven-

inch and’ 10-inch records.

Kidisk Parent, Profit Appeal

® Continued from page 12

consumer advertising of any
sort selling individual records
in the cheaper class. Therefore,
the burden is completely on the
dealer to explain and sell them.
But in the high-priced merchan-
dise, good promotion can do a
large part of the job for the
dealer, and it does.

Hecord Headers

Moving up the price brackets,
we have Record-Readers which
list for over $3.78. A good ex-
ample is “Sparky's Magic Ba-
ton" currently released, which
introduces a child to the instru-
ments of the symphony orches-
tra. Any parent is immediately
interested in this album when
it has been brought to his at-
tention. I emphasize this be-
cause the manufacturer cannot
do the entire job. If a dealer,
thru display and personal dis-
cussion, will bring albums of
this type to his customers’ at-
tention, he can increase his sales
substantially and such sales will
be maintained and will grow.

Offhand, I don't know what
the statistics are on the number
of families having children un-
der 10 years of age. But cer-
tainly 25 per cent or better of
the adults that come into the
average store must have chil-
dren at home in this age group.
And vet a very small percent-
age of them ever think of buy-
ing a record for a child while
they are buying records for
their own enjoyment. Thru the
adroit use of display material
and a little word-of-mouth pro-
motion, a much larger percent-
age of these parents could be
made to realize that it is an
obligation to a child to bring
good records into his life.

Lesson Disks

Another kind of record that is
currently growing in appeal is
what might be called “behavior
albums."” Capitol classifies them
in a series called “Learning Is
Fun." They concern good table

manners, taking care of pets
and other pertinent subjects that
every r'fr:.alrnzru; faces. Jerry Lewis’
“The Nagger"” is a good example,
and it has been an outstanding
seller for us., Another albu
“Two Magic Words—Please an
Thank You,"” carries its message
in a simple song. Others con-
cern tell the truth, good
h::al‘th habits, safely measures,
ete,

Again I emphasize—all these
albums have tremendous parent
appeal—and the parents are the
ones who buy the records! They
also have a tremendous profit
appeal—and that is what the
dealer is interested in. (Manu-
facturers, too!)

‘Briefly such albums are easi-
er to sell to parents, and they
carry a wider profit margin.
Yet, strangely enough, many
dealers continue to take what
they feel is the easy approach
by displaying a great mass of
low-priced and letting it
go at that. Some sales accrue,
and I don't mean to belittle the
importance of this volume. But
let’s not neglect the kind of busi-
ness that brings in more profit
and builds for the future because
the parent wants it and the child
needs it. That's the trend to-
day, and it is a good one for all
concerned.

No parent needs records today
to keep the children quiet—true.
But all parents need records to
introduce children into the won-
derful world of music and en-
rich their lives forever after.
This may sound like an adver-
tising man's glim phrase, but it
happens to be true. Just one of
the ads that Capitol ran on this
subject in the: New Yorker and
Saturday Review pulled requests
for, at the time of writing, 4,656
copies of our booklet on our
“Music Appreciation” albums,
These requests are from parents
who are interested in their chil-
dren—and are interested in buy-
ing records. Let's sell them,

ltI:_E'i with the portable at $95 re-
il

The Pentron Corporation,
Model TR-4, a dual track tape
recorder, high fidelity, push but-
ton, two speed, retails at $189.50.
Model -225, with push but-
ton, two speed, separate erase
heads, editing key, magic eye in-
dicator, fast forward and rewind,
retails at $225.

Several other firms have in-
dicated new equipment is being
planned or already in produc-
tion. However, they declined to
give details concerning the units.
Most of these are reportedly
Eeadv&d for the Christmas mar-

et.

Industry Figures

Figures set earlier this year
as a goal for the tape recording
industry are not only being sub-
stantiated by trade experts, but
in many cases {igures are being
upped. For example, 1954 was
expected to top the $120,000,000
mark in total sales volume at
the quarter mark of the year.
This figure has been stated by
industry leaders as too low, altho
they failed to give a new total.
They claim the number of home
sets will go nearer the 500,000
mark this year instead of the
projected 450,000 set earlier,
making a total of 550,000 units,
counting the sale of professional
gquipment.

Earlier figures on the sale of
pre-record tape were non-
existent. The situation today is
very much the same. There is
much speculation, however, as
to what the year's end will see.

The start of the year saw only

four manufacturers of
recorded tape. Today
are 10.

The record retailer stands in
about the best position to cash
in on the rise and popularity of
the tape field. He has four dis-
tinct areas for sales and profits
—tape recorders, playback units,
pre-recorded ta and tapes for
recording use. All of these have

roved to be high profit items
or dealers, those at least who
have gone into aggressive and
constructive selling.

Missing the Boat

Many retailers have prac-
tically ignored the rize of the
popularity of tape and its run-
ning mate, high fidelity. Some
were afrald of the inventory
costs, while others were not
versed on the egquipment and
the manner in which it should
be sold. These dealers obviously
are missing the boat.

Some record dealers have done
very well in tape field sales. So
far—at least no one has come
up with a standard sales pro-
cedure—there Is no one way In
which the record dealér can be
assured of a safe tie-in. Some
sell tape recorders only as an
interest item to such customers
who want to record baby's voice,
ete. Others are selling them as a
means to record music off the
air, and few have as yet got off
the ground on playback units as
a device to let the customer
listen purely to recorded music,
As of now the field is wide open
for the enterprising retailer who
can see plus profits at little
effort.

pre-
there
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J-SET HI-Fl LINE CUTS
IVENTORY. BUILDS PROAITS
R MOTOROLA DEALERS!

Customer Satisfaction Guarantee
Sparks New Sales Increases

Now, Motorola takes the fuss and bother out of Hi-Fi
selling. All it takes to put you in the profitable Hi-Fi
business today is the 3-set Motorola line and a few
Hi-Fi demonstration records.

The Motorola line—one console and a table model
(with customer satisfaction guaranteed) and a honey
of a portable—sells on first listen! You eliminate com-
plicated space-consuming inventories. You can forget
about installation worries.

The Motorola line covers the entire profitable mass
market—with sets engineered to please the most dis-
criminating buyer. Why wait! Get into this fast-growing
business. Contact your Motorola distributor today!

Motorola

Nastorpiiece
CONSOLE r

.« with giant 15-inch speaker
pius high-frequency tweeter!

15-inch speaker gives smoother low-end and middle response f--._.
than two 12-inch speakers—and is a better value, foo!

2 Powerful 3%3-inch high-frequency tweeter sings out loud and I_,/ —
clear on high nofes. J]/ /
Motorola . 7wz yiicce

TABLE MODEL HI-FI

with true full-circle sound

Amplifier delivers full 20-watt maximum ovilput—with less than
1% distortion at 10 watts!

4 3-speed changer plays all sizes, intermixed, automatically,
Avtomatic turnoff!

Motorola %ma@
Only popular-priced portable

with two matched speakers

Ovutperforms sets costing up to $400! 95
Features balanced components in deluxe hand- $
ryubbed % -inch wood cabinet. Flipover sapphire
cartridge. 6 tubes including rectifier (6 tube per-
formance). Motorola guarantees satisfaction with
10-day customer return privilege. Mahogany or

blond finish. Model 64HF1. Blond Slightly Higher

Prices subject to change
without notice, include Federal
Excise Tax, 54HF] and

34F1 higher south and wesl,

Coonying
BJT%SwM

Two fine speakers—B8-inch and G-inch—
direct sound to all four sides. Produce
world's only All-Directional Hi-Fi sound!
Motorola guarantees satisfaction with 10-

day customer return priv-
ilege. Flipover cartridge, s 95
d-speed changer, auto-
matic turnoff. Mahogany

or blond. Model 54HF1.
Blond Slightly Higher

Smart new luggage-type portable, stvled
for people on-the-go—and especially for
the buy-minded modern vouth market,
Engineered for ruggedness and performe

ance, priced to sell. Two
514 -inch speakers, 3-speed s 95
changer, flipover cartridge,

automatic turnoff. A hot-
selling number! Model 34F1.

e Ear Can Bloar”
otorola Hi-Fi

hwﬁll.ll_l LARGEST EXCLUSIVE ELECTRONICS HAHI.IFA'I:TUI__E_I_
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THE FIRST 10 FALL PACKAGES —WRAPPED UP FOR RECORD REVENUE
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SCHEHERAZADE—AL last The Philadelphia Or- GAITE PARISIENNE—LES SYLPHIDES—Two of MOOD FOR LOVE — Lush, *H'ﬂuptuﬂ'r.ll dream LA TRAVIATA—=Another triumph in the popular

chestra records this favorite. Certain to become  the most popular of all ballet scores now on one music In the irresistible manner of Andre Kosta- Kostelanetz " Opera for Orchestra” saries. Master-
the best seiling version. Deluxe package. Master-  dazzling record by The Philadelphia Qrchestra. lanatz and his Orchestra. Masterworks series: works series: ML 4896
works series: ML 4888 Masterworks series: ML 4895 ML 4917
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Night Club Ilunnllnﬂ E
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LIBERACE PLAYS CHOPIN—Needwe say more? MUSIC OF CHRISTMAS—Percy Faith brings new MUSIC FOR A RAINY NIGHT—-A wonderful DAVE BRUBECK AT STORYVILLE = Another

Masterworks series: ML 4300 loveliness to this inspiring collection of Christmas hour of melodious sentiment with Paul Weston sufe-fire hit by America’s #1 best-selling jazz
favorites. Popular series: CL 588 and his Orchestra, Popular series: CL 574 artist. Popular series: CL 590

LOUIS ARMSTRONG.. (1p) | = A S].'AR [S BORN‘
W.CHANDY.. ..

Fow Faree o i gey * aorr proal by s e wf g Frmad g i gy

UST LIKE
NEY IN THE

(¢

i
ety

ARMSTRONG PLAYS W.C. HANDY—An unbeat- A STAR IS BORN—Fabulous Judy Garland re-

able pairing of two of the all-time great names of  turns to records in this direct-from-sound-track

jazz. Famous jazz composers series: CL 6334 performance of Warner Brothers® hit musicall
Special series: BL 1201

COLUMBIA RECORDS

Do your customers a favor: always recommend Columbia needles to safeguard their records.

FiDslnmiedy ™ ""i0"" Trods Murks Bag. U, B Pal, Dff. Mareos Regloiradas " Kilsaphars'” Frads Mark,
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hese Columbia packages

New Columbia 360K adds 2000 speakers

America’s 1 Best-Selling High Fidelity Phonograph Now Outclasses any other set at ANY price!

