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Juke Boxes to Have

Old-Time Christmas

Despite Many New Songs, Old Favorites
Are Slated to Dominate Yuletide Plays

By JIM WICKMAN

. CHICACO, Dee, 10.—This will
be an “old-fashioned™ Christmas on
the nation's juke hoxes, with peren-
nial holiday favorite tunes, which
traditionally dominate holiday play,
headed toward a record number of
SPins,

Despite a healthy crop of new
yuletide ditties this year, record-
ings of “White Christmas,” “Silent
Night,” “Jingle Bells,” “"Adeste
Fidelis" and “Rudolph, the Red-
Nosed Reindeer” will got the lion's
share of Christmas play according
to juke box operators polled by The
Billboard this week,

With Bing Crosby’s version of
*White Christmus”™ toking undis-
puted honors for the top spot with

tors surveved, Barry Gordon
and Art Mooney on "Nuttin® for
Christmas” was picked as the best
possibility for a new hit scasonal
tune this vear,
Perennials Strong

As a result, operators were in-
ereasing  their concentration on
Christmas tunes to perennials and it
is expected that the total number
of holiday disks featured on juke
boxes will dip below last year's ma-
chine average.

While the average number of

tide disks 1IEI:I::I:H:M:-{I Itn h?ve
programmed per machine last
Christmas was eight, it is expected
on the basis of operator reports so
far that this vear's average will be
closer to six, with four or five of
that number being perennials.

An analysis  of survey resulls
indicates that since Christmas tunes
account for only a small fraction
of total collections during the holi-
day season traditionally, operators
intend to program primarily disks
they know will attract the coin.

The surprising fact turned up by
the check was that the majority of
those operators polled did report
that Christmas records, including
the perennials, accounted for only
a small percentage of total holiday
collections,

Average 5%

Operator estimate of gross col-
lections via seasonal ditties ranged
all the way from 1 to 20 per cent,

Snooker Ball
Crisis Felt!

CHICAGO, Dee. 10.—The coin-
operated amusement game indus-
try laced a crisis this weck—a
shortage of snooker balls.

Wi miniature pool games
booming on the coin market—more
than 15 manufacturers are mak-
ing them—only two large manu-
facturers are producing the 2%%-
inch balls needed to play the game.

The manufacturers say it takes
about eight working days to tum
out a batch of these plastic spheres,
and it seems they just can't turn
‘em out fast enough to fill the
snowballing demand. The best
Christmas present any local coin
machine manufacturér could re-
ceive this year would be a truck
load ol snookers.

with the dominant percentage
centering around 5 per cent.

A spot check of record one-stops
thruout the couniry vouched for
the reported culs in operator haoli-
day buying, One-stops complained
of expected sales dipping 20 to 50

per cent below last years mark,

But this general picture could
be materially changed if the E.tl:'nr
tHons reparted in the survey mush-
room into the rule. At least, some
record one-stops rﬁpnrmd a flurry
of activity in sending out special
holiday season title strips, while
some operators reported they had
begun extensive programming for
the vuletide.

A good example was David Me-
Carthy, manager of O'Brien’s Music
Company, Newport, R. L., who re-
ported that he had set up a 10-
selection bank of holiday records
on each machine the firm operates,
including “Auld Lang Syne,”

List Disks

One-stops, in addition to supply-
ing title strips, began adding lists
of Christmas singles, both favorites
and new releases, to their weekly
and bi-weekly record order forms.

Muny operators reported that
they anticipated a drop in seasonal
play cand therefore were limiting
Chri®mas ditties chiefly to the
perennials, Expected collection de-
creases in holiday tunes reported
ranged from 5 to 10 per cent com-
pared to last year. Only a few

WEAVER'S DEAL
FIRM BUT ARE
THE SARNOFFS?

CHICACO, Dee. 10.—Com-
menting on the ascendancy of
Pat Weaver to the board
chairmanship of NBC and of
Bab Sarnoff to the web's presi-
dency, Brig. Gen. David Sar-
noff, retiving board chairman,
told the netwaork affilintes that
Weaver had signed a long-
term deal “for a Jonger period
of years tham he can retain
his present wvouthful appear-
ance,”

As to his son, Bob, who be-
comes the network chiel at the
age of 37, Gen, Sarmnoff added
that, “in the same frankness,
I ought to say that I haven't
signed a econtract with Bob,
and he can be Hred any day.
And that goes for the old man,
too,

Weaver himsell recalled that
in his first negotiations lo f'“
®to NBC some vears ago, he
tried a bargaining gambit with
Bob. Apparently in response
to a question as to what post
he'd be willing to settle for
at the netwurE, Weaver re-
lated that he had asked Bob
to see the General, who was
then the board chairman of
the network, “and tell him 1
want his job.”" It took six
and nnc-hn;lf) vears for Weaver
to get the job he originally
asked for in a kidding vein.

reported collections were expected
to hold their own with 1954—
which many ed marked a sub-
stantial decrease from 1953,

Other operators stated that the

(Continued on page 88)

Film Commercials:
From Tiny Infant
To Robust Youth

Budgets May Hit $30,000,000
For Sponsors’ Film Ads in 1935

By LEON MOASE

NEW YORK, Dec. 10—In less
than 10 years, the [ilm commercial
business has grown (rom an impro-
vised' infant to a rich,  well
nourished adolescent.

Sponsors, it has been estimated,
will spend between £20,000,000
and $30,000,000 in 1955 for flmed
TV plugs, about 15 per cenl more
than last year. This estimate does
not tike into consideration the pro-
duction of industrial films, many of
which find their way to TV. Re-
ports are that commercial  and
industrial production together
gross between  $60,000,000 and
$70,000,000.

Scattered Firms

The production of filmed com-
mercials & a nation-wide business,
with most of the important firms
located in New York and Holly-
wood, but with solid producers lo-
cated ‘n Chicago, Detrait and in
many other large and smali cities.
And it is a business which is not
dominated by any single firm, but
by a group of about 1T important
producers,

One of the newer Jevelopments

NEWS

OF THE WEEK

Luna Park, Coney Island,

RCA Victor to Start Bonus-Coupon

Plan; to Be Handled Thru Dealers , . .

RCA Victor admitted this week that it was
“close” to the laumching of a bonus-coupon
plan to be handled entirely thrm its record
dealers, Unless something unforeseen develops,
the plan will be the diskery’s March promo-
tion. Bonuses will he distributed by dealers
in slow months to increase traffic.  Regular
monthly selections will be special disks, not
available otherwise, . o0isee  cusad page 39

Power of TV: P&CG Buys Two NBC

Shows Opposite P&G's CBS Programs . .
Procter & Gamble this week took a precedent-
shattering step when it bought two shows on
NBC-TV directly opposite two other shows it
is sponsoring on CBS-TV. Move is considered
striking evidence of TV's impact on the
American public, .. cinisscenssess . page 2

Wurlitzer Holds Distributor
Meet ta Show Centennial Plans , . .

The Rudolph Wurlitzer Company, major juke
box and musical instrument producer, held a
meeting of its entire distributor organization
last week to explain promotion plans for its
100th anniversary in 1956. The firm also
introduced its 1956 juke box line. . ...page 88

Columbia Pictures Offers Top

Story Material to Y&R Clients . . .

Millions of dollars in movie properties this
week were offered to potentinl advertisers
when Columbia Pictures submitted a list
of some of the top unused story material
on its shelves to Young & Rubicam tor submis-
sion to its clients. Properties would be con-
verted  into  spectaculars, Properties were
written by names including George 8.
Kaufmun, Moss Hart, Edna Ferber. ..poge 8

Becomes Housing Development . . .
Coney lsland'’s famed Luna Park, which has
resisted all efforts to warm it over in recent
-ears, is slated to become the site of a New
ork Cityv-sponsored housing development.
Several h]m-Es of concessions, but no major
entertainment units, will go, ........ page GG

Justice Dep’t Subpoenas Record

Firms im Anti-Trust Investigation . . .

The Justice Departmeot has launched an
anti-trust investigation involving major record
companies. Due to come under scrutiny are
pricing and distribution practices in the indus-
try. Grand Jury subpoenas have been served
on RCA Victor, Columbia, Decca, Capitol m:;g

Amusement Parks to Promole

With Comic Books in 1956 . . . :
Specially produced miniature comic books will
be used by at least three New England
amusement parks next year to promote their
activities. The hall-size four-color units are
designed for distribution in the hundreds of
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hus been the growth of a number
of relatively small Hrms into po-
ditions of strenuth within the in-
dustry. In the early days of com-
mercial film production, the busi-
ness was honeyeombed with indi-
vidual sperators who carried their
businesses in their hats. But as the
business grew, many of them found
themselves unable to compete with
some of the larger operutions which
offered cater stubility, larger
stuffs and SErVICes.

Independent Inronds

Recently, however, a number of
independents have made :dp]ﬂﬂﬂ
[o- themselves within the i m
by 5Ir|:55in§ an almost !
service and dependability and by
working with a few important cli-
ents. They compete with the bigge:
firms successfully. Among them
are Peter Elgar, Owen Muiphy,
George Blake, Storyboard, Film-
ways, UPA and ATV Productions.
Among the bigger firms are Screen
Gems, Transfilm, Sarra, Alexander,
Kling and Robert Lawrence.

The rise of the commercials busi-
ness has given rise to a battle be-
tween New York and Holiywood,

In the latter city, the growth of

film progromming meant a
spate of commercial production for
Lpﬂuw shows which [euture

sonalities, Sponsors are

about the integrated commercial

which features this Hollywooa tal-
ent and which gives the adver-
tiser’s products importunt identifi-

cation.
N. Y. Advantage

Hollywood, of course, has alwa
been an important center
maution, but New York has a
deal to offer along those lines,
in addition to its heavy empl
on live action. And there is n
question but that New York com-
mercial producers profit beeause
they are located mear the main
offices of important agencies who
delegate the work. An informed
guess is that 75 per cent of the
commercial production is live ae-
tHon, and 25 ner eent in animation.

Sponsors are gencrally paying

& (Cantinued on page .lr?j

Ad Association
To Talk Plugs

NEW YORK, Dec. 10.=The As-
sociation of Advertising Men and
Women will give the subject of TV
commercials a going over at its
weekly meeting next Tuesday (13}

The three guest speakers will apply

three different viewpoints: Francis
Barton Jr., of Lennen & Newell,
will speak for the ad agencies; Alun
Pottasch, of ABC, will speak for
program directors, and Bob Wil-
linms will speak for the announcers.

The meeting convenes at 7 pan

at the Biltmore Hotel
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P.&G. to Compete With Itself
On Opposite Network Shows

‘Medic’-"Lucy,” ‘Queen’-'Account’
Battle It OQut With Various Products

NEW YORK, Dec. 10.—Procter
& Gamble this week made broad-
casting history, and demonstrated,
in the most telling manner pos-
sible, the amazing value of TV to
the American advertiser. Current]
the heaviest investor in nﬂtwnri
TV, P.&G. bough: two shows on
NBC-TV, one of which is, and the
other of which will be, programmed
opposite properties it is now spon-
sOTing.

“The Medic,” which it bought
for 13 weeks, will be co-sponsored
with Ceneral Electrie, and is on
opposite CBS-TV's “I Love Lucy,”
Mondays 9930, co-sponsored
with General Foods. It also pur-
chased three quarter hours of
“Queen for a Dav,” scheduled for
4:30-5 p.m. beginning January 3
on NBC. The sponsor alread
owns “On Your Account,” whicg
is stripped 4:30-5 p.m. on CBS-
TV.

It might be thought that P.&G.'s
alternate sponsorship of "Medic”
could be worked out so that it
would not conflict with “Lucy,”
but this is not possible because
NBC runs its spectacular, “Produc-
er's Showease,” every fourth week.
P.&CG. will unquestionably have to
battle itself on some weeks.

7-Mil. Homes

While the advertiser did not
prefer to buy the Monday time

riod, it was, in its opinion, the
g:st buy of the time periods avail-
able. It will give the client an
estimated audience of 7,300,000
homes, if the 23 rating received
by “Medic” in its November Niel-
sen holds up thru the rest of the
seasom. Lucy” reached 14.800.-
000 homes during the same week.

The purchase further empha-
sizes the P.&G. policy of brand
competition within the family of
its products, a policy which has
been pioneered by General Mo-
tors. The vast majority of viewers
watching Mondays at 9 p.m., on a
weeck when the sponsor both
shows, will have to watch a P.&G.

"Always Jan' fo

Stay Till June

HOLLYWOQOD, Dec. 10.—"Its
Always Jan,” the Janis Paige com-
edy on CBS-TV, Saturda]}: night,
is definitely staying put thru next
une, it was declared this week, by
@l (raig, production chief for

r & é‘nmhIE, the sponsor,
¢ had been reports in the
¢ that the show might be can-
)
Craig said that in his opinion a
serics  doesn't necessarily  have
enough time to prove itself in 13
werks. He pointed out that in the
past few ratings “Jan™ has been
moving upwards.

NBC's Pick of
Election Clients

NEW YORK, Dec. 10.—NBC-
TV this week had its pick of two
clients for sponsorship of the na-
tional elections in 1956. Both
Chevrolet and Chrysler are said to
be interested in picking up the
$5,000,000 tab.

Meanwhile, there were indica-
tions that the purchase by West-
inghouse of the national elections
on CBS-TV might be jeopardized
if the current strike at its Pitts-
burgh headquarters were to be-
come protracted enough. The com-
pany seems to be in for a long
siege and has already cut the
salaries of many of its -top officers-
40 and 50 per-cent

pitch, whether it be for Tide or
Gleem.

The "Queen” buy, while not so
startiing because it is daytime, is
also striking. There is still plenty
of day time for sale on NBC.
is conjectured that “Queen” was
bought because it is on later in
the day when more homes are
tuned to TV and because the show
has made such a strong showing
on the West Coast.

It

Purchasing time against your-

self is a practice that was unheard
of in radio, It was considered a
waste of money. But the amazing
power of TV to glue millions of
peonle to their sets and the short-
ages of prime video network time
makes what was stupidity in AM,
a reality in TV,

P.&G. this week also bought
another quarter hour of Garry
Moore on CBS and purchased 30
participations in  “Famous Film
Festival” on ABC,

Pepsi Whipsawed
In Bottling Change

NEW YORK, Dec. 10.—Behind
the desire of the Pepsi-Cola Com-
pany to find itself a new agency
to repluce Biow-Beim-Toigo is the
bottling revolution taking place in
the soft drink industry today. This
revolutionary developrment is cer-
tain to mean a tremendous amount
of new TV business to sell the new
bottle sizes to the American pub-
lic.

Reports are that Pepsi felt that
Biow-Beim-Toigo did not move
fast enough in blueprinting a Pepsi
strategy to embrace the new con-
cept of big bottle sizes. Pepsi had
been a leader in the use of big
bottles with its 12-ounce size, now
converted to eight ounces. And it
was this extra amount of soda
which enabled it to chop down
the gigantic position of Coca-Cola
to the point where Pepsi outsells
its competitor in a few cities such
as Chicago, tho Coke still domi-
nates by far,

But new top management has
entered the Coke picture headed

Three Agencies
Vying for Ford

NEW YORK, Dec. 10.—Agency
competition for the new Ford
motor car is said to have narrowed
down to three top firms—Leo
Burnett, Compton, and Foote Cone
& Belding. IFord is putting out a
new car in 1957 which it expected
to compete with General Motor's
Buick.

