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They're Si
Night Lon

ngin’ All
g in Dixie

Group-Led Community Marathons Give

South’s Entertainment Worl-

Big Boost

MEMPHIS, May 14.—Sonthem Mluri'lf,ﬁ'mphis, Nashville, Jack-

show business is getting a big

boost from the all-night sings

which are consistently booming

along’ at a powerful, profitable
all across Dixie.

These are the marathon music-
fests where gospel songs—some of
them old folk songs and hymns
from back-country churches and
some of them new pops—are the
Fare.

The musical programs  that
feature gospel quartets and audi-
énce participation, in tikes of six

urs and more, are drawing big
crowds in. small and large cities
clear aeross  the South. Cirenits
bring the sings around on a
monthly schedole for steady, re-
peat business, . About a fourth of
the house in many places holds
permanent  reservations for the
same scats month after month.

As summer approaches, some of
the all-night sings are being moved
ouldoors again. After a winter
schedule in  civie auditoriums,

about half of them now will be!

ﬂnﬁd in open stadiums and ball-
parks. Some of the quartets and

molers are  casting  eves on
ucrative fair dates. Several singing
groups, like the Blackwood Broth-
ers, ilready have made some ap-
pearances at fairs, and this Mem-
phlits-based guartet s negotinting to
appear at the Mid-South Fair
here this season.

Cospel Interest

Cospel interest in the South is
not new, altho much of the com-
mercial expansion is recent. People
have gathered in “singing con-
ventions” o hear and sing gospel
songs since early days. The interest
now & expressed by the number of
gospel deejays on Southern radio
and TV stations as well as the
existence of three major and several
additional cireuits of all-wight sings,

What is newer is the spread of
popularity for gospel songs across
the Mason-Dixon Line, The all-
night sing producers, long-time
fixtures in Atlanta, Birmingham,

Acts Double
As Pitchmen

MEMPHIS, May 14. —On the
Southern sing circuits, where gospel
quartets gained their inital pop-
ularity, the singers double as lﬁil{'E
men and their sales bring in nearly
as much as their harmonizing,

Recordings, song books, sheet
music and pictures of the gquartets
are the main items offered hit‘ sile
te andiences. James Blackwood, of
the Bluckwood Brothers, sayvs the
group § profit from its pitches fre-
1|l|+'rlil:.' I‘!{IJ.LI'-; the amounl l!u_':.' E"I
jor the performance itself,

With two quartets alternating on
i sing program, one group fans out
thru the audience with armloads of
hooks and records for sale while
the other foursome sings,

som, Fort Worth and points be-
tween, now are tunmg up In
Indianapolis, Akron, Detroit, St
Louis and elsewhere in the North.

This advance is paralleled by the
national and then world activities
of Billy Crubam, most publicized
of a4 numerous group of evangelists,
southern-stvle, who are enjoving
Fprosperity in a wider and wider
area, Among them is the Rev. Oral
Roberts, who packs 12,000 into his

radio broadeasts are aired thruout
the country, Now he is planning
an overseas junkel, too,
All-Night Sings
Usually an all-night sing starte
at 8 pom. and rms untdl 2 am.,
but there have been muny that
lasted until dawn. Tickels average
$1.25 for general admizsion, $1.50
tor reserved seats and 75 cents for
voungsters.
Muost aften the program lists two
| quartets, and they altermate in 30-
{minute stanzas. Besides vocalizing
of the foursomes, these is much
group smging, hand-clapping and
(Continued on page 40)

huge tent almost nightly and whese |

SILVER SCREEN
POOH! TV HAS
GOLD POCKETS

NEW YORK, May 14.—The
motion picture industry may
have its silver screens, but the
television industry  has  its
share of golden linings.

The pockets of some of the
more talented TV production
executives are beginning to
liuglﬂ rather merrily with
weavy coin, heretofore avail-
able only from the coffers of
the million-dollar Hollywood
studios.

For example, the pew pact |
that Alex Segal, considered |
one of the most creative of
TVdom's directing set, recent-
Iy signed with ABC-TV report-
edly guarantees him $100,000
a season—no small sum in any
medium. Figoring that Segal
will do a :hmw every  other
week, as is currently conlem-
plated by the web, this would
mean he would get approxi-
mately §5.000 per show.

Segal this past season re-
portedly received $3,000 per
show, But in addition to the
hefty coin increase, his new |
contract, it's understood, gives
Segal complete control over
the productions he will direct,

ABC-TV is currently piteh.
ing Segal as producer-director
of a Saturday night 9:30 p.m.
live drama for next season.

appearance  Held continues as a

| power of live shows,

| Canada — are

Country & Western

Music Fan

s Like

Their Talent Alive

Personal Appearances in the Field
Nudge $50,000,000 Per Year

By PAUL ACKERMAN

NEW YORK, May 14.—TIn this
dav of mechanized entertainment,
the country and western personal

constant reminder of the box-office |

Business - has been better than
ever, according to the promoters
and bookers. and forecasts for the

coming vear indicate that the
c.dew,  over-all  gross  billings—
covering the United States and

now hitting.  the
£30,000,000-per-vear mark.
3,000 Locations

One year ago, it was estimated
that at Jeast 3,000 locations present
country talent on a regular basis
(The Billboard, May 22, 1954).
According to Cooke & Rose Thea-
trical Enterprises, which handles
a tremendous amount of bookings
east of the Mississippi, new loca-
tions are opening nl] the time, and
the demuand for top talent exceeds
the supply. In some instances busi-

| Barn Dance,”

NEWS OF THE WEEK

NBC and CBS Juggle Fall Shows:

Have More Sponsors Than TV Time . . .
With more sponsors than time available on the
two top networks, NBC-TV and CBS-TV, both
webs are taking their time about slotting their
shows. CBS is especiully particular abott ac-
cepling orders, It realizes that programming
is the key to its continued billing supremacy
and is trying to juice up its line of shows for
neXl SEASON. s eccseoct aa F R e L TR

New High-Budget TV Film Show

Put On Market By 20th-Century , . .

20th Century-Fox this week put its third TV
film show on the market, a hich-budgeted
dramatic anthology with such stars as William
Holden and Marlene Dietrich, GAC-TV, which
sold Fox's "My Friend Flicka™ to CBS-TV, is
peddling the new show. .......... .. Page 8§

Record Industry Sponsors New

Title-Strip Plan For Dealers . . .

The recording industry’s first “Pic Strips™ title-
sirip plan for self-service dealers will be made
available July 1, in an mdustry-sponsored move
to make selt-service merchandising on singles
as effective as it is for albums, The idea
originated with Capitol Records, ... JFPage 39

“The Name's the Same™?

Don't You Believe It . . .

A warbler by any name mav sing as sweet, but
many pop singers today are convineed that a
change of moniker may help better their record
siles. A rash of |m|11r--i'lh.m;.:r artists hove
popped up in the recording field recently, but
the trend is anvthing but pew, ... .. .Page 39

Warld's Fair Being Built

In Dominican Republic . . .

Some 20 large buildings, along New York
World's Fair lines, are under construcHon in
Cindad Trujillo for the Dominican Republic’s
World's Fadr next winter, American showman
Ceorge Hamid returned to New York this week
with a pact for all midway attractions, FPlans
o operile about 30 i'qur_"r', at least four :1Im1.+..1.
and wide range of come, refreshment, souvenir
and novelly concessions. .. ...ssse.Fage T0

Billboard Music Panel

Divided on Juke Box Ads ...

The idea of plaving commercial advertising
records on juke boxes to increase revenues s
thoroly discussed in nation-wide survey tiken
by The Billboard. . iiavsssnnasssFage 100

Juke Operators in 35 Cities

Push Change to Dime Play . . .

The switch to the J0-cent coin is catching on
across the countryv as music operators step up
conversions. Operators in 14 cities switched
from a nickel in last few months, making total
of 35 markets where most juke records cost a
dime. dennsasns-2ogn B

Nation's Largest Camnival

Opens Season in Memphis . . .

Attendance was larger, but per capita spending
tighter than last vear at the Memphis Cotton
Carmival where the Roval American Shows
launched its 1955 season. vveeesesss.Page 70

Amusement Parks Get Break

On Network Television . . .

The amusement park industry received its best
television plugs on Wednesday (18) over two
major network ill‘uj..‘:lillll‘i. “Godirey and His
Friends™ was telecast from Steeplechase Park
on Coney Island, and “Tonight,” with Steve
Allen, featured concession games from Rock-

awavs - Plaviant, 5ol sie seensnsnss Page 78
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ness has jumped 50 per cent ahead
of last vear, this office stales.

The agenev. which handles all
of the Eastern bookings of WSM's
*“Grand Ole Opry™ and the WRVA,
Richmond, Va., “0ld Dominion
states that Y0 per
cent of the persomal dappearance

| business in the country Held is lo-

cated east of the Mississippi. Soma
25 parks use c.fw. talent . edelu-
sively in this area, and ahout 200
drive - ins, stadiums.  speedways,
theaters and ball parks which fig-
ure heavily in lEu purchase of
tulent.

Biggest Buyers

Biggest buvers are the Sunday
varks, including New River Ranth,
lising Sun,. Md.; Sunset Park,
West Crove, Pa; Valley View
Park, Hellam, Pa.; Sleepy Hollow
Ranch, Pennsburg, Pa.; Circle A
Ranch, Hunddonfield, N..J.: Santa
Fe Ranch, Reading, Pa,, and Buck
Lake Ranch, Angola, Ind.

Each of these operations spends
$2.000 and upward for counfry
talent on Sunday shows. An artist
such as Rov Acuff, who brings in a
group, commands bebween $1.500
to $2,500. Individual top artists
such as Hank Snew and Webb
Pierce get between $1.000 and
$1.500 tor their solo stints, In ad-
dition to one lﬂ‘) act, the Sunday
parks use considerable supporting
talent—the cost running $500 and
upwird., Several hundred dollars
is also spent on novelty tuwms to
spice up these Sunday shows.

Under normal program schedul-
ing these shows run from 1 p.m.
thru midnight, a half hour on and
a half hour off. Top acts appear
about three times during the dav.
Maostly, talent is paid a flat fee
rather than a percenlage, aned dur-
ing a 20-week season an artist can
orogs 520,000 to 330,000 in per-
sonal appearances. This season
extends ir:'nm Easter Sunday to
October 1, and good talent can
work continoously,

Admission to the Sunday park is
generally from 60 cents to §1. Dur-

(Continued on page 15)-

2 Factors Set
C.&W. Apart

NEW YORK, Mav 14. — Two
factors characterize the country
field. One is the intense loyalty
which the public accords the en-
tertniners, Witness the eonsistent
salability of Wehb Pierce, HRed
Foley, Emest Tubb, ete.