The new "K' designation stands for Kilosphere,

Mew IGDM
Fortable —
Meolite casa
avallablein Suntan,
Light Biue, Pink,
Green, or
Charcoal Grey.

a remarkable Columbia electrostatic speaker
system that adds 2000 separate high frequency
speakers to the famous ‘360" sound.
Without it, the compact “360K" would have
o be as big as a house. Listen and you
will hear a quality of living, breathing
sound that is unexcelled by any
other phonograph in the entire world.
$149.95*

EXCITING OFFER e
FOR EXTRA SALES

Mahogany and Blonde M,
With the purchase of any of these new Columbia
3-zspeed phonographs, priced as low as 537.95, you
can now offer your customers... FREE! Two 12° "™

Records ! Consumer Value $12.00 New Celumbia

FM-AM Tuner —

#1 Seller under 5301 Speciailly

=—3-speed self- designed for the

amplified complete 360K, Super

Model 200 for sansitive.

only $27.85* Model 340,

£50.85%

“Columbis Star Timas"™ —
Deluxe unreleased package
iof complete performances

The “Carolina’ — The “Monterey’ —

“iHis" in beige and “Hers"" in pink and
by the world's iop ;-
Popular, Jazz, and Portable Model 316 Table Model 314 brown. Model 312 . white. Model 312
Classical Artists. America's Best Buys — Fully automatic 3-speed beauties for New “"His*" and “Hers" Portables—""Hers" is an attractive
only $59.95¢ vanity case, “His," a rugged overnight case, Only $29.95%

COLUMBIA PHONOGRAPHS

Ask your distributor for our full-color brochure describing the complete line of popular Columbia Phonographs.

Py iesn en corfuin madels afightly Migher b Sowth and Wialll"
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. WEBCOR High-

e
e

Model 2024 Brio= Plexione

516930

Model 2110

Still teps In popu-
larity]l Mow sbany
siyling with two-
wiry recordmg with-
ol reel lurnoves,

20750

Meodel 2131

Enxciting three-spasoker
;THH‘I mahegany modal
tope recorder, Power-

bl amplifier with frums
: high fidaelity.

- 3249350

WEBCOR

.

Model 2020

Mew Toueh Bulton
speration. n 1t mod-
Eh.inr.ludl'nq wainat,
mohegany and blend
aupoarb . fidehly. From

nrow

Tape Recordérs noOw in

No matter what price your
customer asks for, you've got it

with Webcor. It's the only complete,
nationally advertised high-fidelity

tape recorder line. You have nine
superb models, from $169.50 to $249.50,
all with built-in fast turnover. You get
higher fidelity in every unit . .. a terrific
demonstration feature. And with the
fabulous, new furniture-styled table
models, Webcor puts tape recording in
the living room to stay. This new cus-
tomer compelling design is as prolfit-
able in the lowest priced model as
with the luxurious three-speaker

2131. Check your stock now. Be
ready ! Webcor Tape Recorder ads

are appearing every other week

in Life, Look and Saturday Evening
Post, reaching over 60 million
readers. Phone in your
order today!

Ask about the profitable new Webcor Tape
Records. They're prerecorded tapes of famous
music selections by world renowned artists.

Chicago 39, lllinois

Eprioes sligiily highet wosl mind sulyect W claage

@ 1¥08 Wenur  A-B3LO
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Fidel ily GIVE ‘EM THE FACTS

Col. Lets Customers
Know What Hi-Fi Is

By JAMES SPARLING
nager, Columbia Phono-
graph Division

v That old “Dragnet” slogan—
we just want the facts" —
ﬁ?“gfl Tell thc? the ﬁustumer'ﬁ
otlo In today's onogra
market. sl i oy

There's never been more in-
terest in phonographs, particu-
larly the quality instruments,
Newspapers and magazines have
been crammed with puhlicit;‘r
about the new rage for “hi-fi,”
It's practically a household
word. Furthermore, consumers
are ready and willing to buy
these new phonographs. But
first, they “want the facts.” And
they can only get them from a
dealer,

To merchandise his phono-
graph line effectively, a dealer
doesn't have to be a graduate
electronics engineer. But he
must be able to give an effective
demonstration of a phonograph.
He should be able to tell the
Ernspeu._‘:twg customer just how a

igh fidelity instrument is su-
perior to the conventional
phonograph, how the speakers
are arranged, how the warious
conirols can be adjusted, how
the cartridge and changer op-
arate.

Special Guide

At Columbia we have tried to
make all this easier for the
dealer by preparing a special
guide which puts all the facts
of our phonograph line at his
fingertips,

It's a laminated, pocket-size,
four-color notebook, indexed for
ready reference by phonograph
model numbers. At the flip of a
page a dealer can give his cus-
tomer full specifications of any
instrument in the line, also show
a full color photograph. Virtu-
ally each phonograph in our line
has special features—the exclu-
sive “K" speakers in the 360's
and tape recorders, the Ronette
cartridges, to name a few. Deal-
ers should know about the ad-
vantages of each of these in-
novations and be able to demon-
strate them.

Also invaluable In merchan-
dising phonographs are such
aids as reprints of eve-catching

ads. Columbia recently ran a
striking newspaper ad announe-
ing the new %“360-K" phono-
graphs. Telephones didn't stop
ringing for days after the ads
appeared. So we made counter
card reprints of the ad available
to dealers for immediate con-
sumer identification.

Be sure your customers know
that there is something new in
phonographs these days. They
may not come into the store on
their own. Use direct mail to
let them know what's happen-
ing. Columbia has also made
available in large quantities a
full color consumer pamphlet,
illustrating every instrument in
the line with brief notes about
gjggl:m] features, construction,

A further merchandising in-
ducement that can be used to
the dealer's advantage is Co-
lumbia’s “Star-Time" package, a
two-volume record set that's
given away with certain models
in the line—free of charpge to
the consumer,

It's true that phonographs are
selling better than ever these
days. But it's just as true that
they don't sell themselves. Not
quite., The dealer still has to
give the customer “the facts.™

MAGNETIC RECORDING IN-
dustries displays here its mew unit
which permits magnetic recording
on special pre-grooved disks, with
eguipment owned by the con-
sumer. Called the Magneticon, the
device will begin at $26.50,

Know Your Customer, Stock

® Continued from page 13

use too big a brush to cover
them. It takes a much finer
handling to get the maximum
potential out of each group for
each retailer. Oddly enough each
of these three types is not diffi-
cult to locate. They give them-
selves away when they walk
into the shop, Often thev needn't
zay a word before a knowing
dealer can spot them and cate-
gorize them in 15 mind. Now
what?

There are these self-evident
and basic principles which should
be applied to selling packaged
merchandise:

You can't sell beyond your
ability to sell.

You can help vourself most by
preparing yourself to sell with
confidence and sincerity.

There should never be a time
when you aren't presenting ag-
gressively some merchandise to
yvour vour customer. You can
breed enthusiasm very easily—
breed it among your sales people
and your customers.

Know Stock

Obviously, you can not stock
all the records being issued by
all the labels—or all the records
issued by any one label. But

ou should know all there is to

now about what yvou do stock
and why you stock it. You can’t
convince a customer that the
item vou have is better than the
one he wanted if vou don’t know
vour merchandise and believe
in it.

And since no one record com-
pany catalog is so definitive that
it can supply all vour customers'
wants and needs, you can pick
and choose from each of the es-
tablished record company list-
ings those items which yvou know
yvour customers want, or those
items which vou feel they should
have. Remember that you have
merchandise available to you
which will fill the needs of each
of the three basic tvpes of cus-
tomers. The record companies
—all of them—have aimed their
iﬁeci[ic releases or catalogs at

e5e Very gBroups.

Keep in mind that the new
speeds, better equipment, etc.,
have all created a desire for new
phonograph playing equipment.
The new equipment has height-
ened the demand for higher fi-
delity recordings. Yet, less than
1 per cent of your potential cus-
tomers have thus far heard about
“hi-fi." You can sell the other
99 per cent.

Remember, too, that the dif-
ference between a successful re-
tail operation and an unsuccess-
ful one is often the difference
between a shop which averages
a unit sale of §3 and one which
averages a unit sale of 89 cents.

You can sell more records to
more people. You must believe
that you can do it. We do. If
that weren't so, how could we
have sold over 40,000 albums of
“Classical Music for People Who
Hate Classical Music?" Which
of the three types of customers
bought that? You see, it's easy.

M-G-M RECORDS makes avail-
able this large-size thermometer for
outside store display, Dealers who've
used it know that it attracts atten=
tion, winter and summer.
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V-M tape-o-matic

high fidelity rape re
corder. Two-speaker, 40 to 15,-
000 cps system! Precision Tape
Index Timer! 7V: or 334 ips!
Rose and gray case, gray and
gold accessories! $179.95% list.

V-M 990

World's smallesr,
lightest automatic 3-speed

porwable! §69.95% list,

V-M 972

automatic 3-
speed tmble model.
Has exclusive Siesta
Switch. $§59.95% lisc.

V-M 920

lowest cost auro-
matic 3-speed atach-
ment on the market!
$39.95* lisc.

V-M 151

$49.95* lise.

......

V.M 556

with tone-o-matic. Yes, features ex-
clusive V-M fone-0-matic! Exclusive radio
or uner input and external speaker out-
pur recepiacles! Multiple speakers! 50 o
15,000 hi-fi range, Rich brown or rose
and gray case! $119.95* |isc

V-M Fidelis

with tone-o-matic. Hear excluwsive V-M
rone-o-matic demonstration! You'll hardly be-
lieve your ears! Excluwiive bass reflex chamber
with three speakers angularly mounted! 40 o
15000 cps awdible range! Exclusive isales
advaniage — mabogany or blonde cabineis ai
same  price! $149.50% list. (Legs, black or
brass finish, optional).

No comparable line gives you such great profit
opportunities for so small an investment. Sound
pricing of Voice of Music models has tremen-
dous purse appeal for your customers, profitable
mark-up for you! Sound V-M features (lots of
exclusives) are easy to demonstrate . . . help you
close sales quickly. Voice of Music styling is
sound too! It gives you a wide choice of beauti-
ful models to satisfy customers’ preferences.

V-M CORPORATION, BENTON HARBOR, MICHIGAN
World’s Largest Manufacturer of Phonographs and Record Changers

&
i

manual 4-speed
portable. Has Z-needle
tone arm, pop-up 45 |
spindle, separare rone
and wolume controls!
Gray and rose leather-

eice. $29.95% lise.

4\

www americanradiohistorv com

. speed portable. Exclusive ad-

V-M 131 N \

V-M 986

deluxe automatic 3.

justable tone chamber! Exclu-
sive Siesta Switch ®! Exclusive
Lazy-Lite®! Rich brown or rose
and gray case! $86.50% list

AT
AR
g
l'l‘lllll

!

Yes, the Voice of Music is a complete family of
fine instruments, with every model justifying
its position of prominent display! Sound V-M
planning offers efficient inventory control yet
affords customer-satisfying selection! Your V-M
space sets the pace in profits for you . . . puts
your business on a sound basis! Contact your
V-M Distributor Salesman today. He has the
Sound Line to build your profit!