When agency bids were Ffirst
submitted, there were 30 presenta-
tions on hand. Ford executives are

said to be here making their final
decision.

by William Robinson., And its new
agency, McCann-Erickson, is said
to have won the account on the
strergth of a presentation whiéh
stressed the value of Coke convert-
ing the majority of its emphasis to
the sale of big bottle sizes. Coke
already has gone some of the way
=350 out of its 1,100 franchised
dealers sell 10 and 12-ounce sizes.
Now it will go all the way.,

The agency believes that in this
way the Coke name ecan once again
reassert its old magic and match
the only advantage that Pepsi has
had in its stru li{:-: against Coke—
quantity. The shift to a big bottle
size will be followed by other im-
portant soft drink companies such
as  Seven-Up, Dr. Pepper and
others.

THEY SAY

Mary Martin

Nixes Repeat
Of "Peter Pan’

Chicago, Dee. 10.—A report this
week circulated here that Mary
Martin has refused to recreate the
starring part in “Peter Pan” on the
January 9 “Producer’s Showcase™
over NBC-TV. Miss Martin is said
to want Fred Coe as her producer.

The network, however, seems to
be holding out against the demand
because Jerome Robbins staged the
original TV
very successtul job judging from
the strong ratings l]hE.' show re-
ceived. Opinion here is that the
network will be forced to accede
to Miss Martin's terms.

rocdduction and did a4

Web Winners

“LASSIE"-CBS-TV

Tho the 7:30-8 p.m, time slot on both CBS and ABC
have proved themselves top spots for the placement of
adventure shows that have kid appeal, “Lassie,” which
holds down the CBS 7 p.m. spot on Sunday, last month
tTuggcd every other network adventure show, including the

-8

.m. offerings. The stanza pulled a 30.1 American

Research Bureau rating. It also showed up in the audience

composition charts as among the to
among men and women, as wel

10 adventure shows
as among children,

“Lassie,” according to ARB, had .83 men viewers per set,
97 women viewers per set and 1.36 children viewers

er sel.

P
“BIG TOWN"-NBC-TV

Tho it's now embarked on its fifth vear in TV, this stanza
15 showing no signs of age or wear. It ranks in fourth
position in the November list of most popular network
adventure stanzas, reaching 1.00 women viewers per set.
The stanza does okay in attracting the menfolk also, ac-
cording to the ARB audience composition report for No-
vember, pulling in .82 men viewers per set to rank No. 5
among adventure shows in its drawing power among men.

“ROBIN HOOD"—-CBS-TV

The rapid rise of this brand new series, which hit the air
the beginning of October, has been the talk of the trade.
It's also served as additional proof, if any were needed,
that an adventure show with kid appeal tums into a

powerful
It's done

[;:Dgrnm when placed in a 7:30-8 p.m. time slot,
etter than any of the other 7:30-8 p.m. CBS

stanzas, because it's the only one that doesn't compete
with a similar type stanza on ABC. The ARB rating it
pulled for November was 30.0, which gave it gecond place
among all the network adventure shows.

B'WAY AND SPEC

Miss Merman Offers
Legit-TV ‘Annie’ Deal

NEW YORK, Dec. 10.—Ethel
Merman is trving to do a "Peter
Pan™ with “Annie Get Your Gun.”
The sirger arrived this week with
TV rights to the property and
immediately went into huddles
with all the networks.

Miss Merman’s plan is to do a
two-hour version of the show on
Broadway for 12 weeks this spring,
with as many of the original cast
as possible. Immediately after-its
Stem run, she would present the
show as a spectacular for which-
ever of the webs pays her price,
estimated at $225,000. Theg»et-
works would also partially fifiance
her Broadway run, which would
also help tighten the show for its

TV debut and save costly rehear-
sals.

Included in the package are
three new songs that Irving Berlin
has consented to write. Berlin, of
ecourse, wrote the original score.
Rehearsals are tenlatively set for

NEW YORK, Nov. 26.—Associ-
ated Artists Productions has ae-
unired distribution of the puppet
feature film, “The Emperor’s Night-
ingale.”

It was previously distributed by
Serling -TV and has plaved about
25 stations.

PROGRAM BUILD-UP

Friday Looms as New Big Spec
Night at CBS, NBC Next Season

NEW YORK, Dec. 10.—Friday | ning. What the NBC spectacular| The network has its West Coast
will most likely be the big new | will be is not known at tllelprugruruming office working on
spectacular night of next season on | moment. It could pessibly be any- | uncovering top literary properties
both CBS-TV and NBC-TV. Both one of a number of new projects, | for an hour and a half spectacular,

networks have been eveing thFi
evening as needing a programming |
build-up,

NBC believes that the Friday |
night fights have definitely passed |
their peak audience pulling power, |

There was talk even this season at!

the web about doing something |
about it that came to nothing be-
cause it was difficult to budge
Gillette which owns most of 10-11
p.m. Next season the network
pressure will probably be too diffi-
cult -to  resist, especially- if .C

jumps into the picture that eve- | CBS-TV to beef up the

or Maurice Evans could be moved
there with drama of a more popu-
lir  nature than he generally
produces emphasized.

CBS plans for Friday night are !
not too well known either, except |
for the fact that it’s unhappy about |

its Friday night programming line-
up. This might incﬁldﬂ a number
oF new - half-hour' properties to
replace shows which haven’t done
too  well this season such as
“Mama,”

But indications are it will also
mean - -a - Friday  spectacular - .on
evening.

They would include works of
writers such as Ermest Hemingway,
Thomas Wolfe, William Faulkner,
John P. Marquand and others.

There are also reports that Sidney
}Cinﬁsley, newly signed by the net-
wark, may have a hand in the
production and
spectacular  wit

ramas used.

CBS and NBC will undoubtedly
try to schedule their Friday Spec-
taculars so that they do not com-
pete for audiences on the same
evening,

reparation of this
some of his

January 1. The project, however,
may be hampered by the shortage
of theaters on Broadwav at this
time.

There is currently a dearth of
musical houses on the Stem, and
since the sinper’s produnction is
only for a limited run, she might
have trouble finding a house in the
middle of the legit season. Both
CBS-TV and NBC-TV are said to
be interested in the Merman deal.
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Sliding Sked
For Spot Costs
On ABC Show

NEW YORK, Dec. 10.—ABC-TV
his set a sliding price schedule
that calls for advertisers in its new
davtime feature [ilm stanza shell-
ing out $2,500 to $1,600 per G0-
second spot or $3,750 to $2,400
per H-second spot. The amount
an advertiser will pay per spot de-
Fvuds on the number of spots he
mivs during the course of the vear,
week or day. The more he buys,
the lower the price per spot.

ABC-TV has also set up a
“Seven-Week Charter Plan” for its
“Alternoon  Film  Festival.™  This
plan  gives advertisers who buy
spots during the first seven weeks
one free spot for every four bought,

or three free spols for every 10|

bought.

The web has set up a special
three-man sales force to sell the
duvtime features, The three-man
squad includes William Koblenzer
and ITarry Pertka in New York,
and Ceorge Drase in  Chicago.
Koblenzer, formerly national sales
manager of Du Mont Television
Network, comes te ABC [rom his
present post as sales munager of
PDa Mont Electronicam Production
Services. Pertka was an account

exee with the Du Mont Network,
while Drase shifts to ABC from
CBS radio,

Among the titles in the packape
of 100 ]

Arthur Rank Ffeatures
(Continued on _page 4)

the spectacular
Channel 8
Multi-City Market

WGAL-T

LANCASTER, PENNA.
NBC and CBS

Sales results are spectacular,
too,-in the Channel 8 Multi-City
Market. Advertise your product
in this vast, SPENDING market
where the owners of 912,950
TV sets spend $5% billion yearly.
Make the 3%z million prospects
who live here your customers.
STEINMAMN STATION
Clair McCollough, Pres.

Channel 8 Multi-City Market

As % Haerisburg Reading
Aot ) York Lebanon
Vo0 /) Hanover Pottsville

' " Gettyshurg Hazleton
Chambershurg Shamakin
(- Waynesbore  Mount Carmel
7 Frederick Bloomsburg
Westminster Lewisburg

Carlisle Lewistown

| w" Sunbury Lock Haven

. I.-' Marlinsburg Hagerstown

Reprasentutivan:
MEEKER TV, INC.

Maw Yerk Les Angales
Eeiage Sen Froncise

MURDER TRIAL
DISRUPTS WACO

WACO, Tex., Dee. 10. —
Again TV, in the manner of
. the Kefauver hearings, has
turned normal business life on
its ear. KWXT-TV, here, tele-
casting the murder trial of
Harrv L. Washburn, has dis-
rupted the life of the com-
munity, both business and
household alike, because of
intense interest in the event.
District Judge D. \W. Bartlett
allowed the cameras in the
court, because “telecasting is
the coming thing and TV
should be allowed in the
courtroom providing it does
not distract from court pro-
ceedings.”

Parts of CBS
Show Line-Up
Turn Fuzzy

NEW YORK. Dec. 10.—=Portions
ol the CB5S-TV programming line-
up took on & sligl}ﬂh [uzzy appear-
ance this week as changes began
shaping u]r.n but no definite deci-
sions on them made.

The web is understood to be
preparing to turn over “Cham-
' pion,” which currently is snstaining
in the Friday 7:30-8 pom. spot,
to its syndication sales arm, in or-
der to make room for the “Flicka™
series. So Far oas is konown, how-
cever, no sponsorship deal for the
“Flicka"” stunza has vet been made.

Another stanza which is up in

cthe air is the "Joe and Mlahel”
s show, which was slated to replace
| “Meet Millie” in the Tuesday 9-
| g F
9:30 p.m. spot. Carter and Phar-
maceuticals, which share owner-
ship of the time slot, have re-
portedly decided 1o keep "Meet
| Millie,” which over the past few
Lweeks has experienced an amazing
{l'rl'wr_f.:rnw of strength in attracting
viewers.
- The web is attempting to sell
Hloe and Mabel” in order to help
Carter and  Pharmacenticals  gel
out from their commitment to re-
place  “Meet  Alillie”™  with  that
shinza.

C3S has also decided to knock
' off one of its two weekly showings
of “Winky Dink and Yo" The
"stanza is aired on Saturday  at
10:30C a.m. and also on Sundav at
12 noon. Monsanto Chemical has
thought both  the Saturday  and
Sunau}' shows for December 10,
11, 17 and 15 but thereatter both

the Saturday and Sunday shows |
are wide open for sponsorship, The
weh reportedly is favoring the idea
of lopping off the Sunday show and |
retaining the Saturday stanza, but |
here again no definite decision has |
been reached, so fur as is ’rumu'll.:

|

Ernest Jones
Agency Prexy |

NEW YORK, Dec. 10, — Mae-
Manus, John & Adams this week
was streamlined in recognition of
its burgeoning TV status. Co- |
founder James R. Adams was |
named chairman of the board, and |
elected to succeed him as president |

1
|

wias Ernest A. Jones, formerly ex-|
ecutive veepee of the agency,

Under the agency's expansion |

lan John R. MatManus becomes |
E'E!.tl.d of its operating commiltee, |
Five new wveepees were elecled— |
Frank °T. Skinner, Charles F,|
Adams, Robert L. Garison, Armin
Seiffert and William ]. Whiting.
Veepee Leo Hillanbrand was
elected secretary and.senior finan-
cial officer of the agencv. Fred
Hatch was named general man-
ager, James R, Adams will also
head a new creative and planning
committee.

"The agency’s TV billings are
now in the vicinity of $10,000,000
annually, most of which are con-
tributed by Pontae and Dow

Chemical |

Billbbard

18th Annual

Promotion Competition

IS NOW OPEN FOR ENTRIES FROM TV
STATIONS AND TV FILM DISTRIBUTORS

To reserve a place for your entry please fill in and °
mail coupon below immediately.
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COMPLETE RULES:

I. PURPOSE:

Toe give recognition to the best oudience pro-
motion—designed to stimulote viewing of TV
thows by the public during the colendor yeor
of 19535

ll. CATEGORIES OF ENTRANTS:

A, TV Stations will compete against
stations in these cotegories:
1. One-station morkets
2. Two—or three-station markets
3. Markets of four or mare stations

B. TV Film Distributers of Series and/ or Fealure
Filrms

C. TV Metworks (rules and calegories to be
announced),
M. AWARDS:

Entries in soch colegory are eligible fo compete
in any or oll of the following awords:

oiher

A, TV Stotions: A separate eniry is required for
each aword division sntered:
1. Audience prometion of any single neb-
wark program aired
2. Audience promation of ony single syndi-
cated film program or feolure film pro-
grom aired
3. Audience promotion of any other local
progrom aired
B. TV FILM DISTRIBUTORS moy enfer ane or
both of ihe following oward divisiens. A
separate entry is required for each division
entered;
1. Auvdience promotion of a single series
or feature film packoge
2. Audience premotion on behalf of an en-
tire catalog

I¥. FORM ©F ENTRIES:

A separole entry musl be sent for eoch oward
division entered. Entries will toke the form of
presentations explaining ond illustrating pre-
motion work done, ond may include somples of
promotions. Howaver, only quality of the pro-
motion will eounl; size ond elaborateness of
preseniation de not enter inlo judging. Presen-
totion should be limited to minimum size and
weight possible, and should nat exceed five
pounds in weight. Infention to enter must be
declorsd by sending in coupon below or for-
waording the informotion in the coupon in type.
written form. Entries will be returned if 1o re-
guesied.

Y. JUDGES:
A ponel of judges, made up of leading adver-
tisers ond adverfising ogency executives, whose
names will be announced shortly, will select the
winners. The decision of the judges is final

¥i. DEADLINE FOR ENTRIES:
Al entries must be received by The Billboord's
Promotion Competition on or before Februory
1, 1954,

¥il. HOW TO ENTER:

Fill out entry reservation coupon below and mail
HOW,
¥When entry is ready, send lo:

TV Promotion Compelifion

The Billboord

1564 Broodwoy

Mew Yark 386 M. Y.
If you enler more than one award division, a
separate antry is needed for eoch division. These
eniries may be sent seporately.

¥ill. ANNOUNCEMENT OF WINNERS:
The judges will meet ta make their selection on
Februory 20, 1958, Winners will be onneunced
in The Billboard isswe of March 19, 1954,

RESERVATION (OUPON FOR ENTRANTS N @
THE BILLBOARD'S 18th ANNUAL PROMOTION COMPETITION

[ ————————— e L L L R R R e

(Please fill in and mail NOW if you plan to submit entries.)

