Bill

OCTOBER 8, 1955

THE AMUSEMENT INDUSTRY’S LEADING NEWSWEEKLY ()

PRICE: 25 CENTS

Merchandisers Tune
Up for ‘Jingle Tills'

Distributors Get Ready With Christmas
Catalogs, Campaigns for ‘Other Season’

By IRWIN KIRBY
NEW YORK, Oct. 1.

Claus has come three months early
inla the lives of merchandise job-
bers, the men who are wholesalers
to the premium and sales cam-
paign trade,

With the outdoor amusement
seson rapidly nearing an end, the
wbbers,  who provide prizes for
camival and park midwavs, are
turning to their “other season™ and
starting to ship out millions of dol-
hirs worth of holiday items.

The coming months will see o
quickening témpo in sales and
membership  contests,  consumer
gilt offerings and indoor bazaars.
By combining trade paper adver-
tising, catalog mailings and per-
sonal sales approaches, the iulﬂl;,*l'.-
are convineing business executives
that “cluss™ merchandise is here to
stay, a5 a reward. The pocket
witeh is no longer the appropriate
wift for the 30-vear emplovee or
the most skilled salesman, théy Lav,
Instead, they point to increased

elry, appliances and
other household jtems,

Numerous

Campaigns
_LHD'I}‘."-I:EJ_.IHE have become u hig
thing
have set up special sales forces to
handle this phase of the merchan-
dise business. One such firm js the
Temple Company in Philadelphia,
which at one time was a leading
supplier of prizes to camival game
operilors,
lrwin' Fisher notes that Temple
solicits campaign business by show-
img fratemal orders and commer-

el Lirms how the nu_-uﬂwr:-.h:']'l or |

sules contest can greatly benefit an
organtzition. Temple wkes com-
plete cliarge of the contest ma-
chinery and provides the lavish
prizes offered to winners,

Long Slacks

Decades ago o large number of
jobbers confined their operations
almost strictly to the summer trade
and had as their clients amusement
purks, resort areas and carnivals.
As in many businesses, theirs had
a slack period, but one so long that
it began in October or November
and liasted thra the following April
or Mayv. They began ecasting about
tor new outlets for their goods,
which consisted largely of plush
tovs and “flash™ jewelry,

While some success was scored
in the Christinus period by selling

Norris Catalog
Opens Bakery

NEW YORK, Qot. 1.—FProof that
Ahere is nothing ofbeat rernainine
in the merchandise catalog l;nu-;j-‘-‘
ness is the Jay Norris  Company
edition, which this season got the
drop on its competitors by offerine
a Iruit and nut enke, ; A

Norris, is wholesaling a  twao.
pound, gift-boxed eake, a unigue
item to include in g jobber's cala-

log.

TR .

lta retail stores, the bigeest im-
— Santg | Provement in slow-season business

! houses changed in complexion, The

terest in the nse of branded jew- |

or distributors, and some |

| cies, public relations [irms, manu-

| chandise are to be made, the line

| weuk from the beginning, with the

| major catalog house like Temple

wis in the premivm field, Also
important during this development
of holiday trude was the mailing
out of catulogs to long lists of po-
tentinl buyers. Advertising agen-

Facturers and retailers the nation
over received solicitations from

1|=h|n+r~: in the form of circulars or
vound catalogs, If awards of mer-

Wis li‘r“l“"-‘“'d- why not buy in bulk
at wholesale?
Resistance to this -.|,|:-|1n_t-.u_-h Wis

result that the premium business
clicked almost from the start. A

is accustomed to *:f'm.]ihj.{ oul some
130,000 catalogs annually.

Cood Brands

With the development of this
new line, the value and tvpe of
ilems stocked in the jobbers” ware-

trend  was  toward  name-brand
watches and applianees and away
From the camival items of obscure
brund lubel. At.about this time
the American consumer became
brand conscious  as advertising

(Continued on ge 7 3)

ABC-TY TO AIR
‘OLE OPRY’ LIVE
ONCE MONTHLY

NEW YORK, Oct. 1.—
ABC-TV's new once-a-month
“Grand Ole Opry”™ series lees
off ﬂ.ilnrd;l:l.', October 15, 8:9
pam., EDT. The show, which
will pre-empt a one-hour por-
Hon of the “Ozark Jubilee”
onece a month, is a departure
from the network’s policy of
weekly programs.

First guest stars over the
130 - station  coast - to - coast
hook-up will be Capito] Rec-
ords artists Les Paul and Mary
Ford. The show, of ;_'mn"-;l:.
will make its hour-long ABC-
TV debut from its weekly
home, the Rvman Audilo-
rivm in Nashville.

Les Paul and Marv Ford
and the stars of the “Grand
Ole Opry” will be supported
by more than 100 regular
“Opry” musicians and a troupe
of the best square dancers in
the Nashville area.

Thus far, 13 of the "Opry"
programs have been sched-
uled for the monthly netwark
show, sponsored by Ralston-
Purina,

The "Opry” is also availuble
on television in [ilm {orm on
a syndicated basis. Tabbed
“Stars of the Grand Ole
Opry,” this version is filmed
at the Ryman Auditorium
and distributed by -Flamingo
Films. :

By LANE BLACKWELL

MUNICH, West Germany, Oct.
| l.—American TV lormalts, Ameri-
can TV style and adapted Ameri-
| can stage plavs are among the top
items in popularity in the pro-
grumming of West Germany s bud-
ding TV network, which is esti-
mated at 220,000 sets.
1 This Fact was brought into sham
| focus by recent press eriticism ol
| the network’s decision to suspend
Lits  top-riated Sundav  audience-
participationer titled -~ “One  tn
Nothing, in Favor of You,” which
lis frankly patterned on American
shiows.

“One to Nothing”

"Onée 1o Hlll]lihg e the
TV edition of a radio show de-
seribed by the German newsmaga-
zine Der Spiegel as "a slightly
| altered version of Art Linkletter's
American show, "People are Fun-
[nv.”  This show, which is rated
by German TV-audience research-
ers at the top of the Sunday sched-
ule, stars emsee Peter Frankenfeld
| whose folksy, easyv-going style re-

This week

NEWS OF THE WEEK

Packaged Record Business Booms
As Fall Buying Gets Underway . . .

The record business rolls at brisk pace as fall
buying season gets underway. Strongest sales’

are in the puckaged record field., Impact of
the fall programs of manufacturers is excep-
tonally heavy., Cood business apparent in
both the classical and pop categories, .Page 17

CBS Schedules Production of Two
Feuature Films for Theaters . . .

CBS is moving inlo the production of [eature
films for theatrical release, Its public affairs
department is planning to come up with two
documentary features, while its TV film sales
arm similurly s |‘rTun||[||r._: to produce a feature
Hilm version of "Navy Log.”,........Poge 2

Ringling Show Does Heavy Business

In Arizona, Texas; Season Spotty . ., .
tingling Bros, and Barmmum & H.1||u_-_'.,' Cireus
plaved_ to some of the best business of an
otherwise spolly season as it toured Arizona
and Texas. Aiding were facts that the show
skipped Texas last vear and upped its outdoor
advertising in Arizona, , . ivss - LREE TO

4 * = "+ @

Victor Execs Hit the Road to

Sell Label’s Personal Music Plan &, . .

RCA Victor achieved natiomwide
representation for its Personal Musie Service
and immediately launched a Christmas Gift
Certiticate project operated along similar lines,
Certihicates bought at stores are redeemed
.H'rr'lh'|illf._1 to customer arders direct from the
factory. Top company execs. hit the road this
weak to sel] the plun to distributers. . . Page 16

AFM Blocks TV Sale of Paramount
And Universal Motion Pictures , . .

The TV sale of 45 motion pictures from Para-
moutit and Universul was suddenly blocked

swWwwEamericanmdioli®ory com -

this week when the American Federation of
Musicians refused to grant broadeasting rights
to the music tracks on those films. This move
possibly portends a stiffening of wnion re-
payment demands that might severely restrict
the number of major company pictures that
canever gel Into TV . coseiniensssss Page 10

ABC-TV Plans Agpgressive Puce:
President Kintner Outlines Moves . . .