*Slighily bigher in the weil, UL Approved

V-M 121

manual 4.speed
pormble. World's small-
est, lightest! Red or green
Styron 475 case! §22.95%
list. Same unit, less am-
plifer, is Model 120 at-
wachment. $16.95*% lise
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Ho Ao 3
ERGHANDISES

Capitol used the phrase years ago—and it still makes sense. “You  This year, as in the past, Capitol brings you best selling albums (check

profic only on what you sell:’” All the tancy “deals” in the world mean  this issue's polls) And Capitol helps you sell more—wich store lay-
licele if che products lack appeal and if you get no merchandising outs, browser boxes, displays, demonstration albums, advertising—

assistance to help promote sales. everything you need to keep the cash register ringing!
Hot merchandise — Top merchandising — THAT'S CAPITOL FOR ’54
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Hot erhandise — Top merchandising — THAT’S CAPITOL FOR '54
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" Firms’ Fall Lines of
Phono Merchandise

ADMIRAL

3800 Cortland
Chicage 47
Model: 3-G IR
Dresipn: Portable
Price: 569.95
Speciflications:
speaker
Mndel: 4-D 28
Dieslgn: Portoble hi-fi
Price: 39995
Specifications:
svalem
Model: 4-C 26, 4-C 27
DPresizn: Table hi-fi
Price: $119.95, $129.95
Specifications: 3-speed changer,
sysiem
Meodel: 5-M 16, 5-M 37
Dresign: Chairside hi-fi
Price: %149.9%, %159.95
Specilications: 3-speed changer,
svalem, TV watts amplifier
Model: 5-D 32
Diesign: Table
Price: $79.95, $§9.9%
Specilications: 3-speced changer, one 6-inch
speaker
AModel: HF 6, 7, 8
Dheslegn: Console
Price: $795 (o S345 _
Specifications: Y.speed changer, 15-watl am-
plifier, FRE-3-17000 cps, ceramic carg-
pldge, 15-inch wooler and high lreguency
driver and horn

AMPEX

934 Charter St., Redwood City, Calif.

Mlodel: 300-C

Ddesign: Tupe recorder

Price: %2.046

Speciflications: Console

Model: 300-R

Design: Tape recorder

Price: $1.95]1

Specificalions: Rock type (less rack)

Model: 300-5

Design: Tuape recorder

Price: $2.083

Specifications: Poriable (two cases)

Muodel: 200-20

Diesign: Tape récorder

Price: $3.504

Specifications: Sierophonic (2-channel) con-
sole cabingt

Maodel: 300-ZR

Design: Tape recorder

Price: 53,311

Specifications: Siereophonic (Z-channel) for
ruck mounting (less rack)

Model: 301-C

Design: Tupe recorder

Price: 51,184

Speciflcations: Console

Model: 301-R

J-speed  chanper, &-inch

3-speed changer, 2 speaker

2 speaker

2 speaker

i

Design: Tape recorder
Price: 52,090
Specilications: Rack recorder (less rack)

Model: 301-5

Design: Tape recorder

Price: 52,200

Specifications: Portable (two cases)

Model: 305-C

Diesign: Tape recorder

Price: 52321

Specifications: Console

Model: 3105-R

Price; 51.228

Design: Tape recorder

Specifications: Rack recorder, less rack

Model: 105-5

Dresign: Tape recorder

Price: 523138

Specifications: Porlable

Maodel: 350-C

Design: Tupe recorder

Price: %1115

Specifications: Console

Model: 350-R

Design: Tape recorder

Price: £1.205

SpecHfications: Rack type (less rack)

Model: 150-P

Design: Tape recorder

Price: 51,293

Specilications: Puriable (2-caze)

Model: 350-2P

Diesign: Tape recorder

Price: 51,953

Specilications: SI'E'I'I:I.TFIIEI'IIL (2-channel} port-
able

Model; 350-2R

Dresign: Tupe recorder

Price: 51.86%

Specifications: Stereophonic (2-channel) rack
tvpe, less rack

Maodel: 350-1p

Deesien: Tupe recorder

Price: $2.514

SpecHications: Stereophonic (I-channel) pori-
abhle

Alodel: A50-1R

Design: Tape recorder

Price: %2.39]3

Specilications: Sicreophonic (3-chanmel) rack
type. less rack

Model: 352-C

Design: Heproducer

Price: L9315

Specifications: Console reproducer only

Model: 3152-R

Desipn: Reproducer

Price: $90R

Specifications: Ruck type reproducer l:mTy,
less rack

Model: 450-T

Desipn: Reprowducer

Price: 5875
Speciflicatinns: Table-top console, automatic
reversal

Maodel: 450-C

Design: Reproducer

Price: 3979

Specifications: Full helght console, automatic
reversal

Model: 450-R

Dedlgn: Reproducer

Price: §743

Specilications: Rack tvpe (less rack), auto-
matic reversal

Maodel: 450-P

Design: Reproducer

Price: 5425

Specificatlons: single case poriable, auto-
matie reversal

Muodel: 600

Deeslgn: Tape recorder

Price: 5545

Specifications: Portable

Muodel: 600

Diesign: Tupe recorder, poriable

Specifications: 7% in. per sec,, 40 to 15,000
cps., 3 heads erase, record and playback
and separsie record and playback am-
plilicrs

Model: 300-2C

Design: Tupe recorder

Price; 53,504

Specifications: Stercophonic (2 channel) con.
sole cabingt

Model: 100-5

Design: Tupe recorder

Price: 52,063

Specilicutions: Portable {(iwo cases)

AMPRO

3825 N. Western Ave,
Chicage 18, .
Nlodel: 757

Dresten: Mapnetic tape recorder
Price: 523995

Specifieations: Hi-[I two-speed
Maodel: 756

Price: $129.95

Desien: Hi-N

Muodel: 755

Deskan: Celebrity

Price: $219.95

AUDIOGERSH

254 GCrand Ave,
Mew Haven 13, Conn,
Model: Miracord XA-100, Miraphon XM-100
Design: ELAC record pluyers
Specificutions: 3-speed changer

AUTOCRAT

5024 Elm 5¢t,, Skokie 8,

Maodel: 254
Design: Portahle
Price: 519.95
Specillcations:

speaker
Muodel: 354
Design: Porable
Price: 512.50
Specifications:

amplifier
Muodel: 284
Dresign: Munual
Price: §19.95
Specificalions:
Muodel: 352
Dieslgn: Portable
Price: 564,95

Hi.

Jgpeed, dual needls, PM

Same as 254, with 3-tube

Jspeed, B-inch ¥V speoker

| Price:

Specilications: J-speed PAM speaker
Model: 3534

Design: Monual

Price: $32.50

Specifications; 3-speed, 3-tube amplifier
Model: 160, 160-T, 252, 252-T, 252-T-2N
Desizn: Portable

Price: 51995, 514,95

Specications: 3-speed PM speaker

AVCO MFG. CORP.

1329 Arlington 5t., Cincinnati, Ohio

Model; G-200 “Enrico Caruso™

Design: Console

Price: 3504

Availahle Nov, |

Specifications: 3-speed changer, 10 watt .m-
plifier, FRR Z0-20,000 cps, magnetic cari-
ridge, one 15-inch speaker

BERLANT

4917 West |efferson Blvd.

Los Angeles, Calif.
Muodel: 1601
Deslgn: Basic
Price: $495
Specilications:

recorder

Twio-apeed, direct drive

BIRCH

221 East 144th St.

Mew Yerk 51, N. Y.
Model: 664

Ddesizn: Tahle

Price: 591.75

Specilicalions:
Wil output,

Muodel: 545

Design: Tuble

211555

Speciflications:  3-speed. 5 fube, 10-warn
putput, G, E,  reluctance  pick-up, 3-
I‘IUMIIHI‘I L'llmp:]'l.‘-:l.l[ﬂ-‘l!’

Muodel: 553

Design: Poriable

Price: 54495

Speciflications: 4 walt,
two 57 speakers,
cariridge

Maodel: ATSH

Design: Tuble

Pricer 56995

Specificutions: Automutic, 3-speed, 3-tube,
d-wutl amplificr, auromatic, ceramic dual
cartridge

AModel: S04

Design: Tuhle

Price: 334,95

Specifications: 3-speed, dual enriridge

Model: 390

Design: Poriable

Price: 51995

Specificufions: Dual
volume controls

Muodel: 240

Design: Portable

Price: 51495

Specifications: Tone and volume conirals,
J-apeed, single needle

Model: 114

Design: Poriable

Price: 51295

Specilicatlons: 3-specd, volume control

Model: 20-C

Jspeed, d-lube amplifier, 8-
2 6" spoakers

A-fube
dim]l  feedie

omplificr,
ceramie

cariridge, tone and

Design: Acoustic Portable
Price; §12.95

Specilications: Molor
phono, 78 R.P.M.

Model: Pogn

Design: Cabinet

Price: 59,93

Specifications: Acoustic phono, wood cabi-
net, 78 R.P.M.

Model: G-3

Diesign: Portable

Price: $33.95

Specifications: 8" speaker, 3 inputs

operaled acoustic

B. & R.
1701 Boone Ave., Bronx, N, Y, C,
Model: 902
Deslgn: Poriable
Price: 539,05
Specifications: hmd B-inch speaker
Model: 903
Design: Porinbl=
Price: %4995

Specificafions: &G, E. cariridge, dual needle

Model: E15

Design: 3-speed

Price: $69.95

Specilications: 5-inch speaker. 3-iube ampli-
lier, volume and tonpe conirols, slumbet
swilch

Model: 630

Design: Portable

Price: £21.95

Specifications: 3-speed

Model: 641

Deslen: Portable

Price: £27.95

Specifications: 2 tubes, 2-watt amplifier,
volume and tone control, 3-speed

Mladel: A4

Dreslen: Portable

Price: %314 U5

Specilications:
needles

Model: B&5 -

Design: Radio-phono

Price: 54495

Specilications: 3-speed

Maodel: 400

Thesign: Poriible

Price: 519.935

Speciflications: Yolume and tone contial, (wa
apcakers

Model: ES1 z

Design: Portable

Price; 527.95

Specifications: 3-speed, two necdles, S-inch
speaker

Model: #48

Design: Porable

Price: 34,95

Specilications: J-speed,
B-inch speaker

Maodel: G0

Deslgn: Portable

Price: 331905

Specificatlons: 3 speakers, one R-inch, twa
4-inch, volume and tone comirols, J-specd

Muodel: EhS

Design: Poriable radio-phono

Price: $44.95

Epecifications: 3-speed, 5-jube raido, 5-inch
speaker

Model: E15

Desizpn: Automatic phono

Price: 5649.95

(Continued on page 30)

Tone conirel, 3I-speed, [wo

two-wull amplifier,

b |

el

:;-: T Tk i
e e : M ] i s i s
S cll o b ' -f"“"”_ MODEL 5Q4 e
S - HI-F1 MODEL 553 g
e -..:: £ 5 e
| = 'H.-';';-"-' G :. .-; :-. 5
% .- i e V“"ﬁ"i\-‘“:;‘_ R SR el
RS s e e By
i g e SRR
{ ol B e S e &
s e R e o A
B e
- Never before has anyone offered such a large selection R e
o e AT S ke
e of distinctive phonographs at such a low cost. B
T . : . . S
e To keep up with the requirements of the discerning Lieger S oan
- consumers who are mindful of quality and watchful S
e for prices, Birch has kept retail prices down, yet, pro- iR S N
? i duced phonographs of high engineering skill, This in- . o
: g sures easier and more frequent sales, % ;j;x.\:;;ﬁ-;
aodm s SE SE A RUE RSl iue] has successfully followed this e
Ly ;;} . promotional policy. Act now to meet the season’s rush. e :-3:',:55“12
i SR e S e B
,.--\.--\.-p\.-ca e i q"cﬁ‘.-\.::ﬁf ;:.-:.::
o R e y, E R i A S "
e While for new dlushaled calalog and price lisl. .
:ixé:d‘ﬁﬁ:ﬁ.’k -.é‘: *;:;:v{a -\.--\.. -\-!::l.
D)/, PHONOGRAPHS BOETSCH BROTHERS
s D Yy Manufactured by 221 EAST 144th STREET. N, Y. $1, N, ¥. T W
i ﬁi.-“:.'!iﬁ--..'! e e e e
S S r -5'\: ] - = e i 1
o S AL iy .;.-q, e L T ;:;ﬁ” ..: i |
:a +#.f£<§*ﬁ§? W“%“;:- S Sﬂj*f%'ié é_; : LR
i EE k L} ey '“'“w:::“ﬁ*ﬁﬂ“';;ff k|
R MODEL 399 e g M |
A i ; i T . : |
E: i b
ElE i e 1l
: = & MODEL 240 ; ; i

Sq

“

.;::-:-:-
e o R e S e S el
et e S e R

S, W

BT e L

g oA e g

-' R
L

R
o e

www americanradiohistorv com

e -

SR e e

3
R S 0 5

'..":\.-..a..-ﬂqﬂ“.__,:--c e S
e o o S e
e cm— .8 — e ae


www.americanradiohistory.com

SEPTEMBER 25, 1954 THE BILLBOARD MuUsIC 27

y dpiol .'l' '-Iul o _-_ ._n.
s

e“whole country is talking about...