We plan to enter The Billboard's 18th Annual Prometion Competitien in

the following category and with entries in the following divisions:

FOR TV STATIONS

B. DIVISION (Check as many as youw
plan to enter with separate presenta-

A. CATEGORY

(check one only)
[] One-station market
[ 2 or 3-station market

[] Market of 4 or more stations

tions)

[[] Promotion of a single network

program

[] Promotion of a single syndi-
cated film or feature film pro-

[] Promotion of other local pro-

gram

FOR TV FILM DISTRIBUTORS

A.

DIVISION

[[] Promotion of single series or feature film

package

[] Prewotion of entire cutalog

FOR ALL ENTRANTS:

Cempany name

Address

City and Stefe

Individwal entering end title

MName of Generwl Manager

Neme of Premetion Manager

Entry will be sent on or about (datel

Check here if extry iz te be retwrnsd to eniront

This Ons

Rl

BCKO-FLE-9XWJ

.
I " - -

L
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ADVISORY BOARD SURVEY

~Is TV Giving Smaller
Advertiser Chance?

Last spring The Billboard published a story
based on a survey made by Young & Rubicam
which concerned itself with small national adver-
tisers in TV. It was the agency's conclusion that
the major problem in TV today was to provide
entre into prime time network programs for ad-
vertisers with. budgets of about $500,000.

We decided to poll the TV Editoria: Advisory
Board to see how it felt about the question. The
return was rathe- substantial in two classitications
—natworks and stations, and advertising agencies.

There was, however, a considerable difference
of opinion between these groups as to whether
sufficient opportunities are available in TV today
tor the small national advertiser. The netwaorks
and stations, as can be seen from the charts, over-
whelmingly felt that there were enough such op-
portunities,

News in Brief

NIELSEN, PULSE MAKE
RESEARCH CHANGES ...

There were two developments on the research front this week.
A. C, Nielsen made three changes in the format of its pocketpiece of
national TV ratings. And The Pulse completed negotiations for the
formation of a sister company in England to be known as The Pulse, Lid.
The Nielsen TV Index henceforth will give equal billing to Total
Audience (formerly known as the Nielsen Rating) and Average Audi-
ence, both of which will be expressed in projected number of homes as
well as in percentages. Total Audience is based on homes tuned in to
a show for more than five minutes. This was the Fgure that formerly
received the biggest billing in NTI. Further, NTI will henceforth give
all-sponsor average for shows, while continuing to give each individual
sponsor’s rating.

EDITORIAL

ADVISORY

Consisting of oms key &%
ecuiive from each [leading
sponsor, adveriizsing apency,
TV  broadcaster, producer
and film company,

that local shows must be their next best bet.
Only a few members of the advisory board be-
lieve that networl: programs can be of help.

Thrower Tosses Idea

Fred Thrower, veepee and general manager
of WPIX, does not believe that smaller advertisers
have to remain out of TV. It is his opinion that
the factor that keeps them out of video is “think-
ing that they must be on network and overlooking
the real opportunity to spread their dollars further
in spot and/or local programs.” Thrower, of
course, is referring to the glamour and prestige
that network TV seems to have for many potential
advertisers, regardless of the fact that it might
not be the solution for their particular problem.

A recent development in TV is cited by
another important executive as inflnencing many
smaller advertisers. Alan B. Miller, director of

roduct development for Grove Laboratories, be-
ieves that reduced frequency and “heavy inter-
network competition” plays a part in Lﬂepinﬂ
clients TV shy. The “]i:c-.wz.' inter-network  coni-
petition” he refers to has only recently become a
problem in the medium because of the in-
creased competition provided by ABC and be-
cause of the stronger programming provided all
along the line by NBC. CBS and many adver-
tisers.

PHARMACEUTICALS SHOPS
FOR NEW PROGRAM . . .

Pharmaceuticals, Inc., is shopping around for another show
to replace “Life Begins at 80,” which it currently is sponsoring
on ARBC Sunday nights, If the bankroller doesn't find a show
which meets its requirements, it will probably expand the Ted
Aack’s “Amatenr Hour” stanza, which it also sponsors, into an
hour show that would bl the ABC hour period Pharmaceuticals
controls.

ABC PLANS MONTHLY SPEC ,
SKED FOR NEXT FALL . . .

ABC's plans for the entry into the [ield of spectucular progrume-
ming next fall ealls for producing one live spectacular a I1‘Il]ﬂl?i, which

would be aired the same day and time each month. The web has '
pacted the Theater Guild to produce six of the specs.

Whitehall, P&G Dow Looks for
Shift Shows  New Property

NEW YORK, Dec. 10.—Procter

Opportunity Limited

Tho not in such an overwhelming proportion,
the agencies and anoth :r vitally concerned group
—regional, local and spot sponsors—felt that TV
did not afford them sufficient possibilities for the
exploitation of products. Why doesn't the smaller
advertiser utilize the medium more?
- Manv of the reasons are pointed out by Al
Le Vine, of Sportsvision, an =xecutive who has
done a great deal of work with smaller advertis-
ers. He contends that among the factors that
have prevented more adequate use of TV is
“budget . . . seasonal selling . . . lack of distribu-
tion . . . and a preference for black and white
media © His feeling that budget or costs keep the

HOW THEY VOTED

. : ok TG A . L Are there sufficieni opportunities available in TV today L NEW YORK, Dec. 10. — Dow
:,;w'ﬂllm LI;IJV::‘II;:'-.U out of TV is echoed by almost for the small nutional advertiser? & CGamble and the Whitehall | ohemical is Hgliin looking for TV
LRI BONes LRI, Dan't Pharmaca!  division of American i :

There are muny other reasons such as the . Yes  No Know Home Products have bowed out of | Properties. The client recently can-
luck. of satisfactory time, unfamiliarity with TV i:tTﬁ:ﬁﬂd Stations ﬁ ré 3 ABC-TV's “Down You Go” stanza | celed its co-sponsorship of “The
I'F-'l‘.!"”'f ues, the lack of participation Fh“'*f'"-'f1 the etk SEOMBTE oLl oo cossans @ 4 = and are buving, instead, into other | Medie™ on NBC-TV and its seg-
it of sl progmming, the abiy o | et B s L ||l g on e b nent on the Avthr Gy o
tiveupalgtT!m station level place the blame on the DEITRGIOES o oaviiiseizavaresessens B H - kioelee. & Camh © e PN ing show on CBS.

L F _ ' . Producers, Labs, Equipment ,.svnues 9 4 3 up 30 Spots in Famous Film Festi- - .
small advertiser and their agencies. They cite - - - val” on a one-a-week basis for 30| The reason is said to be the
a lack of resourcefulness, lack of knowledge about TOTAL ivcrnisniis cirvisnsedis 50 9 weeks  ending  in June, while feeling by the sponsor that it had

the network participation shows and small agency
attitudes toward the medium as reasons why more 2. la whal areas do these opporiunities prevall?
smaller advertisers are not on TV. And there Locsl :
are a few scattered voices which claim that net- Networks Shows Spoe AR

Whitehall is picking np a half hour ]“ﬂ exhausted its h‘1‘15’i“5 potential
on alternate weeks of ABC's “Qzark | #MONE  VIEWETS of those pr URrams
Jubilee™ stanza. for dpurchase of Saran Wrap, its

The bowout of the two bank- Fé.ll"{' uct. The feeling is that a dif-

work monopaoly nr!d prel’er!entiul treatment of big :5"‘;;:;2;';"“””““ ; ‘E: ;; - li rollers from “Down You Go™ leaves nt show migh’f spade up an
spenders play their parts in keeping the smaller e e ] 3 ¥ 5 P half the show open for sale. West- E!‘lh[‘F]!.-' new buying public not
advertisers away [rom video, R:Ej::lf.:ll :-::-Hl & Spot i G @ = ern Union, which initially brought Pﬂ“mﬁ-‘ﬂ}’ EIP‘:}EQ‘:I L‘h > product.
i tIil-ul in :_:—'h:!tt_nr?;ts dﬂc:es 1hEﬁ1rlvi'aErr ?pard feel Diaifritie St s 8 ¢ o ) the Rtt'mf}u ko All:}f ] f{]nm E'!u Mont, | 1 he client may buy ~Matinee.

at opportumnes for the smaler advertusers pré- Froducers, Labs, 15 shokmga  wilh e show as
vail? ]ﬁmmg the networks and stations andpthe Equipment ...ovirvarnnns - & 3 - 2 alternute week bankroller. P
advertising agencies, the strong Feeling is that TOTAL  oononnsnosinens N 6 ® — n NBC S Shelb
national spot must carry the ball for them and Y

Shultz Named .
Dl.l Mﬂnt PI" es- D“Jilﬁ’sﬂglt Di?ﬂ.—ﬂnhm‘t

NEW YORK. Dee. 10.—David| E. Shelby, veepee and chicf engi-
. ied this weck of a

ERNEST LELE JAHNCKE,
AMERICAN BROADCAST-
ING COMPANY, New York:

ADVERTISERS AND AGENCIES SAY . ..
H. BART McHUCH JR., ). WALTER THOMPSON

]

COMPANY, New York: “Networks insistence on 30-
minute or hour shows . . . oot enough 15-minnte seg-
ments . . . also exorbitant production and talent costs,”
(Factors that have prevented small advertisers from
using more network TV.)

RICHARL: HUGHES, television director,
SIMONS-MICHELSON COMPANY, Dotroit:
“Small advertisers have "»een hesitant to test
TV against small magazine ads, ete. I the
NBC tests on their "“THT' plan were more
widely konown, there might be more small
advertisers on the air.”

ALAN B. MILLER JR., direc-
tor of product development,
GCROVE LABOBATORIES,
INC., 5t. Louis: “The cost of
a full network show became
too high, and advertisers have
leamned that reduced Frequency
and heavy inter-network pro-
gramming competition was too

“Lack of program vehicles
such as ABC's ‘Famons Film
Festival." ™ {Factor prevent-
ing small advertisers from
using more network TV.)

HARRY HEUY. wgenceral-
manager, KZTV, Reno,
Nev.: “Network, like na-
tional magazines, is for the

grown boys,” JAHNCKE

OWNES F. ALEXANDER, TV manager,
WITV, Juckson, Miss.: “Apparently cost (pre-
vents small advertisers from using more net
TV). But the Revlon success story shows how
quickly TV cun push u client into the big ad-
vertiser bracket,

PRODUCERS AND DISTRIBUTORS SAY . ..

AL LE VINE, SPORTSVISION, INC,, Chicage (Fac-
tors preventing small advertisers from using more

¥

Shultz, senior vice-president and | PEEr of NBC,

treasurer of the Raytheon Muanu-
facturing  Company, has  been
elected president of the Allen B.
Du Mont Laboratories. He sue-
ceeds Dre. Do Mont in that post on
Jonuary 3.

Dr. Du
chairman,  Shulte. who has been
with Ravtheon since 1927, wag
also named a divector of Du Mont

Labs.

Miles, Dixie
Eye ‘Queen’

NEW YORK, Dee. 10. — Miles
Laboratories and Dixie Cup are
reported buying into "Queen for a

Mont remains  board |

heart attack. His age was 49,
Shelby was an industry pioneer

who had made important technical

contributions to TV and color TV.

"He had been with the network

since 1424,

e ——— e |

Sliding Sked

® Continwed from page 3

| that will make up the program-

ming for the 3-3 p.m. across-the-
board strip are “Bewuare of Pity”
starring Lilli Palmer and Sir
Cedric Hardwicke; "The Cruel
Sea™: “Hamlet,” starring Sir Lau-
rence Olivier and Jean Simmons;
“I Know Where I'm Going,” star-
ring Wendy Hiller; “The Lad

great.” net TV are:) "budget . . . seasonal selling . .. lack of |l Duy” on NBC-TV, | Vanishes,” starring Michael Red-

s BIEHAND & R dision ., "ol el minpoer 1 iow s | "N i to v bought two | graves A R fof. Your Mopey.
vice - president, advertising, strong commercials | | . strong convictions about TV cquarter hours, and the extent of starring  Alex  Guiness; iis

the Dixie Cup order, which is ver- |anE:-,-' Breed,” “Titfield Thunder-
bal, is not known. The show will | bolt,” “Tonight at 8:30” and “Turn
go into the 4:30-3 p.m. strip. the Key Sottly.”

.« . control of accounts . . . preference for black and

white media.”
JOHN A, ETTLINGER, MEDALLION PRO-

PEARSON PHARMACAL
COMPANY, Long Island City,
N. Y.: “(1) Cost (2) Cost (3)

MILLER

Cost,” uuc:'rlcmi;'-;, Hn:l}*wnhml: “Single ﬂ,'d twa- P ———— e ——_——————————
station markets riding the network with no liv i
MF' M. A. !"‘I"*"TTEEE ﬂd""'-ﬂim'-"g _mE““B:ET- programs  in l:rinu: l:iﬂtt.'ni.l::g Lime to uffﬂ:ﬁ !I MONEY-S5AVING SUBSCRIPTION ORDER l
i“g ANDARD OIL t:l:EF [!_:'-.LIF{}P.E:H.. It-f.mﬂu participations.’ : o : l
pcr:liﬁfﬁ;d “Lﬂckﬂ'.l".{ﬂ um“::g;?nﬂrc;mgm ::-::15 NEALE I OLIVER, television director, UNITED | Enter my subscription to The Billboard tor a tull year [
programs at a reasonable cost.” (Factors keep- FILM '-.JH;LILEII Kunsns {:ityl: !u.liu-: “Lack of partici- ] (52 issues) at the rate of $10 (o saving of $3 over =
ing small advertisers from using more net- pation avaiiabilities in nelwork shows. single copy rates). Foreign rate $20.
work TV.) CARL ). MABRY. MOTION PICTURE, AD- I y ;'" : g $ - ;
VERTISING SERVICE, New ns: " Cost Fayment enciosed " =
and big advertiser monopoly.” | ars |
NETWORKS AND STATIONS SAY . .. BRUCE CHAPMAN, BRUCE CHAPMAN COM- ) Name I
BOB WATSON, station manager, WOCNC-TV, | PANY, New York: “The entire industry has been con- | Occupati il I
Amarille, Tex.: Probably i'.ElrEt! advertisers’ willingness | centrating on doing something bigger, if not hetter I upation of liile i
to sign for 39 or 52 weeks.” (One [factor,) . . . ignoring the small advertiser's problems.” | Company i
| i
in the next TV Editorial Advisory Board study: | Address - {
- WHAT TV VEHICLES ARE BEST FOR SMALLER CLIENTS? o . S ———
| Send to: The Billboard, 2160 Patterson 5t., Cincinnoti 22, O. |
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WEAVER ON STANDARDS,
COMMERCIAL ADVANCES

CHICAGO, Dec. 10.—Pat Weaver's initial address as NBC
board chairman was delivered from scribbled notes on the back
of an envelope, and he said he feared that “for the old hands
it is the same speech” he makes when the affiliates meet each
vear, stressing fundamental policies on eirculation, advertising
and information. Noting its impromptu nature, he recalled
that “previously, I alwavs had a magnificent address. 1 can only
tell vou that you should have caught my act at Boca Raton.”