ABC-TV is working on a series of aggressive
moves for next vear that will boost it further
toward equul stutus with the other two webs,
Some ol these plans were outlined this week
by ABC President Robert Kintner in an exclu-
sive interview with The Billboard. .. .Page 2

Coin-Operated Kiddie Ride Ops
Eve Moppet Schoolday Crowds . . .

With the kiddie ride business no ]t'nri;_y'r OVEer=
loaded with competiion and with a bigoer
moppet population than in former years, kiddie
ride operators expect a boost in receipts during
the Fall and winter seasons, A big selection of
rides, located in variety stores, :-.'|'n'|1'1|'|ju;_1; ey
ters and supenmarts beckon. cuveeesn I'u-'_:e i)
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West Germans Say,
‘Ja Gut’ to America
Type of TV Shows

Budding Network Borrows Heavily
From U. S. Programs and Styles

| sembles Arthur Godlrey's in a way
that is anything but enincidental,

Frankenfeld not only watched
films of Godirey at work but went
to the States a couple of years
ago to watch American TV oo the
spot. Watching Godfrey, Franken-
feld was amazed at “this calmness,
this quiet which he mdiates—1, on
| the contrary, had been working ex-
citedly, Frantically,™ (The Ameri-
can stvle of emseeing first came
to Frankenfeld's notice whon as a
World War II prisoner of the G.Ls
he took part, in English, in soliier
| shows—as an emsee!) Frankeufeld's
next TV series, replacing the can-
celed one, is advertised as a talont
hunt in which “prominent people

present  their discoveries.” Sound
familiar?
“Was Bin Ich?”
Another top show having an

American format is the Mupich-
originated “Was Bin Ieh?™ a ver-
siom of “"What's My Line?™ pro-
duced by wrrangement with Maue
rice Winnick of London (who also
did the successful British TV edi.
tion). Critics tab “Was Bin leh?”
as a “schlager,” 4 hit. And viewers
seeing it over the network's 26
transmitters thruout Cermany sa
the same, Incidentally, today's
Crerman ililtl'il."lll'l."-plﬂi‘IIIiil] is clnse
to 1,000,000 peaple, walching on
150,000 licensed sets and perhaps
40,000 unlicensed ones. License
fees of $1.20 per month do pot
vet nearly cover costs of the non-
commercial  programs,  (The  re-
mainder of the tab is picked up by
well-heeled parent radio-stations at
present. )

Sets are selling at the rate of up
to 15,000 per month and at prices
from $150 up, making TV possible
for the average familyv. Dr. Wer-
ner Pleister, top official of the
loosely affiliated netwark, told The
Billboard he expects 300,000 sets
by vear's end.

VIP Interviews

| Hamburg, the net's key stiation
it originates some 50 pér cent of
(Condinued on poge 7)

——

No Question on
‘64G’ Ratings

NEW YORK, Oct. 1. = Toap
| rating rung up by the high-flying
| 64,000 Question” was scored on
September 13, the night the
|juckpot was won bv the Marine
| captain with eulinary. instinets. The
American Hesearch Bureau rating,
just in, scores a 686.4 for that show,
with 22 340,000 homes reached,
cntompassing 58 980 000  people.
The rating is all the more remarks
able for having been achieved be-
fore the new TV season gea''y got
starled,

Audience composition of

“H"'l."

fwomen, 37 per cenl men and 18
per cenl children.

| lon'5-CBS airer showed 47 pos o

=
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Izintner Maps Multi-Faceted
Offensive for ABC's Future

‘New Studios, 2 UHF Outlet Buys,
- Specs, More Film Use on Docket

By LEON MORSE
and JACK SINGER

NEW YORK, Oct. 1.—A multi-
pronged offensive, aimed at cata-
pulting ABC-TV another giant step
closer to an equal status position
with the other two webs, is now in
the process of being mapped out
by ABC for 1956.

ABC  President Robert F.
Kintner, under whose leadership
the web’s dynamic rags-to-riches
in the past two vears has become
one of the TV industry’s top sue-
cess tories, estimates it will take
anothe, five vears to achieve the
goal of equ.’ status with NBC and
CBS. ABC will continue to rely
heavily on film programming in its
“nio holds barred” battle to reach
the top of the industry’s three-web
structure in  these coming vears,
hintner indicated to The Billboard.

Firmly convinced that Film's
advantages outweigh those of live
shows—except in the area of the
variety type of programs—the web
is currently working on plans to
build film stages in Hollywood
where it will produce its own
properties, Kintner said. ABC's cur-
rent film packages, “Ozzie and
Hurriet,” “Muake Room for Daddy™
and “Wyatt Earp,” are being shot
at independent Il-'ri’ln't stuclios.

Spec Programs

Tho he did not go into detail,
Kintner indicated the web is mak-
ing plans to move-int@%he field of
spectacular programming in the
1956-'57 season.

Now that initiel ratings on its
Sunday night feature film show of-

fer strong indication ol its success,
Kintner said, the network is on the
lookout for additional top quality
features for programming else-
where in its prime time schedule.
The advantuges that TV film has
over live TV extends te the area

of daytime programming as well as
nighttime shows, Kintner feels,
Service programs, in his opinion,

cannot draw laree audiences. He

2D PITCH

NBC OFERS
‘RICHARD’
TO KODAK

NEW YORK, Oc¢t. 1.—NBC-TV
this week made its second major
presentation to sell its most im-
portant featwe film acquisition,
the Lawrence Olivier production
of William Shukespeare’s “Richard
III." Eastman-Kodak received
the full treatment from the net-
work, complete with a visit from
the web’s top brass to the plant
at Rochester, N. Y. .

The three-hour feature film can
be purchased for between %700 -

000 and 800,000, The network |

sugrests programming it on Fri-
day, March 30, in the 8-11 p.m.
time period. A presentation was
also made to General Food, and
the client is considering it,

ALL NETS HURT
IN TUES. FIGHT

NEW YOBRK, Oct. 1.-All
the networks got hurt in last
Tuesduvs rating battle, NBC's
“Armstropng  Circle Theater”
took guite a lucing from “The
S64.000 Question.” And ABC's
“Warner Brothers Presents,”
CBS “"Navy Log” and “You'll
Never Get Rich”™ took a simi-
lar  drubbing from  Milton
Berle.

“The 864,000 Question™ hit
a 541 Trendex versus Arm-
strong’s 7.8, down from a 14.3
the previous half hour. In the
9:30 CBS spot Tuesday, Skel-
ton’s slapstick won him a 27.
Earlier Tuesday evening, 8-
5:30, Berle got a 25.4 against
“Navy Log’s” 12.6 and War-
ner Brothers 6.8.

A half hour later Berle
upped his rating slightly to
27.4, while “Rich,” the Phil
Sitvers vehicle, hit a 14.1, and

. Wyatt Earp, the ABC entrant,
got an 11.1,

ABC Can't Pin
Down Sponsor

NEW YORK, Oct. 1.—ABC-TV
hasu't vet been able to pin down
Pharmaceuticals, Ine., as a two-
program bankroller on the web.

Indications are that the Firm will
wind up sponsoring both “Life Be-
gins at 80" Sunday night. 9:30-10,
and “Ted Mack's Original Amateur
Hour” Thursday, 10-10:30 p.m.

However, the sponsor reportedly
is waiting to see how heavy its
Sunday night competition will be
from the CBS direction, where the
new “Alfred Hitcheock Presents”
series will emanate starting to-
morrow (2], before it makes its
final decision.

strongly  believes that dramatic
programming can be successful not
only in evening hours, but in the
morning and afternoon as well.
ABC’s current daytime plan, he
said, is to come up with program-
ming for the 3-5 p.m. perinds, di-
rectlhv  preceding  Walt Disney's
new “Mickey Mouse Club” stanza.
It's possible, he said, that shows
\for these periods could be ready
| for airing shortly after the First of
the year.