‘\\

ﬂﬁ&u:---

L’rhat aperafes camplefely an BA'I“I'ERIES or home currenr

.............

everybody wanis one'

Everyone’s talking about . . . everyone wants . . . the

b Majestic Music Mate . . . creating a completely new, un-

E{ touched market. Here's the world’'s very first bl:l"EI"f-

i operated radio-phonograph that is capable of amazing
tone and volume.

no competition « extra margin

An honest-to-goodness sales-maker that you can really
promote. Nothing else like it on the market . . . no price
cutting . . . you make a full profit, plus.

packed with selling features

Push-button controls for automatic finger-tip operation.
Storage space in cover for a complete supply of 45"
records, Battery-saver switch. Smart luggage case in Tan,
Red, Brown, Green with leather handle. Built-in Ferrite
double antenna. ~ Batteries last approximately 1000
record sides.

iy, O

;;.:_::;?"__;Ftnﬂ ﬂnywhere mdnur:s or nuf M f&!’.ﬂl"li ..on ﬂnﬁ:s n

[ ;':."_;_-_ i l.:“ ?::ﬂ _____ . at home (on house curr&nlj The ideal gift fnrzf' '
e irthdays, Hﬁﬂiﬂ!’fﬁﬂﬂfﬂ!{ Christmeas . . . for the sf*uden'r_" | . !
:_:;;g___::-:-'_;f_'.2;-__;1--; uwuf frum home or the lur.l m the iEHHI:E Thnusunﬂﬁ nf:;; | WEIIE?EUEI:JE ;gﬂigllégﬂs :
* ; i "uses I*huumnds uf users frnrn six hu mﬁy ; 2 ; ; :

DISTRIBUTORS NOTE
EVERYONE CAN SELL MUSIC-MATE: |
Department ‘.'itures., Muﬂt'ﬂmﬁ, - _
Record Stores, Radio & TV Stores,
_ Appliance Stores, Gift Shops, Mail
Order Huusés, Auto Radio Stores,
Spuﬂs Stores, Musical Instrument

Stores, PX’s, Enilagé Book Stores,

: Specialty Slnrﬂ;.- i i ;

" EXCLUSIVE TERRITORIES STILL AVAILABLE DISTRIBUTORS, REPS. — WRITE, WIRE, PHONE TODAY
MAJESTIC RADIO AND TELEVISION division of THE WILCOX-GAY CORFORATION 79 WASHINGTON STREET, BROOKLYN 1, N. Y.
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Premium Disks Lead Promotions

® Continued from page 13

says "it increased our record
business too, and our business
has shown an over-all gain of
10 per cent over the previous
period last year."

OPAL WABEHR
WABLCR SPECIALTIES
Alma, Mich.

About twice a year Waber
stages a “$1 Day" sale, and sells
a lot of records at five for $l.
It always brings in new cus-
tomers, and business shows a 30
per cent gain.

DUNLOPE SALES
Eaton, O.

Dunlope conducts a continuous
promotion, whereby customers
receive one free record with
every 12 purchased. The store
keeps a file on each record sold
and adds each new purchase,
which gives them an excellent
mailing list,

RH. K. TEACHOUT
MEL-O-DEE EECORD SHOP
Minneapolis

A free-record-with-every-15-
purchased punch card is one of
Mel-O-Dee's most  successful
vear-round promotions. In addi-
tion to stimulating more record
sales, the cards have helped
build up the shop's mailing list
of “live” customers, since card-
holders are asked to check the
type of music they like on the
back of the card, and fill In
their names and addresses on
the front.

SYHRNA L. GOLDSTEIN
AVENUE SHOP
North Miami

Syrna L. Goldstein {inds
“word-of-mouth” is a betler ad-
vertising medium than any
newspaper. The store is having
very good results now on a
record club, which gives mem-

For the Finest

Mo "Body Wiring''!
Mo Station License MHeaded!

No Operotor's Licemee Meaded !

Shure brings you a “"Magic Wand" that frees |
you from the fixed-position microphone, the con- :
finement and irritation of cable-dragging—{rees
you to concentrate on giving the finest performs

ance of your career!

The revolutionary VAGABOND *"88" iz the

" first practical wireless microphone system ever
made! And here's the proof: No broadeast license
needed! No cables! No body wiring! Another

. Performance
Y of Your Career!

~—yse the amazing new Shure

Wireless
Microphone Sysfem...

"‘1 1] 88-#

&,

i,
%
P~ i
E §
X 1

NO CABLE!
L ¢

wonderful feature is the fact that the Vagabond

88" Microphone can pass from person to person
or rest on a floor stand . . . providing a lexilflity
not attainable with any other wireless micro-
phone—a flexibility that is equally useful for solo

or group performances,

Slim and balanced, the VAGABOND iz cfTort-
lessly carried, and, in effect, becomes a bond

between you and the audience,

If you are a Vocalist, Instrumentalist, Impres-
sionist or Master of Ceremonies, and want to
improve your “styling dramatically, buy a
Yagabond 88" and—wherever you go—you’ll be
distinguished by "Having the Finest!™

Wireless Microphone System.

NAME

Pleazse send me detailed information about the Vagabond "88"

dadeBaBEBRRRRERERD

VAGABOND "as"
SYSTEM INCLUDES:

1. Microphone-Trans=
mitier in Jewel-Type
Casze

2. FM Receiver

3. Stand Adapter

id. Lavaller Cord and
Clip

5. 1 Set of Batferies

6. Receiving Antenna
Wire

7. Complele Installation
Instruclions

L A N N RN NN NN EN N

I FE A RN R RN RAENNRAN NN
([ EEA RN RS R RN RS AN R RN,

SHURE BROTHERS, Incorporated

Manufocturers of Microphones ond Acoustic Devices
225 W. Huren 5r., Chicage 10, NI.

Cable Addross: SHUREMICRO

ADDRESS

f— — T — —

Ty

STATE

I am interested in the Vagalbond for the following application(s)

r——l-hl-l———-—_l———p_—-—-——-
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bers one free record after they
buy 10, They attribute most of
its success to word-of-mouth ad-
vertising by teen-age members,

ELECTRONIC WORKESHOP
New York

The Electronic Workshop pro-
moted i1ts first venture into the
hi-fi record sales field last month
by installing record listening
boeoths in the front of the store,
clearly wvisible from the street.
Manufacturers supplied demon-
stration equipment for the
booths, and the resulting news-
paper publicity brought in a lot
of new customers.

AHCH BLANPIED
BENNETT MUSIC HOUSE
Wichita, Kans.

Bennett sold 75 EP's and 50
LP sets during its “Frank Sina-
tra Week" promotion. The store
alzso did well recently with a
“High Fidelity Week” drive,
promiting Capitol's “A Study in
Hi-Fi" album. They sold 35 sets
the day the ad on the album ap-
peared. Over-ali theyv've sold
200 of the Capitol packages.

ANDREW A. SHAY
THE JOSHUA TREE
Boulder City. Nev.

The Joshua Tree more than
doubled any previous month's
record in sales during July, as
the result of a radio promotion
the store has been pushing sinee
June. The shop soonsors a daily
“Top Tune of the Day” program
over a local radio station, with
listeners asked to write 1n and
tell why they think a certain
tune should be the “top tune.”
The best letler is selected each
day, and the winners receive a
card entitliag them to go into
The Joshua Tree and pick out
any record free. About 60 per
cent of the time, they buy from
two to six other records at the
same time, and the store has a
new customer.

SHEILA CECILL
SUMMERS & SON
Ceolumbus, O.

Summers is drawing new cus-
tomers with a give-away gim-
mick, whereby buvers of five
45 or LP albums receive one
free album of their own selec-
tion, price determined by cost
of those purchased.

MHS, R, E. FLEMING
FLEMING MUSIC CENTER

New Castle, Pa.

The store had a treasure hunt
promotion last June, with cash
premiums (containing $1 to $5)
hidden around the store. The
store's window was dressed with
pirate-type items and pleces of
gold, and the salesgirls wore
sailor hats. The promotion cost
Fleming about %225, but he
thinks it paid off in good will

ANNA J, EASTNING
KASTNING MUSIC COMPANY

Gallup, N. M.

Sales showed a 25 per cent
gain last month, when Kastning
staged a special promotion on
Indian records, in co-operation
with the Gallup Indian Cere-
monials,

THOMAS PERETTI
RECORD ROUNDUP

Kansas City, Kans,

The Record Roundup moved
to a new location last August
and promoted the move by offer-
ing door prizes of 10 cufrent
best-gselling RCA Victor records,
at a cost to the dealer of $15.40.
Co-op newspaper advqriising
and radio time (out of his own
budget) resulted in business at
the new location being 5 per
cent higher than it was in the
old shop.

JOHN SOWERS JR.
THE MUSIC SHOP
Pulaski, Va.

The Music Shop increased
gales 20 per cent during the first
three weeks In August, as the
result of an all-out promotion
campaign in the newspapers and
thru the direct mail on_record
packages and RCA Victor's
phono line. The shop tied up
with the Pulaski Chamber of
Commerce during a three-day,
city-wide sales drive, and ar-
ranged for popular records to be
playved over a high fidelity p.a.
system set up in the center of
town, This increased the store's
sales on current pop hits.

EDMUND SHIVELY

SHIVELY'S APPLIANCE
STORE

Mifflinkurg, Pa.

In.a move to build up store
traffic for larger applicnces, last
June, Shively's turned 2,500 78-
r.p.m. records into cash, with a

Wwww americanradiohistorv com
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FREEDMAM ARTCRAFT'S MODEL 5311 floor rack has 11 tiers of
shelves so designed to stock 10 records deep. Capacity is 847 single seven=
inch records, 605 10-inch records, or 484 12-inch records. v

cut-price  promotion. Shively,
who used newspapers and racio
spots to push the sale, savs he

spld out an odd -lot of 78 al--

bums, many with soiled covers,
and general store stock. “We
used it just as advertised and
restocked the store with clean,
fresh stock.” Shively added, “We
doubled our record sales during
the sale, and made several nice
outside sales, as a result of draw-
ing people to our store.” During
the sale Shively sent out post
cards, which told about “1,000
records placed on special sale
four for a $¥1" and offered %1
album free with the purchase of
20 records. A punch card, with
room for a customer’s name
and address, was printed on the
mailing piece.

MARY HU':HES
HUGHES MUSIC
Burney. Calif.