As usual, major interest centered on Weaver's approach to
combining the commercial advances of TV with a raising of
viewers' standards. On this topic, here are a lew of his key
stalements:

Points Up Responsibility

“We want the biggest share of the habitual viewers as
much of the time as we can get them. But we have to program
responsibly, we have to rmﬁ'm thut we ean elevate taste and
upgrade standards and improve lelevision. That means we can
improve both individuals and the societv in which we live.
. -« In our conventional shows we alwavs try, if we can, to get
a hit that has values beyond just getting to be a hit. 1t has got
to be a hit, but there are different kinds of hits and we are al-
ways trving for the higher levels,

“We must remember that we are professionals, and must
not get excited by some of the tactical moves from day to day
that clobber us. . . . In any event, our program policies are
different, our circulution policies are different, all segments
of the ?uh]ir:. all of them, brought continuously Lo the television
sef, light viewers as well as heavy viewers. And if those poli-
cies are wnigue and different, our information policies are cer-
tainly again different,

Versus the Primitives

“From the beginning, we have been against the know-
nothings, the primitives, use we do not believe that tele-
vision should be run mainly to give the people what they already
want. We believe that every NBC show should serve a pur-
pose beyond diversion, and every time we can increase informa-
tion, content, facts, knowledge. and we deliver a -fact some-
where to a mind somewhere in the country, we have added oue
more tool, one more weapon in the Fight against bigotry, stupid-
ity, intolerance and prejudice, and we have taken one more
step forward toward sanity, maturity and adulthood.

It is only one fact, but every one counts, and if vou ring
up enough of them, we will muke progress. TIn fact, we have
made a great deal of progress already. . . . We are moving up
as individuals, as a society, and we are doing it by improving
ourselves and by enlarging our minds, broadening our horizons,
And the people of the jungle who still Fight lﬁia‘. who want
evervbody to do really what thev are doing, thev are wrong:
and they are discredited alreadv, and thev know it, and that's
p':nc:nl:m:u'l:rlgrr why they become so often so very bitter.

We are going to continue to program up, and not down.
We will use our showmanship and skill to get great audiences,
but we will continue, in anyv event, to meet our commercial chal-
lenges, and well within daing the kind of shows that we know

must be done. Television is far too great an instrument to be
degraded into a home juke-box to keep the kids quiet.”

NBC Execs Give Station
Ops Picture for Future

CHICAGO, Dec. 10.=The top
programming and sales execs of
NBC gave the assembled station
operators a hopeful rundown for

the future at the annual NBC af- |

filiates convention here this week.
NBC-TV web president Tom Me-
Avity expliined the new executive
structure of the network which has
followed from the new vice-presi-
dential apli(minhlmuts of the pre-
vious week (The Billboard, Dec.
10).

NBC station relations veepee
Harry Buannister went over the
achievements of the Pat Wehver-
Bob Samoff regime, which cele-
brated its second anniversarv this
week, These ran the gamut from
changing national viewing habits
via spectaculars, to opening new
avenues of public service thru doe-
vmentaries, from the Talent De-
velopment Program to the boostin
of time and sales billings to EIE
time highs.

CGeorge Frey, veepee in charge
ol TV network sales, noted that
the trend in billings during the
past four months has become in-
creasingly favorable, with CBS dol-
Jar lead reduced to under B8 per
cent. In share of net billings, CBS
now has 46 per cent to NBC's 42
per ~ent, against 1954 figures of
51 and 39 per cent respectively,
He paid special tribute to "Todav,”
“Home™ and "Tonight” for strength-
Eilillg NBC's position.

Joe Culligan, national sales vee-
{we, ran thru a presentation which
isted past and present sales prob-
lems and their status. Most, he
eoncluded, alter detailing sules ac-
complishments, could be regarded
as solved. Others, such as the new
Emie Kovacs morning show, the
forthcoming  political campaigns,
“Proyect 20,7 the 12:30-1 p.m. time,
the 4-4:30 p.m. time and the 5-6

.m. Hme, represent either prob-

ns on the way to solutions or

bopeful poteatials, he said.

| TV program veepee Dick Pink-
(ham  pointed to accomplishments
of the program development opera-
tion, with seven writers already
. placed under contracts. He went
(thru the week's schedule, giving
his views on the competitive situ-
Cation, and declared that “it's now
IuithrE!Hmlwnrk race nearly every
|1'|.|g|'|l.1 He opined that CBS’ "$64 -
000 Question” was on the audience
share toboggan. “Dragnet” will be
ymovad up 30 minutes to the 8:30

the beginning of CBS hour-long
“Climax,” wi%h "People’s Choice”
swapping slots with "Dragnet” to
make this possible,

Thursday time to better combat |

By SAM CHASE

CHICAGQO, Dec, 10,—A strategic
coup by Brig. Gen, David Sarmoff,
retiring board chairman of NBC,
threw the annual meeting of the
network’s TV affiliates here into a
tu=moil this week, then lifted the
visiting station operators into a
state of enthusiasm as they de-
parted for home,

It was General Sarmoff’s idea to
use the affiliates’ meeting as the
place to anmounce the elevation of
Svlvester {Pat) Weaver into the
board chairmanship he was him-
self vacating, and romotion of
Executive Veepee Bob Sarnoff to
Weaver's post of president. Under

ment would have come shortly
after the first of the year. How-
ever, most recent high echelon
changes at NBC followed, rather
than , the station get-to-
gether, with the result that after
web-station problems presumably
had been explored fully, the station
men had been jolted shortly alter-
ward with word of a reorganization.

Promotions the Big News

The determination of General
SwruoHf to make this change while
oll parties were on hand resulted
in the promotions becoming the
major and nearly sole topic of con-
versation. With most station execs
learning of the change only upon
arrival for the opening day’s closed
affilintes” sessions on Thursday (8),
speculation was rife on the “hidden
significance” behind the shift,
which has General Sarnoff stepping
down from the chairmanship to sim-
ple membership on the board. All
doubts and confusion were quelled
instantly and finally the following
moming, however, when the Gen-
eral himself led off the open ses-
sion wherein the network execs ad-
dressed the station men, and with
the press present for the first time

(see separate story).

With most affiliates in a happy
mood to begin with over rising
billings, and with the NBC brass
telling an optimistic story of prog-
ress in programs, sales and com-
petitive status, the open sessions
wound up with Weaver outdoing
even his own virtuoso speechmak-
ing of the past. His extemporane-
ous discourse had the station men
on their feet at its conclusion, Fired
with enthusiasm over the moral as
well as the economic battle which
he had sanctified.

Squawks as Usual

This is not to say that noe rum-
bles were heard. The stations aired
their usual gripe of not having as
many station breaks as they would
like in some shows. Some came
prepared to ask pointed guestions
tabout plans for tgg 8-9 p.m. Sun-

normal procedure, the announce-.

day time being vacated by Colgate,
but these and other questions on
ratings and competitive status were
ficed r:tymre-ly y' the web execs,
taking the sting out of the situ-
ation,

In truth, it was a get-together of
“fat eats,” even most of the UHF
operators wearing smiles for a
change, and talking about their
heftv conversion percentages and
healthy profit and loss statements,
The small-market operators seemed

nuinely excited over progress of
the Program Extension Plan to get
them more network business. As
one small-station man said,
only really unhappy affiliates are a
few little fellows who are doin
s0 badly they couldnt even affor
to come to Chicago.”
tiwlnfr-a“ ammuphﬁrel_ .-mlfus%d“with

agrant aroma ol rising billin
and wiﬁ; cgnt;imism being Emrewgﬁ
over even bigger Future gains when
color takes hold, it was only nat-
ural that concern should be felt
over any chunges which could rock
the smooth-sailing network wvessel.

There were some who recalled
that the last time Weaver was ele-
{vated to an officership on the
' board, as vi-::e-t:lminnun,]]]'m was ef-
fectively removed from the ele-
mentary operating level of the web.
i Althe admiration was expressed for

Elevations of Pat & Bob Stir
Enthusiasm of NBC Affiliates

Promotions Announced by Sarnoff
Are Major Topics of Conversation

Bob Samoll’s proved administras
tive abilities, fears were also heard
that the new move might mean the
end cf the "Pat and Bob team,” un-
der which the network had pros-
pered during the past two years, I:lj,r
putting Weaver on a plane where
his dynamic showmanship might
no lomger be called upon,

Tributes Galore

These were the doubts which
General Sarnoff had to dispel, and
his briefl and frank remarks set
them to rest (see separale story).
The station execs wound up pass-
ing glowing resolutions of tribute
to Pat and Bob, as well as to Wal-
ter Damm, who was re-elected
head of the affiliales’ executive
committee.

When the dust had settled it
was learned that Weaver had re-
ceived a long-term contract at a
substantial boost in pay. The
length is understood to be well
past the 10-vear mark. As for the
37-year-old Bob Sarnoff, the yvouth-
ful NBC chieftain firmly took up
reins in his maiden address in his
new title, with an aggressive dis-
cou * on color TV and its likely
effect wpon billings. His [ormer
Eo‘st of executive veepee will not

e filled at least for the time being.

The negotiations which led to

(Continued on poge 14)

CHICAGO, Dec. 10.—NBC af-
filiates who attended the stations’
sessions at Princeton, N, J., in the
spring of 1953 said that the ad-

ess made to the current gat
ing this week by the former NBC
board chairman, Brig. Gen. David
Sarnoff, matched the earlier talk
in its eHectiveness and impact,
However, while the 1953 speech
rallied the station operators from
a mood of open rebellion to en-
thusiastic support of the web, the
current address, brief and informal
tho it was, ended all speculation
about the leadership team which
will run the network’s business,

General Samoff explained the
| motivation behind the timing of the
! promotions of Pat Weaver and
Bob SarnoH by saving he chose
to make the moves at the affiliate
meetings rather than in January,
when there would be no oppor-
tunity to explain what was hap-
pening.

He expounded on his thesis of
the increasingly complex structure
of growing and changing busi-
ness making it “no longer prac-

television can  expect
£3.000,000,000 business in 1963,
Robert Sarmolf, president of NBC
told its atfiliates vesterduy (9), The
newly elected NBC topper pointed
out that by the end of 1954, only
eight vears after commercial TV
had got under wav, the medium
wids harvesting more than
$1.000,000,000. That's $375,000,-
000 more than radio in its best
vear.

Sarnoff also reported that color
tape was well on its way to be-
coming ready for actual use, per-
haps even belore the end of next
vear, He said it would not be
ready for full operational use by
next fall, but the implications of
his statement were that it might
be ready soon abterward,

As to the industry which might
become a very important contribu-
tor to color TV's increased billings,
he singled out retailing, “With

tising medium, thus enabling local
stations to realize the potential of
their future at a rate far faster
than that of the industry as a
| whole, and beyond anything that
‘could be projected on a black and
white basis.”
Color Conversion

As an important step in getting
on the color TV bandwagon, Sar-
notf urged the affiliates to follow
the 11:;15' of NBC, which will con-
verl its station here, WNBQ, to an
all-color operation. He said that
another NBC afiliate might soon
also convert to color. Speculation
is that it might either be WRCA-
TV, New York, or KRCA-TV, Los
Angeles.

Sarnoff suggested that affiliates
convert their stations to color and
measure the cost of color invest-
ment—"not in terms of short-range
advantage, but in terms ol the

Color Video Can Be a $3 Bil Biz in
‘65, Bob Sarnoff Tells NBC Affiliates

CHICAGO, Deec. 10. — Color | color, television will expand to its | stake this will give vou in the
to be allull power as a local retail adver- | greatest wealth and service pro-

' ducer of the future.”

. In radio, Sarnoff pointed out,
(from a stunding start the medium
attracted over $167.000.000 bill-
Cings within 10 years, And the suc-
Leess of TV has been even grealer,
he stated, as indicated by the
$1,000,000 000 grossed in 1954.
Color Sets

Sarnoll made reference to NBC's
$12,000,000 color expansion pro-
gram as an indieation of the com-
pany’s fuith in color TV, And he
also claimed that RCA is now sell-
ing all the color sets it is produc-
ing.  Syvivania, incidentally, this
week mude known that it would
go into color set production in
April of next vear with two models,
one al $695 and another at $795,

The NBC president said that
the network's color expansion was
not only an expression of its faith
in color, bul that it had tuken

www.amerilanradiohistorv.com

her- | competent he may be.”

Sarnoff's Talk Ends
Leadership Question

ticable for any big corporation
to be directed by one single per-
son whoever he may be, or how-
ever great he may be, or however
He cited
the “team” operation at the parent
Radio Corporation of America,
where “Frank Folsom and David
Sarnoff are a team.” As amother
illustration, he pointed to “our
worthy and formidable competitor,
CBS.

At the rival web, he continued,
“I think there is a team operating
in the CBS and a very good team,.
I might say; the team of Bill Pal
and Frank Stanton, and I thin
much of the success of the CBS,
Earticuluﬂ:f in the broadeasting
ield and on television in recent
vears, is due to the magnificent
performance of that very strong
and able team.”

As for NBC, he noted that he
had told Weaver that “as soon as
1 felt that the team of Pat and
Bob could relieve me of any re=
sponsibility that I had as chairman
of the board and as the chief ex-
ecutive officer, that 1 would be
VEery ha py to turn over whatever
responsibilities or authorities 1 had
to that team.” He added that the
promotions would mean no change
in the operations of the team,
“either in myself or in Pat or in
Bob. This has been a team where
there have been three parts work-
ing and we expect to continue
working that way."

Noting that he had heard “indi-
rectly” some question of what the
move to board echairman might
mean to Weaver's status, he said:
“l have been made a chairman
myself once or twice in mv life,
and no one was quite sure as to
whether T was just kicked upstairs.
or whether I was really a lellow
from whom something substantial
was expected. . . . Tt would he
difficult to forget Pat if vou wanted
to. He is not the kind of fellow
vou forget. But 1 want to assure
all of vou that this move has no
such implication back of it, or in
front of it, or on the sides, either

P

Wiy,

“sound business measures which
will help create a new industry—
with opportunities for NBC, its af-
filiates, and the whole medium,
SUTHASSING
broudeasting’s history.,™

=

anything in  all of
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American Intelligence Agents

Help Shape World Destiny '

Espionage Agents, America’s First Line of Defense

:-iIIII.]I. l] LT
Funk
|_'||I|||i|';:_-‘,|q.|||, “"|I'|.|'|' Wl

Sreriel guorenls FITRY
destiny, . states the recend
L 1-."-,-._’:|'ij'-.
Wits: Anatomy of Espionage and
].rlu'l]l',_'g. (1] |_-_“

Survival of any nation today, in
the event ol attack by nn encmy |
[T, Ty |||' 1|ir1'l'||_'| 'il'l |_"'r""|
portion o i[*- advance  “intelli-
gence or  knowledge ol that
_ disposition of land,
sea and air power, hidden largels,
wenk  points,  concentration ol
phivsical resources, defenses, stam-
i al 1ts ]n_--||'-r-|' mtentions, p]:um.
and capacities of ity government.