Tho ABC's plans call for
strengthening its programming by
building a healthy stable of its own
properties, Kintner asserted that
advertisers should be permitted to
buy outside programs when they
so desire. A network, however,
should have the right to place
what it considers to be major audi-
ence-attracting properties, which it
controls, in key points of its
|ﬁehedule, he stated.

Kintner's feelings on the UHF
problems, which may be reflected
in the web’s plans to purchase two
UHF outlets next wyear, is that
UHF stations can be operated suc-
cessfullv—provided they are in
areas where a UHF station was in
operation before the first VHF. or
where UHF has the field all to
itself.

HIGHLIGHTS OF BILLBOARD
INTERVIEW WITH KINTNER

NEW YORK, Oct. 1.—Highlights of The Billboard’s ex-
clusive interview with President Robert F. Kintner of ABC
(see adjoining story) include the following points from the
network’s blueprint for the future:

¢ Development of spectacular-type programs.

* Construction of ABC's own TV film studios in

i—IulIywhnﬂ.

* Addition of more top feature film shows in prime

time slots,

e Expansion of the web’s daytime programming line-

up.

stations.

® Purchase of two owned-and-operated UHF TV

Kintner attributed much of ABC's recent success to

the following four factors:

(1) ABC’s merger with United Paramount Theaters two
vears ago, which provided it with the finance capital
necessarv to build up its talent and programming.

(2) The growth in the number of new stations that have
eone on the air, making it possible for ABC to gain entry
into markets it previously had been unable to reach.

(3) The success of such ABC shows as “Disnevland,”
“Rin Tin Tin" and “Ozzie and Harriet,” which proved to
advertisers that ABC could successfully combat NBC and
CBS in the tield of programming,.

(4) The withdrawal of Du Mont from the television
network business, which not only eased the competitive
situation in finding sponsors but also provided ABC with
greater opportunity to clear stations for its programming.

MANY AREAS

Tho Kintner looks with pleasure
(Continued on page 6)

BROADENING SCOPE

Para Looms as TV
Biggie of Majors

HOLLYWOOD, Oct. 1.—Indica-
tions that Paramount Pictures will
increase its television interests and
activities many fold are becoming
more and more evident. In all prob-
ability, by this time next year the
compuny will be further involved

m TV thun any other of the major
producers except, possibly, Colum-
bia (Screen Gems).

There is strong evidence that
Paramount will attempt to form its
own television network, going into
production of live and Ffilm pro-
grams to supplv its affiliate sta-
tions.

One of the cracial  stepping
stones along the wav will be the
meeting of Du Mont stockholders
October 10. At that time it's ex-
pected that a complicated stock deal
(The Billboard, August 207 will be

and its two stations WABD (New
York) and WTTG (Washington),

i Paramount, which at last report
owned 28 per cent of outstanding
Du Mont stock, will most likely

play a major role in Du Aont
Broadcasting.

Since Paramount already has one
station, KTLA, Los Angeles, this

nels in three key markets. KTLA is
expected to become the kevstone
station of the projected net, with
facilities for both live and film
production now under construction
there.

These facilities are scheduled (o
be fully completed early next yvear,

cifically designed for TV film pro-
duction. Already constructed for

Two hugh stages are being cul up |
into four to six smaller ones spe- | programmed

Arnaz, Paley Talk
Of ‘Lucy’s’ Future

‘NEW YORK, Oct. 1.—Lucille
Ball and Desi Amaz this week were
here huddling with CBS topper
William §. Puley over the future
of “I Love Lucv” in the season of
1956-"37. The show is set for this
season with General Foods and
Procter & Gamble bankrolling, but
future plans for the show are far
from set,

For one thing there are quite a
number of films in the can, per-
haps more than there will ever be
a demand for considering that the
show is now starting its fifth sea-
son. Second runs of the show can
go thru 1959, For another—and
perhaps more important—Miss Ball
and her husband, Desi Arnaz,

; _ |allegedly are not as desirous of
would give the corporation chan-’

maintaining the same work sched-
ule, now that their film invest-
ments are paving off so well.
Armaz is trving to sell CBS an
hour dramatie show that he has
already produced. Also being con-
sidlered is an amplified hour ver-
sion of “1 Love Luey” which would
give the couple more scope for
their comedy, This would not be
T AT1 t'\'t'r:r'-u'PEk
basis, but would probably share the
time with another show—perhaps

approved, splitting Du Mont Labs | live programming are two modern | the dramatic hour,

from the broadeasting corporation |

(Continued on pare 6)

Genernal Foods also has "Deeem-

CBS Leaps Into Theatrical
Features Production Field

NEW YORK, Oct. 1.-The in-
vasion of the theatrical feature Flm
production field bv the television
industry is gaining momentum with
CBS-TV this wreT; jumping aboard
the bandwagon.

Not only is the network, thro its
Public Affuirs department, plan-
ning two feature film documen-
turies for theatrical release but
CBS-TV Film Sales, its film svn-
dication arm, is also coming up
with a theatrical film of “"Navy
Log.”

One of the documentary features
CBS is plunning will be gleaned
from its "Air Power™ TV [ilm series,
picturing the history of man’'s con-
quest of the air, currently being
put together by the CBS Public
Affairs department, headed by Irv-
ing Gitlin.

ol l'uutﬂ;,(
in TV film series form. New foot-
ige, however, will be shot ex-
pressly for the feature version,
The Pacific

The second feature Film which
the CBS Public Affairs department
i5 planning to come up with is
“The Pacitie,” which will be based
on footage used on CBS-TV's
“Adventure” show.,,

Unlike these documenturies, the
“Navy Log"” feature will be shot
from a seript written expressly for

Like “Victory at Sea,” the “Air °
Power” feature will consist mainly |

theatrical Fflming. To that extent,
it will be similar to the "Dragnet™ |
feature film that Warner Bros. shot
last year,

Unlike “Dragnet,” however,

TR TR P P ot By A TR pepA Tt - e s S

‘Navy Log” will be financed and

41 WY1 produced by a TV film_firm—CBS- |
e that was put on the air| Ty gy, Sules—which is headed

by Les Harris, who also is execu-
tive producer of the "Navy Log”
TV film series.

These moves by CBS to enter
the tield of teature film production
are the latest in a mushrooming
trend that’s seeing more and more
TV [film producers turning their
sights to the lucrative markets be-
iu;i provided by the theatrical Film
industry.

Two weeks ago Ziv, one of the
higgest l1rmfnr.‘13r5 and distributors
in the TV Film industry, revealed
that it, too, was definitely plan-
ning to produce feature films for
theatrical release (The Billboard,
September 24).

ber Bride,” and it would not be toa
difficult to turn the entire 9-10
p.m. hour over to the Armaz, with
General Foods as the major bank-
roller and P.&G. going along. All
these plans, however, are only in
the discussion stage and will wait
on other developments in the in-
dustry. 2
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THE BILLBOARD SCOREBOARD

New TV Spot Campaigns—
Who Bought Them Where

A guide for TV stalions and adverfisers on
new coniract sel from Seplember 13 thru 17.

The [ollowing data i5 tabulated from a weekly survey of all

U &

TY stations made by The Bilboard, It shows the new

national spol commercial campaigns ¢t on those siations during
the survey week, regurdless ol the starnng air date of those

i mpins

NATIONAL SUMMARY

iCampaigns placed Im more thas opne region)

Art Instructions, Arl Insiruciion, Inc.
Bus Travel, Northland Grevhound Lines
Chrysler Cars, Chrysler Molors
Cosmetics. Cody, I,

Dr. Lyon's Toothpowder, Sterling Drug
Feecds, Plicer Co,

Ford Cars, Ford Moiors

Gileem Toothpaste, Procrer & Gamble

Mavksaw, Giraml o,

Fac-Min Dry Milk, Safeway Stores

Iady Fsther Fuace Powder, Foniie
Proclugcty

Life Magarine, Time, Ine.

Maxwell House Coffee. General Foods

Maorton™s Froren Fomds, Morton Pack-

ing
Mounds Candy Bar., Peter Paul

Pepperidge Farm Hread, Pepperidge
Furm, Inc.