The second factor in ihe c.f&w.
field is the very close tie-up be-
tween personal appearances  and
records, Whereas in the pop Held a
hit disk enhances the artist's draw
at the box office, in c.&ew. the con-
nection is closer, Here the artist
rarely records tunes that he has
performed in his act. When hLe
makes a record, he has already

mauged auwdience reaction.

'y
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FALL NETWORK SHAPE-UP

Major Webs Selling Time on
Strength of Shows Offered

NEW YORK, Mav 14. — With
demand still at a high level for
time at both NBC-TV and CBS-
TV, quite a few hall hours of pro-
gramming remain open. The prob-
lem. of course, is programming and
particularly at CBS-TV. The net-
work is handpicking shows to make
certain that it retains its billing
leadership over NBC-TV next sea-
500,

An important new development

is the birming up of the Friday
night line-up at CBS. General
Foods has moved “Our Miss

Brooks” into the 8:30-9 time period,
giving it contiguity with “Mama”
which remains in the preceding
half hour. R. J. Bevnolds will re-
place “Topper” with a new film
series, Crusader,” which moves
inte 9-9:30  that evening, and

Schlitz Playhouse of Stars will |
10. P.&G. has

follow it wuntil
moved out of its alternate sponsor-
ship of “Topper” and will not co-
sponsor the new show. “Line-up”
and “Person to Person,” with Elgin
as the new alternate sponsor,
occupy 10-11, as usual.

G. Mills Eyes
‘Ranger’ Ax:
Buy of Earp’

NEW YORK, May 14. — The
changing programming and sales
icture ut ABC-TV this week saw
seneral Mills all but decided to
drop half of its successful “Lone
Ranger” stanza in order to pick u
half of the web’s "Wyatt Earp”
show,

Ceneral Mills" move iz in line
with the general trend by bank-
rollers toward spreading tiwir TV
holdings along a wider front wvia
alternate sponsorship buys,

The web alsa pulled in three
bankrollers for its 90-minute one-
shot “special,” the opening of “Dis-
nevland” amusement park on July
17. The three buvers are Gibson
Greeting Card Company, Swift
and American Motors.

ABC's Bishop Sheen stanza
meanwhile this week was with-
drawn from sale. It's understood
that Admiral is the advertiser that’s
buving the Sheen show, tho at

press time nothing was definite on |

this score,

On the programming side, "Cav-
alcade of America” next season
looks as if it will wind up Tuesdays
$:30-10 p.m. The show is slated
for a change in format that will
see more emphasis placed on con-
temporary stories rather than his-
torical ones.

'radic controversies engendered by

The network, in line with its
plan to juice up its programming,
is planning to {:mgmm about 10
big shows Saturdavs and Thursdays
next season, probably in color. The
programs are not to be called spec-
taculars for an obvious reason, but
they are to be important and ex-
pensive stunzas, The web now has
to come up with material since all
it has on hand is three Noel
Coward properties,

At the network on Satordav
nights, Procter & Gamble has
bought “The Four of Us,” a situa-

tion comedy starring Janis Paige, to
replace "My Favorite Huosband,”
9:30-10. And Chesterfield will slot
its newly acquired “"Gunsmoke” op-
posite George Gobel at 10. NBC/
also has a Saturday night program- |
ming problem. Swilt must find an- |
other show for either 7:30-8 or
8:30-9, and a replacement must be |
found for Imogene Coca. Incident-
ally the important 9-9:30 time:
period here muav be available for a
sponsor  with a strong  propertv,
Toni, which is high on Tennessee
Ermie, wants the time period.
Others in Flux

Also at CBS, Tuesday night
remiing in a state of flux. R. |.
Reynolds has Phil Silvers at 8,/
Sheaffer and Mavtag are said to
have an eption at 8:30, a replace- |
ment must be found for “Meet |
Millie” at 10, and “See It Now”

Ldramate show.

must gel a new bankroller at
10:30.

At the same web, but on Thurs-
davs, “Navy Log"” is ticketed for
for 8-8:30 p.m., and 10;30-11 that
evening is available too for an ad-
vertiser with a likely property.
CBS ulso has not decided on the
bankrollers of “"Cochise,” Wednes-
cav T:30-8, or "Flicka,” Friday the
saume time next fall. It has had
numerous offers for both shows.

NBC iz looking for a new time
period for *It's a CGreat Life,”
whose renewal seems to depend on
whether the web can offer a time
slot where it can build a rating.
The network also wants Borden's to
come up with a stronger replace-
ment for “Justice” than the quiz
show the client bought for the
summer. Also at NBC, United

| Stutes Rubber has manifested an

interest in picking up a substantial
chunk of its Sunduy night color
spectacular, “Color Spread,” along
with National Gypsum.

ABC is wide open Sundays,
Saturday and Thursday where
Ponds will probably cancel its hour
For obvious rea-
sons the network's selling is de-
penclent on how quickly the other
webs get into s.r.o. status. Except

Jom Tuesday and Wednesday, it has

plenty of time even on some nights
where considerable selling progress
has been made,

TPA to Hold
4-Day Sales
Clinicin N. Y.

NEW YORK, May 14 —Televi-
sion Programs of America has
scheduled a four-day sales clinic
at the New Weston Hote]l here be-
ginning May 31, At that time the
TPA staff will be briefed on sales
asproach on its new “Science in
Action” show as well as another
big series. The I tter will be either
“Black Beautv,” which mav be re-
titled “Thunder,” or it mav be “The
Count of Monte Cristo.” Which-
ever it is, the other will he held
for national sale.

Edward Small, TPAs board
chairman, will be in New York
next week to linddle with other
TPA brass on this decision. He
will also attend the NARTB con-
vention and the clinic. .

‘Big Story’ to
Stay on NBC

NEW YORK, Mav 18 “The
Big Story” has been refewed by
American Tobacco and Simoniz for
26 weeks starting September 9,
and will return to its present NBC-
TV Friday nighttime slot after an
eight-week summer  hiatus, ac-
cording to Everett Rosenthal, presi-
dent of Pyramid Productions.

Rosenthal’s stutement lavs to rest
reports that NBC-TV was planning
te put another show in “The Big
Story” time slot next fall,

Alcoa’s Dropping of ‘See It
Points Up Direct Sell Trend

NEW YORK, Mav 14, — The
cancellation of Ed Murrow's "See
It Now” on CBS-TV this week by
the Aluminum Corporation of
America is one that has far-reach-
ing ramifications, Not for the pro-

ram, because it most likely will
ind another bankroller. But be-
cause it signifies the further elimi-
nation of the institutionul sponsor
From the medium and the intensive
use of TV for a direct sell by all
levels of sponsors,

The cancellation of Murrow was
rather unexpected, and is attribut-
ed by the trade to the program’s
recent trouble with the Texas attor-
ney general. The advertiser is re-
ported to have come to the conclu-
sion that the continwing tho spo-|

the show would not fit in with the |
company’s recent change in sales
tactics.

Aleoa is in the early stages of its
new advertising and -sales promo-
tion campaign geared to build con-
sumer interest in its aluminum
products, Its first move is the in-
troduction and acceptunce of the
new Alecoa label. The company's |
decision to sell directlv to consum-

‘Morning Show' May

Go Co-Op

CHICAGO, May 14. — Indica-
tions are that CBS-TV is giving
consideration to co-oping

lowed on the web., The program
has lost well over $1,000,000 in
the more than a vear that it has
been telecast.

By co-oping the program, the
webh would be able to feed the
show to its affilintes and yet get
enough money from local sponsors
to pav its way. It would then be
in a position to begin rebuilding
the show without making any tre-
mendous outlays. And, of course,
the tremendous investment that has
already been made in the show

would also be safeguarded.

itsE be the same “Morning Show™ as is
“Morming Show,” the first time | presently being programmed, Jack

such a procedure would be fol- | Paar is virtually certain to bow out.

on CBS

It is also reported that when and
if the show goes co-op it will not

Paar has had a chance to build a
following and, according to the
trade, hasn't gained audience ac-
ceptance. Some sort of program

ers wias made after long study had
proven its necessity.

Before Workd War I Alcoa had
dominated the field completely.
But competitors like Reynolds Met-
iwls, Kaiser Aluminum and others
have made great strides since 1949
toward cutting Alcoa down to size.
Revnolds, in particular, thru intel-
ligent use of TV has done a sensa-
tional job. It has created products
for consumers and sold them di-
rectly to them. It will sponsor as a
summer replacement a do-it-your-
self show which will market its
do-it-yvoursell aluminum products.

The Direct Sell

Alecoa’s selling pattern as the ba-
sic producer of the metal had been

' to sell it in its raw state to fabrica-
tors who, in turn, would sell it to

consumers, This presupposes that
Fabricators can keep pace saleswise
with Alcoa’s aluminum production.
The company found, however, that

that would use members of the
Housewives” Protective League, the
CBS current radio property, is con-
gsidered a possibility as a replace-
ment.

When the change in format will
take place is not known, but it will
likely be this summer so that the
show can hrenel:l in grln.du-.;]iy before
it gets exposed to local sponsors
by the a.ﬂ[;ﬁ;tﬂs.

Revlon, Marlb'o

Buy New Johnny
Carson Sanza

HOLLYWOOD, May 14.—Marl-|

bora and Revlon this week bought
the new “Johnny Carson Show,”
scheduled to make its debut over
CBS-TV June 30. If the comedy-
virriety program proves a success

it will continue on into the fall|

SES0IT.

The show will be slotted in the
10-10:30 p.m. Wednesday time,
presently oceupied by “"Now and
Then,” placing it in the hot spot
opposite “This Is Your Life.” Net
hus been touting Carson as an-

| other George Gobel and apparently

thinks he may be the answer to
Ralph Edward’s appeal.

Bill Brennan will produce the
live Hollywood erigination. Show
will put the second comic named
Curson on the air, Jack Carson ap-
pearing on NBC-TV from 8 to
§:30 Friday nights.

this was not alwavs the case. And
it began testing TV to see if it
could provide some of the answers,
Alcoa became a charter client in
“Home"™ for its Wearever pots and
aluminum foil. It used “Todav”™
for its fences. The result was an
inerease in its “sales and a notable
co-operative selling effort between
Alcoa, Dave Carroway ("Today™)
Arlene Francis ("Home”) and the
company's fabricators.