I

The only way to stop another
“Pearl Harbor™ s to know when |
one is in the making—not at the
et when bombs ||1'n[1-_ bt |1.p,_
fore the enemy lask foree rr|n'.'{‘:-.'|
trom its home base. The role ol
intelligence operations in presery-|
g eace iy .«.purliulmwl by former
Deputy Head of Naval  Intelli-
gence, Admirml Ellis M. Zacharins.
“A  highlv  elfective il||'|‘”:i;|_|"'l‘1lll_'l'
orgunization is  an  inescapable

World Powers
Spend Estimated:
*3 Billion Yearly
For Infelligence

The one secret that every world
wwer has been able to i'.lrf’}i{‘r\'l‘l'
ronn penetration by the  secret
agents of other nations is the exacl
Financial cost of its secret service.
Mention operational costs and the
imtelligence  organizations of all
world POWEeTS Lecome MOre s8ere-
tive than cver.

The huge expenditures by every|
nation for the mternational war of
wits is concrete evidence that :.I||
are extremely aware of the need
to know what is poing on. In this|
e "|| :I.r”'l"t." 'l"l'..ll"lul.rli'I _H'Ii[”_"'l'_'i{'l['l'lrf'
et s l:};.lruu_-'n bombs. the world
could be thrown into a frightening
wiar of annihilation in the course ol
G0N ||-r'|||:'. -[-n SUrvIvieE, Il;l_tjl"l“_‘i. r|'|""|.'
maintuin vast, intricale round-the-
clock  spy  svstems  [unneling
clandestine inflormation to the
hearts of their government.

Onee a yvear, on Budget Day in
the House of Commaons, the British
Foreign and other Secret Services |
appropriations come (o li_|__:h1_ The
1954 Houre of 3 million pounds.
the highest in the history u[i British
secret service, reveals only puoblic
funds alloted, whereas the bulk of |
Britain s intelligence budget comes
from private sources.

Likewise,  the |.l|,|'|jL‘:{"1, of the
U. 5. Central Intelligence Agency |
is not known. Published estimates,
lhll'..'.l"l.-'l'[_ run {rom 5500 million to
$500 million. The onlv allotment |
specitically designated for U, §,
Army  Intelligence  is  “Activity
2107 which  includes “Activity
2131," secret intelligence. The
$534, 454,000 the U, 8 Army]
requested  for intelligence in the
1954- 55 |rlll:i:iil'i 15 but a fruction ol
ClAs top secret budget. '

ClA Director Allen Dulles esti-|
mates Russin's  intelligence budg-
et at two billion dollars annually
FIH’ '1.11111-'f'r‘l'ilrll "]l”ll‘"_ ] i!ll’_'l'l]l'_!l.“E
the cost of gathering information,
It is interesting to note that all|
financial  transactions of Soviet|
irl|t'lllur'lll ¢ are in American dol-
LS.

P R e

Farago’s Books
Best Sellers

His many books are required

reiading in intelligence services of | 8

o War of Wits,”
Arabia,” "“The

all great powers .

"||;r' Riddle ol

Jupanese; His Character and Mo-
rale,” “Burn

muny others.

Ater Hr.]-.hrﬂv and
Ady.

]
eSSy a8 0 |1||".1'|||. 1Ly e |:r WT,

he asserts, “Intielliconee anti i;|_|:,
I'|:'||‘I-.|!.'E "SRR |I||':| g @l rI|||'- i|||"|]:'
S ] II|.||~|'-- |.H|-.-.||-.!.-'- i '.l...|l ||-.!.-_
Froibhal |i.':|_|!-.lI||.|| O
thict.”

Intelligence Saves Lives

One of hundreds of thrilling,
clramatic |,"h..|_||||:-||'h af “intellicence
i action that has altered ths |'|.I|||

nresient ooh-

of history oceuarred in the wanler
of 1942-"43. When the battle of the
Atluntic was least encouraging for
the Allies, our agents reporied new
German  experiments on an awe-
some acoustic torpedo to be enided
by the sound of the turget ship's
propellors, Soon thereafter the sur-
vivors of a sunken U-boat were

|
to Washington.  After |

| Ve |

|I._|,.'I.: 1t

ftilerroeation. o
Lmerican obtained From a German |
petty  officer the blueprints  for
I'.l'll"l'l'."l wiere I1r'- '
|||!'|1|.'|i|| that the Ger-
muns  hoehl decide  the
battle of the ll|.|1.l|||il' !,'JI:ll"."l: B
st | ||':|||'|F'r‘| |'| !||1'|1|.'l LIVE,

the torpedo,
vised. “Th
would

1

Becanse of security reasons, the
st |{.||'EI|I_’| r"-,|'|-||r'i!,'-\. Hi iMir :llr.L".'r'
agents remain “top seerel.” Did
Vimericn s arenls ||1"|Ir.'| foment the

averthrow of Argentina’s Peron in

195357 , . . Guatemala’s Bed regime
in 19347 the restoration of
[run's Shah Pahlevi 1o pPOWED 1N
19537 Ouestions like these will al-|
WHVE 20 unanswered.

Espionage
Expert
Reveals
Secrets

Opens Formerly
“"Classified” Files

i secret LTS il I'[.|||-|I!l' Lkt
|'.|."|||~'. ol the

LADISLAS FARAGO

masler spies and re- p 4]
e l eI The man who penelraled the
Bl |r|'|-_,'|'r|r'.' services of the World's

Creal Powers!

novwned  intelligence  directors of
onr dav are revealed in the newls
|. uliﬁ].u'- i'-,_ﬂ.i-_"l.:lll

Fumous author and authorily on in-

-|rH-|1-'-.l files ol

L |I|.h1_i-l||.|| L'||||'||il_'||,'11|_'|'_ | = =
| served as special Consultant to our

This tormer Chiel Analyst in tllp!lx'ﬂll Chiets of Staff, bhas a thor

|HIH4 e of Naval Intelligence, who |ough knowledge of the skills and

o — . o . = . _—

L e i o = =
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methods of espionage ana has gath-
ered a vast accumulation of actual
experiences in this field. Undes
the now-famous “Colonel Bell™
pseudonym, he headed the secret
“Desk X" in the post-war American
espionage in Europe.

In his wartime positiens, Farago
personally met, talked with and
studied the work of the world's
leading intelligence experts.

Concerning Farago’s qualifica-
tions as a master of intelligence,
an ON.I. Lieutenant Commander
said of him: “I know of no one
who remotely approaches him as an
expert . . "

A few of the men who have
“opened up” to him include these
master spies of World Wars 1 and
II: Captain Franz von Rintelen,
Chief of German Sabotage in
U. S.; Colonel George Sosnowski,
Polish Intelligence; Sir Paul Dukes,
British Secret Service . . . and
others,

Intelligence Keeps
Our Experts Alert to
Constant Changes

In addition to nature’s handi-
work, man-made changes of the

earth never cease. Changes in
political boundaries, roads, rail
systems, cities and all of those

things that affect the military use
of a map must be recorded.

Maps used by the military must
he up to date, complete, legible
and accurate. If they are not, they
are dangerous and ecan result in
considerable loss of men and ma-
teriel.

When certain sensitive areas are
closed to our map makers, the
necessary data must be supplied
by costly intelligence and espio-
nage, Even under favorable circum-
stances, map making is expensive
and time-consuming: average
1/25000  scale military  map
covering 56 square miles costs
about $15.000 and requires 2
years to produce.

C.ILA. Vital to U. S. Policy Makers

Central Intelligence Agency Collects, Evaluates, “Classifies”
International Secrets for Our Government Leaders

The C.LA. operates all over the
world. But how many agents does
it have? Technical experts? Spy
instructors? Card index machines?
Or even fanitors? Not even Con-
gress knows.,

The New York World-Telegram

& Sun, in an exhaustive article on |

the C.I.A. which appeared October
1, 1955, stated “Congress itself
willed in 1947 that it should be
kept in ignorance of practically
everything about C.LA. . . . for
the obvious reason that even ac-
cidental revelation of any details

ligence Agency, headed by Allen
W. Dulles, is America’s lop-ranking
intelligence operation.

It co-ordinates the activities of
all other United States intelligence
services . . . collecting, analyzing.
mterpreting it . . . and passing it
it on to the proper officials for ac-
tion, C.LA. is nut a policy-making
[STATH

The C.1.A. staff of 30,000 in-
cludes Americans specially trained
for hazardous espionage missions
all over the world . . . nationals of
friendly powers . . . or natives of

.+ . would be a 10-strike for for- ! nations under the C.1LA.'s scrutiny.

eign intelligence.” Created bv the
National Security Act in 1947,
directly responsible to the National
Security Council and through it,

Their identities are top-secret,

Espionage Training Rigorous
The C.ILA. conducls special and
rigorous training in all the arts of

to the President, the Centrul Intel- | espionage: How to contact another

MNEW YORK  CINCINNATI

CHICAGO HOLLYWOOD

agent on a street corner, how to
throw a tracker off the trail. how
to s'muggi’e out reports recduced
by microphotography to the size
and puise of a period at the end
of a sentence, how to kill silently
if killing should ever become nee-
cssary to protect a vital mission,
how to avoid being killed.

The college graduate who takes
on a C.LA. assipnment is told at
the outset that he is putting his
life on the line. The C.1LA. sends
many agents behind the Iron and
Bamboo curtains. By no means
all of them come back.

C.LAs budget is not known

.« but a published estimate puls
it up to $800,000,000 yvearly . . .
a Fraction of the estimated Russian
expenditure of  $2,000,000,000
vearly for intelligence operations.

Spy Stories
Always Great
Enferfainment

TV Audiences Eager
For Authentic,
Documented TV Fare!

The American public is becom-
ing more and more discriminating
in its selection of TV entertain-
ment. It has learned to shun the
phony fiction melodramas. Today
the average TV viewer's taste [or
dramatic entertainment has de-
vel far beyond the “l'll watch
anything as long as it's television™
stage of some vears ago. The most
outstanding TV Flm series on the
air today are based on anthentie
fact, technically supervised hy ex-
perts . . . all featuring the ad-
ventures of great luw-enforcement

agencies in action.

This new era in television view-
ing is due in great part to the vast
contributions made by the TV film
producers, outstanding among
whom is ZIV Television Programs,
Inc. ZIV's “I Led 3 Lives,” “\r.
District Attorney” and “Highway
Patrol” are splendid examples of
the type of authentic adventure
shows that people are eager to
watch, Viewers want to see how
their local, state and federal law
enforcement agencies operate. Mr.

D, A. takes them behind the
scene of local law  enforcement:
agencies in  action. HIGCHWAY

PATROL presents the experiences
of State troopers in all 48 stales,
I LED 3 LIVES reveals experi-
ences from the files of a counter-
spy for the F. B. 1. Proof of the
popularity of this type of enter-
tainment is evident by the high
audience ratings enjoved weekly
by these three top lilm programs
in city after city,
New TV Series Features Inter-
national Law Enforcement
Now, in ZIV's newest “law en-
forcement” series “The Man Called
X.” the action is on a global basis.
“The Man Called X" deals in
authentic espionage and counter
espionage activities in the world’s
capitals and the super-secret arenas
of undercover diplomacy. True-to-
life spy stories have always had an
irresistible  attraction  wherever
resented whether movies,
wooks, radio, magazines or news-
papers. For the first time adver-
tisers can olfer their customers TV
entertainment  dramatizing  true
spy stories based on material from
the files of one of America’s fore-
most intelligence experts.

Map-Making Data Vital
At present there are over 8,000
persons in the U. 5. Army per-
manently engaged in this special-

ized intelligence activitv, The
Army's current annual expenditure
for this vastly important phase of
intelligence averages $40 million,
Our U, 5. Navy spends almost
$10 million a vear to keep about
7,000 nautical charts up to dale
and to produce more thun 1,000
new charts annually, Adv.,
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Offering Unproduced

Movie Scripts for Specs

Columbia Studio

Stories and Stars

Being Peddled as 90-Minute Films

NEW YORK, Dec. 10. — In a
maove that could be of tremendous
significance to the television in-
dustry, Columbia Pietures, thru its
subsidiary, Sereen Gems, is prepar-
ing to make awvailable to TV
a selected group of properties
bought for but never produced as
theatrical [eatures. The properties,
including works by some of Amer-
ica’s top playwrights and novelists,
would be produced by  Screen
Cems in the form of once-a-month
90-minute spectaculars and would
star the top personalities Columbia
has available. Screen Gems has
alreadyv submitted a list of such
properties to Young & Rubicam to
see if wny of ity lﬁiEut& would be
interested,

Probably not more than 12 or so
such properties would be made
available to TV within the next
vear by Columbia. If a similar
policy is adopted by the other ma-
jors, it would mean the opening
w. of a brand new, important
source of material for the TV spec-
taculiurs that are rapidly becoming
a staple of TV's programming diet.

One of the difficulties that pro-
ducers and sponsors of spectacu-
lars constantly face is the shortage
of major properties that are avafll-
able to TV at prices that TV can
afford to pay, With the number of
spectuculars  bemg  planned  for
next vear showing a marked in-
crease, the shortage of material is
expected to become more intense.
Colwnbia's decision, therefore, to
drav upon its stockpile of unpro-
duced feature film properties is a
significant  one to the television
industry.

Titles Offered

Among the Columbia properties

that advertisers could select are

Problems for
Guilds Seen
In ‘Amateur’

HOLLYWOOD, Dec. 10.-NEC-
TV will [ilm a program in color in
its own studios for the first time
Monday (12) when “Amateur,” an
hour dramatic show starring Paul
Gilbert, goes in front of the cameras
in Hollvwood Studio A.

The program is for the web’
daytimer, “Matinee,” and will be
used on one of the days when the
“Albert McCleery Show” is pre-
empted out of the Burbank color
studio by one of the specs.

The filming has created a num-
ber of problems with the guilds,
which are being solved by holding
gquestions of residuals and the like
in abevance until new contracts
covering the sitnation can  be
siened.

‘Gangbusters to
Utica Club Beer

NEW YORK, Dec. 10, — Utica
Club Beer of New York State was
this week reported to be on the
verge of buyving  “Cangbusters™
from the General Teleradio Film
Division for close to a dozen mar-
kets. Its spread would probably
include Utica, Schenectady, Platts-
burg, Rochester and Buffalo, N.Y.,
and Altoona, Pa. In New York
City this sponsor used spots. lts
agency is Harrv B. Cohen.

“Gangbusters” is still in produc-
tion, bhuning out an episode a
sweek. There are now about 30 in

Cilll,

Psuch plavs as “The American Way”
bv Georee S. Kaufman and Moss
Hare, "Vallev Forge” and “Both
Your Houses™ by Muvwell Ander-
son, and “The Land Is Brizht” by
“dna Ferber and George 5. Kauf-
man.

Among the novels that would
be available are: “And Now Cood-
bve” by James Hilton, “Seven Must
Die” by . Warner Belluh, *Wild
Is the River” by Louis Bromfield,
E"Thf' Elizabeth Blackwell Etm'}y"
by “lood Douglas, "The Man Who
Won the War” by Robert Buckner,
“Secret  Marriage” by Kathleen
Norris, "Homeward Borne,” by
Ruth Chatterton, and “With This
Ring” by Laura Hobson. Millions
of dollars have been spent for these
properties by Columbia Pictures.