The Hughes shop 1s strong
for direct mail promotion, and
attributes a 20 per cent increase
in records over the past twao
vears to this medium. For vears
now thev've been buving a
daily radio spot, with copy in-
viting listeners to write in for
information on disks or order
them by mail-order. These
names are added to the Hughes
mailing lizt, and once a month
they send cut a three-page mail-
ing plece, listing various record
specials in stock. The gimmick,
says Mary Hughes, has tripled
their mailing list in the last two
Vears,

CLARENCE SHEDLOCK
SHEDLOCK HOME

APPLIANCES
Byz=sville, O.

Shedlock realized almost a
100 per cent increase in single
record sales last July, when he
offered buyers a customer card,

- pood for one free record when

a total of 10 records was pur-
chased. The gimmick was pro-
moted wvia newspaper ads and
purchase enclosures,

MERRIMAC MUSIC COMPANY
Lamberton, N. C.

Merriman built a considerable
amount of repeat business this
summer by giving customers
their choice of any LP free with
the purchase of %20 worth of
LF's. The cost to the dealer sel-
dom was more than 3$3.68 per
$20 sale.

JOHN PLIMPTON
BAY MUSIC CENTER
Milwaukee

When Dick Contino plaved a
date in Milwaukee, John Plimp-
ton arranged to have the Mer-
cury artist lead a giant parade
Saturday morning, The parade
went down S.ver Spring Drive
and back to the Bay Music Cen-
ter, where-Contino autographed
his records for fans. Plimpton
advertised th> stunt and p.a.
heavily in newspapers, on the
radio and via store and window
displays, a=d says it paid off
with wonderful store publicity
and many record sales after the

« parade was OVer.

In the kiddie field, Plimpton
sparked szales for children's rec-
ords and phonos last April, when
Capitol's Bozo the Clown made
a personal appearance in the
store to plug Capitol's $12.95 to
£39.95 Bozo record plavers. Cap-
itel put up some co-op advertis-
ing money, and the p.a. was
plugeged via local TV, newspaper
ads, store and window displays
and theater lobby displays.

Prier to the p.a., a Bozo col-
oring contest was held. On the
day of the p.a. the kids first at-

===

tended a Bozo movie and all-
Bozo stageshow at the Fox Bay
Theater, then moved over to
FPlimpton's store, where Bozo
handed out Bozo masks and
candy, and awarded Bozo Pial::-
ers, records and albums to the
winners of the coloring contest.
Plimpton reports that sales were
good on Bozo records and play-
ers in the following weeks.
Capitol and Fox Bay, he adds,
“gave wonderful co-operation.™

BARRY WARE
WARE HOUSE OF MUSIC
Seattle

Business was doubled to
tripled during the spring and
summer of 1954 with extensive
promotions of special groups of
records. Altho no price redue-
tions or premiums were offered,
the store used co-op advertising
(newspaper, radio, purchase en-
closures and special displays) to
interest buyers in groups of rec-
ords by one artist—Glenn Miller
records, Liberace records, Man-
tovani records, etc. Right now
owner Barry Ware is setting up
a Bing Crosby package. “"We
made splash claims of having
‘every available record by——
in stock." Explains are,
“"Peaple were impressed and as-
sumed we had good coverage on
everything else, too.”

STANLEY C. WOZNAK
%IvTTLE FALLS RADIO AND
Little Falls, Minn.

During Januarvy of thiz vear
the Little Falls store built sales
with a record club which of-
fered customers one f{ree pop
record with every $15 purchase.

JEANNE BIGGCERSTAFF
J. W. ENAPF COMPANY
Lansing, Mich.

A sale on low cost LP's and
EP's here last March was “suc-
cessful in every way,” cecording
to Jeanne Biggerstaff. She re-
ports that they sold a total of
1,700 LP's and EP's, had to re-
order and had more customers
in the department than ever
before. The sale listed 10-inch
LP's at 69 cents; 12-inch LP's,
99 cents, and EP's, 44 cents. Co-
op money helped ballvhoo the
sale in local nawspaper ads and
on the air.

DON BERTCH
DON BERTCH RECORD BAR
Kalamazoo, Mich.

Last July Bertch sold 78's at
39 centd a pound, with a do-
nated scale set up on the record
counter. Results, says Berteh,
were ‘“guite above any other
promotion and cleaned out all
our old 78's."

E. ROBERTA GREEN
THE MELTONE
Bethesda, Md.

“Every vyear,” writes E. Ro-
berta Green, “local merchants
tic up with The News Shopper,
which has a wider circulaticn
than any local paper here, on a
Lincoln’s Birthday special sale.
Each store features some expen-
sive item for 12 cents as come-
on bait. This year we got rid of
a lot of our old 78 dogs, on
which we had no return priv-
ilege, and LP dogs, too. It's not
our practice to cut rates, but for
this one day only we sold all
merchandise at 30 per cent off,
mainly to bring new traffic into
our store. This was on a Friday,
but the big pay-off came the
following day, Saturday. It has
always been our biggest sales
day of the week, but this day
we doubled our usual business,
and prices were back to normal.
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With the unigue Lien TV with exclusive remote confrol
you can, Unfil you have seen Lion TV reception

you do nof know how good felevision can be. Jusl
assume your favorite relaxed position in your living room,
bedroom or den and have all the felevision controls

in the palm of your hand, Change stations,

regulale piclure brighiness and piclure contrast

as far as 25 M. away from lhe sel.

Mol only does the Lion picture have an exceplional
stability but a wery noliceable superiority in brilliance,
clarity and conirasl. A highly styled malching base
oplional in Mahogany or Blond Limed Oak fransforms fhis
fable model inlo a handsome consoletie as shown.

- THE BILLBOARD

MUSIC-HIGH FIDELITY 29

Lion Manufacturing I:E.-.is.qiha first and only one to offer all three. . .

Advance designing and engineering in

television sets with remote control,

world.

: Mr. Dealer . . . this coupon will bring
| youv all the facts immediately:

L—————H‘______——___—_--————————-———————————

IN ROOM 802...
International Sighl and Sound

{! SEE ALL ON DISPLAY
3
1

Palmer House, Chicago, Hiinois
Sept. 30, Ocl. 1 and 2, 1954 |

LION |

(1 2
: :
n
;
.
i
! :
.\"{‘.
Fl

clor details wrife. ..

™
b

Custom-built quality high fidelity phonographs that assure you
Q of that ‘presence pleasure’ with remote control.

All at prices to meet and beat your competi-
tion with a profit for you that is out of this

"

Expasilien

MANUFACTURING CORP.

doss 4 O":Hm'ﬂ — Just c@fm‘eu

ik

fo this Lion custom-buill high fidelity phonograph

with orchestra hall lonal quality, Assume your favorile
listening posifion, and from there with Lion's exclusive
remale confrol, you focus your freble and bass, you conirol
the finest of all record changers from 25 feed

away and you adjusi the wolume withou! leaving

your comlorfable chair or sofa. " Presence pleasure” is
awured by Iwo specially designed speakers . . . 2 newly
designed “fweeter’” for higher highs and & super
wooler for lower lows. The amplifier, loo, was especially
engineered fo give & herefofore unknown range of
disforfionless reproduction. More lows &l the bass end far
beyond fhe limits of human audibility at the high end.
Lisn phonograph cabinets are conshiucted of the finesd
woods fo malch Lion's remole conirel felevision sed
peifectly, gives you added record spece oo . . .

with room for fwelve 127 retord albumg

ik g

2640 BELMONT AVENUE » CHICAGOD 18, ILLINOIS « PHONE CORNELIA 7-6060

——————-——--——————-——————————-—_-|

Lion Mfg. Corp.., 2640 Belment Ave., Chicogo 18

Decler's Name

Address

City

Zone Stale

wwWw americanradiohistorv com
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- Firms’ Fall Phono Merchandise

® Continuea from pagr 26

Bpecifications: l-speed changer, 3-tube am-
plifier, B-inch speaker, slumber swiich

Model: 815X

Design: Automatic phono

Price: $59.95

Bpecifications:
spcaker

Model: 215

Design: Automatic portable

Price: §79.95

Bpecifications: J-speed changer, 3-tube am-
plifier, wvolume and tone control, hi-fi
speaker, dual needles

CAPEHART

3700 East Pontiac
Fort Wayne 1, Ind.

Model: 23TPISBEML

Ieslpn: Portable

Price: §74.95

Bpecifications: 3-tube amplifier, Z-watl out-
put, full range control

Model: 16-PHS55F

Dresign: Hi-fi console

Price: $189.95

Specifications: Bass and treble controls, 2-
wiy speaker sysiem, Iniermix changer

Model: 16-PH55M-B

Dresign: Hi-fi console

Price: $249.95-5269.9%

Specifications: Two-way speaker sysiem, In-
termix changer

Muodel: 4-PH35M-B

Diesign: Hi-fi phono

Price: $199.95-5219.95

Specifications: Bass and treble conirols, 2
12-inch woolers, 2 5-inch tweelers, Inter-
mix changer

Model: 6TP43M

Deslgn: Hi-fi table phono

Price: 5119.95

Specifications: 4-fube  amplifier,
output, three speakers

Model: 1IRPI25F

Design: Hi-li, AM-FM radio-phono

Price: $549.95

Specilicutions: 12-fubes two-way speaker sys-
tem

Maodel: RPI54B

Dreslgn: Hi-li rudio-phono

Price: $529.95

Specifications: AM-FM tuner, 12-tubes twio-
way speaker system, Intermix changer

Model: RP2I54

Deesign: Radio-phono

Price: §139.95

2wt amplifier, S-inch

315 -walt

Specifications: Intermix changer, dual stylos,
147 chassis radio, built-in FM antenna

CLINTON

1282 Burke Ave.
New York 69
Muodel: 3100
Design: Portable
Price: §19.95
Specifications: 3-speed midget, single nesdle,
d-inch speaker
Maodel: 310
Design: Portable
Price: $24.93
Specifications: 3-speed, single needle, larger
cabinet ’

Model: 340

Edesign: Portable

Price: $29.95

Speciications: 3-speed, single needle, tone
comirol

Muodel: 3150

Dieslgn: Portable

Price: $34.95

Speciflcations: J-speed, dusl needle, tons
control, 3-inch speaker

Model: 370

Design: Portabla

Price: 531593

Specilications: 3-speed, larger cabinet, 6-
inch speaker, plays 12<inch record with
cover closed

Model: 550

Design: Hadio-Phono combinution portable

Price: $54.95

Specifications: Radio - phono  combination
manual, 5 tubes

Model: 600

Design: Portable

Price: 586,95

Specifications: Automatic - phono, § - inch
speaker, 3 lubes, collara changer, jam
proof

Model: 900

Design: Poriable

Price: 399.95

Specifications: Automalic-radio phono comb.,
b-inch speaker, collaro changer

Model: PR 1D

Design: Portable

Price: $39.93

Specifications: 3-way radio

Model: T 20

Dreslgn: Cuabinet

Price: 522.95

Specifications: Radio, § tubes, plastic cabinet

e
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COLUMBIA

799 Tth Ave.
Mew York 19
Muodel: 355

Design: Columbia-Bell & Howell *360K"™ hi-
fi table model tupe recorder

Price: $199.50

Specifications: 10'% inches high, 19 inches
wide, 133; deep. 4 speakers, high-powered
amplifier, #-walt output, single control
specd selector