Aleoa learned that because it
used video for a direct sell, not
only did it increase the public’s
awareness of the worth of the prod-
uct, but it was possible to sell its
Fabricators more aluminum because
they realized the company’s adver-
tising support would provide sales.

The advertiser is now looking
for properties that have made au-
dience appeal. NBC-TV has a real
| good chance for the business to go
to its triple trinitv of participation
shows, “Todayv,” “Home,” and “To-
night” because of the client’s suc-
cessful experience with them.
|  The Alcoa consumer sales attack
| is just part of a continuing revolu-

| tion in American methods of mar- |

keting and distribution. More and

materials are creating  products
that can be sold directly to con-
SUMETS.
such products, they realize that

vertising and merchandising  in-
stead of thousands of wholesalers
and distributors,

Flanagan fo
Quit SRA Post

NEW YORK, Muyv 14.-Thomas
F. Flanagan will retire as manag-
ing director of the Station Repre-
sentatives’ Associution i the next
few months to devole more time to
outside business interests.

Flanagan, who's been with SRA
for seven vears, will continue to
work with the uassociation on a
part-time consultancy  basis,
will make his headquarters at the
SRA's offices in New York

Liberalization
0f AFM Pact
Asked by Webs

NEW YORK, May 14.—Network
executives have asked the Ameri-
can, Federation of Musicians to
consider the advisability of per-
mitting a more liberal interpreta-
tion ot the network-AFM pact cov-
ering television and radio,

Such a more liberal interpreta-
tion, it is understood, would permit
the networks to produce better pro-
:gmmming within  budget limita-
tions, and would permit the sale of
these programs without hiking the

package cost with additional fringe

| tees called for under a strict inter-
pretation of the pact. The AFM
has forwarded copies of the letter
't key locals, including 802 in
New York and 47 in Hollvwood,
und has asked those locals for their
opinions.

There are several chief points to
the letter. One has to do with the
matter of additional music fees on
participating programs. One of the
mutters here involves the question
of how announcements on such
programs are to be interpreted.
Does the announcement of addi-
tional or other sponsors on future

(Continued on page 40)

Name Diamond P.R.
Dept. Head at U-I

HOLLYWOOD, May 14.—Jack
Diamond, formerly assistunt public
relations director at Universal-In-
ternational., this week was named
to head the department at the
studio, succeeding the late Sam
[srael, who died last month. Dia-
mond came to U-I in 1949 after
six years in the publicity depart-
ment at Warner Bros, and a prior
career in journalism.
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TV Advisory Board Begins
Key Problem Assessments

By SAM CHASE

NEW YOREK, May 14, —With
this issue The Billboard is proud to
announce the formuton of a group
embracing the foremost executives
in the television field, the purpose
of which is the independent assess-
ment and solution of key industry

roblems. The group will be
mown as The Billboard TV Edi-
terial  Advisory Board, and a
weekly feature based upon a poll
of this group on critical questions
beging running in this issue, on the
following page,

Actively participating in these
industry symposiums are over 500
leaders who have helped make tel-
evision the greatest advertising and
entertainment  medium  in the
wor]d.

ABC Opens -5
Daytime for

X-Board Strips

NEW YORK, May 14.—ABC-TV
this week put into effect its ]nngl_
anticipated plans to move into day- |
time programming in a bigger way
by opening up its 4-5 across-the-
board strip,

The web is using its “Mickey
Mouse Club,” which is stoutly an-
chored in the 5-6 p.m. slot, as a
backing up point for its afternoon
EX]ETIS10,

The network has also had a
quarter-hour soap opera, probably
for moming programming, in the
works for some time, but it hasn't
yel offered the show for sale,

Sells Package
To Rival Web

NEW YORK, May 14, — ABC
Film Syndication’s independence of
its parent network was brought into
sharp focus this week with the svn-
dication Firm selling a film package
for airing on a rival web, CBS-TV |

The vr.ﬁ_lal was made with John-|
som's Wax and Pet Milk for 13
“Playvhouse” rerun episodes as sum-
mer replacement for the Red Skel-
ton stanza.

Tho the film syndication arms
of the networks have consistently
been sellmg to stations that are
affilinted with, and even owned
and operated by rival networks,
this is the First time a sale by a
web's flm svndication subsidiary
puts its show into competition with
it: parent web on a network basis.

This membership is broken down
into three approximately equal
groupings, for purposes of getting
the best possible analvsis of how
individual segments of the industry
feel about significant guestions, in
addition to providing an over-all
irdustry viewpoint.

Besides its network members,
the Advisory Board numbers the
operating heads of 169 TV sta-
tons, or one station board member
for every 2.5 outlets now on the
air.

Film Industry

A similar sized gronp of 172
board memibers comes from the TV
Flm industry, and is made up of
the 69 top film distributors antl the
103 foremost film producers, labs
and equipment companies.

The third grouping again is of
almost the same size, numbering
188, and is drawn from the ranks
o, sponsors and advertising agen-
cies. The breakdown here is 116
leading  adverlising agency top-
pers, 30 presidents or ad managers
of network sponsors and 42 heads
of regional, local or spot adver-
tisers,

It is anticipated that the board
will admit a few additional mem-
bers, with the final membership
expected to level off at a ceiling of
about 600. The present l[lt'.l% is
just over 530.

The procedure which is followed
by the board involves a fortnightly
poll of its members on two aspects
of a major television question. The
results of that pell are then pub-
lished in btwo sucecessive issues of
The Billboard. This issue carries
the tally on the first half of a study
imvolving the longevity of filmed

commercials. The second part will
run in next week’s (May 28) issue,

Toll TV

The issues of June 4 and 11 will
present the first acourate and im-
“wrtial analysis of how the TV in-

ustry itself feels about the current
hot potato: Toll TV, For the first
time, it will be possible to deter-
mine how the various groupings
within the industry regard pay
video and whether thev feel it is a
tlreat or a boon to their own inter-
ests.

Similar subjects of the widest
irdustry interest will be treated
in succeeding issues of The Bill-
board.

In forming the TV Editoriul Ad.
visory Board, it is the earnest de-
sire of The Billboard to provide an
impartial forum and to enable the
people whose opinions and actions
move the industrv to exchange
viewpoints with others of equal

| stature. It also will enable the TV

industry as a whole to analyze the
most  intensive regular survev of
irtramural thinking vet obtainable,

On occasion the TV Editorial
Advisory Board will take part in
| other functions. The first of these
is the sponsorship of the TV Film
panel at next week's conventlion of
the National Association of Radio
and Television Broadcasters in
Washington. We are gratified with
the line-up of Advisory Board
members, of whom the panel con-
sists (see announcement on page
9), ‘We believe that the board, its
activities and stories based upon its
polls will prove of genuine interest
and service to evervone in tele-
vision.

ABC Expand

s Hillbilly

Programming Line-Up

NEW YORK, May 14.-A big
expansion of its hillbilly music pro-
gramming line-up has been decided
upon by ABC-TV for the summer
rmonths. The web will add two
such shows to its roster and will
expand the one it currently has,
“Ozark Jubilee,” from an hour to
an hour and a half,

The web’s bullish attitude to-
wards the folksy fare stems from
the success it achieved with its
“Ozark Jubilee” co-op show, Slated
fFir an ABC ride for the summer
months are a new hour and a half
Pee Wee King show, originating
Foom WEWS-TV, Cleveland, in the
Monday 9-10:30 p.m. time slot
starting AMayv 23; and another coun-
try and western show from Spring-
Feld, Mao., which will air Tuesdays
7:30-8:30 p.m. starting June 28,
“Ozark Jubilee” will go to an hour
and a half in the Saturday 7:30-9
pom. spot starting July 2.

i The Pee Wee King show, besig
| packaged by SOC Productions, was

sold to the web by General Artists
| Corporation.

Other summer programming
changes at ABC-TV will see Walter
Winchell bowing out of the web
June 26, with “Stork Club” taking
over the Winchell quarter-hour
segment; Dotty Mack, who moves
ut of her Saturday night :iii:uul
| June 25, shifting into the Thursday
| 5:30-10:30 s.m. period  starting
July 14; and “Treasury Men in

Action” may be shifting over from
itz current Thursday night berth
to the Friday night spot that will
' be vacated June 10 by Bay Bolger.
iTh-E! Tuesday 9:30-10:30 p.m. pe-
' riod, starting June 28, will be filled
for the summer with kines of hour-
leng  dramas  aired during  this

|seu:-;f:rn on that time spot.

NEWS

GENERAL FOODS SEEKS

NBC SUNDAY HOUR . . .
General Foods is trying to buyv

at NBC-TV next season so that it

tiguous hour that evening. Its Boy Rogers show is

in the preceding half hour on the
advertiser will slot a half-hour Flm

Barmum & Bailey circus in its new Saturday 11-
11:30 a.m. NBC-TV time period next fall.

OLDSMOBILE RENEWS
NBC SAT. SPECS . . .

Oldsmobile this week renewed its spon-
sorship of the Saturday night color spectacu-

lars at NBC for next season.

night spectacular, “Color Spread.” has been

put in charge of Sam Fuller.
rotating producers,

NAT COLE SIGNED TO
YEAR CBS PACT . . .

CBS-TV has signed Nat (King) Cole to a one-

veir contract, beginming September

he will make 10 guest shots on major programs.

Also on the talent front, Martha

contruet with NBC-TV for her exclusive services
provides that during the next two vears she will
work live. After that her show will be on Hlm and
it will be produced by a company she gwns,

IN BRIEF

Sundays 7-7:30

can get a con-

NBC-TV
March-Tom

same web, The
show about the

. BUYS '"HOME’

The Sunday piiblic.

It will have

1, during which

Raye's 13-yvear
night” just for

‘SOLDIERS' MAY GET
SUMMER SLOTTING . . .

will slot “The Soldiers,” the Hal
D'Andrea situation comedy, in

Saturday 8-8:30 p.m. this summer, if the
property can be sustained cheaply enough.
Hazel Bishop will move Dunninger into the
following Saturday half hour on the same
network during the summer.

AMERICAN VISCOSE

SEGS . . .

The war between ravon and nylon has reached
imto TV, American Viscose has bought 52 participa-
tions in “"Home"

to tell ravon’s side to the American

CLOSED CIRCUIT FOR
CERTAIN-TEED CORP . . .
Box Office Television is putting on a 10-
city closed circuit telecast next week (16) for
the Certain-teed Products Corporation.