Pontize  Automobiles, Poniisc Molor
Dhiv.

Prestone Anti-Freeze, Muational Carbon

Smith Bros. Cough Drops & Syrup,
Smith Hros,

Snowdrift, Wesson Qi & Srowdrift Sales

Stokely Wepetables & Fruils, Stokely-
Vun Camp

Super Lanolin, Charles Antell

Wildroot Cream €3l Wildrool Co.

Zerone-Ferex Anmi-Freeze, DuPom

REGIONAL SUMMARIES

Eastern

Absoriine Jr.. Limiment, W, F. Young

Ammel=-Nenl  Tooth Powder & Pasie,
Biock Drug

Anavin, Whitchall Pharmacal

Art Iostructions, Art Insiructions,

Brading’s Ale, Canadian Brewing

Camen stockings, Hurlingion Milis

Campbell  Soups & Food  Products,
Cumpbell Soup Cao,

Cercals, General Mills

Cosmetics, Cody. Inc.

Dule Carnegie Courses. Dale Carnegie
Institute

Dr. Lyon's Tomh Powder, Sterling Dirug

Feeds. Plirer Co.

Glamur Cur Upholstery Cleaner, Glamur
Products

Hucksaw, Grani o,

Green Giant Brand Peuas, Green Glant
(o

Instant Sanka Coffee, General Foods

Ine.

ltalion Swiss Wine, lalian Swiss Colony

Kitchen Bouguet, Grogcery Store Prod-
Lels

Lady Esther Face Powder, Zonile Prod-
LCEs

Maxwell House Collee, General Foods

Mounds Candy Bur, Peter Paul

My-T-Fine Desseris, Penick & Ford

Pepperidpe  Farm  Bread, Pepperidge
Farm. Inc.

Phillies Cigar, Bavuk Cipars

Piel’s Beer, Picl Bros,

seniry Toothpasie, Brisiol-Myers

blokely Canned WVegetubles &  Fruis,
Stokely-Yan Camp

Sunbeam Electric Appliances, Sunbeam
Corp,

Tip Top Bread & Cakes, Ward Buking

Yu Riter Pens. Ferber

Zerone-Lerex Anti-Freere, DuPont

Southern

Amoco Motor 0§l Lubricanis & Tnsect
Spray, Amertcan Ol

Bread & Cakes, Americin Baking

Cascade, Procter & Gamble

Ford Cars. Ford Motor

Holsum Bread, Adlantic Baking Co

Maxwell House Collee. General Foods

Siokely Canned Yegetabhles & Fruits,
Stokely-Van Camp

Morton's Frozen Foods, Morton Packing
Fabst Blue Ribbon Beer, Pubst Brewing

Smith Bros. Cough Drops & Syrup,
Smith Bros,

Snowdrift, Wesson 0il & Snowdrifl Sales
Super Anahist Tablels, Anahist Co.
Wildroot Cream 0il, Wildrom Co,

Midwestern

Bus Travel. Northland Greshound Lines
Carling’s Black Label Beer, Carling
Brewing

Cheer Soap, Procier & Gamble

Chrysler Cars, Chrysler Motors

Coco Wheat Flowr, Linle Crow Milling

Cosmetics, Cody, Inc,

D-X vil, Sunray Ol Co.

Dash Soap & Flukes, Procier & Gamble

Feeds., Plizer Co.

Folger Colfee, J. A. Folger

Ford Cars, Ford Molor

Freshlike Mined Vegetables, Larsen Coo

Four-Way Cold Tuablets, Grove Labs,

Foulds Producis, Grocery Siore Prod-
uLes

Hacksaw, Granl Co,

Hamm’s Beer, Himm Brewing

Ironing Board Covers, Ironees Co,

Kelloge's Cereal, Kellogg Co,

Kool Cigarcties. Brown & Williamson

Lac-Mix Dry Milk, Saleway Silores

Lady Esther Fuce Powder, Zonite Prod-
ugls

“Lectric Shave.” J, B. Williams

Life Mugasine, Time, Ind.

Morton’s Frozen Foods. Morion Packing

Mounds Candy Bur. Peter Paul

Peak-Norway Anti-Freeze, Commercial
Solvenis

Pepperidgs
Farm, Inc.

Polident for False Teeth, Block Drug

Pontiae Automobiles, Pontiac Motor Div,

Prestone Anti-Freere,  National Carbon

Remington Eleciric Shavers. Reminglon
Rand }

Rolliton, Gram Co,

Solad Mixers, Grani Ca,

Smith Bros, Cough Drops & Syrup.
amith Bros.

Speed Queen Washers,
Corp.

Staze Denture Adhesive, Siare. Inc.

Sunshine Biscwil, Sunshine Biscuil Co,

Super Lanolin, Charles Amniell

T. V. Anienna, Alllance Tenna Rolor

Tovs, Slinky

Viceroy Cigaretics, Brown & Williamson

Whilman's Chocolates, Whilman & Son

Farm Bread, Pepperidge

Speed  Queen

‘Ferone-Zerex Anti-Freere, DuPonl

Southwestern

Alka Selvzer. Miles Lab.

Brylereem. Harold F. Rilchie

Bulova Walches & Radios,
Wailch Co,

Crest Toothpaste. Procier & Gamble

E-7 Children’s LUndersear, E-Z Mills,
Ime.

Fluifo Shorening. Procier & Gamble

Bulova

Gleem Toothpaste. Provier & Gumble

Haley's M. 3., Phillips Co.

Ivory Soap, Procter & Gamble

Rath Black Hawk Bacon & Ham. Rath
Pucking

Servel Refrigerutors. Servel, Ine,
Super Lanoblin, Charles Antell

Rocky Mountain & West Coast

Al Insiructions, Art Instruciions, Tec,

Bus Truvel, Morihland Greyhound Line

Carnation Wheat Cereal, Albers Milling

Chirysler Cars, Chrysler Motlors

e Soto Cars, De Soio Motor

yr. Lyvon's Tooth Powder, Sterling Drug

Diri-2it Deodorizing Products

Ford Cars. Ford Moior

Cileem Toolhpaste, Procter & Gambile

Kralt lslian Dressing, Kraft Foods

Tac-Mix Diry Milk., Safeway Siores

Life Magazine. Time, Inc,

Maxwell Houwse Coifee, General Foods

Mercoury Lincoln  Meteor, Ford Motor
Lo, of Canada

Oavdol Cleaner, Procier & Guamble

Plunter Sulted Peanuts, Planters MNut &
Chocolate

Pomtiue Auwtomobiles, Pomac Motor Diw,

Prell Shampoo, Procier & Gamble

Prestone Anti-Freepe, Mations] Carbon

Schick Eleciric Ruror, Sehick. Inc

Snowdrilt, Wesson Ol & Snowdrill Sales

sperry Driflted Snow & Panciake Mix,
Cieneral Mills

Tonl Home Permanent. Tond Ca,

Toy., Wilenning Mig. Co,

Wheai Heart Flour, General Millg

Wildroot Cream 01, Wildroo Co,

W‘IH-LIM .:Iii; rr.u
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DOUBLE BLAST

Hoffman and
Reagan Rap
TV Censorship

HOLLYWOOD, Oct. 1.—Censor-
ship of television programs received
a  simultaneous  Dblast this week
from Ronald Reagan, host of “G.E, [vved as a test of netwaork feature
Theater,” and H. L. Hoffman, film drawing power, beat out its
president of Hoffman TV. At the | NBC “Colgate Variety Hour” com-
same time the National Society of | petition this week, its second time
Television Producers moved ahead |on the air. As a result, ABC found
with plans to ward off -::Ellsur:v.hipii!.-mlf deluged by bunl:m]ler!:‘ 1._1.-1'"1
from outside pressure groups. gobbled up a total of 59 participa-

Reagan told a meeting of indus- | tions. Tt had previously sold_four
try executives that “political and | Darticipations—two of them to Toni,
special interest groups” had mmh-!“'l""l‘ this week grubbed up 17

a shambles out of the motion pic. | M The web has but 10 more

ture industry and so restricted the  SPOts o rf]T_l:ei' ore it lum[;,f,q up the
use of material that thev came suld out” sign thru the November
close to strangling production. 20 show.