Model: 350

Design: Columbia-Bell & Howell hi-fl pori-
able tupe recorder

Price: $249.50

Specifications: 16'%: inches high. 17 inches
wide, 9% inches deep, 10-inch two-way
speaker. 50 to 10,000 cps

Model: 322

Design: Hi-fi table model

Price: $119.95

Specifications: Y.speed, 2 speakers, exclusive
“360" amplifier, ceramic turn-over cart-
ridge

Model: 320

Design: Hi-Ti table model

Price: $99.95

Specifications: 3-speed, 2 speakers, 2 needles

Model: 118

Design: Portable

Price: 399,95

Specifications: I-speed, 2 speakers

Maodel: 114

Design: Automatic table phono

Price: 55995

Specifications: 3 - speed, spring mounted,
alnico speaker, Columbia Ronetle turp-
over cartridge

Maodel: 112

Design: Monual portable

Price: 329,95

Specilicutions: 3-speed, alnico speaker, Co-

lumbian Ronetle turn-over cartrid
Muodel: 200 "

Deslgn: Open table manual phono
Price: $17.95

Spr:iﬁuﬂ-fm: 3-speed, Columbia tone arm,
universul canridge, reflecti
oo ; eclive speaker

Design: Hi-Ml manual pl
el o player attachment

Speciflications: -speed, Columbia Ronette
lurii-over cartridge

CRESCENT

= jgﬂﬂ Touhy Ave., Chicage, I,

Design: Tupe recorder-playback
Price: %99 50
Speeifications:
Model:
Design: Tape
Price: 5119.50
Specilications:
speed
Maodel: Hi-fi
Design: Tape recorder-plavback
Price: 3149.50
Specilicutions: Magic Eye indicator, two
speed, estra reel

CROSLEY

1329 Arli PR .
Model: ptl'?“‘*ﬂ"ﬂ St., Cincinnati 25, 0.

Design: Portuble clock radio-phono

Price; 511495

Specilications: 3-speed .
Maodel: “Enrica Carusg"

Deesign: Hi-fi AM/FM radio combo

Price: 5900

Specifications: 2 maiching cabinel, 3-speed

phono
DECCA

50 West 57th St

New York 19
Model: DP-42

Desien: Kiddie phono console
Price: 51295
Specifications: J-speed, 2 ubes
Maodel: DP-46

Design: Cabinet, “I'm Hans Christian An-
dersen™

Price: 59,95

Specifications: Acoustic chamber

Model: DP-14, DP-15

Design: Portuble

Price: 516.95

Apecifications: P. M. speaker, single speed

Model: [hp-2]

Design: Portable “The Lone Runger™

Price: 326935 with table

Specilications: }-speed, P. M. speaker, uni-
versal cartridge

Model: DP-54, DP-55

Deesign: Rudio-phono combination

Price: $49.95

Specifications: 3-speed, S-inch P, M. speaker,
5 tubes. buili-in antenna, base COmpen-
sallon circuit, [ip cariridge

Model: P63

Design: Portable radio-automatic phono

Price: %7495

Speciflications: 3-speed, P, M. speaker, 5

tubes, built-in antenna, flip-over curiridge
Maodel: [DP-79

Design: Portable phono

Price: %2250

Specifications: 3-speed, P. M. speaker, uni-
versul crvsial

Model: D200, DP-201

Hi-fonle cabinet

Price: 519995 5200905

Specifications: l-speed automatic, variable-
reluctance curtridge, hi-fl amplifier, one.
knob operation

Model: DP-230

Desipn: Porioble

PFrice: 59995

Specifications: 3-apeed aulomatic, 2 f-Inch
F. M. speskeérs, four tubes, ceramic cart-
ridee

Model: MYP-438

[Desipn: Portakle

Price: $54.95

Specilications: 3 -speed  automatic WM
changer, mutomilic shut-off, ceromic cart-
ridpe, 3-inch speaker

Model: DP-476

Desien: Poriable

Frice: $39.95

Dual wrack, seven-inch reel
recorder-pluyback

3.2 ohm speuker ouiput, two

www americanradiohistorv com

Specifications;
eliptical
ridege

Model: DP-ATT

Dresign: Poriable

Price: £29.935

Specifications: Y-speed, PM speaker, turn-
over cariridge

Model: DP-46

Design: Kiddie

Price: $11.95

Specifications: “Huns Christlan Andersen™
decals, one-speed

Muodel: DP-42

Design: Kiddie

Price: $39.93

Specifications: 3-speed consols

Model: DP-T7

Design: Portable

Price: $19.95

Speciflications: J-speed phono

Model: DP-T9

Diesipn: Portabls

Price: $11.50

Specifications: J-speed

Model: DP-86

Design: Portable

Price: §12.50

Specifications: l-speed

Model: DP5-5

Design: Poriable

Price: $19.95

Speciflications: 3-speed

DYNAVOX

40-05 21 5t., Long Island City, N. Y.

Model: 507

Design: Porlable, hi-Ql

Price: $89.95

Specifications: Three-speed changer, 4-tube
amplifier, dual peedies, bass-treble con-

trols
EMERSON

111 EF!hlh A'ﬂ.. HE' ank| Hl Tn
Model: B20

Design: Porable

Price: 349.95

Specifications: 3-speed, 2 speaker

Model: B19

Design: Poriable

Price: £49.93 -

Specifications: 3-speed portable phono, 2
speakers

Model: 512

Design: Table model

Price: 3190531395

Specifications: 3}-specd, (win speakers

MModel: B

Design: Tuble model

Price: $14.95-317.95

Specifications: 3-speed

Model: 812

Presign: Table model

Price: $219.95

Specifications: M-speed, Iwin speakers, can
be equipped with ear or under pillow
listéning attachments for $10 exira

Maodel: 801

Dreskgm: Tuble model

Price: 539,95

Specilicalions: Same as above (822)

Model: 813

Ddesign Table mode]

Price: 519 93-511 45

Specilications: J-speed

Model: IO :

Dresign: Table moadel

Price: 3214.95-327.95

Specifications: J-speed H

Model: 808

Design: Tuble model

Price: 518,93

Specifications: l-speed

Model: EI5 )

Design: Portable

Price: §39.45

Specifications; 3-speed, turnover necdle

Model: 425

Design: Poriable

Price: 53995

Specifications; 3-specd, lurnover needle

Model: 814

Dresign: Phono-radio

Price: $79.495

Speclfications; l-speed phopo-radio

Model: 89

Diesign: Phooo-radio console

Price: $139.095

Specifications: 3-speed

FEDERAL

199-217 Steuben Street
Brocklyn 5
Model: FME 7B
Dresign: Tape recarder
Price: 513995
Specfications: l-speed, dual track hi-fi
Model: FME 3TH
Deslgn: Tape recorder
Price: 513993
Specilications: J-speed, dual-track, hi-fi

HALLICRAFTERS

4401 West Fith Ave.
Chicago 24, IIL

Model: 6HFP-1
Diesign: Pliono
Price: %199 45
Specificotions: I-speed, hi-fi
Maodel: 6HFP-2
Desigm: Phona
Price: 520495
Specilications: Same as above in blond
Model: 1622 (muple) or 1621 {(mahogany)
Design: Hadio-phono
Price:
Specifications: Hi-fi, Jspeed, AM-FM ridio
Yiodel: IHFP-1
Design: Phono, hi-fi
Price: 599.95-%104.95
Specifications: 3-speed, dual speakers

Yspeed, 4-inch by 6&-inch
speaker, cermmic urmover cart-

KING
1540 Brewster Ave.
Cincinnati 7

Muodel: PLA—Howdy Doody Kiddy Plavers

Dresbpn: Acoustic open top

Price: 58.93

Model: AP

Diesipn: Acoustic poriable

Pricer 51595

Maodel: K5-20

Design: Forrables

Price: $19.95

Specilieations: J-speed, aulomatic 45 adapler,
sinele necdle, oae control

Model: KEF-23

Dhesign: Poriable;

Price: $25.493

Specifications: 3-speed, flip needle, toae
conirol, aulomatic 45 mdapier

Model: KD-30

Desigar Poriable

Price: $29.95

SpecHications: 3I-speed, filp needle,
control, aulomalic 45 adapler

LONDON

539 West 25th 5t., New York 1, N.Y.
Model: “The Piccadilly™

Design: Portable

Price: 514995

Specifications: 3-speed, hi-fi

MACNECORD

225 West Ohio 5t
Chicago 10, 1,

Model: MEG-ACC

Diesign: Console cabinet

PFrice: 31,345

Specificniions: MEG-A mechanical unit and
MEO-C amplifier

Model: ME-AC

Design: Poriable

Price: 1,265

Bpecificalions: MEQI-A mechanical unit and
MBD-C amplifier

Maodel: ME-ACK

Design: Portuble

Price: 51,185

Speciflications: Same ns above less caseq for
rack mounting

Maodel: R1E49

Dresign: Console cabinel

Price: 5204

Specifications: Conscle cabinet and blower
mssemhly

SModel: MEO-A

Design: Portable recorder

Price: 5950

Specifications: Recorder mechanical unit im
portable currying casc, 13-inch and Tig=
inch tape speeds sclector  switch, push
button control, automatic tape lifter, Te-
movablie head cover

Model: M30-C

Design: Amplifier

toms

Price: %315
Specifications: Record play-back amplifier,
microphone, balanced wnd unbalanced

bridge input selector switch, blas record-
ing and playback metering 15-inch  and
Tiy-inch equalization selector switch

Model: MEG-CX

Deslgn: Amplificr

Price: 3293

Speciflications: Amplifier less case for rack
miounting

Model: 21050

Price: $28

Specilications: Case for amplifier

Maodel: MAO-CR -

Price: 5330

Specifications: MEO-C amplifier adapted fox
remode conirol at laciory

Model: M3ID

Dresipn: Hecorder portable

Price: 5209

Specifications: Recorder and amplifier,

IVAH  mechanical unit and M30G am-
plifier, high impedance mike amd phono
inputs, low and high level high inpedance
ouipuls for connection (o any amphifier or
home music system, speed 335 and T154-
inches: per second, complele with lubes

Model: 33

Dresign: Recorder

Price: 33219

Specifications: Recorder and plavback unit
contains &ll featwres of M) and in ad-
dition has buili-in power output stage and
heavy dity speaker, complete with lubes,
power cable, and ccramic microphone

Model: PT6-BGAH

Dreslgnt Binnural Magnecordelte

Price: 5549

Specilications: PTH-BAH mechanical
and PT6G custom amplifiers

Model: PT6-BN

Deskpn: Binaural amplifier

Price: $449

Specifications: 2 low level, low impedance
microphone inputs, 2 VU meters. 3 gain
contrals (1 master, 2 simgle channel) cal-
ibration circuit

Muodel: PTH-AH

Design: Portable recorder

Price: %319

Specificalions: Basic recorder 15-inch and
T, -inch ips cupstuns and pressure! rollers,
hi-speed forward for fast cuing in, oscil-
lator tube, no connector cables, [ull oe
hall rack heads

Model: PTGD3

Bresign: Dubbing channel amplifier

Price: 3365

Specifications: Mukes 3 copies ol muister
tape, 1 input, 3 outputs, calibrating <ie-
culit, moter contral swilch, bridging solumes
meter, headphone jick, T-imch Hx19-inch
Wxllkinch D