ARMOUR MOVING INTO
‘CAPTAIN MIDNIGHT" . . .
Armour is moving into CBS-TV's “Captain Mid-

the summer as replacement for

Wander Company, which alternates sponsorship of
the show with General Mills. The latter bankroller
will stay with the show for the hot months.

'ﬂll
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MacDougall as  press

| has joined Batten, Barton, Durstine

RESTLESS
PEOPLE

Monty Bailev-Watson, of Brit-
ain’s Hector Ross Radio-TV Pro-
ductions, is making a five-week
visit to the States to discuss pre-
senting "People Are Funny™ and
“Shilling a Second” on TV when
the commercial programs start in
the fall. . . . Howard W. Coleman
has been promoted to the post of
advertising, promotion and mer-
chandising manager for NBC's Chi-
cago stations, WMAQ and WNBOQ.
. . « Thomas B. Coulter, news di-
rector and public relutions director
of KYSM-AM-TFM, Mankalo,
Minn., will move to the National
Associution of Radio and Television
Broadeuasters as assistant to John F.
Meagher, veepee for madio on

June 16,

Lawrence L. Wynn, formerly ac-
count exec with the WABC-TV,
New York, sales foree, will succeed
the lute J. Trevor Adams as sales
manager of \WABC-TV, . | . Frank
H. Long, formerly with Blue Bon-
net Margarine as product manager,
has joined the merchandising de-
partment of Brvan Houston, Inc.
.+ « Jack Brickhouse, sportscaster
ter WON-TV, Chicago, became
the [irst television reporter in the
country to rack up 1,000 major
league baseball mames.

Roger W, Clipp, general mun-
ager of The Philadelphia Inguirer
stations, has been appointed to the
National Association of Radio and
Television Broadeasters’ Television
Code Review Board. . . . Radio
consultant M. 8. Novik sails on the
Oueen Mary Wednesday (11) for
the meeting of the International
Congress of Free Trade Unions in
Vienna and the installadon of Ra-
dio Free Europe in Munich, Ger-

muny. He will also wvisit Israel,
ftaly and England. . . . Irene
Moran will replace Mary Jane

editor of
WOR-AM-TV: Miss MacDougall is
leaving to be married.

Maidie Alexander, formerly aec-
count exec, food product publicity
of the Ruth Lundgren Company,

& Osborn in the same capacity. . . .
Barbara McCusker has been moved
up to magazine editor for NBC's
press department, replacing Auriel
MeFie, who has resigned to become
a free-lance writer. . . . Robert W,
Bode has left his post as executive
art director of Maxon, Inc., to join
the Kudner Agency as senior art
director.

Don Defore has been re-elected
prexy of the Academy of Television
Arts and Sciences for a one-year
term. . . . The Toy Guidance Coun-
il is having Mel Gold Productions
produce a new quarter hour Paul
Winchell-Jerry Mahoney TV film

series for uiring this fall.

52 star-spangled films, paced by
top names from Hollywood and
Broadway...great scripts...superb
direction by Roy Kellino, Ted Post,
and others. If you want to make a
real impression, this is for you!

ABC FILM
SYNDICATION, INC.

7 West 66th 51, N. Y.

CHICAGD - ATLANTA - HOLLYWOOD - DALLAS

Admen of every kind
Endorse The Billbocard as »
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THE BILLBOARD SCOREBOARD

The Top New

National Spot

Commercial Campaigns on TV

Covering the week of April 24-30, 1955

The lollowing data Is tabulated from a weckly survey of all
. &5 TV stations made by The Billboard. It shows the ncw

national spol commercial compaigns set on those stations during
the survey week, regardiess of the startimg nir dote of those

campriigns,

NATIONAL

SUMMARY

Fredoet & Adveriiser

Fluffo, Procter & Gamble

Ford cars, Ford Motors

Turtle Auto Wax, Plastone Co,

Kool-Aid, Ceneral Foods

Fri];p?nr Fish Sticks, Norwegian
ish

Fruit of .he Vine, Welch

H-;I.E"nms Beer, Hanims Brewing
0,

Jov, Procter & Camble

Kun Kill, Colgate

Trend, Purex Corp.

Frodect & Adverliser

Rol-Aids, American Chicle

Flex-Straw, Flex Straw Co.

Instant Maxwell House, Ceneral
Foods

Kellogg Cereals, Kelloge Co.

Mobilgas, General Petroleum

7-Up, 7-Up Co.

Tetley Tea, Tetley Co.

Topic, Carnation Milk Co.

Wonder Bread, Continental
Baking

REGIONAL SUMMARIES

New England

Frodurl & Adverilser

Kool Aid, Ceneral Foods

Bond Bread, Ceneral Baking

Jov, Procter & Gamble

Wonder Bread, Continental
Baking Co.

Fluffo, Procter & Gamble

Post Sugar Crisp, General Foods

Nestle's Quik, Nestle Co.

Chopettes, Rath Packing

Instant Maxwell House, General
Foods

Frodoct & Adveriiger

Men's Toilotries, Mennen
Hires Root Beer, Hires Co.
Bobbi Home Permunent, Toni
Ford cars, Ford Motors
Viceroy cigarettes, Brown &
Williamson
Keebler's Biscuits, Keebler Co,
Kasco Dog Food, Kusco Co.
Carbola CThemicals, Carbola Co,
G'eem, Procter & CGamble

Southern

Topic, Camation Milk Co.
Tetley Tea, Tetley Tea Co.

Instant Maxwell House, General
Foods

Jov, Procter & Gamble
Kool Aid, Ceneral Foods
Keebler's Biscuits, Keebler Co.

Necechi Elna Sewing Machines,
Necchi Co.

Miller Tires, Miller Rubber
Roylon Mattresses, U, S. Rubber
Regal Beer, American Brewing

Marlboro Cigarettes, Philip
Morris

Trend, Purex Corp.

White Wave, Milner Products

Fri-Onor Fish Sticks, Norwegian
Fish

En&mﬂu]a, Coca-Cola Bottling

0.

Tender Leaf Tea, Standurd
Brands

Turtle Auto Wax, Plastone Co.

Ford cars, Ford Dealers of So.

Beer, Old Virginia Brewing

Fertilene, Fertilene Corp.

Midwestern

Kun Kill, Colgate

Rol-Aids, American Chicle

Turtle Auto Wax, Plastone Co.

Serutan, Serutan Co.

Drewry's Beer, Drewry's, Ltd.

Bus travel, Greyvhound

Fri-Onor Fish Sticks, Norwegian
Fish '

Lustron Drapes, Chicopee Mills

Fizrin, Sterling Drug

Kraft Muarshmallows, Kraft
Foods

Trak, Gulf Oil

Texize, Texize Chemical Co.

Ford cars, Ford Motors

Lerone and Zerex, du Pont

Kellogg cereals, Kellogg's

Nabisco, National Biscuit Co.

Trend, Purex Corp.

Bexel Vitamins, MoKesson &
Robbins

Fluffo, Procter & Camble

Air conditioner, Mitchell Co.

Radiator Cleaner, Radikol

Arctic Air Conditioner, Intl.
Metal

Alka-Seltzer, Miles Lahs,

Fels-Naptha, Tels & Co.

Fruit of the Vine, Welch

Dixie Paints, Dixie Pain. Co.

No Bugs M'Lady, Paper
Froducts Co.

Plymouth cars, Chrysler Motors

Carling’s Beer, Carling Brewing
Co.

Jov, Procter & Gamble Wiedemann _Beer, Wiedemann
Tip Top Protein Bread, Ward Brewing Co.
Baking Co. 7-Up, 7-Up Co.
Southwestern

Fluffo, Procter & Camble

Busch Lager Beer, Anheuser
Busch

Fruit of the Vine, Welch

Johnson's Car-Nu,
5. C. Johnson Co.

Rol-Aids, American Chicle

Fri-Onor Brand, Norwegian
Fish

Trend, Purex Corp.

Ham Sticks, Hormel Meat

Star Chili, Armour

Rocky Mountain & West Coast

Harmms Beer, Hamms Brewing

Muobilgas, General Petroleum

Fruit of the Vine, Welch

Rug cleaner, Rug Sheen

Turtle Wax, Plastome, Inc.

Cereals, Kelldgg Co.

Vaseline, Chesebrough

T-Up, 7-Up Co.

Movie, “The Prodigal,” M-G-M

Dr. Pepper, I'r. Pepper Bottling

Rheingold Beer, Rheingold
Brewing '

Flex-Straw, Flex-Straw Co.

Fluffo, Procter & Camble
Beads O'Bleach, Purex
Wonder Bread, Countinentul
Baking
W;ghnmntic. Apex Electric Mg,
0.
Kan-Kil, Colgate
Oldsmobile cars, Gene=al Motors
Pontine cars, Ceneral Motors
Ford Cars, Ford Deulers of So,
Calif.
Paper-Mate Pens, Paper-Mate
en Co.

™Y

EDITORTAL
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TV ADVISORY BOARD’S FIRST
STUDY: FILM AD’S LIFE IS SHORT

The useful life of a TV film
commercial {5 extremely limited,
Generally speaking, it ceases to
do an effective job selling after
six months’ exposure.

This is the consensus of
answers to the Ffirst survey ad-
dressed to The Billboard's new
TV Editorial Advisory Board,
consisting of some 500 top ex-
ecutives in all branches of the

vertiser-agency respondents
checked “six months,” and a few
others wrote in shorter periods.
Another 15 per cent voted for
“one year,” or wrote in "six
months to a vear,” Votes for
longer periods of use were seat-
tered.

In their comments, a number
of the fquestHonnaires retumed
by advertisers and agencies sug-

gested that the life o a com-
mercial, like a suit of clothes,
can be extended by rotation.
Many of them also pointed out
that animated commercials or
blurbs with some entertainment
value get a longer effective run
than hard-sell commercials.

For the Board's main criti-
cisms about TV film commer-
cials, see next week's report.

TV industry.