There are signs that the same pro-| «Among the latest sponsors Lo
cess is being repeated in TV, he|lump aboard the “Festival” band-
warned, and the industry must take | wagon are Johnson and Julmson.,

steps to fight back before it is too |6 spots; Beltone, 3: Carter Prod-
late. nets, 4: National Presto Indus-

Hoffman declared that television 'Elf:ﬁttn];;t:‘:(IIEEEI:E[E}:I“"E;hm‘]'."i:'?!;
. L ] | k> il% o b L
g?}::ﬁ ;_EII:::-?;":! t;lﬂgiﬁl.;:rmnﬁ :Ihﬂ' Chemical Company, 2. At least
triotors. and Emrhition ﬂﬂ: 9 several of these clients—including
bé"llf‘fitz‘l:ﬂl resultspﬂ‘;ut TV -iI mil-'m] Nutional Presto: lnoustrics, Beytone,
o e et it WS ) Toastmaster Produets and' Viek—

FIAEEIL AL Ly . ) have never used ni.u,'hl:tiu‘le net-

The producers, in the meantime, | waork TV, ;

o neanng *:mu']"?""_‘tmn of a code| [t Sundas’s show. “Adim and
of i_j!lhlr_‘s which will be PEEsEntﬂ] Evalyn.” dtariig Jéa Sinrmons and
to the Academy of Television Arts Stewaurt Granger, scored a 15-city

& Sciences for approval and sup-

NEW YORK, Oct. 1.—More fea-|
ture film programming by the TV
networks appears to be in the cards
as the result of the success that
ABC-TV is achieving with its Sun-
day night “Famous Film Festi-
val, '

The ABC stanza, which is being

Illness Puts

port. At a recent NSTP meeting
r d r Pl
Parade Pix

producers expressed the fear that
if such a code, believed to allow
considerable more  latitude  than

NEW YORK. Oct. 1. — Suill
“without a network time period at
this Late date in the new season,

that existent in motion picture pro-
duction, is not adopted, the govern-

the American Telephone & Tele-
graph Company has  given  Hal

ment or some other group wounld

step in and dictate what could or
Reach Jr., the producer of its show,
| “Pussing Parade,” the green light |

could not bhe put on the air.
| to eontinue shooting the series, The |

New Light on
Election Sales |iuibekios st fim i be thout

& 1,500,000,
NEW YORK, Oct. 1.—One of | - ) : i | QY P T

the by-products of President Eisen- | Ehe sponsor will keep: ity show
Ll recesit hanst atfacl ﬁnvl in the ean until it ﬁnds_a HllltﬂhI‘E
be a sell-out of the 1956 Presiden-| "¢ F'E‘Tlﬂd.t “'F}]lf ther it be chls
: B season or next. There is more than
:::}1 mm:l,,?j;mm l:r?v['ra!:,_e and E!F‘T‘ an even chance that a cancella-
increasingly ]urﬂﬂmltllﬁl:h lkgn::?c:::%'ﬁ"-" this season will open up a
ey '.-"I_ESIEL":m:ﬂ; term. both NBC. | Prime half hour of time on a lead-

m, DO MOL- ing network. “The Passing Pa-

TV and ABC-TV are stepping up | . 3.7 o R T
their efforts to sell the election mde: testiees John Sebin,

package,
] . 1 I ; & : " [
e conet Beween e bemo:| GG Rejects
crats and the Republicans is boun WE T P
AT Protest

to be much more heated, with in-
terest stimulated on the part of

the public. Westinghouse has al-| WASHINGTON, Oct. 1. — A
ready bought an election package | competing station’s protest against
from CBS-TV, Admiral has been ! General Teleradio’s take over of
talking to ABC and Philco noo- | WEAT-TV, West Palm Beach,
dling around NBC. Ila., was dismissed by the Federul
Communications Commission this

'week., \WIRK-TV charged that
Gﬂ"ﬂ'u Preps CDI.I rt | GT's take over would result in ex-

s I n | cessive concentration of control of |
Case, ‘Diary’ Pix

[t}:ﬂ melfii'"n'_l and would be against |
HOLLYWOOD, Oct. 1.—Sum jt e Tl
Calloun, producer of CBS-TV's

The FCC ruled that since
"Navy Log,” has started work on

WIRK-TV did not show how it
would be damaged by the transfer
development of two new proper-
ties. One would be based on fa-

it had no standing in the matter.
Commissioner Robert Bartley took
mous Supreme Court cases, the
second on William Shirer's “Berlin

the occasion lo re;[m-.lt his dissent
Diary.”

that the FCC should further study
'-—.-——————-—--“_—'_'—--_“‘_—-_—-““_—-_l

how the additional control by CT
MONEY-5AVING SUBSCRIPTION ORDER

might affect the public iuterest,

Enter my subscription to The Billboard for a full year
(52 issues) at the rate of $10 (a saving of $3 over
single copy rates). Foreign rate $20.

[0 Payment enclosed [ Bil me

Name
Occupation or Title
Company
Address
City Sate

Send to: The Billboard, 2160 Patterson St., Cincinnati 22, O,
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Presages

More Web Features

Trendex rating of 8.4 as against a
6.3 for NBC’s “Colgate Varicty
Hour." CBS Ed Sullivan Show,
however, ran away with the ma-
jority of the audience, racking up
a 33.8 Trendex.

The “Festival” ratings to date
are, of themselves, not spectacular,
However, the cost per thousand
they afe providing its participation
sponsors and the fact that the
stanza is strong enough to beat
NBC its second time on the air 13
healthy evidence that top quality
feature films can be effectively and
profitably aired on a network in
prime time,

NBC and CBS have, from time
to time, been reported mulling the
idea of putting a feature [ilm show
on network, tho not necessarily in
prime time. NBC, of course, is al-
ready set to air two features="The
Magic Box” and “Richard 111" as
spectaculars.

The success that ABC is having
with its “Festival” is expected to
provide additional impetus to the
other webs to speed up efforts at
feature film acquistions. ABC-TV
is already on the lookout for addi-
tional Feature [ilm packages which
it can air in other parts of ils
programming schedule (see Kintner
interview story).

AMERICA’S
10" TV
MARKET

316,000
WATTS

WGAL-TV

LANCASTER, PENNA,
NBC and CBS

The WGAL-TV multi-city mar-’
ket area is comprised of
912,950 TV sets owned by
3% million people who have
$5% billion to spend each
year — America’s 10th TV
Market.

STEINMAN STATIOM
Clair McCollough, Pres.

TV, INC.
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LONG JOHN SILVER Robert Newlon

FABIAN OF SCOTLAND YARD Bruce Sefon
SCATTERGOOD BAINES Will Rogers, Jr.

SAN FRANCISCO BEAT Warner Anderson, Tom Tully
LIFE WITH FATHER Leon Ames, Lurene Tuitle
BUFFALO BILL, JR. Dick Jones

RED RYDER Allan “Rocky” Lane

EYE ON THE WORLD Walter Cronkite

AMOS 'N' ANDY

ANNIE OAKLEY Gail Davis

THE GENE AUTRY SHOW

THE RANGE RIDER Jack Mahoney

THE WHISTLER

CASES OF EDDIE DRAKE Don Haggerty, Patricia Morison
FILES OF JEFFREY JONES Don Haggerty

HOLIDAY IN PARIS Dolores Gray

NEWSFILM, @ prodict of CBES News

Y LN T _\_{ﬂ_ﬂ}__;‘_-i_{-{:--\.a..ln... i ."I.\,i,_.{.__: .