MACNAVOX

Fort Wayne 4, Ind.
Model: TP 251 M
Deslgn: Hi-li phono
Price: $198.50
Specifications: 3-speed changer
Model: 252 M
Dresign: Radio-phono
Price: 327950
Specilications:
Tadie
Model; 258 M
Design: Radio-phiono
Price: 3345
Specilications: 4 extended speokers, [4-iube
AM-FM radio, 3-speed changer
Model: 259 M »
Design: Radio-phono
Price: 5150

Jspeed phono, d-speaker

Hi-Fi
MIGHTY L. P.
DRUM S5ERIES

DRUMS OF SOUTH SEAS

DRUMS OVER AFGHANISTAN
and TROPIC DRUMS

TEMPO

RECORD «CO. OF AMERICA

5 Sercan! Bewlevard, ‘Wallywesd 8d Callliinis
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MUSIC 31

!pui'lnﬂu-n 3—5[.'|H|l chnn::r, 4 speakers
Model: 260-M

Design: Radio-phono

Price: $179.50

Specifications: 3-speed phono, 21 speakers
Model: TP 255 M

Design: Portable phono

Price: $99.50

Specifications: Hi-fi phono

Model: TP 254 M

Design: Phono

Price: $119.50

Specifications; 3-speed changer

MAJESTIC

70 Washington 5t.
Brooklyn 1, N. Y.

Model: Music Male

Deslgn: Buattery operated portable  radio-
phann

Price: SE9.9E

Specifications: 12 Ibs with batteries, push

button kevhoard, ¢rvstal pickup, sapphire
needle, buili-in anlenna, carrying space
for 45°s ¢

M-G-M

701 Seventh Awve.
Mew York 36, M. Y.
Muodel: HF 293
Design: 3-speed portable
Price: S99 95
Specifications: 3-speed hi-fi, Collaro changer,
2 speakers
Model: HF 21
Dreslgn: 3-specd portable
Price: %54 95
Specifications:
nin=a UWiormatic

MITCHELL

2525 Clybourn Ave,
Chicage 14, Il
Maodel: 1-dM
Deslpme Hi-N
Price: $199.95
Specilications: l-specd, hi-fi
Muodel: J1-dB
Dhesipn: Hi-fi
Price: 52048495
Specifications: J-speed hi-fi
Muodel: 1198
Ibesign: Portuble
Priee: 527.95
Specifications: 3-speed, non-aviomaltic
Muodel: 1299
Design: Poriable
Price: $34.95
Specifications: 3-speed, non-aviomatic
Muodel: 1300
Design: Poriable
Specilleations: I-speed, auiomatic
Model: |30

Hi-fi - 3speed, 2 speakers,

Desipn: Hudio-phong

Price: U4 4=

Specilications: l-speecd, aniomanc

malaadels 12KES

Diesign: Phono

FPrice: 5109.95

Specifications: 3-speed automatic, full b-°
delity, dus] speakers

Model: 1286

Design: FPhono

Price: 511995

Specilications:  J-speed aulomatic, full -
defity, dual speikers

Aodel: -0

Design: Console Grange,

Specifications: l-specd, 2 spoakers, IHkinch

wooler, Linch iweeter, AM-FM luner
Adodel: 1300
DPesign: Clbinet radio phono
Specifications: J-speed putomatic changer
Muodel: 130K
Presign; Portable phono
Price: $74.95
Speciications:
tone conirol,

Jegpeed automatic,
PM speaker

MOTOROLA

4545 West Augusta Blvd,
Chicago 51, Il
Model: 64HF]
Desipn: Consale
Price: 5200
Specifications: lspeed sutomatic changer,
hi-fi, separaie hass, treble tone conlrols,

loudness conirol
Model: S4HI11

full range

Design: Hi-fi avtomatic

Price: 5150

Specifications: J-speed avtomatie, hi-fi, 2
speakers i

Muodel: 34F1

Design: Portible

Price: %100

Speciflcafions:

Maodels 51F2

Design: Phono-radio

Price: 510

Specifications; AM radio, 3-speed changer,
6 by 97 speaker, shuts off awtomatically

OLYMPIC

Long lsland City 1,
Maodel: 401

Design: Table radio-phono
Price: 575.04
Specileatlons:
radio,
ricge
Muodel: 5id)
Resipn: Table
Price: 5139.95
Specillications:
changer, 2
cuhinel
Model: 503
Design: Console
Price: 519%.95
Specificatlons: J-speed changer,
ube AM-FM radio, 3 speakérs
Maodel: 305
Design: Cabinet
Price:
Specifications: 1-speeds, AM-FM,
fncluding rectifier, 2-127
Model: 567, 568, 569
Dresign: Covkiail table
Price: $129.95

lspeed, I speukers

N. Y.

Aspeed, 5 whe AC-DC
guiomatic chunger, ceramic cart-

radig-phono

J-zpeed, AM radio, 3-speed
speakers, resonuni  chamber

hi-fi, 11

10
speakers.

ibes

Specifications: 3-speed, AM radio, automatic
record changer, ¥ speaker, wrought iron
legs

Maodel: 570

Design: Table radio-phono

Price:

Specilications: 3-speed, automatic changer

Model: 572

Pesign: Cabinel radic-phono
Price: 3179.95

| Specifications: 2

Specifications: 3-speed, AM-FM, 10 iubes

including rectifier, 11 wills peak, 12
Epeaker
Model: 571, 573
Design: Cahinet radio-phono
Price: g
Specifications: 3-speed, AM radio, 12
speaker .
PENTRON
221 East Cullerton, Chicago 16, lIL.
Model: CT-1
Design: Poriabhle tape recorder

Price: $129.50

Specifications: 2-speed, I-hour performance,
hi-fi recording and playback

Model: PB-1

Design: Tape playback

Price: 59950

Specifications: Duo-speed, with pre-amp

Model: PB-A2

Design: Tape playback

Price: $119.50

Specifications:
and speaker

Tupe plaver with amplifier

PHILCO
Philadelphia 34, Pa.
SModelz 1340
Desizn: Portable

Specifications: 3-speed, 47 sp:.'_m:r
Aodel: 1341
Design: Portable

Specificutions:  l-speed, automatic  phono,
new 1955 Philco record changer, 35"
spehker
Model: 1332 “Personal™

Design: Poriable
Specifications:  3-speed,

justing spindle
Model: 1334

exclusive sell-ad-

Design: Porwable

Specifications;  3-speed,  portable  record
player, § speaker, sell adjusting spindle

Model: 1755, 1758

Design: Console-phonoming

Specifications: J-speed, hi-fl  with  heavy
duty 10" woofer speaker plus new clec-
trostatic  speaker, FM-AM and record
performance

AModel: 1347

Dresign: Table

Price:

Specifications: 3-ipecd, elecirostatic speaker.

£ wooler and Philco “Boom Gate”™ tone
chamiber, lspeed,  automatic recard
changer with encore swilch.

PILOT

Long Island City 1, N, Y.

Model; PT-1010

Design: Hi-fi poriable phono

Price: 5149.50

Specifications: Dual hi-fi speakers, 3-speed
changer, nuiomlié

RCA VICTOR

RCA Building, 30 Rockefeller Plaza
NMew York 20, N. Y,
Model: SRT-40]

| Design: Portable tape recorder

Price: $160.95

Specifications: Bi-cousiic one
Model: SRT-A02

Design: Portable Lipe recorder
Price: 5194995

speaker
Vindel: SET-403

Design: Portable tape tecorder
Price: $229.95

Specifications: 3-speaker

Model: 3HS 61

Design: “*Victrold™ Phonogriph

Price: 319995

Specifications:  3-zpeed changer, 12-inch
Olson-design  speaker

Model: 3HES 3

Design: Table model phono
Price: $118.95
Specilicatinns:
Maodel: =1HS6
Dresign: Console phono
Price: 3275
Specifications:
Model: SEMI3 .
Deslgn: Portable *Victrola™
Price: $29.95
Specifications: 3-specd
Model: 451 2

Thesign: " Victrola™

Frice:
Specificutinns:
Moddel:
Dhesipn:
Price:
Specifications:
Model: 2151
Desipn: “Wictrola™

Price: ——=

Specifications: J-speed anachment
Model: 2 ES31

Dresign: “*Vicirola'

Frice:
Specifications: 3-speed phono
Mlodel: €Y 511

Deslgn: ““Victrola®”

Price:
Specifications: 45 radio-phono combo
Model: 453EY1

Design: “"Victrola™

Price:
Specilications: 45 poriable -
Aodel: 11155

Design: “Victrola™

Price:
Specifications. 3-speecd radic-phono
Model: 2ES3H

UWictrola™

Hi-li Yictrola

Hi-fi Wicitola

45 aliachment
45EY 2
=Wictrola™

45 phono

Design:
Prive:
Specifications: 3-speed poriuble
Model: 2U 7

Design: “Victrola™

Price; ——

Specilicationst J-speed fudio-phono
Model: 5PK-1

Design: Speaker

Price: =
Specifications: Hi-fi speuker

REK-O-KUT
38-01 Queens Blvd.

Long Island City, N. Y.
Model: Chullenger
Deslgn: Portable dise recorder and playback
Price: 545995 ’
Specifications: Dual speed, dual sapphire
magnetic  cartridge, 10-inch PM  loud-
speaker, Universal recording amplilier
Model: RT43%C
Design: Portakle hi-fi
Price; $309.95

| Specifications:

Specillcationst }:pud twin 10-inch speak-
ers, crystal pickup with 2 sapphire giyli

Model: RT-43VM

Design: Portable hi-fi

Price: $319.95

SpecHications: Same as RTA3VC, with
magnetic pickup and pre-amplifier

Model: RP-43-%C

Design: Partable hi-fi

Price: 516993

Specifications:  Y-speed,  10-inch -~ speaker,
crysial pickup with 2 sapphire siyli

Model: HP-43-%M

Deslga: Portable hi-fi

Price: L2R0.95

Specifications: Same as RP-43VC, with
magnelic plekup and pre-amplifier

REVERE
320 East 21st 5t., Chicago 16, Il |
Model: TR-1HK

Design: Magneiic tape recorder

Price; $249.50

Specifications: Buili-in radio, balanced tone
conirol, Iwin speakers, 77 reel

Muodel: T-10

Design: Magnetic tape recorder

Price: 5235

| Specifications: Speed 715

AMaodel: TH-2Z0

Design: Magnetic lape recorder

Price: 5287.50

Specifications: Same as T-10, with built-in
rudliio

Muodel: T-TUH

Deesign: Magneuc lape recorder

Price: 3125

Specifications: 77

Model: TH-E#

Design: Magnetic tape recorder

Price: $£277.50

Specifications: Same as T-700, wilh built- by |
radio

Maodel: T-90M

Deskgn: Muaprnetic lape recorder

Price: 51594950

Specificutions: 77
indicalor

“Wiodel: T-108

Desipn: Magnetie tape recorder

Price: $169.50

Specifications: 7"

Maodel: T-500

Design: Magnetic tape recprder

Price: 3179.50

Specifications:

Model: T-11

Design: Magnetic tape recorder

Price:

Specifications: Hi-fl. 10" reel, frequency re-
sponse—350 1o 15000 cycles at 715" /sec

reel, 2 hoor play

reel, twoslevel recornding

ree

5" reel, 2 hour play

il
ROLAND
185 Madison Ave.
New York 16, N, Y,
Model: 10XF1

Design: Console riadio-phonograph
Price:
Specifications:
cartridge, dunl sapphire needics,
AM-FM radio, coaxial wooler,