Columbia’s role as the recog-

nized TV leader among the Holly-
wood majors has been well estab-
lished by the successful operation
of Screen Gems, which has be-
come the envy not only of the
Hollvwood majors but of most in-
dependent TV film firms as well,
The policies that Screen Gems'
leaders Ralph Cohn and John
Mitchell have put into effect have
proved to be highly successful and
exceedingly profitable,

Columbia’s move into the spec-
tacular field with unproduced fea-
ture film properties wili be given
ciose scrutiny by the other Holly-
wood majors. Just as many of Co-
lumbia’s other pioneering ventures
i TV have been followed by other
Holivwood firms, it seems a safe
bet that this one, too, will be
adopted.

NEW YORK, Dec. 10.-In ils
first report to its stockholders since
becoming a publicly owned cor-
poration, National Telefilm Asso-
ciates is taking a dilterent slant in
the acceunting of its current in-
COmE,

The usual practice in the trade
has been to report the total valuk
of all firm sales contracts made in
the quarter covered. But NTA's
income statement lists only money
actually received in the reporting
period. Revenue due in the future
under existing contracts is listed
ag “deferred film rental income.”
which appears as a liability in the
balance sheet.

In the quarter from August 1 to
October 31, NTA took in $660,-
995, which left it a nel income of
$80,531, or the equivalent of 9
cents a share,

This profit cancels out a delicit
of 853,808, which existed at the
opening of this fiscal period,

Its deferred Film rental income
is listed as $671,375.

During this three-month period
NTA wrote a total of $1.,050,832
in contracts. In the previous goar-

Judy Garland
Inks CBS Pact

NEW YORK, Dec. 10.—CB5-TV
this week pacted Judy Garland to
a three-vear exclusive deal, which
commits her to do one spectacular
a year for the next three vears,
starting next full. The web has an
option to extend the contract be-
vond the three vears.

Her appearance on “Ford Star
Jubilee” this vear scored a 34.8
Trendex, the highest Trendex rat-
ing that anv Hl-minute spectacular
has achieved to date.

NTA Alters Slant
On Income Report

ter it sold $842,6880. In the same
r||iqzlﬂr Frst year i;..t sold $420,322.

'he “Progress Report™ points up
thut NTA has been concentrating
in distribution directly to stations,

sales in its new department headed
by Berne Tabakin, It states that
the “Fabulous 40" package of
Britislt features has been sold in
50 markets,

Name Rayel fo
Dozier Post

- NEW YORK. Dec. 10.—CBS-TV
| this week appointed Jack Rayel as
| director of network programs, Hol-
lywood, to replace Bill Dozier,
| who resigned to join RKO. Ravel
comes o CBS from NBC, where
he has been executive producer
of the Maurice Evans “Hall of
Fume™ geries. Ravel has been with
NBC since 1951.

CBS had been considering Mar-
tin Munulis, producer of “Climax,”
lor the Dozier spot, but evidently
he was loathe to move out of
production,

ASC Award to
McCadden Co.

HOLLYWOOD, Dec. 10. — The
Camation commercials, filmed by
MeCadden  Productons  for  the
“Burns and Allen Show,” this week
wont the first annual American So-
ciety of Cinematographers award
for "outstanding photographic qual-
itv and excellence of star endorse-
ment,” Erwin-Wasey is the agency.
Charles Lowe wrote and produced
the spots.

but is now turning to national |&

NBC’S KEEVER REPLIES

First-Run Market OK

If Product

NEW YORK, Dec. 10, — Jake
Keever, sales lead of the NBC
Film division, taukes issue with the
fecling prevalent in the trade (The
Billboard, December 3 and 10)
that the demand for birst-run syn-
dicated vidfilm product has tapped
ont. It is the sales exec’s conten-
tion that there will always be a
market for First-run shows in syndi-
cation, but that, as was to be ex-
pected, stations and SpOnsors are
now seeking and getting shows of
a higher quality than in past years,

Keever points out that several
first-run series have already been
very suceessful in svodication, bol-
stered by strong  regional deals.
Among these properties he classes
“Highway Patrol™; his awn show,
“the Great Cildersleeve,” and
“Confidential File.” All these vid-
Film series are playing in 100 mar-
kets or over in their first season
on TV. In the three months that
Television Programs of America
has made “Count of Monte Cristo”
available, the show has been sold
in 50 markets and has netted the
distributors $1.000 000, another in-
stance of success in syndication
this fall.

Sales Movers

Keever also made reference to
the fact that some shows of last
season  which weren't  successful
have sltarted to move sales-wise.
Many of them, of course, have
been bought for first run in many
markets. These include such pro-
rams as the NBC Film division’s
“The Falcon” and “Passport to
Danger,” the ABC-TV Film Syndi-
cation vehicle which was recently
sold to Mennen in 30 markets. Tho
both of these shows had been fairly
well received, the exec maintained
that the overproduction of vidfilm
series in 1934 hurt them, but that
with the shortage of product this
vear. demand again made itself
felt,

One of Keever's most cogent

Syndication
For ‘Code 3

HOLLYWOOD, Decr 10. —
“Code Three,” new television se-
ries to be produced by Hal Roacl
Ir., will be svndicated by AB
Film Division nationally.  First
gale has been to Liebmann Brew-
eries for Rheingold beer, which is
picking it np in New York and
severnl West Coast markets as its
replacement for “The Star and
the Story” which has gone out o
production.

The program will be produced
with the co-operation of Los An-
geles Counly Sheriff Eugene Bis-
cailuz, using stories out of the files
of the sheriff's office. Thirty-nine
half-hours are scheduled.

According to Roach, no cast or
producer hias been set vet, tho the
series will prabably inelude one or
two running parts. A "Code Three”
pilot film was made some time ago
with a  deputy sherilf, Ted D
Corsio, in the lead. Production
will probubly get under wav be-
fore the end of the vear,

NBC-TV Has 108 Shows Under Way

HOLLYWOOD, Dee. 10.—NBC-
TV has stepped up its new show-
development progran to the high-
est peak in the historv of the web,
with a total of 105 series in various
stages of development. This com-
pares to 60 being worked on at this
time last vear.

for the new season are two pilots,
*Tohnny  Moccasin®  and  “The
Further Adventures of Huckleberry
Finn” (Billboard, October 22). In
addition, six half-hours are being
roduced of another series, “lm-
pact” (Billboard, November 19).

—

Already completed by the web |

still seem to be favored slightly,
Scripts which a-e being given
priority af the moment include one
tor a aew Mickey Rooney series.
in one ol the more novel twists of
: the yvear, Rooney would play a 200-
vear-old leprechaun in the show,
“Highway Cale” is the title of an-
other proposed program, centering
around stories that develop at a
trucker’s stopping place. A differ-
ent kind of series, called “Emily,”
' would deal with a household ruled
by a kind of grande dame. .

There's no apparent trend in the |

tvpe of programs being prepared, | hared on two series which became
tho dramas and adventure formats |

In All-Out Development Program

New seripts are also being pre-

stalled last spring, “Inside Dope,”
the drama of a news broadeaster,
and “Earthworm Tractor,” based
on the Alexander Botts “Saturdav
Evening Post” stories, The second
pilot for Paul Cilbert’s “Have Cam-
era, Will Travel” is alse scheduled
to roll within the next few weeks,
following script revisions.
Development of the programs is
under a special board consisting of
Vice-President Fred Wile Jr., Frank

 Cleaver, Milt Josefsbherg, EIJiutf

Lewis and FPete Barmma. -

Has Quality

observations was that manv re-
gional sponsors feel they need first-
run properties because they are
competing with national accounts.
As examples, he named such
clients as Lucky Lager on the West
Coast, Rheingold Beer in the East
and Philips Petroleum in the
Southwest, which have shown a
decided preference for top syndi
cated product,

Keever's conclusion was that
facts prove the market for first-run
product is still a healthy one, but
that producers must give such
clients increasingly better vehicles
on a with network properties
if they wish to retain their business.

CFPA-SCG Tiff
Puts Animators
In the Middle

HOLLYWOQOD, Dec. 10. — A
strike over recognition of the Com-
mercial Film Producers’ Associa-
tion as a legitimate bargaining or-
ganizaton may hit makers ol ani-
mated film commercials in the near
future. The Screen Cartoonists'
Guild reportedly will strike Ani-
mation, Inc., one of the companies,
in a test of strength on Monday,
unless a settlement is reached over
the weekend.

One of the most curious disputes
ever to have arisen in the film in-
dustry. it centers around whether
the CFPA cam bargain for pro-
ducers collectively. Producers say
it can. The SCG contends it can’t,
and that each ﬁmduﬂfr must nego-

y.

tiate individua

The issue may be settled when
the National Labor Relations Board
hears arguments by the two sides
on Thursday (15). There is no cer-
tainty, however, that an absolute
decision will be rendered by tha
NLEB.

Except for this, there are no real
points of contention between the
CFPA and the SCG. Minimums are
almost certain to be raised, but this
will have no effect on costs since
animators are being paid consider-
ably above the present base any-
way. Residuals, which originally
were to be included in the talks,
will probably be excluded for the
time being.

| Syndication for

‘Crunch-Des’

NEW YORK, Dee, 10.—"Crunch
and Des,” the NBC Film division's
newest vidfilm property, will go
into syndication shortly. The film
syndicator is 10w working on sew-
eral regional deals which are ex-
pected to be concluded in the next
three weeks.

Local stations will get a crack
at the package after that. The
show stars Forrest Tucker and has
heen produced in Bermuda.

330 Westerns
ToTY in ‘55

NEW YORK, Dec. 10, — The
market for Westerns ﬂﬁpﬂuﬁ to he
quite steady despite the influx of
guantity and quality over the past
year. This week the TV distribu-
tHon deal was finally closed for the
97 Westerns that Universal re-
leased, The sales will be handled
by Charles Weintraub’s Qualit
Films, They come to Weintraud
thru a syndicate calling itselt Vie-
tory Enterprises, Inc., headed ti’-"'
Vitalis Chalif. =

Added to the Aun
age of MCA-TV an
lumbis packag

-Rogers pack-
the new Co-

this deal

B e —
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TV SOAPS OWN MOUTH

Anthology Subject of Contention
Between Program Man & Sponsor

(Continued from last week)
By BOB SPIELMAN

HOLLYWOOD, Dec. 10.—An-
thology series offer a new challenge
tﬂprﬁucem in the censorship field.
It's 1o secret that in a number of
instances there is considerable dif-
ference of opinion between p]i':
gram men and sponsors as to what
should be permitted on a show,
with producers feeling that the
hard-hitting. dramas are in some
danger of being emasculated.

What draws their ire are not the
mormal taboos. Their beef is that
some of the dramas, in their ef-
forts to avoid anything of contro-
versial nature, are leaning over

backward so far that they're in dan- | rule
They

ger of losing their balance.
eontend that, while controversy is
being deleted from these shows,
there are no such rules as far as
brutality and the like are con-
cerned.

There is, however, progress be-
ing made along the line of excesses.
In one recent case a victim was
supposed to be hit over the head,
kicked in the stomach, riddled with
bullets, and then dumped in the
river. Censors raled that if the au-
dience saw him hit over the head
and then heard an off-stage splash
that made him dead enough.

Curiously, the area in which
least has been done about run-of-
the-mill brutality, eg., tings,
sluggings, shootings, is in children's
programs. Producers and
are a ntly at a loss as to what
else they can do to keep the kids’
mterest.

The news plays no little part in
what is approved at any
time. If, instance, a splashy
kidnaping is in the headlines, the
censors will crack down .on kid-
naping stories. Three or fouwr
months later the same program
will be aired withowl objections.

“Hiot” NG
The same practice is also lel-
" lowed alomg more neralized

lines. There is presently, for in-
stance, a ing awareness of
handieca children. As a result,
the words “idiot,” “imbecile,” and
“moson” are being
on because of their seientific con-
notation of mental deficiency.

Advertising agencies have their
own special problems. No viewer,
for instance, will ever see an actor
smoke 2dp‘ on a program being
Sponsor y a cigarette manufac-
turer. An entire scene, coshing sev-
eral thousand dollars, was re-shot
by one company becanse a “No
Smoking” =i accidentally a
peared in the distant background.

Automobile manufacturers, oil
companies, tire makers, ete., will
permit no car accidents in any of
their plots. To tobacco sponsors
cancer is taboo. Face lotions and
the like don’t want 'eprosy to fol-
low one of their commercials.
Bristol-Myers put its foot down
on a character consuming his wife
with two bottles of hot meat sauce.

These things are difficult enough
to control, but what really gives
producers and agencies gray hairs
is preventing the accidental juxta-
position of objects.

Heaven forbid having someone
drive a Chrysler on a Ford pro-
gram. One General Motors di-
vision tebels against showing any
of the other GM cars. A certain
location shot had the camera head
straight toward a “Pabst” sign. The
sponsor, Schlitz, was not at
pleased. Should a- Westinghouse

—

cracked down |

refrigerator appear on a General |

quality
film show for

Every Product,

Electric series the reception would
be, to. put it milaly, icv.

Sponsors Touchy
Sponsors are extremely touch
about having any competitors
product even vaguely on camera,
even tho the general public wo
probably never know the differ-
ence. The job involved in keeping
tabs on this is almost beyvond com-
prehension when the sponsor is one

such as Du Pont or General Foods, |
ads of 1 &;timlly all film in this category.

manufacturing myriads of products.

One producer, Gross-Krasne,
even investigated the possibility of
having special props made up to
get away from brand identification.
The cost, however, would have
been prohibitive, and the general
has come to be to shy away

from objects which have outstand-
ing characteristics, e.g., Coca-Cola
bottles, .

Producers of syndicated film are
constantly skirting a thin line be-
tween the devil and the deep blue

uld | sea, because the program may

eventually onsored by any
of hundred ifferent products.
One recent development, the re-
lease of net shows to syndication
for second run, has placed prac-

he
s of

For example, “Lineup” on the
network last year was sponsored
by a cigarette company. There
were a number of stories involving
car smashups, but the agency pro-
ducer had no canse to cut them

Official Spring List
Adds ‘Round Table’

NEW YORK, Dec. 10.—Official
Films has arranged for still another
new costume piece from the Net-
tlefold Studios in England. The
new series will be called “A Knight
of the Round Table.” it will con-
cern Sir Lancelot and his young
apprentice. Meaawhile, the title
of the sea saga on Captain Rogers,
revealed in last week’s issue, has
been set as “The Buccaneer.”