P LT
BT e o e
. RagEr
R E

§ oy B S8

=

www americanradiohistorv com


www.americanradiohistory.com

OCTOBER 8, 1955 ‘ THE BILLEOARD | _ TELEVISION. 5

No...but they all have a lot in common. Although one

series may suit your particular sales needs better than

another, all the films syndicated by CBS Television Film

Sales are top-quality audience builders. And all (except

of course the brand-new releases) have run up impressive

rating and sales records in markets across the country. '
For example ... ANNIE OAKLEY’S been the highest-rated

show in its time period in Los Angeles every month

since it first started in January 1954: GENE AUTRY is the .
highest-rated daytime strip in all Chicago television,

month after month after month. THE WHISTLER'S been the
highest-rated program — by far—in its time period in

San Francisco since its debut one year ago.* And so on.

e

N
T |t - iy LT O -
B T i B R

SRS e i

g hesiod o PRI e s

With each of these films, too, goes the follow-through
that’s so important to stations and sponsors: professional
merchandising and promotion...sales service...speedy,

smooth-functioning distribution,

After calling CBS Television Film Sales for information

on cost and availability in the sales areas of your choice,
take your pick. You'll find these are the best-looking film

shows in all television.
O ES TELEVYISION XL SAXL.NS, XINC.

with offices in New York, Chicago, Los Angeles, San Francisco, Detroit, Bogton,
St. Louis, Dallas and Atlanta. In Canade, S. W. Caldwell, Lid., Toronio,

*AlU data jrom ARB
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ADVISORY SURVEY BOARD:

Do They Care for TV
Pix Shot Overseas?

The TV Editorial Advisory Board lust week
indicated that it is keeping its doors open to fea-
ture films produced outside the U, 5. On the sub-
ject of British movies, 111 board members said
they wounld consider them, against 31 who voted
that they would not. On the subject of foreign
langnage movies dubbed into English, 90 said
they would consider them, against 42 who said
they would not. The consensus was best summed
up by an ad agency man who said, “Good features
are good features, wherever they are produced.”

This week the survey moves over to half-hour
film series produced abroad specifically for TV,

Here the board indicated its door is open even
wider. A total of 137 members voted that they
would consider a TV Film series produced in
England, Ewrope or Mexico if it had an American
stur. A negligible 13 voted that they would not
consider such a show. _

The board was also asked what special prob-
lems it encounters in an imported film program.,
This study revealed that where there’s trouble,
it’s usually on the sound track,

But as important as the answer, is the [act
that most members of the board did not answer
this question at all, and 17 of them went 50 far
as to point out that there were no special problems
in foreign produced film,

Encouraging Response

This response is an encouraging one for certain
producers, for there has now emerged one more
practical inducement to produce TV series in
England. There has, of course, alwavs been a
certain minority of production aboard. “Foreign
Intrigne” and “"Douglas  Fairbanks Presents”
pioneered overseas shooting four and five years
ago. As in the case of many motion pictures, the
main reason for going abroad was to get exotic
backgrounds. For producers who knew how to
take advantage of it, there were also economics
to be gained,

Now, with the start of commercial TV in
Britain, the British unions have clamped a quota
on the amount of U, S. production that can be
telecast there. But a show that was shot there,

EDITORIAL

ADVISORY

Conzisting of one key eciec
utive from each leading
sponsor, advertisting agency,
TY¥  broadcaster, producet
and film company.

This Luct has been apparent for some time, and
yet there has not been any widespread emigration
of producers. The amount of foreign production
has alwavs been kept at a Fairly low level. Prac-
tically all of it can be justified by the fdreign
flavor in the backgrounds. If there is any increase
now, it would seem to result from the new trend
to costume pieces. The new “Robin Hood,” for
instance is actually being shot in Sherwood
Forest.

According to this survey, if the producers
who go abrond pay extra special attention to
their audio thev’ll probably be all right. A total
of 26 board members (15 stations, four agencies,
three sponsors, two distributors and two pro-
ducers) said this was where their problem lay
when they get involved with an imported series.

Visuals Okay

Only seven board members complained of
visual shortcomings such as poor lighting or
camera work in imported shows. This was men-
tioned by one station, one agency, three sponsors
and two producers.

Four stations said a major problem was the
difference in moral stundards evident in foreign
produced film. Thev were apparently referring
to Feature flims. sinee most TV series produced
abroad are under the control of America

- producers.

even tho by an American producer, falls outside -

the quota. Thus, a producer can be almost assured
of that extra new gravy of a British deal if he
produces right in England,

One distributor and one ad agency mentioned
the threat of a boveott by the Screen Actors
Cuild as the muajor problem in handling an im-
ported series. Neither of them spoke for quotation.
Money exchange, government red tape and over-
all quality control were problems mentioned by
two members each,

HOW THEY VOTED

Would you consider taking a hall-bosr film show pro-
duced h‘i England, Ewrope or Mexikco if it bad an Ameri-
el slar

Melworks and Stations_...,..... & £ 3
Ad Apencies .....coeiiciinnneee 18 1 ve
Metwork Sponsors .....cvrnvnnee ¥ | 1
Regional, Locul and Spot
AdveriiBers L .iiiariviiicises B 4 ils
Distributors ... vineiciirninna. I8 | -
Producers, Labs, Equipment..., 17 1
137 i3 i

ADVERTISERS AND AGENCIES SAY. . .

WALTER COLLINS, film director, FITZCERALD
ADVERTISING, New: Orleans: “There is a definite

plus if vou can’ say ‘produced in Europe’ or “actually '

filmed in Africa’ or whatever. Moreover, some of the

new products shot on the other side are just plain .

good shows. It's the just plain good shows that we
want, regardless of where they're filmed.”

LANSING LINDQUIST,

vice - president,

KETCHUM, MacLEOD & CROVE, Pitts-
burgh: “No special problem with film serics
produced abroad other than lack of promotion
possibilitics when starts are not first rank
and preferubly American, .. Quality is not the
key here; ‘promotion and exploitation - very
definitely is,”

V. L. MORELOCK, TV di-

many resent Enghish voices!
change that.”
M. A. ISAACS, TV director,

Agency, Montreal: “Bad pro-
duction values, dialog hard

too dramatic.””. 7\
HARRY MeDANIEL, TV advertising manager, KRO-

stand, quality of filin usually dark.”

STATIONS SAY. ..

TED BERGMAN, director of hbroadeasting, DU
MOXNT, New York: “Extra care must be exercised by
continuity acceptance to be sure that these foreign
pictures meet our code standards. Very often large

to understand, ﬂ'nms.-ir..;r usyally -

rector, VINIUS-BRANDON I
Agency, St. Louis: “In the®

_ Midwest and smaller markets |

Cood dubbing would help -

SCIINEIDER, CARDON .

©entire series. European pro-

- duction s

segments st be removed because of unacceptable .

dialog or pictures. Other than that the only difficulty
we have experienced concerns the unintelligibity of
some British actors.”

HAROLD ESSEX, exccubive vice-president,

| AT IWSISITYS T Winston-Salent, N." O MW e 21
; - pesieaced a gregt deal of pudio difficulty, And - 1)

‘ leJ_'.'E’:.‘: the: sound ! 15 “dubbed,; “an Incourimns

X vand  turning a A
GLER COMPANY, Cincionati:* Dialog Lard to under- - Hil AW Ut o8- Oy < 5o

Cevier, thee end  fesplts” flifped; 700 :
Gt okt R L T - Bafy JRCReN
LA : "'1’*'§ pilag’ ~_'~£ FMICHELSON ./
T TED =i e i’ ]

situation develaps. Differences in law, customs
and scenery does not match properly with
American dialog.” ; T f

LEO HOWARD, generul
manger, KGTV, Des Moines:
“Our policy is to offer the
best possible progranmming
at the lowest possible price.
Wihere or how the film is

made is of of no interest

to us whatsocver."”

| HOWARD
PRODUCERS AND DISTRIBUTORS SAY. .

OLIVER' UNGER, extitive® =
vice-president, NATIONAL
TELEFILM ASSOCIATES:
“The principal problem is
the difficulty of maintaining
production schedules for an

ducers are not accoustomed
to the thinking that this fype -
of prodictian ¢équires,. Pra-" -
miore |t~i.~illr[‘h’.

episodes is a vear’s job.”