SENTINEL

Evanston, lll.
Model: 357-TM
Deslgn: Tuble radio-phonograph
Price: $149.95
Specifications:  }-speed changer,
“radio, three speakers
Model: 358-CM
Design: Console radio-phonograph
Price: $199.9%
Specifications: Hi-fi, d-specd record changet,
3 spealier system
Aodel: 10
Design: Magnetic tape recorder
PFrice: 512450

3-speed record changer, hi-fi
i tube
tweeler

hi-fi, AM

Z-speed, T reel, J-walt am-
plifier

SONIC INDUSTRIES

30-30 MNorthern Blvd.
Long Island City 1, N. Y.
SModel: 3040
Design:  Portable

| Price: 52993

Specifications: 3-speed, crystal pick- up

Model: 333

| Dresign:
. Pricet. $£9.95
| Specifications:

Design: Fortable
Price: 337.50
Specilications:
Muodel: 335

Fartable

lspeed, lurn-over pick-up

T-speed, ceramic cariridic
with dual needles, co-axial speaker 8¥s-
tem

Model: 3136

Design: Caobinel Table

Price: $119.95

Specifications: J-speed, ceramic cartridge | |
with dual needles, 3 speakers, auloimalis
shut-off

SPEAK-O-PHONE

23 West 60rh 5t.

New York 23, N, Y.
Model: TDE2Z
Design: Combination tape-disc, recorder
Price: $279.50 ’
Specifications: 5 reel, 577" speaker, hi=li

Model: HR-48-1

Design: Dise recorder with phonograph and
public address sysiem

Price: S199.50

specifications: Dual speed, 127 dise

STEELMAN

2-30 Anderson Ave.
Mount Vernon, N, Y,
Model: 30 10
Design: Portable
Price: 51995
Specifications: Alnlco speaker,
put, volume and tone control,
cariridge
Model: 34 11
Design: Cuabinet
Price: 5129.95 mahogany, $139.95 blonde
Specifications: AC amplifier with power
transformer, inverse feedback, E-wali out-
put, four tubes, 2 6G-inch speakers, aulo-
matle VM changer, dual sapphire needics

STEWART-WARNER

1826 Diversey Parkway

- Chicaga 14, Il
Model: 9120, 9140, 92%0
Deslgn: Portable

(Continued on page EI}
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RECORD DEALERS!

Increase Record Sales
Decrease Operating Expenses!

NEW 10” DUAL RECORD
ENVELOPE HOLDS 45’s
and 78’s IN ONE MASTER
ENVELOPE!

¥
78 :;_ ?H': EH«:ELGPEE.

DUAL 78-45 stock

RECORD ENVELOPES.

"“"‘H time,

- W_ml: o0 more Customers.
- Eliminates numbering or
the same record.

10. Saoves
space —
stocked, allows

labeling both speeds of

more merchandise o be

_ AVAILABLE NOW! LP/EP ENVELOPES FOR SELF-SERVICE
. “BROWSING SHELVES."

Keep accurate running inventory on any record in stock—
speed inventory time—solve rnnn:lnrmg prnhlem Can be
used again and again. Available in 7"-107-12" sizes.

] | ATTENTION REPS, DISTRIBUTORS!

. A FEW CHOICE SALES AREAS OPEN . . . WRITE FOR
| FULL INFORMATION. -

" Order from your distribotor ...or ‘mell this coupon foday !
Ll SAIISFAETHIH GUARAHTEED...GH YOUR MONEY BACK!

DUAL PHONOGRAPH ENVELOFE COM FAMY
148 Broadway
Melroze Park, lllineis

Gentlemen:

Plegse send me the following:

Somple order of: [] 100 DUAL STOCK RECORD EMVELOPES—$ 15.00
[]500 LP/EP SELF-SERVICE ENVELOPES [77)}—$17.50
[] 500 LP/EP SELF-SERVICE ENVELOPES [10"]—3$25.00
[] 500 LP/EP SELF-SERVICE ENVELOPES [1271—$31.50

] Enclesed find payment in full

] Send now, bill later
[roted firms only)

W'Hnmlar-lill ------ L Ll R E R R EEE R R W BdEEEEEE R w W = - & B
Aﬂdrﬂ“-q.'l-.‘lil|'jpli|j-|i-f|-ll-l-ll-! e I e R R T NN &
cirr-rllrill.l-il-l--ll-lrlrrill-ll--'r ------- Im' ------ E‘in" EE e s "
AIBEATION . o v setratassrananybsssnsssasnnntbbasiabrasannsananaisns
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EDITORIAL

Control the Dim-VWits!

The best tvpe of control

15 self-imposed, and industries

and individuals lacking this quality invite punitive action by
legislative groups. This truism has special and current refer-

ence to the rhyvthm and Blues

field, where a number of disk

manufacturers—by overstepping propriety and good taste—

have already precipitated legislative intervention.

In Long

Beach, Calif,, the sheriff's office has banned the performance
of one of the spicier r.&b. disks on juke boxes. In Memphis,
police have been confiscating boxes and levying 550 fines on

operalors,
one of the ecruder r.&b, disks
badgered disk jockeys,

Four West Coast radio stations last week banned
sks, and West Coast dailies have
distributors,

publishers and song-

pluggers about the rash of double entendre recordings.

The problem, of course, 1s

not confined to the r.&b,. field.

FPop publishers and a.&r, men are sometimes guilty. Ditte the

country field, But these are
rash of legislative crackdowns

occasional transgressions. The
aimed specifically at the r.&b.

market, however, gives cause for alarm,
Inopportune Time

Particularly regrettable is

the fact that local law enforce-

ment and other groups have found it necessary to apply re-

straining measures at a fime w

hen the r.&b. field is enjoving a

tremendous measure of acceptance—not only among regular
r.&eb. buyers but also in the pop market. This widened accept-
ance derives from the imaginative a.&r. work, the creative

arranging and writing which
output to a high level.

has raised the general r.&b.

To allow a narrow band of dim-witted men to impede the
progress of this burgeoning field would be inexcusable folly.
Manufacturers, distributors, dealers, writers, artists—the entire

music business
ness  categories—Ilegit, films,
already learned the lesson,

knowledge thru sad and hitter

have a =take in this matter. Other show busi-

radio, TV, night c¢lubs—have

some of them acquired their

experience., The r.&Db. field can

not afford to wear blinders. It must contro] itself, lest it invite
censorial action damaging from both economic and creative

points of view,

Victor to Push Sets
Of ‘Requiem,” Miller

NEW YORK, Sept. 18.—RCA
Victor has scheduled a nation-
wide series of distributor meet-
mpgs next week to launch two of
its top fall packages—the Glenn
Miller Limited Edition, Vol. 2.
and the Verdi “Requiem,” the lat-
ter in a performance by Arturo
Toscanini,

The campaign timetable calls
for delivery of the sets to dis-

NEW TWIST

Brady Offers
Bonus Plan to
Disk Distribs

HOLLYWOOD, Sept. 18—New |

twist in disk promotion was dis=-
closed here this weck by Wally
Brady, president of the Glenwood-
Montelaire music publishing com-
panies who have set in motion an
incentive plan for record distrib-
utors.

Move, according fo Bradwv, is

predicated on the theory that lit-|

tle incentive or bonus is ever of-
fered the record distributor by a
music publisher. Brady, in co-
eperation with Columbia Records,

(Contined on page 38)

Clubtime In
Big Expansion
In 6 Months

HOLLYWOOD, Sept. 18—1In its
first six months of operation,
Clubtime Productions, Inc., voice-
irack syndication firm, has racked
up sales that include 21 radio sta-
tions in the United Statles, one in
Hawaii, one in South America,
and 10 in Canada.

Marketing voice tracks of popu-
lar recording stars, i.e., Frank Sin-
atra, Rosemary Clooney, etc., the
firm has achieved coverage of vir-
tually 35 per cent of the major
radio listening audience, accord-
ing to Larry Buskett, vice-presi-
dent and national sales manager
for the company.

Recent =ales include Stati
WBAL, Baltimore; KSTP, ]!u%iszl:::ﬂ
apolis; WTSP, St. Petersburg, Fla.,
amil WIRK, West Palm Beach, Fla.

Success of the project, proves,

according to Buskett, the accept- |

ance of music programing to local
radio audiences.

meetings, which an even dozen
Victor execs will conduct as they
fan out across the country. All 54
distributors will be covered in
the course of the weesk.

There will be 75,000 Miller sets
shipped to distributors on alloca-
|tions based on their movements
:ﬂ-i‘ the first package a year ago.
‘At the meetings thev can order

‘additional copies on a one-shot!

| hasis. The extent of the latter
orders will determine the size of
the limited edition.
Allocations of the “Requiem”
fContined on page 3&)

Lion Firm
Sets Policy
For Dealers

CHICAGO, Sept. 18—A new
policy of selling direct to dealers
was nstituted this week by the
Lion Manufacturing Company, ac-
cording to Paul Eckstein, division
manager.

The firm, altho primarily a
coin machine manufacturer, has
also been in the phonograph and
television set field several years.
| The firm is currently producing

|a high-fidelity phonograph, Model
208 consolette, which features re-
mote, control. User of 'the unit

{(Continued on poge 35

ributors the day following the |

Capitol Drops Fair Trading on
Cetra Label; Goody Suit Ends

NEW YORE, Sept. 18.—Capitol | Capitol was upheld in its fair- | to between 20 and 25 per cent on

Records will end fair trading its
subsidiary line, Ceira HRecords,
next month, Cetra has been fair
traded in four states, New York,
New Jersey, Connecticut and
Massachusetts, ever since the firm
acguired the Italian opera line
[rom Dariv Soria over a vear ago,
This week Capitol notified dealers
who had signed fair trade agree-
ments that it was ending Cetra's
fair trade standing.

Capitol decided to take the line
off fair trade aboul a month ago
when the firm determined that
tho 1t was w.nning successive
court cases upholding its right to
fair trade the Cetra line it was
not getting the sales results thal
it had anticipated. According to
the firm the line was not petting
the hoped-for push from ﬁ
who looked on fair traded lines
as the answer to price cutting
| problems, and it was getting no
{ push at all from dealers who or-
dinarily cut price, since they had
to sell the Cetra line at list.

Capitol got into the fair trade
fight when it purchased the Cetra
line back in 1952, When Soria
owned the label he profected the

passed by Congress in 1952, Capi-
tol eontinued this protection in
four states.
Goody Suil

Soria filed suit against Sam
Goody when the latter sold Cetra
Records at cul price. The firm got
an injunction agamst Goodvy and
Goody  fought the injunction.
Capitol became a plaintiff in the
case when 1t purchased the line,

ealers |

line under the new fair trade act!

|1.rading, of the line in three courts
'in the state of New York. He-
| cently Goody appealed to the Su-
preme Court of the United States
'roncerning the case. Now that
Capitol has taken the line off
fair trade this appeal wili be
dropped.

Capitol's dropping of the Cetra
line from fair trade means that at
the preseni time no major firm
has any part of its line under

protection. In fact only a few of |

LFP labels are fair
traded. _

Fair trade became a real issue
|amung dealers as a result of price
‘cutting of LP records by discount
shops and super-disk steres such
‘as Sam Goody's, When the Con-
‘g