The panel was further asked
what are the chief problems an
advertiser faces in the use of
film commercials—as a result of,

or in addition to, their limited

HOW THEY VOTED

1. Do filmed commercials lose sales impact thru prolonged and
repeated use?

running potential. Their an- Yes No Depends
swers to this question will ap- | 4q AGENCIS + 0 errnnrnnnnnenns 5. ... T 10
D s agoncies, | National Advertisers ............. 18.000.. S 3
the Sicktin of tha. Paasd wasck Regional Advf'rtm:'rﬂ ............ .15 AR, By o
directly concerned with the life | Stations ............. IS - - ... S .
expectancy of commerecials, were

most emphatic about their lim- Eﬂ"ﬂﬁm:ﬂ """""""""""" g """"" g """" -1 é
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ited running potential. Out of

124 replying to this category,
95 voted “Yes,” filmed commer-
cials do lose their sales impact

2. What do vou feel is the maximum period over which a film com-
mercial retains its effectiveness if used on a fairly intensive basis?

TR & 1 18 2
B P ks ok months yesr months years  Ofher
bers of the Board answer every Ad fHLgEnE'IEE eeeea 24..... 11..... ; AA—— | [R— 7
question; they reply only to | National Advertisers ....11..... 3....0 Loooos Lo, 0
t!'“_!se oIt WIliﬂh th_ﬂ'}' fEE] quﬂ]_i- REgiﬂTHl] ﬁd\'ﬂrti"rﬂrﬁ LR 11 PR ﬁi- ow oo ..ﬂ'... " - ﬂ! R HE E
fied to voice an opinion. SEAHONS <2 v veeeeennnns 49.. ... 12...... 1o..... R e 9
Asked what is the maximum
period in which commercials are | Producers ....o0000....22..... 4...... | 0....,.19
effective, 60 per cent of the ad- Distributors . .oeeesessse 7, | L e e 1 (RPN | [P 1

COMMENT

IN BRIEF

JACK MOHR, vice-president, Lentheric, Inc.:
“Film commercials are at best a poor substitute for
a live commercial in which the show's principal
tulent delivers the pitch.”

EDWARD RAYNOLDS, director of re-
search and media, Lambert Pharmacal: "I
would think so (that filmed commercials lose
impact thru prolonged use). but there is no
evidence. I don't know (their maximum period
of effectiveness), and I'll bet 95 per cent of
the people with opinions don’t know either.”

PERRY SHUPERT, vice-president, Miles Labor-
atories: “With the variety of symptoms commer-
ciuhized for our product, Alka-Seltzer, we can use
vur film commercials in rotation.”

JOHN ALDEN, vice-president, Norwich
Pharmacal: “Yes (they lose impact thru re-
peated wuse), but rotating four to six films
would give the series a much longer life for
the individual flm, at least a year, possibly
longer.”

ROBERT INGBRAM, sales manager, Minneapo-
lis Brewing Company: “About a year is needed to
F:u’.n depth of reception. Any more than that,
wowever, tends to irritate,”

ALLEN MILLER JR., Grove Labora-
tories, Inc.: “It appears that some filmed com-
mercials can be used almost indefinitely with
sales effectiveness if the original concept is
sound, However, in most 4ields an advertiser
is forced by competition to change copy di-
rection and even the product itself, And either
circumstance will require a change in the
filmed commercial.”

A, B. WATSON, executive vice-president, South-
western Public Service Company: “1 have viewed
film commercials only one time which I thought
should never have been used at all. On the other
hane, 1 have seen film commercials which have
retained my interest for the more than two yvears
thut Amarillo has had TV. Mohawk Carpets are
the outstanding example. A TV commercial is
like any other advertisement. So long as the pre-
sentution  attracts—and  holds—interest, you are
selling.”

PAUL PFAUMER, advertising manager,
Renuzit Home Products: “I say one year (is
the limit) unless the commercial is so excep-

tional as to produce the phenomenon of pro-
viding a singable or rc?eatnhle ditty or phrase
that catches on like ‘wild fire’ thruout the

land.”

JOHN MARVIN, TV director, Wayne Welch
Advertising, Denver: "Unique cartoon ts could
possibly be used longer (than six munthaﬁ‘lfdepmd-
ing on how many were in the series. I certainly
would not run two or three spots for over a vear
as iiht:liﬂg done by some local advertisers in this
market,

ALFRED HOLLENDER, TV director,
Grey Advertising: “The question must be re-
lated to ‘how long' and ‘what frequency.” A
mistake can be made at either extreme.”

WILLIAM D'ARCY CAYTON, president, Cay-
ton Advertising; “Documented results of highly
successful use of training films show that eye-ear
impact creates maximum retention. Since 1 believe
strongly in demonstration-hard sell commercials,
the attention factor for such commercials decreases
after the sales message is absorbed. Commercials
with pronounced entertainment value, altho neces-
sarily limited in effective sell, may continue to be
used over a somewhat longer period of time.”

S

ANE DALY, TV director, Earle Ludgin
Advertising: “If tricks or attention-getting (de-
vices) are used, the commercials wear out
more quickly.”

LANSING LINDQUIST, TV director, Ketchum,
MacLeod & CGrove, Pittsburgh: “A demonstration
tvpe commercial, especially one using an on-camera
demonstrator, should probably be used less than
six months. A commercial wﬁﬂﬁﬂ sole purpose is
to seat a slogan or a single sales idea could be
used intensively up to a vyear. After that, the
slogan or sales idea usually changes anyway.”

RUSSELL YOUNG, TV director, Russell
M. Seeds Agency: “I prefer to rotate several
commercials built on the same theme and use

the entire group longer than the period
checked above (six months),”

WALTER BUCHEN, president, Buchen Ad-

vertising, Chicago: “"Animated films may be use-
ful for six months or a year when properly done,
Actors are likely to become boring before very
Iomg. When the films contain actors, their effec-
tiveness is not more than six or eight weeks,”

'
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TV FILM

A SHOW FOR EVERY PROGRAMMING NEED

Syndicated Film shows provide television entertainment to suil svery faste
« + « 1o fill ‘every progromiming need . . . ond to sell all types &f produchs
o services. o

They run the ﬂll'l'lpl-l‘ll ronge—from the excitement of high :Irunu, mystery
end odventure, right on thru to the enjoyment of music, comedy and education.
There are shews thaot- win- o wide general oudience, ond those that play 1o
men , . . B WOMER . .. ..Of leen-agers . . . of the small fry. . ..

Vhey do an osicionding fob Mok 1s told net only i relings Tt T advbl
sales for sponsors in all parts of ‘the country. ot

TOP STARS AND STORIES .. . PRODUCTION ‘KNOW-HOW [

Exploitabilé nome volue and abserbing subject matter—plus the focilities and
know-how of sxperienced production staffs—give tep professional quality te
svery phase of the syndicated film show. S

High-:nlii:rl ﬁn!ﬂnﬁh:tp, production and performance are key foctors in the over-
all success of syndicated film shows. '

FOR LARGE AND SMALL BUDGET ADVERTISERS

Despite the high-priced professional stors ond supperting costs ond despite
top-quality production methods, syndicated film programs are low in cost, thus
making it proctical for even the smaoll-budget advertiser to back his sales
efforts with the power of a full-scale televisien program.

Syndicated film shows siretch the odvertising dollor by helping te deliver o
high volume of buying prospects at on extremely low-cost-per-thousand figure.

OUTSTAMDING MERCHANDISING POSSIBILITIES

Syndicators of film shows give full recognition to the strong merchondising
cpporfunities presented by their properties. Avoilable with syndicoted film
shows are tie-in material that embroces all of the most effective merchandising
methods: newspoper mats, publicity relecses, store displays, window posters,
tegs, direct mail, television slides ond spol announcemants, efc.

It all adds up te a powerful plus that goes far beyond the television screen to
build viewers for the progrom, and buyers for the products and services of
the sponsor.

FILM "PROGRAMMING DOMINATES

Low costs and complete oudience occeplonce ore behind the dominence of
film shows for television. According to statistics from a 1954 survey conducted
by the Motional Association of Rodio & Television Broadcasters, average

preduction costs for film programming, per station, stonds at $118 an hour—
an ogainst $635 on hour, per station, for live proegromming.

This some survey reveals the following dato regording television station fime
devoted to film and live PO g rOITUTn g i

Stations by Number of Whkly. Hrs. of Wkly. Hrs. of
TV Fomilies Reoched Film Fmimnu Live Fm!_rm

Stations reoching up to

Hm w '“dli!l-l-‘!lll-lllI-lllllllllli.jl.q--.unannnn‘-“ir-.--.lu-u
Stations reoching between

m “ 1“.m w Mln-"""I*I'IT1..'“"’1‘""-.‘-...“:??
Siations reaching between

m _'I'Ii mrm w hrﬂlﬁl‘..nrnil-i----ﬂ-i----.'..p-.--“-.a
Hations reaching betwesn

500,000 and 1,000,000 TV fomilies............ 8. TR I 1
Stations reaching over
l.'m.lm w fﬂm ------- --"lFl'I'JFF'H‘-‘EIIIIII‘I‘---I-IH-I

ADVERTISING CASE HISTORIES

Quantity ond quolity of cudience is one gouge of the effectiveness of a
television show, but the real meosure of success for odvertisers lies in the
dollars-and-cents scles of the odverlised producis or services,

Here, syndicoted film has o record of succeises thot embroces hundreds of
different products or services offered to consumers.

Good syndicated film programs build ovdience loyolly not for the show
oclone bul—meore important te the odvertiser—for the odvertised product thot
mahes the show possible.

FOR THE BEST IN

i| SYNDICATED FILM PROGRAMMING

make it a special point to

SEE THESE EXHIBITS

during the NARTB Convention at the
Shoreham Hotel, Washington, D. C,,
May 22 thru May 26

ABC

FILM SYNDICATION,
INC.

7 W. 66th Street
New York, N. Y.

Room (-200
Shoreham Hofel

ATLAS
TELEVISION CORP.

15 W. 44th Street
New York, N. Y.

Reom F-200
Shoreham Hofel

CBS

TELEVISION FILM
SALES, INC.

485 Madison Avenve
New York, N. Y.

Room A-200
Shoreham Holel

FILM DIVISION OF
GENERAL TELERADIO

1440 Broadway
MNew York, N. Y.

Rooms D-204 - 209
Shoreham Holel

GUILD
FILMS (OMPANY, INC.

460 Park Avenue
New York, N. Y.

Reom D-200
Shoreham Holel

wwWw americanradiohistorv com

HOLLYWOOD

-TELEVISION SERVICE,
INC.

4020 Carpenter Street
North Hollywoed, Calif.

Room 6-204
Shorcham Holel

~ NATIONAL

TELEFILM  ASSOCIATES,
INC.