CHARLES MICIIELSOXN,
president, CITARLES AMIC-
CHELSO0XN, Inc., New York:
"We produced “Capsule
Mysteries’ in Montreal with
an imported Hollvwood star
but wsing all Jocal support-
ing tulent. Methods of doing
things outside the U, S, dif- e
Lier all down the line- How= = Gl

"~

b

| - || geles charin

|| the board ‘of directors ‘oF

News in Brie

SARNOFIF HONORED
BY NEW YORK CITY

Brig. Gen. David Sarnoff, RCA's chairman of the board, this week
was awarded the 1955 Gold Medal of the Hundred Year Association

of New York., New York's Mavor
medil to General Sarnoff for his ac

Robert F. Wagner presented the
complishments as “pioneer, founder

and leader in electronic communication,”

CBS COMPLETING
CHICAGO STUDIO , . .

January 1 is the date set

for completion of construction

work on CHBS' new television, radio and record sales home, the
old Chicago Arena, located on Chicago’s North Side.

NBC HIRES DUROCHER
AND OPPENHEIMER . . .

NBC-TV this week added to its staff two men

who have

distinguished themselves in different ways. Leo Durocher, who re-

signe

as manager of the New York Giants last week, joined the

network and will be concerned primarily with handling talent relations
for the web, tho from time to time he will also make guest appearances
on the web’s shows and will represent it at public functions. l]er-:i
Oppenheimer, who was largely responsible for the creation and produc-

tion of “1 Love Lucy,” will join NB

C next spring, when his seven-vear

contract with CBS runs out. Among Oppenheimer’s executive functions
at NBC will be the development of new properties for the webh.

CBS POSTPONING
“JOE AND MABEL" . ..

CBS-TV this week postponed the starting date of “Joe and
Mabel,” the new situation comedy film series that has been
purchased by Carter and Pharmaceuticals, The “Meet Millie’
stanza will continue in that time slot until the web is readyv to

go with “Joe and Mabel.”

WRITERS CITE
RADIO DECLINE . ..

Decline of radio was spotlighted this week with a move by the
Writers Guild of America to discontinue its radio branch as an inde-
endent unit. The merging of the TV and radio writers branch is now
weing considered by o special committee set up for that purpose. The
move is a result of a survey which showed that only 27 per cent of
radio writers are receiving income from the source primarily, the other
73 per cent being active in television and motion picture also.

KINTNER MAPS GIANT
PUSH FOR ABC FUTURE

® Continued from page 2

upon the network’s recent plhienom-
enal billings rise and strengthened
programming position—its Wednes-
day and Friday 7:30-8 p.m. pro-
grams have given the mighty CBS
cause for concern—he’s particularly
leased with the outlook for the
uture as exemplified by the fact
that the blue chip advertisers are
now flocking to establish fran-
chises on ABC. Among the web's
current major advertisers who were
not on its schedule lust vear at this
time are: General Electric,” Mon-
santo Chemieal, General  Fpods,
Coca-Cola, Standard Brands, Gen-
eral Tire, Campbell Soups, General
Tire and Rubber, Procter & CGam-
ble and others.

Time Clearance

What has traditionally been one
of ABC’s major problems—station
clearance—has been greatly eased,
tho not yet completely’ licked,
Kintner said. Great strides in over-
coming this problem have been
mide i the past vedr and are -shill
continuing to be made, .-Last %ea-
son only five ABC programs, com-
prising 13 per cent of its commer-

i Brnadeni_ng Scope

® Continued from page 2

theaters, with two others, one of
which rivals in size anv at the nets
here, in the process of being re-
furbished.

. Patpmoymt officials  point out
thaf the film stages could be rented

ot as well as used for. the rom-

pany’s own filming. Tts known,
however, that literary agents
around town are being tipped off
that Paramount will soan h{!ginl
buying stories for television as well
as theatrical pix. and the company,
of ecourse, already has many proper-

ties thut could be converted to TV, | Jey division of Avco bought half

| Club,” “Ozzie and Harriet,”

cial quarter hours, could boast of
being able to reach 90 per cent or
more of the TV homes in the U, S.
This season, the figure has jumped
to 12 ?rngrams comprising 48 per
cent of ABC's commercial quarter
hours. The 12 programs are “Break
the Bank,” “Disnevland,” “Dollar a
Second,” “Life Is Worth Living,”
“Make Room for Daddy,” “Mas-
querade Party,” “Mickey Mouse

"Rj“
Tin Tin,” "SuBer Circus,” “Wamner
Bras. Presents” and the Wednesday
night fights. -

As of this month, ABC has T4
evening quarter hours and 20 day-
time quarter hours commercially
sold. Comparable figures for the
opening month of last vear's season
were 93 evening and bwo daytime
quarter hours sold,

As a result of the increase in
both the number of sponsored pro-
grams and the station line-ups of
its shows, ABC-TV's estimated bill-
ings figure fof 1955 Will soar to a
record  $50.000.000. In 1954,
ABC-TVs totul  billings  were
$34,713,000, and in 1953 the fig-
ure was $21,111,000, according to
Publishers Information Bureau,

-Kintner estimates that the web’s
continued progress should give it
an increase in 1956 of approxi-
mately 30 per cent over the 19353
figure,

NBC Concludes
Crosley Deal

NEW_ YORK, Oct. 1.-NBC-TV
this week wrappeéd up’ several im-

portant sales and was on the verge
of concluding another. The Cros-

There is, in addition, a sort of | of “Midwestern Havride,” Wednes-

KTLA network already in opera-
tion, This consists of approximatelv
15 stations carrying the kinescoped
“Bandstand Revue,” These, in order
to satisfy union regulations, had to
hecome aHilintes “of - the Lios::Ad.
I ST yEILiEA:

days, 10:30-11 p.m., beginning in
November. Whitehall Pharmaeal
owned the entire show, but was
glad to surrender half of it and so

E’ read its risk. Whitehall also pur-
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Germany

U.S. Video ‘Ist Gut’
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the programs), produces besides
Frankenfeld’s shows at least two
others with a familiar look. In
“Kreuzfeuer” (“Crossfire”) a public
figure, usually from government,
faces often-merciless questioning
by a panel of joumalists, a la
“Meet the Press” and “Face the
Nation.” And at noontime Sun-
days, commentator Wemner Hoeler
emsees a panel of German-speak-
ing foreign newsmen stationed in
Bonn thru a discussion of current
affairs, in a manner reminiscent of
the lite NBC-Herb Moss Em&uc-
tion “As Others See Us.” Both
shows have high ratings, despite
postwar Cerman disgust  with
politics,

German TV, on the air only
some four hours daily, carries a
high proportion of drama (up to
90 minutes as often as five nights
weekly) and ncludes many adap-
tations of American plays and
books, Authors include William
Saroyan, Emest Hemingway, John
E:Irijii'rhﬁ-k, ] Tennnﬂile Williams,

illiam nge  an e iall
Thomton Wilder, a Gemaﬂmr}:
ite. His “The Matchmaker,” which
is slated for New York this fall,
will be televised from Hamburg in
December. And in March, 1953,
Humburg beat John Patrick to the
punch with its TV dramatization
of “Cuptuin Frisbie’s Teahouse™
adapted [rom Vem Snyder’s novel.

In contrast to formats, American

Brandt fo Qpen
Own PR Office

NEVW YORK, Oct. 1. — Alan
(Bud) Brandt has resigned as pub-
licity and special events director of
local indie WNEW to set up his
own public relations and promo-
tion office here, starting October
15. His publicity and exploitation
services will cover personalities,
radio-TV packages and consumer
products,

Brandt joined WNEW in March,
1950, and during his five years
with the station (one of the coun-
try’s leading indies), he garnered
scores of npational magazine
spreads on the outlet, heretofore a
rarity in the local radio field.
Prior to ?:rim'ng WNEW, Brandt
handled the promotional build-u
on "Howdy Doody”™ for Martin
Stone Associates,

RESTLESS
PEOPLE

Seve Allen, “Tonight,” has
signed a long-term contract with
NBC. The new contract gives NBC
exclusive rights to Allen’s services
as a performer on radio and TV.
+ « » William V. Sargent has been
upped from divisional business
manager for NBC-TV programs to
director of administration for NBC-
I'V. . . . Barry Shear, director-
producer, has been signed in that
capacity’ by’ WABD, New York.
. + . Harry H. Enders, secretary
and treasurer of Young & Rubicam,
has moved up to veepee and sec-
retary.