Thus, Official has now com-
mitted four shows for the spring
selling season, the above two and
“Mr. Pastry” and “The Scarlet
Pimpernel,” Chances are Official
will have still more to offer for
fall debut, but that is all it will
take this year from its association
with Independent Television Pro-
grams, Lid Official and ITP have

(Continued on page H}‘.agmed on a schedule of three gew

From The Billboard, Dec. 3, 1955

“Dine Production
Tells 9ts Own Story

1. 1 Love Lucy, P&G, Gen'l Foods (CBS)

’ 2. Honeymooners, Buick (CBS)
3. December Bride, Gen'l Foods (CBS)

6. Life of Riley, Gulf Oil (NBC)
7. Make Room for Daddy, Amer. Tobacco

ARB Audience Composition Studies

Network Situation Comedies

3 Out of First 4
4 Out of Top 10

OCTOBER RATINGS

llllllllllllll

A Desilu Production

--------------

A Desilu Production

4. Our Miss Brooks; Gen'l Foods (CBS)

Filmed by Desilu
5. Burns & Allen, B. F. Goodrich & Carnation (CBS) ...

& Dodge (ABC)

|||||

Filmed by Desilu

8. Bob Cummings, R. ]. Reynolds (CBS)
9. Meet Millie, Geritol (CBS)
10. Father Knows Best, Scott Paper (NBC) .....

AMONG

First 3
4 Out of Top 5

includes:

The Lucy Show

It's Always Jan

December Bride
QOur Miss Brooks

WWW americanradiohistory com
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chows & vear “Pimpernel” was ac-
tually started this year and is well
along ir preduction. It is already
on the air in Britain.

With all this TV work. the Net-
tefold Studios have added a
tourth stage, making it as hig as
any studio in Britain. Within the
next year it will add a filth and
sixth stage.

The tweo new costume series will
be under the reins of two of the
top movie makers in Eilfghuu:l.
Sydney Cole will produce Round
Table” Ralph Smart will produce
and direct “Buccaneer.”

A1 Official <xecutive said the
cuceess of “Robin Hood” impelled
them to go for these other period
dramas. He described these shows

§ nd
as “rowboys in armor
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From the pages
of The
Saturday
Evening

POST

CcComes a

poweriul
dramatic

- NEW
TV Series

RUNCH

For more than 17 years, millions of Saturday Evening Post readers have

e e
R e

looked forward eagerly to the appearance of each new CRUNCH and DES
adventure story by best-selling author Philip Wylie.

Now, millions more will await each new television adventure of these two favor-
ites . . . Crunch, captain of the charter fishing boat “Poseidon,” and Des, his
mate, Each week a completely new story . . . new people. . . new action, romance,
suspense, comedy, drama . . . all spectacularly filmed by RKO-Pathe in Bermuda,

www americanradiohistorv com
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Forrest Tucker, Hollywood star with more than 70 top pictures to his credit,
stars as Crunch. Everything about this series of 39 exciting half-hours bears the
mark of sure success . . . stories, author, star, production, location, promotion.
Sign up CRUNCH and DES for your markets today. Write, wire or call.

BC FILM DIVISION

serving @ll sponsors . . . serving @ll stations

80 Rockefeller Plaza, New York 20, N. Y. Merchandise Mart, Chicago, IlL Sunset & Vine, Hollywood, Calll.
In Canada: RCA Victor, 2256 Mutual St, Toronto; 1561 Bishop St., Montreal
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SPOT CAMPAIGNS — TV

NETWORK & LOCAL PROGRAMS — NATIONAL FILM PROGRAMS — COMMERCIALS IN PRODUCTION

TV Program and Time-Buying Guide

THE TELEVISION INDUSTRY'S GUIDE TO THE PURCHASE OF NATIONAL AND LOCAL TV PROGRAMS AND SPOT CAMPAIGNS

T he Billboard Scoreboard -

NETWORK TV PROGRAMS

ARB Audience Composition Studies I & A RB r 25 ﬂﬂ 5' WS
LATEST op twork I’“_
® Web Adventure Shows NETWORK NOVEMBER RATINGS OF
NOVEMBER RATINGS AMONG W'DM_EH R A T l N G s IEARING WEB 7%
Rk show. Sponsor & Web RS- | gank  Show, Spomsor & Web ::T; = — This breakdown of nnu-unrt program ratings shows the 25 lﬂ.d:n;
L . / for the past raling month, listed in rank order. This chart runs once
l II.I ktl]"gzu}-pchﬁél} suup' '3{]1 [. cuﬂlm}r‘::-ze,{clﬁg‘ t.ﬁ".'..l lu . n:u:ln!.'hl}', and ROpERER Fn th' m ﬂ Th' nnmrﬂ d.H M third
2 Yobir. Hood _Iﬂhnsl;l:;.ﬁ.:-"" 2 Big Town, Lever Bros,, : rrmx rpp ’0 Saturday of each month. For additional information on sodience size
i Johnson, Wildroot (CBS). .30.0 _Gen, Maotors (NBC) ,...1.00 and coverage, please consult ARB, National Press Building, Washing-
3. R Tin Tin, Nabisco (ABC).24.3| 3. Warner Bros, Presents: ton, D. C.
4, Big Town, Lever Bros., “Casablanca,” Liggett & r v w&j Sh“ (* Indieates Fllm)
Gen. Motors (NBC ..22.5 Myers, G. E,, .
5. Wyatt Earp, Gen, Mi Monsanto {Aﬂc} PR | . | (Week Ending Nov. T Nev.
Parker Pen (ABC) ..... 21.68| 4 Lasz" E““}E"EE} Soup, ¥ Rank Show, Spossor & Web Kig.
G. Gunsmoke, Li & ellogg (CBS) ......... E * Indicates Film )
llﬂ;{;ﬂﬂ {El?:.&F'LFEt.I _______ 20.0| 5 Wyatt Earp, Gen. Mils, _ L.....%64,000 Question, Revlon (CBS) ......ovesawssas 973
T. Rﬂ}fﬂ%[&.f;‘.rs. Gen. Foods ool 508 Pﬂikﬂ '[l"Ln Emstﬂc()CEE} .g% Rank  Program & Web Rating 2....."1 Love Lucy, Gen. Foods, P&G (CBS) ....e0.... 52.1
1 S | 4 5 rave e, u & 1 . 3 -
B Gt Poacton sl i oken, 7. Gene Autry, Wrigley (CBS).. .86 ; E: rim:!:::miuu :C{?:S}m .::j - P ..'Is.dlﬂuliwun, Lincoln Me:l_'eurf (CBS) ...oo0eneeue. 40.8
Quaker Oats (CBS) ...... 189 8. Lone Ranger, Amer. Dairy, 1 9 Lo L EEdea . 4..... Dﬁnﬂ}'l'ﬂ-l}d. Amer. Dairy, Amer. Motors,
9. Lone Ranger, Amer. Dairy, CGen. Mills (ABC) ...... B3| ", ve Lucy (CBS) ..vvuvnnsessdl. Derby Foode (ABCY - s seveiviied vn ey 46.7
Gen. Mills (ABC) ...... 55| 9. Roy Rogers. Gen, s Sheves of gen toney el B.....*You Bet Your Life, DeSoto-Plymouth (NBC) ...... 40.7
10. W‘if&ihﬁﬂ?ﬁ‘ﬂ?ﬁ“&?“hu 10. Sgt. ﬁe:tjxﬂgfmktr Zal 6. *Disneyland (ABC) ,.vvomoorn. o 285 B.....George Cobel, Armour, Pet Milk (NBC) ......... 40.1
Monsanto, Liggett & Oats (CBS) . c.sss 18| 7. *The Honeymooners (CBS) .......28.4 T.e..."Jack Benny, Amer. Tobacco (CBS) ......cc00:... 39.6
Myers {(ABC) ......... 15.1] 10 Rulil::ij_l I]I.-Stﬂnfl}d\]gﬂll;;?ﬂ?:l {gBS]I 78 : Li!l::l Hscuuu (g::] A 1:; 8.....I've Cot a Secret, R. J. Reynolds (CBS) ...vuvvee. 38.8
10, Rin Tin Tin. i R:: Sk::::l:: i:‘::as:] *i” 9.....Climax, Chrysler Corp. (CBS) .......covenensns 37.5
AMONG MEN Nabisco (ABC) ......... T8 10.. .. .Your Hit Parade, Amer. Tobacco, Hudnut (NBC) .. 36.7
Men 11.....Whats M Lme? J. Montenier, Remington-

Rank  Show, Sponsor & Web  Per Set AMONG CHILDREN & Hand TEBB) chiiinliiasensiee it ivbnisasvis 34.8
1. Cunsmoke, Liggett & Children VIJGOJBI r op !0 12.. ... The Milhnna:re, Colgate-Palmolive (CBS) ...... 34.3
. Myers (CBS) .......... O ot Tl ORTER s BRT 13.....Perry Como, Goldseal, Int'l. Cellucotton, Noxzems,

2 “yrl:;ﬁkﬁwgéncﬁh !&%ﬂls, 3 o Capt.' Mi -r_"IIn[glll'., Lok "v wﬂ& SM“ Armour, Dormeyer (NBC) .............cc0un. 33.8
3. Warner Bros. Presents: Wander (CBS) .........LT3 13.. .. .Red Skelton, S. C. Johnson & Son, Pet Milk (CBS) .. 33.8
“Cusablanca,” G. E., 3. Rin Tin Tin, Nabisco (ABC).1.56 fWesc: Madlug Dios. 7) 15.....°G. E. Theater, G. E. (CBS) ... 33.2
NMonsanto, Liggett ,h. 3. Wild Bill Hickok, . 16 *H : k (CBS ol ey 9
Myers (ABOL .. 84 _ Kellogg (CBS) ......... 1.56 Indicates Film ++ ++ « “Honeymooners, Buick (CBS) ....covvuvunennnn. 32.6
4 Lot Compbel 8117 7| 5. Lone Ramger, Gen NG e prgum e g 1T -E:;:‘::ni:f‘ﬁiie’:é;":?;hf{é’ns"?““d"“]‘ Y
¥ T i Por— 6. Roy Ro TE, WO, I i saemaayndTe i ' i P A 512
S T s g A Koods  ian s ra e ool 19.....Codfrey’s Talent Scouts, Lipton, Toni (CBS) ...... 31.9
6. Robin Hood, Johnson & | 7- Tales of the Texas Rangers, 3. SDragnet (NBC) .oovooooennr337]  20.....%Loretta Young, P&C (NBC} ..cicivaieiaas vins JER
Johnson, Wildroot (CBS).. 78| o nulfi':"i{f:ﬂ'”] ;EE.P;EL e L4D| 4 episneyland (ABC) sevversssesn..320|  20.....This Is Your Life, Hazel Bishop, P&G (NBC) ...... 31.2
7. Capt. Callant, H. J. T ; 5. Ed Sullivan (CBS) veusevesewsss.3tS| 92 *Dragnet, Liggett & Myers (NBC) .............. 31.0
Heinz (NBC) . ......:.. 75 Johnson, Wildroot (CBS) . .1.38 5 BS 20
8. Gene Autry, Wrigley (CBS). . 74 9, Lassie, Campbell Soup, B liermet- ©6. BRRER" (8 s R A pn e 81 23.....Godfrey and Friends, Natl. Carbon, Pillsbury, Toni,
g e it e a Kellogg (CBS) ........136| 7 *You Bet Your Life (NBO) .....304 Kellogg, CBS-Columbia (CBS) ..........vuvu.. 31.0
g, Sgt. Preston of the Yukon, 10. Lone Ranger, Amer 8. Max Lichman Presents (NBC) ...28.7 , BE 2y e
Quuker Outs (CBS) ... .. 70 . Dairy, GL‘:;'I ;"hIl].l! 9, *G, E. Theater (CBS) ...... vensl2B.6 23.....%Line-Up, Brown & Williamson, P&G (CBS)....... 31.0
9., Brave Tagle, Sust. (CBS)... .70 ERBEDY e 1.30) 10. *Playhouse of Stars (CBS) ...... 28.4 25....."Lassie, Cnmpbeu Soup, Kellugg [CBS) «vvisisnsia 30.1