625 Madison Avenue
New York, N. Y.

Rooms F-203 - 205
Shoreham Holel

NBC
FiLM DIVISION

30 Rockefeller Plaza
New York, N. Y.

Rooms D-212- 214
Shoreham Holel

OFFICIAL FILMS
INC.

25 W. 45th Street
New York, N. Y,

Rooms (-203 - 205
Shoreham Hotel

TELEVISION PROGRAMS
OF AMERICA, INC.

477 Madison Avenue
New York, N. Y.

Rooms B-202 - 204
Shoreham Hofel

T
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TV FILM

Communications to 1564 Broadway, New York 36, N. Y.

THE BILLBOARD SCOREBOARD

® Top 25 Vidfilms Among Teens

and Their Pulse Multi-Market Ratings

8 THE BILLBOARD

STAR-SPANGLED ANTHOLOGY

GAC-TV Markets New Fox

MAY 21, 1955

Half-Hour Dramatic Series

NEW YORK, May 14, — 20th
Century-Fox this week put another
TV film series on the market thru
CAC-TV. The new show will be a
halt-hour dramatic anthology, one

are being shown kines of her CBS-
TV show of this past season.

It is reported that at the end of
last vear GAC-TV suryeyed statons
on their quarter-hour availabilities

for music and got a very encourag-
ing response. At that time appar-
ently GAC-TV was toyving witg the
idea of going into syndication with
this type of property, a move that

This wegkly featurs of The Billhoard’s TV Film department shows the relative
standings of the top 25 non-network TV film series on the basis of the nuomber of
vicwers of the type covered they attract per 100 viewing homes. The average multi-
market raling for cach series i5 also shown, and is based upon the rating scored by
gach show in the 22 basic markets siudied by The Pulse, which markets account for
the bulk of U. 5. set circulation. Each maorket is weighted in proporiion with its
TV population. On consecutive weeks, these charts show program popularity among

men, women, teen-agers, and children.

For additional information on audience size and coverage please consult The

Pulse, Inc,, 15 West 46th Sireet. New York

ATE.

of the most ambitious of this still may be in the realm of possi-| gou r‘;:";'“ March
species ever to hit the air. GAC- bility. It seems that the survey was| Ocder Tille and Distributor of Series Homes  Raling
TV is showing prospects an almost a great help in selling Olds Miss 1, o 0000 B (EIE Y rr e sr s Rl ) | 19.1
interminable list of stars available | k= r e“ewa Page's show and is now serving as 1.....Lifs of Riley (NBC Film).....o0eeessees3l 172
fat this series. The list includes " ar, aid to the sponsor in its time 3 ””l.*"t:-re.ign Intrigue (Official Films).\veuuaeas 25 10.2
William Holden, Jeff Chandler, y r buving. It is interesting that GAC- I = e T, b 2 L a5 12.9
Tony Curtis, Marlene Dietrich, £ TV was thinking of spot booking 3. oe Palocka Story (Guild Films)....vesess.25 5.3
Claudette Colbert, Joan Crawford, or anger quarter-hour music even before it S 7 A VAR s e L=k 10.3
Deborah  Kerr, Ann Baxter and f became known that CBS-TV would | """ """y 4o Raseals (Interstate TV). wivia e e sl 13.3
other Hollywood luminaries. The > bump its music shows out of the| 77" """\ "0 q Mo, North (ATPS)..overevenrns .24 62
sponsor will be able to pick his 7:45-8 p.m. strip. y S :LSu;;ermm\ {F:]amingn Films) . v oeennss cenes.24 16.7
own: title for the show. 0 a I GAC-TV also recently put a .?”” Victory at Sea (NBC Film) a4 54
It is understocd that Fox is pre- couple of live properties on the| 3" " gl G e Tea V) LTl 83 65
P.“i‘ Hli__;h}? pm",].“FE lﬂ,t_ at a consider-\) gOLLYWOOD, May 14.—One ““g. et —= Th.f.mg L-Imﬁmnl:, .P‘i“ 11.....Dick Tracy {Combined TV)...c..o0eianoss 23 5.9
aole difterential and is not approp- | of the largest single contracts in|?vdience participation show with 11.....Inspector Mark Saber (Thompson Koch).....23 4.3
riating any time fto promole its|the history of the TV-radio in- the biggest jackpot ever, §100 a 11..... Ramar of the Jungle (TPA). . .vovveenrias .o 23 1.7
theatrical releases. : dustry was signed this week when |Week as long as the winner lives,| 11"""""po o0 Rider (CBS Film)........o0veennss 23 153
This would be the third Fox|caneral Mills and American Bak-|2d “Tinkers \-"'n”urkshn . which 1. ... Secret File, U.S.A. (Official Films). .. vseee..23 5.0
production on TV next season, and, | ojoe” renewed the “Lone Ranger” | 15 Funning on WABC-TV here 5-9 17 Badge 714 (NBC Film) 24 15.1
in view of the selling and produc- | 41 September, 1958. The two E.‘r."*d 10 bigger “ ralings Wan 17.... :anl;%n Blackie (Ziv-TV).... el 11.8
Tt CESCTV g, probably i3 |companies will ‘pay a total of| 109 17, ... Eddie Cantor (Ziv-TV),.veeesssesenssessa22 133
E}"" > wny Friend ‘;?l. T'E“ Y EEES $5,123.000 for the program over a b Pollew: Call INTAY. o vitisiaia s wag 92 8.6
o oy Friend Flicka' to CBS- | four.year period. VIDPIX FIRST 17... . Liberace (Guild Films). ... .. ..iv10sees.22 111
dev 7-30.8 p.m Sl'_i."ﬂ o 1 Arl;::i The radio and TV time to which 17.....Mayor of the Town (MCA-TV)....cv0ee...22 154
F::'.];;' is still Fé orted t.?"ﬁg utting | the two sponsors are committed on ) Space Ranger (MCA-TV).......cveus R 7.6
the finishin fl]'llt'hE'- o th : % the ABC and CBS networks is set our tar to | iy Wild Bill Hickok (Flamingo Films}.........22 154
long packa ge to be c?lr:'ednb {?Er at an additional $12 million, while B0 s Terry and the Pirates (Official Films)........21 5.4
eral Eleotio on CBS.TV, 10.11 |fovalties from 85 Lone Ranger 25..... Watesfront (MCA-TV). . .vvnvnn.. cernanan 21 151
p.m., Wednesday. ' licensees, Decca Records, Dell Pub- 25, ... Annie Oakley (CBS Film).....o.venessaes 2l 170
Music Sh lications and King Features Syndi- 00 evera i At Cowboy G-Men (Flamingo Films)...... BT | 6.3

usic show cate is expected to bring in another Q- The Whistler (CBS Film)......c.cc000s R .3 ! 15.5

Meanwhile, CGAC-TV, which has | $2.5 million, placing the total gross a5, . ... Death Valley Days (Pacific-Borax).....e...21 13.6

sold ﬂlprﬂctiml]jf everything it
pitched this past season, is now
offering another quarter-hour mu-
sic show for spot booking. On the
heels of its sale of the Patti Page
show to Oldsmobile for booking in
170 markets, GAC-TV is offering
& Jo Stafford show. The Page
show was sold via two pilots
filmed by Screen Gems. But in
the case of Miss Stafford, prospects

revenue in the neighborhood ot $20
million.

The contract calls for Jack
Wrather, owner of the “Lone
Ranger,” to produce 91 telepix
during this period. Thirty-nine of
these will be in color.

The run thru 1958 probably
makes the “Lone Ranger” the long-
est-lived radio-TV program on the
air, carrying it thru its 25th year.

MCA Shows Outsell
Others in Big Cities

NEW YORK, May 14. — An
independent survey of American
Research Bureau March listings in
Chicago, Los Angeles, Detroit,
Philadelphia and New York re-
veals that MCA-TV, by far, out-
strips other distributors in the num-
ber of shows it has plaving in
these markets, MCA-TV, of course,
has the largest catalog of syndi-
cated shows available, a great
number of them being anthology
series.

Other syndicators whose prod-
ucts plays a major part in the pro-

mming of these markets are

iv TV Programs, the NBC Film-

Division, CBS Film Sales, Tele-
vision Programs of America, Guild
Films, ABC Film Syndication and
Ulhil&Ml

MCA-TV has a total of 60 hours
of shows sold in the five markets.
The greatest number of its proper-
ties—48 half hours—are sold in the
Los Angeles market, where it gives
the ABC-TV network spirited com-
petition for time,

Ziv has a total of 38 hours of
pmgrammin% in the five e¢ities,
NBC Film Division has 33, CBS

Film Sales 22 and ABC Film Syn-
dication 20 hours, In Chicago the
NBC Film Division, Ziv and CBS-
TV Film Sales had more program-
ming than MCA-TV. But in prac-
tically every other city MCA-TV
did better ﬁ;nn its competition.

In New York, for example,
MCA-TV more than doubled the
amount of programming other in-
dividual syndicators had sold to
stations. One of the favorite MCA-
TV film shows in the five cities is
Abbott & Costello which is sold in

all five of them.

Pix in Europe

HOLLYWOOD, May 14.—Four
Star Productions this week an-
nounced that several of its “Four
Star Plavhouse” properties for the
1955-56 season will be filmed in
Europe this summer. Altho foreign
production of a series is nothing
new and a number of programs use
background footage shot overseas,
this marks the first time that a tele-
film series will be lensed both in
Hollywood and Europe.

First on the schedule are three
Charles Boyer starrers which will
be shot in France. Singer Sewing
Machine has renewed sponsorship.

A company spokesman, in the
meantime, denied reports that
“Four Star Plavhouse” will be made
available for syndication this year,
indicating that contractual arrange-
ments prevent such a move. Pro-
duecer Don Sharpe did negotiate for
eight of the half-hour pix to be
used as replacements for “Fireside
Theater” this summer.

Indications are that another Four
Star show, “Stage 7,” will again be
cn the screens next year, altho the
sponsor, Bristol-Myers, had earlier
committed itself to the Alfred
Hitcheock series for the fall.

‘Help UHF Stations’

Activated

NEW YORK, May 14.—National
Affiliated Television Stations, Inc.,
will get its “help UHF stations”
operation off to a flying start next
week when an expected bank-
ruptey court decision in Oklahoma
City will, in effect, give NATS
the responsibility of putting a
bankrupt station there, KTVQ,
back on its feet.