Les Colodny, former writer-di-
rector, has joined NBC as manager
of comedy development. . , . James
A. Mahoney, recently Lennen &
Newell, has joined C. E, Hoopet,
Inc. ., . . ). A. Evans, formerly
veepee in charge of sales for Spon-
sor magazine, has joined the New
York office of McCann-Erickson as
account exec on the Bulova Watch
account, . . ., George E, Simons
and Robert Shirey have been
clected veepees of Kenvon & Eck-
hardt. . . . Suzanne Gins

CB5-TV, is shifting over to WCBS-

TV uas assistant to press chief Bob
Fuller, N

¢ béenr - hatdling Hﬂclc""mﬁ;! "ﬁ]?'

TV film packages have had little
success here, The lunguage prob-
lem is the most basic one. Even
the German language dubbings of
a top-rated American  half-hour
show were recently rejected by the
German TV toppers because the
synchronization (done outside Ger-
many) was not up to standard
found in German movie houses,
However, these same officials com-
plimented the production and act-
mg of these Films. Language was
also basically responsible for cool
trade reception to CBS Film Sales’
series “Holiday in Paris,” fed to the
net by the West Berlin aftiliate.
The series had to have a live, on-
camera German parrator cout in,
leaving only the musical and other
acts to come from [ilm. The re-
sult was a below-par production,
Another major problem is con-
tracts, Hamburg contracted for 26
episodes of “Jungle Mucabre” from
Fremantle (vid local agent) and
now it finds a considerable pro-
portion too Fnry for its taste but
is stuck with the payvment. The
one-vear usage limitation common
in TV contracts is also a hamper
to wider acceptance of U. S. ma-
teriul, since European TV seldom
slots shows of a given series at a
fixed, regular time,
Telenews Deal
American films also reach the
German net thru the U, S, Infor-
mation Agency. These are mainl
documentary films and are suherﬁ
uled  irregularly, U.S.LA. also
hands out a weckly newsreel,
edited by Jack Gaines at Tele-
news in New York, but Cerman
network’s News-producer Martin
Svoboda (currently in U, §. A, on
the State Department’s Cultural
Exchange cuff to look at TV) liked
the hand-out material so much
that the network recently signed
to buy a full Telenews service,
American Information officers here
are pleased and consider this the
highest compliment their service
can eam. They also hope it will
satistv erities who accuse them of
competing, via their gratis films,
against private distributors,
American packagers wishing to
enter the German market, savs pro-
gram chief Heinz von Plato at
Hamburg, should concentrate on
offerings which require a minimum
of dubbing, This practically elimi-
nates dramatic stanzaus. Dubbing
here costs approximately §1,500
for a half hour show. The same
show can be done here live for
this amount. Thus, a packager
must price his product well below
dubbing cost to make it attractive,
However, a good market does exist
here for the right kind of Ameri-
can material, according to German
officials. And as the audience
ows, so will the present very
ow prices and the present very
limited broadeast schedule,

—— .

Tele's "Queen’
Going Nafional

HOLLYWOOD, Oct. 1.="Queen
for a Day,” one of the most success-
ful davtime shows both on radio
and television, will be telecast na-
tionyvide for the first time begin-
mng Januvary 1.

The TV “Queen” has been seen

ronly on the West Couast so far, altho

it has been simuleast since 1932,
The radio broadeast has been on
Mutual since 1945,

It's believed that ABC-TV has|

the inside track for the show, as
the web already carries it on six
West Coast stations, but NBC-TV
is actively bidding for it also to
Further bolster ils duvlime pro-
gramming. MCA is agenting the
deal,

The program presently origin-
ates fror ﬁﬁi]—ﬂ’{j'lfnl"ﬂi?cp}és%ﬁl{
ed that it would move either to
KABC-TV or KRCA once the web
affiliation is sebL

OLD FILM SHOW
IN ARB TOP 10

CHICACO, Oct. 1.— Cour-
tesy Theater, Chicago’s only
non-web TV show to land in
ARB's Top 10 charmed circle,
disproves the theory that old
movies don't pull. For the
four-week period covering the
last two weeks in August and
the first two in September,
Courtesy Theater, seen every
Sunday night at 10 pm. on
WOCN-TV, pulled a 23.3 rat-
ing. Featuring what emsee-
sponsor  Jim Morgan  terms
“first Tin” movies, Courtesy |
was only 3.3 points off CBS" |
Ed Sullivan show, “Toast of
the Town,” which placed
third.

P T etors: BNk

Margraf Assumes |
Post at Reynolds

NEW YORK,. Oct. 1.—Cus Mar-
graf, of the NBC-TV Program |
Procurement department, has re-|
signed to become house counsel at
Reynolds Metals,

He joins Joseph McConnell,
former NBC president, who is now
with Heynolds as a top executive,

CBS to Launch Big
Information TV Push

NEW YORK, Oct. 1.—-CBS-TV
this season will launch “the largest
single concentrated effort at in-
formational TV” the industry has
vet provided, according to Irving
Cithn, CBS director of public
affairs,

Production costs of the public
affairs programs that the network
will offer this season will reach
close to $3,000,000, Gitlin said,

Land 200 staffers are working on

these projects at the web.
The new CBS public affairs g:lr_[:-—
gramming season opens next Sun-

(day (9), with the premicre of a new

stanza, “Talkaround,” @{eaturing
Kutherine Copeland involved in in-
formal discussions ~with young
teen-agers.,

In addition to the return of such
CBS public affairs regulars as "Ad-
venlure,” “Face the Nation,” “Let’s
Tuke a Trip,” "Lamp Unto My
Feet,” "LnﬂE Up an Live” and
"UN in Action,” plans are now
being made for the production of
other programs.

In this category are “Air Power,”
a documentary film series outlining
the story of flight, and approxi-

CENSUS RESEARCHERS' FIELD DAY

Census Bureau Gives

Age-Group

WASHINGTON, Oct. 1..— In|
Elmm_ing future programming,

roadcasters will take a long look
at age-group figures released this
week by the Census Bureau,
Twenty-eight million grade-school
youngsters will be watching their
TV screens this year, with the
number of 5-to-13-year-olds show-
ing a 30 per cent jump since 195(0).
Euarly teens are elose behind with
a 20 per cent increase. Break-down
by sex showed women currently
outnumbering men by 1.2 million
in the U, 8§, A,

Steadiest factor in the population
is the 25 to dd-vear-old group,
according to the census study of
i H*.'&—I'yﬂar period from April, 1950,
to July, 1955. The mﬁlege age
group (18 to 24) has dwindled by
B per cent, and is expected to show
only slight increases during the
next few years, outgrowth of the
low birthrate in the depression of
the 193(Fs.

The maost talked-about group in
TV circles, the high school ju-
veniles (14 to 17 years old), while
showing a 9 per cent gain in the
past five years, is still the smallest
numerical factor in the population
—numbering slightly over 9 million,
In comparison, grade schoolers
number over 28 million; 18 to 24,
over 13 million; 25 to 44, nearly
43 million, and 45 to 64s number
33% :rizlilliun.

At the extremes of the age scale,
both the pre-school children’s
group and the over-60’'s have
shown rapid gains, The oldster
group has increased by nearly two
nylhun since 1950, and the under-
5's by over 2 million,

The sex ratio in our total popu-
lation of over 165 million gives
women a relatively small edge over
men—a ratio of 100 to 98.5—hut
the Commerce Department stincly |

Ansco Shiffs
$3 Mil fo B & B

.;"{'E‘i‘r" :'I'UHK, O