It will be the first station that
NATS will have moved into for
purposes of putting into effect its
comprehensive station aid program.
There's no doubt NATS' efforts to
put KTVQ back on a sound eco-
nomic footing will be closely
watched by the entire industry. Its
success there could well be of great
significance to the future of NATS,
as well as to struggling UHF and
VHF outlets elsewhere in the
country.

The Oklahoma City station, tho
it's still on the air, has been in

Film Distributors’ Meetings Move
Trade Association Closer to Being

NEW YORK, May 14.—Follow-
ing the mass turn-out of TV [ilm
distributors at the meeting at Gen-
eral Teleradio’s offices here Tues-

day (10), the chances for the for-
mation of a functioning distributor

(52 issues) at the rate of
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organization seemed better than at
any time in the past.

Tho the blue-chip syndicators—
those specializing in first-run sales
directly te sponsors—appeared to
b lukewarm on the project, there
seemed to be more than enough
enthusiasm among the majority of
c.stribs represented at the Tuesday
meeting to carry the movement
forward, This division of interest
appeared to have arisen because a
few of the feature-film distributors
at the meeting hopped on the rndea

of a credit rating service as the

| main function of such an organi-

zation,

To outsiders, no distributor
would admit to any urgency in the
formation of an association. But
on the other hand in The Bill-
board’s recent survey of the dis-
tributors’ own attitude toward their
responsibilities (see April 30 issue),
every one of them admitted an
association could do some good.

In this regasd it is significant

www americanradiohistorv com

that one distributor who at that
time sajd “no comment” on the
need for an organization is repre-
sented in the special committee
appointed Tuesday to lay organi-
zotional plans, The formation of
this committee, headed by Dave
Savage of Cuild Films, is one sure
sign that this time the idea will not
die aborming., Another good sign is
that the next full meeting, it was
agreed Tuesday, will be held
within 30 days, mavbe at the Na-
tional Association of Radio-TV
Broadeasters convention in Wash-
ington the week of May 22. The
committee is due to meet next

week,
Other Progress
Another sign that the distribs

rmean business is that they're talk-
in§l at least a little bit for the rec-
ord this time. A one-page press
release stating that the meeting
had been held and the committee
appointed was issued by General

(Continued on page 1)

by NATS

bankruptey for some time. The
court decision, expected to be an-
nounced early this coming week,
would turn the station back to its
present management with the un-
derstanding that NATS will be
called in and will provide financ-
ing, managerial advice, program-
ming help, and other forms of aid,

Some details of NATS' plan of
action in Oklahoma City have al-
ready been worked out. It's under-
stood that NATS' executives have
already talked with the station’s
ereditors and have obtained agree-
ments on moratoriums of debts the
station owes. One of the major
creditors is General Electric, which
formed NATS together with Na-
ticnal Telefiim Associates. In ad-
dition to granting a moratorium,
Ceneral Electric, thru NATS, will
loan the station $40,000 initia]lg.

(Continued on page 1

Expansion of
QOutput Mapped
By Fedderson

HOLLYWOOD, May 14.—Con-
siderable expansion of production
for next season is being ?lannﬁd
by Don Fedderson, present film-
ing “The Millionaire,” with aim
being to have three or four shows
before the cameras by fall,

One of the series will feature
Betty White, for whom a new type
of situation comedy is being
created.  Another, “Do You Trust
Your Wife?” stars Edward Arnold
a5 emsee, and is a comedy quiz
show. The Groucho Marx produc-
tion crew is being utilized to film
the pilot. Both programs are being
planned for celluloid. Also in the
works is an hour-long dramatic
program,

Fedderson points out that with
three series shooting simultaneously
a producer can form a production
company and thereby cut costs con-
siderably,



www.americanradiohistory.com

|
| |

MAY 21, 1955

THE BILLBOARD

TV FILM 9

No Takers for 8-Film
Universal Feature Dedl

NEW YORK, May 14.—No deal
had been made yet this week on
the package of eight pictures, in-
cluding “Hellzapoppin,” that Uni-
versal Pictures is pitching to TV
distributors. But most trade ob-
servers felt sure a deal would be
made in time because Universal is
giving the package a hard sell. A
deal seems to hinge on the TV dis-
tributors’ ability to come up with
still other features, better or worse
than these, to fill out a package of
13 or more,

The other pictures in the “Hellz-

apoppin” group are “Pardon My
Scrong,” with Dorothy Lamour,
1942: “The Bovs From Syracuse”
with Allen Jones and Martha Rave,
1940G: “Butch Minds the Baby,”
1942, and “Tight Shoes,” 1941;

“both Damon Runyon - stories star-

ring Broderick Crawford, and three
more Olsen and Johnson pictures,
“Crazy House,” 1943; “Chost
Catcher,” 1944, and "See My Law-
ver, 1945,

Meanwhile, a couple of other
pictures found their way into TV
this week. Cheryl TV acquired
“Hannah Lee” a 1953 Warners
release, which plaved theatricall

Ii stars Joanne Dru, McDonald
Carey and John Ireland. This is
Cheryl's 20th feature.

M. & A. Alexander was reported
to have picked up "Without Warn-
ing,” a 1952 United Artists release.
And Major TV Productions got
“Passing Stranger,” which was
1 ade in England last vear.

‘It was also reported here this
week that one of the 10 or more
pictures that Associated Artists
Productions has in addifion to the
Pine-Thomas group is “Man on the
Eiffel Tower,” the 1950 RKO re-

lease starring Charles Laughton,
Franchot Tone and Burgess Mere-

d'th.

Golf Show to
Sportsvision

NEW YORK, May 14.—Distri-
bution of the 15-minute Jimmy De-
maret golf stanza in the West and
Midwest areas have been turned
over to Sportsvision, Ine., by Award
Television, which produces the
SCries.

Award has been distributing the
series thruout the country up to
now, and has already sold the
stanza in over 20 U. 5. markets
:nd in Canada. Award will eon-
tinne to distribute the show in
areas other than the West and
Midwest.

Desilu Names

*'Feldman Veep

in the East as “Outlaw Territory.”

HOLLYWOOD, May 14.—Desi-

lu Productions this week named
Edward H. Feldman a vice-presi-
dent of the company, placing him
in charge of the commercial divi-
sion. Feldman formerly was in
charge of national radio and TV
for Bior-Beirn-Toigo on the West
Coast.

Move was necessitated by the
growth of the division which last
vear grossed approximately  §1
million.

FLEXING BICEPS

-WOGA Cracking

Down on Trade
Malpractices

HOLLYWOQOD, May 14.—Par-
tially as a result of the consolida-
tion of rado, TV and screen writers
earlier this year, and, partially,

writers which has led to the scripter

ever before, the Writers’ Guild of
America has begun flexing its mus-
cles and is eracking down on a
number of alleged malpractices
which have existed in the industry,

Most important of these is what
the Guild calls “brainpicking,” the
practice of having writers come
in for story conferences, turn out
treatments and perhaps revisions
of these, and then reject them.
Producers must, in the future, pay
writers for such assignments, Free-

lance writers may stll tumn out
complete seripls on specilation,

original credits must be given on
TV adaptations, a point raised
several weeks ago when it was
noted that “Lux Video Theater”
was not crediting screenplay. On
another front the Guild is success-
tully backing members who, on
being asked to join the newly
formed TV subsidiaries of majors,
claim that they are Free-lance writ-
ers as long as they are being paid
by the seript and not by the week,

The first annual meeting of the
WGA is being held Wednesday
(18) with the following items on
the agenda: Telefilm contracts with
the majors, live and film TV con-

because of the current shortage of |

being in a stronger position than |

The WGA has also ruled that!

CBS-TV FILM CLINIC

Plans on

NEW YOREK, May 14.—At its
first elinle next week CBS-TV Film
Sales will tell its sales foree about
five new properties it will have on
the market for the coming season,
It will also describe new sales plans
fo. its established shows.

Three of the new shows are hot
off the production line. Flying A
EP.-'udueLim:.s is getting right to work
jon a new “Red Ryder” show, its
| sixth Western., This will be pitched
for a national sale, Joel Malone
 has already turned out a couple of
icpismdes of “Navy Log.” This is ex-

pected to go on the CBS-TV net-
| work, with' CBS Film taking it for
syndication in the remaining mar-
hets. And the first print of Errol
Flvnn's "March or Die"” is expected
in from Europe in a couple of
weeks,

In addition, CBS Film will begin
syndication sales of “Life With
| Father” and “San Francisco Beat,”
the latter being the rerun title of
“The Line-Up,” which Brown &
Williamson sponsors on the CBS-
TV network,

To kick off syndication sales of
“Lite With Father,” CBS Film is
making an unusual promotional of-

tracts with the networks, plus radio
and motion picture pacts.

It was reported that in the case
of the TV subsidiaries of the majors
the minimum for seripts has been
set at considerably higher than the
present $§700 for independent tele-
film producers,

New Shows, Sales

Agenda

fer to the [irst three major-market
buvers. The distributor will spend
50 per cent of the sales price on
ballyhoo, The heart of the promo-
tion will be a contest.

Sales Plan
CBS Film will also tell its sales

Lstaff next week about a new sades

plan for “The Files of Jeffrey
jomes”™ and “The Cases of Eddie
Drake,” two private-eve series, both
starring Don Haggerty. According
to Wilbur Edwards, CBS Film
sales manager, stations buving the
39 episodes of “Jeff Jones” under
this plan will get the 13 segments
of “Eddie Drake” on a bonus ar-
rangement.

Edwards will further tell his
staff next werek to start pitching

their Westerns (Gene Autry,
“Range Rider” “Buffala Bill Jr.")
to adult sponsors for adult time
slots, Even in the daytime book-
ing that these shows have been
getting, audience composition fig-
ures indicate a high degree of adult
interest, according to Edwards. In
Chicago, for instance, Gene Autry

ts 10 per cent more adults than
Sreasury Men in Action,” 94 per
vent as many adults as “The
United States Steel Hour” and 89
per cent as many adults as "Kraft

TV Theater.”

Edwards also said that 13 more
episodes of “Amos 'n” Andy” are in
production, to make a total of 78.
He indicated that they have a new
diytime plan for the comedy show,
which CBS Film has been syndi-
cating for two years now. But it
is still in the experimental stage.
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TV FILM
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Ziv In

NEW YORE, May 14, — Ed
Stern, head of Ziv-TV's interna-
tional division, left for Europe yes-
terday to show the trade there an

extensive list of Ziv film shows
available in their native tongues.
Stern is expected to put the big
push behind the Cerman wversion
of “Favorite Story™ and the French
version of “Mr. District Attorney.”
The latter is already sold in

il Switzerland.

Stern’s European trip follows

- |close on his first sale in Latin
. | America of what he suggests will

JACKIE COOPER

" Strictly a top-drawer series...52
films combining famous stars (like
these), great stories, top production
in one quality package. No wonder
critics call them *'outstanding"

' 'first class''!

ABC FILM
SYNDICATION, INC.

7 Wost 66th 51, N. Y.
CHICAGO « ATLANTA - HOLLYWOOD - DALLAS

i| there. CMBF-TV

be a pattern of station library sales
in Cuba just
bought six Ziv shows in Spanish.
To lure U. S. sponsors to the shows,
Benigno Nosti, general manager of
CMBF, said the station is absorb-
ing a lot of the costs on these pack-
ages so that he can offer prospects
time and talent for what is nor-
mally the sponsor price on the show

1| alone.

Stern said he expected Further

® | deals of this kind will help open

the Latin American market lo more
sponsors. Ziv now has shows play-

ternational Head Off for
Europe to Peddle Dubbed Series

ing in Colombia, Venezuela, Puerto

Rico, Cuba and Mexicb and is now

moving into Brazil and Argentina.
$1,000,000 Dub

Ziv fmnk!j' admits that its in-
vestment in dubbing foreign sound
on its shows — said to over

$1,000,000 — far exceeds the rev-
enue it can get from foreign sales
at this time. Ziv apparently re-
gards its intemutiunarﬂpemtinn asg
a goodwill gesture.

The dubbed shows that Ziv now
has or will in the next two months
are as follows: Spanish — “Boston
Blackie,” 52; “Cisco Kid,"” 78; “Mr.
District Attorney,” 39; “Favorite
Story,” T8; “I Led Three Lives,”
39; “Science Fiction Theater,” 39;
“The Unexpected,” 39; “Yesterday's
Newsreel,” 78,

}EFIEHEh_“]HL District Attorney,

Italian—"Cisco Kid,” 13; “Boston
Blackie,” 8; “Mr. District Atterney,”
13; “"Favorite Story,” 13.

Cerman—"Favorite Story,” 26.

Mail Campaign Repays
‘Ramar’ in Hinterlands

NEW YORK, May 14.—Televi-

* | sion Programs of America has been

uietly developing its techniques
or selling in the small hinterland

markets, The key is individualized |
direct mail. The firm is understood |

to be developing still another ap-
proach to tie in with this, but it is
still in the experimental stage.

In the past two months, TPA
sent sales letters on “Ramar of the
]ungj&" to stations in every unsold
market below the top 75. It re-
ceived further inquiries from 75
per cent of these and ultimately
closed sales in 40 per cent, sales
worth a total of about $100 000,

TPA's mail approach is in no
sense a replacement of the live

MCA Readying
New 55 Series

NEW YORBK, May 14.—The first
new vidfilm series to go into syn-
dication for 1955-536 by MCA-TV
will be “Dr. Hudson's Secret Jour-

nal,” starring John Howard, The !

Emgmm is being produced by
rewster Morgan in association
with Gene Solow, and will be
based on the best-seller by Lloyd
C. Douglas.

The main character of the drama
is an eminent brain surgeon who
has superhuman power which he
never reveals, except in his secret
diary. The program will be un-
veiled at the National Association
of Broadcaster's convention. MCA-
TV will also start
of the Ray Milland show for syn-
dication at the NARTB convention.

31.8*

Meal Packing. 39 thriller-dillers

America’s No. 1 Distributor of
Television Film Programs

BEVERLY HILLS: 9370 Sanfa Monica Bivd.,
(Restview 6-2001
and principal cifies everywhere.

LOUIS HAYWARD

hour film show in Birmingham, Alabama,
where [I's wrapping up sales for Ziegles

thrilling ratings in markel afier markel,

2SR e

another
top-rated
hit

from

with

‘and the most sales were clinched

l

itching reruns | representative in

salesman, On the contrary, the
firm feels that it's the follow up—
more mail, phone and personal
calls—that counts. In most cases
they couldn’t tell just what stage
of the approach clinched it. But in
almost every case the salesman was
able to go into the market and
olose the deal in one day, thus
holding down the distribution cost
for these low-price markets.

It was noted that contrary to the
usual response on mail campaigns,
where the returns surge at EI;EI:
and then dwindle, in the “Ramar”
hinterland campaign the atest
returns came after the third week,

after the fifth week,

2 Sponsors
Buy Official
Film’s ‘Hood’
NEW YORK, Mav 14.—OHicial
Films this week sold its “Robin
Hood"” stanza to alternate sponsors,
%nhnsnn & Johnson and Wildroot;
or slotting on CBS-TV Mondays
7:30-8 p.m. starting September 26,
The deal, whicﬁ gives Official
$1,170,000 for 39 episodes, pro-
vides that there be no syndication
of the series while the network
show is on the air. Young & Rub-

icam discovered the property for
Johnson & Johnson,

NTA Reported
Ready to
Issue Stock

NEW YORK, May 14.—National
Telefilm Associates is reportedly
getting set to issue 312,000 shares
of stock in the company at a price
of $5 per share. The Frm refused
to comment on the report and no
further details were available this
week. '

A stock issue by NTA would
make it the third TV film company
with shares on the market. Official
Films and QGuild Films are the
other two.

Fed Completes
‘Universe’ Pic

HOLLYWOOD, May 14.—Pilot
film of “General Universe,” pro-
posed half-hour TV series, was com-
pleted by Federal Telefilms at
Centaur Studios this week.

The kid-aimed space show stars
Larry Harmon, who appeared in
“Commander Comet” over NBC-
TV, and the Yale Puppeteers. Har-
mon created the idea for the pro-
gram.

Film Distributors Meeting

® Continued from page 8

Teleradio on Wednesday. This is
ii: contrast to the meeting held at
Cuild Films 13 months ago, when
everyone was complaining that the
get-together had leaked to the
trade press.

At the Tuesday meeting, after a
brief welcome from Dwight Martin
o: General Teleradio, who had sent
out the invitations, Savage and Jay
Williams of Official Films got up
to present a nine-point program of
objectives they had prepared as
the result of a pervious smaller
meeting.

The Objectives

The organization objectives they
putlined were: (1) A credit rating
service; (2) A research bureau:
(3) Promotion of TV film in gen-
eral; (4) Liaison with government
and industry; (5) The industry’s
labor negotia-
titns; {(6) Public relations: S’ﬁ In-
formation and education; (8) Lay-
ing ground rules for certain trade
problems and practices such as
stations’ overlapping coverage and
closed-circuit use of film, and (9)
Promoting American TV film shows
to foreign courtries.

Immediately after their exposi-
tion of this slate, one of the feature
men got up to declare that the only |
truly important purpose in assogia-

‘Help UHF’

® Continued from page 8

NTA, for its part, will turn over a
large supply of TV film program-
nung to the stabtion.

On the management level, NATS
is bringing in Bob Purcell, an asso-
ciate of Richard Doherty, to help
out with the operational chores,

The station is an ABC affiliate
and it's understood that the net-
work is ready to render aid by pro-
viding network programs to the
station, even when the outlet is not
on the a]mns-urs' buy list.

The “let's put KTVQ back on
its feet” campaign is being spear-
headed by HH.‘I?SI' secretary-treas-
urer Berman Swarttz, and Glenn
Lord of General Electric, who's
working closely with NATS.

| died
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tion was money, indicating that
credit checking should be its main
operation.

Finally the committee was
formed to set down a method for
making the organization a realit
and laying down membership qual-
ifications. It is understood that
they will also seek a meeting with
Harold See, manager of KRON-
TV, San Francisco, chairman of
the NARTB's film committee, who
has urged the distributors several
times to associate and who appar-
ently ins;l:;ire& the small meeting
prior to this Tuesday’s.

Members of the committee in
addition to Savage, Martin and
VWilliams are Lou Friedland, MCA-
TV; Ralph Cohen, Screen Gems;
Frank Reel, Ziv-TV; Arche May-
ers, Unity; and Herb Gelbspan,
Hal Roach Studios.

Don Alexander Dies;
Film Ad Pioneer

DENVER, Colo., Mav 14, —
J. Don Alexander, 70, president
and co-foundar of the Alexander
Film Company, Colorado Springs,
last week in a Colorado
Springs hospital of a heart ailment.

With brother Don, the two
brothers launched their film adver-
tising career in Keokuk, Ia, shortly
after the turn of the centuryv—=when
they used kerosene buming projec-
tors to advertise their home-mgde
commercials. Today the Alexander
Film Company is one of the largest
commercial producers in the world.

The film executive is survived
by his widow and two.sons, Don

Jr. and John.

HOLLYWOOD, May 14.—John
Gaunt, for the past two years radio-
TV director uF the Grant agency
here, this week was named a vice-
president and placed in charge of
the operation. At the same time
Les Kaufman, public relations
staffer, was upped to v.-p. and
transferred to the Detroit office as
promotion director on the Dodge
accoount,

OT Prepares
Info on Feature
Programming

NEW YORK, May 14-A
unigque research effort that will
provide stations with information
on how best to program top grade
feature films has been undertaken
by General Teleradio Film Divi-
sion,

The information it comes up
with will be discussed by stations
at a meeting the TV film firm will
hold at the industry’s convention
Tuesday afternoon in its suite at
the Sheraton Park Hotel, Wash-
ington.

Tho the research project is
aimed specifically at coming up
with information on programmin
of General Teleradio’s Bank
America package, it will undoubt- |
edly provide stations with data
taey can use in programming other
similar quality feature products,

General Teleradio’s search for
information has taken the form of

inquiries it is making of stations
programming the Bank of America
ackage. The firm is seeking to

tind out how the different stations

have used the package and with
what success. Emphasis is being
piaced on discovering the best
ways of showing each feature
more than once a week a la WOR-
TV's “Million Dollar Movie™ pat-
tern. From the responses, General
Teleradio will compile a report
that will highlight the successful
patterns of programming the fea-
tures.

ABC Film Gets
Bolger Show

NEW YORK, May 21. — ABC
Film Syndication has inherited the
Ray Bﬂlfﬂr show, the first of what
eventually will be a number of
film properties owned by its parent
network which will be tumed over
to the syndication firm after they
end their network runs.

The Bolger series consists of 60
episodes aired on the web over a
two-year period. The show ends
its network run on June