T he Billboard Scoreboard SYNDICATED FILM PROGRAMS

The Pulse Audience Composition Studies ' P”, r 25 | ” ” _ﬂ,
P ® Puise lop on-Net Shows
L
® Syndicated Film Adventure Shows October Ratings of
Leading Film Shows
OCTOBER RATINGS AMONG MEN AMONG TEENS Thiz breskdown of non-neiwork film ratings shows the 25 leadery
~ for the past rating month, listed in rank order. This chart runs once
;’t I“MH“:: IT"HHI Per mnntglr. ntnd a:nenﬁ Itl I'E‘E. la:m of 1;_h.:ﬂ BHEmrd dated the u:ihd
Ruank Show & Distrib. Rig. | Rank Show & Distrib. Tumed In | Rank Show & Disirib. Tuned Im E:;?:ﬂ {jn“::l‘:: ﬂ-.::-‘nfn ihe ;1 h:Tt:“mnﬂl.:.i:tudiH ma{;ulhhmhj“ﬁm“
1. 1 Led Three Lives (Ziv)) ...132| 1. Foreign Intrigue (Official) ..88| 1. Foreign Intrigue (Official) .. .29 Bach matkel Is Welghied | PrOpoRtion to its TV population. —For addt
2, Passport to Danger (ABC) ..12,9| 2 China Smith (NTA) ........88] 1, Superman (Flamingo) .......29 tional information on audience size and coverage, please consult The
3. Superman (Flamingo) .....111| 3. Highway Patrol (Ziv) ....... 84| 3. Soldiers of Fortune (MCA) ...28 PR J0Es . NERR) RSL AR R hh
4. Highway Patrol (Ziv) .....10.8| 4. Waterfront (MCA) ..........83| 4, I Led Three Lives (Ziv) .....21 ::"
5. Waterfront (MCA) ........ 10.2| 5. Dangerous Assignment (NBC).81| 4. Passport to Danger (ABC) ...21 Show & Distribulor Rig.
6. Soldiers of Fortune (MCA) .. 8.0 5. The Falcon (NBC)...........81| 4. Secret File, U, 8. A. - .
7. Secret File, U. . A, 7. 1 Led Three Lives (Ziv) .....80 (Official) ......oorovvenni8l] 1.--. M District Attorey (Ziv) ...... rerevasesraaes 174
(Official) ......cconeeeen 7.3| 8. Passport to Danger (ABC) ...76| 7. Rumar of the Jungle (TPA) . .20 3'”"E1§ﬂ '14\2};'&5[: ) frrvesssssresveEsIaRERE e 135
8. Dangerous Assignment 9. Secret File, U. S. A. 8. Waterfront (MCA) ......... 1g]  Yeeess adge | NE Y reea sisssansnas sena'snas .
INBCY vop asonsis s 6.8 Lol : : 4,....1 Led Three Lives (Ziv) ...... A A e A
(Official) ......0000 veesTl| 9, Dangerous Assignment (NBC) .18 : :
; ignment (NBL 5.....Man Behind the Badge (MCA) 12.9
9. Ramar of the Jungle (TPA) .. 8.6] 10, Orient Espress (NTA) ......69|10. Highway Patrol (Ziv) T Oreas o AN _ , R W —— ;
10. The Falcon (NBC) 5.4 9.....Passport to Danger (ABC) ...covessssarnsnsssss 129
Jtialaty = y (IR Science FiL'I:]'nin Thenter (ZiV) iceseisisinsasinns 11.2
........S 3 i Il NG g o g g EE SRR 11.1
VIEWERS/100 HOMES AMONG WOMEN AMONG CHILDREN DRSS Pt ) Lo o
vl“lr’ Fﬂ' Women Per Eld.l. F!l' ]-“rli-li--"!"-:-“{}s ln-. FLI'I-L:I‘:.-' }EHS 'lI-Illl-lll-l-l-lllllllll-llll- ]ﬂ'-ﬂ
100 Homes 100 Homes 100 Homes | 10..... Highway Patrol (Ziv) ....... creassss s iaan e 10.6
Rank  Show & Disirib. Tuned In|Rank  Show & Distrib. Tuned In| Rank  Show & Distrib, Tened In| 19 -Fo uwé T]m'ff Mgn}{.‘h[fjm T ——— ) ¢ |
1, Hnldii‘l’ﬁ D‘f FDI’[IITIE Eh’lﬂﬁj. .23_1 1. anign I‘l‘.llil'igtle {'fojﬂiﬂ1} - FE_-H, l_ R“mur ﬂf ﬂ:'I'E' Iunglc HPA.:' o +g-H ].3. A -.‘ﬁlI ;.1[1‘1’ ]-l_':ﬂ'll.' ?'I.I{:a.di. B AR -|..| s E AR EDRBANEEBEBES ].I}-E
2, Highway Patrol (Ziv) ...... 229| 2. Dangerous Assignment 2. Superman (Flamingo) ....... 93 }'i """ E{HHIJ'B-I:EEL:J %E"EE‘SL{E;E Journal (MCA) ,.ccvcaisvinn. lgg
3. China Smith (NTA) .......220 (NBO) eovsssasarsnsasseiBT| 3, Soldiers of Fortune (MCA) ...88| 35" " Confidentiul File (GUIA) sesevoronsonsnmommees 97
3. Foreign Intrigue (Official) ..220| 3 1 .L'E'd Three Lives (Ziv) ...85| 4. Highway fatrol (Ziv) ....... 44 17. : . ..Cisco Kid (Ziv) ........ :: ::::: : ::::: :::: ::: : g:;:'._;
5. 1 Led Three Lives (Ziv) ...219| 4 f{lg_hw:]].r ?“tml_ (Ziv) veuunn. B4| 5, China Smith (NTA) .........34| 18,.... Sherlock Holmes (UM&M) ..ovveenssns A 9.2
6. Dangerous Assignment 4. China Smith (NTA) ........84] 6. | Led Three Lives (Ziv) ....33| 19.....Soldiers of Fortune (MCA) veevnsnsnnnannssesss 9.0
INBIEY e s 205| 6. The Falcon (NBC).....%....80| 7. Secret File, U. §. A, 19, .. . Racket Squad (ABC) sveeensssavissnssnasnsnss 20
7. Waterfront (MCA) ..vevs...1968] 7. Waterfront (MCA) .........78 (Offcial) sevrenaneesana.20] 19...,. Lone Yoll (MOA) i iniinisedanasinnnins 9.0
8. The Falcon (NBC).vveveess.194| 8. Orient Express (NTA) ......74| 8. Dangerous Assignment 22, ....5teve Donovan, Western Marshal (NBC) ..cvvevs. 8.9
9. Secret File, U, 8, Al 9. Secret File, U. 5. A. (NBC) .vvervnsssnsses-19] 22 _ _ The Whistler I[CBSL ....... cessessansnansnanse 5.9
(OEECEAY) .« ooinnasannnassi 193 (Official) ..o vniiinnss 72| B. The Falcon (NBC)..eseeeasss 18] B Wild Bill Hickok (Flamingo) ..evevecesess A 8.8
10. Ramar of the Jungle (TPA)..192| 10, Passport to Danger (ABC) ...71|10. Waterfront (MCA) sevavssns.1B - SRR Eddie CRNtor. (V) is-wes sivv suks i wmsniake e _ 88

Note: All material published in The Billboard’s TV Program and Time-Buying Guide is protected by copyright. Reproduction of any portion of this
material for ndverhsmg, promotion or other purposes is possible only upon written consent from The Billboard, 1564 Broadway, New York, and also from
any rating service whasﬂ r&saﬂn:h prnvides the basis for such material.
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T he Billboard Scoreboard

THE INDUSTRY'S MOST COMPLETE RATING INDEX POINTING UP OUTSTANDING TV SHOWS AND SPOT ADJACENCIES IN EVERY

This chant supplics ratings for the top 15 once-weekly shows and for
the top 10 multi-weckly shows im ecach local market stodied, regirdless
of whether 'these programs are- pefwork or local, live or ﬂlm
provides ratings for the top 30 film series aired 1n-cai:|3l in each marker,

in rank order according to ratings.

=

It also

NEW YORK. ik i oorssmnvraciiivnsiness mewa1l STATIONS
THE TOF 12 ONCE-WEEKLY SHOWS (v Isdicaies MNow-Network)

. §64.008 Question, WCBS, T. ......cccuue.... 508
m m. wm- h FEEARmE i mEn "‘l'la
1"1’ wm lll!‘-!!%l--l'-'lln‘a
H H"I. wm n- +-ii-ili-l--lll-4llﬂll

WRCA, The ..ocaancsves: .08
m “m s— YT IiL Il T HJ
m ..:".. “rm Ti l--ilq.lllllllllil“l‘
ﬂ“fl'ﬂll TIHMH- ELERELELERNENER] “l"

THE TOF 19 MULTI-WEEKLY

L. *News and Weather (11 p.m.), WRCA, M.-F, 123
2. *News, Weather & Sports (11 p.m.), WCES,
R O R ey PR Ly
A Mickey Mouse Club, WABC, M.-F. ........ %%
d. CBS News, WCBS, M.-F. .......oouvunrnnn 8.9
5. Arthur Godfrey, WCBS, M.-Th. ..ccaiicss: 56
#. *Looney Tumes, WABD, M.-F. ...connvsrvss 53

FE
53

3

e e
r.'n?

. G E. m’ ﬂ'fﬂ-s-, Su. iliiilllllllrll'llm
%, Jack llﬂ.’* 'H’EI:E. 5‘- ------- i--m‘lin-i--:l-’
11. December ll"h "ﬂlﬂ, M. .lilllllllll!liﬂl’
12. Persom to Persom, WCBS, F. ....co0ese0...278
13. The Great 'H"lllld. “'!Eﬁ. 5. Illi-lll-lll-ill-l-l--“"
1. Pll'l.'l 'E'ﬂ-h wnﬂﬂ. . g, liilii-liilm
I5. Buras and lh‘ 'H'I:IE, M. l-lllllli-lr!-l-u--'--m
1k, H..-.' lH||::.‘-E| F. ---------I-i--l.ilii-lli-lﬂ'4

SHOWS (* Iodicates Noa-Network)

T- EIHI ﬂhﬂ'l'h Hhﬂ-. 'H"Elsg H--‘Fq EEEENLERY]
1'. Mews Caravan, WRCA, M.-F. ..

7. ¥Early Show, Mise.,, WCBS, M.-F. .........
" ﬂtlﬂ'h r“ Tﬂmﬂ‘l’, ‘IE.E H!"'F! -ll-llll--lI

10. Eddie Flﬂ'lf. Wlﬂﬁ; 'H" I"q. ----- l.-ll-lll.a 1#1
10. Guiding Light, YWCRS, M-F. A 1 |

[IE R EREREEEEEER]

EBEE

THE TOF 3 LOCALLY ORIGINATED FILM SERIES

Rank Tide (Disiribwior) Station, Day-Time Rating
1. 1Andy's Gang (Brown), WRCA, 5.9:30 a.m. .12.2

2. tPattd Page (Oldsmobile), WRCA, W., Th.,
F—]i]l..!l] SEEFEE S FEFEEE FEATEEI A S FE SRR E AR E T BN ||.'!.'7
A Superman (Flamingo), WRCA, M.-6:00 ,.....104
4, Annie Dakley (CBS), WCBS, 5.-5:30....... . B3
3. Highway Pairel (Ziv), WRCA, M.-T.00...... 7.9
6. Gene Autry (CBS), WABC, Su-6:00,.,.... R
7. Chy Detective (MCA), WPIX, S50.-9:30....., 7.5
B. Little Rascals (Intersiate), WPIX, M-F.-6:00. 7.3
B. Waterfront (MCA), WABD, T.-7:30........ 7.3
8. Frankie Laine- {Guild), WCBS, S5.-6:15...... 7.3

11. Captain Z-Ro (Atlas), WRCA, Su.-11:30-am.. 7.2
12. Jungle Jim (Screen Gems), WRCA, F.-6:00... 6.9
13, Little Rascals (Interstate), WPIX, Su.-5:30. ... 67
14. Star and the Story (Official), WRCA, 5.-7: 00. 6.4
15, The Goldbergs (Guild), WABD, Th,-7:30, ... 63
16 Gur Lombardo (MCA), WRCA, Th.-7:00.,.. 62

—
—

Raak Tile (Distribntor) Station, Duy-Time lllh

16. Science Fiction Thester (Ziv), WR{ZA.

F-T:00 ,..connues e B e e e B . 8.2
18, Greal Gildersleeve lNBl:‘}, WRCA, T.-7:00., 5.9
18, Abbott and Costello (MCA), WPIX, 5u.-5:00, 5.9
20, Hopaloag Cassidy (NBC), WABC, 5.-5:00... 5.8
21. Stories of the Century (Hollywood), WCBS,

Edsmiblii-Fli-l'lll-F“Fli‘-! L L EEaE R !“
22, Little Rascals (Iniersiaie), WPLX, 5, -E 3. ... 5.2
23, Wild Bill Hickok (Flamingo), WRCA,

wﬂﬁﬂlm EEEFEEERTER RS EAEEESF RS EERRE R R sll
23, Hopalong Cassidy (NBC), WRCA, Th-6:00., §
25. Long John Silver (CBS), WABD, Th.-8:00.... 4.9
26. Fablan of Scoiland Yard (CBS5) WRCA,

AT i b e R ey R | NSy e S 4,
27. Badge 714 (NBC), WEPIX, W30, . ....0000 d
Z7. Buifalo Bill Ir, (CAS), WPIX, 5.-6:00........ 4.7
29, ¥5ky King (MNabisco), WABC, Th.46:00...... 4.6
Ja. Ellery Queen (TPA), WPIX, 50.-9:00....... 4.4

PETAT s:ivuovevonmnsvaeiivemiisinvnmasineasisodt S TATIONS
THE TOP 15 ONCE-WEEKLY SHOWS (* Indicates Non-Network)

1. 364,000 Question, WIBK, T. +.~...i..,.,,il.1
1, Ed Sullivan Show, W.IHH,E-. e | H |
31 Love Luey, WIBK, M. ......ccccenvannes b L |
d. Honeymoooers, WIBK, 8. ... ....ccccuiies.. M4
S+ December n'l"ldl‘l w’““p | e P 9.4
& Godfrey's Talent Scouts, WIBK, M. .......28.9
7. Shower of Stars, WIBK, Th. ..............288
.'IGM“-“ H'"1l “r“llIThl LR IR I I N O H1

THE TOF 10 MULTI-WEEKLY

1. Mickey Mouse Club, WXYZ, M.-F. ........ 169
2. "Avntie Des, WXYZ, M.-F. .. ....000000....012.9
A Art Linkletter, WIBK, M.-F. .......c.00... 11.4
4. Arthur Gﬂ‘dtl'll, WJ.!'I HI"T.* A SRR rl-ll.!‘
5. *News (11 p.m.), WIBK, M.-F. ....cco000.. 103

9. I've Got 8 Seerel, WIBK, W. ... .c0vveerns. 178
0. Disnevland, WXYZ, W. ..civeecascensnsnce 16.8
11. Perry Como, WWJE 8, ......0vee. (——— i )
12. Roberi Monigomery Presenfs, WWJ M. ....26.6

13 Make Room for nm!j 'H'ITE. T. -.-..+..-..|--H-‘
L H“hj “I“Il:r M. .... R T T T L " 150
15. Lzodirey and His Friends, WIBK, W. .......149

SHOWS (* Indicates Nom-Meiwork)

6. *Capiain Flint, Misc., WXYZ, M.-F. ......10.2
.- nm -E’m' “I“ll-r lr‘-l- n- |.|.-.+---|------|-'.I-:
6. Eddie Fisher, WWJ, W., F. ..... AR, | K ]
!l lh Hrmi w}-.ﬁq HrF- R R R E TR R LRTE '--'-l.-l
18, Mewms f-'ll'-l“l_u w“l'lj H-'F- REE T T RN R "l.

THE TOF 3 LOCALLY ORIGINATED FILM SERIES

1. 1 Led Three Lives (Ziv), WIBK, F.-10:30..,.182
2. Ramar of the Jungle (TPA), WXYZ, F.-6:00..17.9%
3. Jungle Jim (Screen Gems), WXYZ, Su.-6:30,.17.7
4. My Liwle Margie (Official), WXNYZ, W.-6:30.17.0
5. Cisco Kid (Ziv), WXYZ. Th-6:30., euwe B2
6. Highway Pairol [Ziv), WIBK, Talu 'Jﬂ ...... 1640
T. Mr. District Attorney (Ziv), WWJI, W-§:30..15.7
B. Waterfront (MCA), WWJ, M.-10:30...... 15.4
B. Secret File, U.5.A. [Official), WXYZ, F.-6:30.15.4
10. Wild Bill Hickok (Flamingo), WXYZ,

T.-6:00 . e 14,7
11. Eupi:rnmn :Fllmmlﬂ}. ‘Ii'l-':-l:‘!n'z+ Thvﬁl‘.lﬂ.....la.'.l'
12. Confidential File (Guild), WWJ, Su.-10:30..13.5
12, Man Behind the Badge :H'l:h} WJ]II

S5-10:30 ..... 135
12, Mayor of the Tm rn.-lmh WWI T-Tllu L35
15, Soldiers of Fortune (MCA), WWJ, 5. T:00....13.4

16, Buffalo Bill Jr. (CBS), WXYZ, W.-6:00...... 132
17. Amos "'n" Andy (CBS), WWI, W.-T:00......12.0
1. Badge 714 (NBC), WWI, Su0-7:00..,....... 11.9
19. 1 Am the Law (MCA), WIBK, F.-7:00...... 1.5

20, Poreign, Intrigoe (Official), WXYZ, T.-10:30,.10.5
21, Dangerous Assignment (NBC), CELW,

F.-10:30 . . s o TOL4
21. Captured {hﬂt}. w:w: T-ﬁ‘.ﬂ] R |
23, Abboit and Cosiello (ML A), {.'Hl'.w. -'.r m“ 2.5
23, Follow That Min (MCA), CELW, F.-5:00,.,., 9.5
23." Hopalong Camssidy (NBC), CKLW, Su.-5:30.. 9.5
23, Judge Roy Bean fscrtcnc'n!t]l. WIBK,

Su.-5:00 o L———— 1.
23, Swudio 5? I:'MEA}., 'H-'WJ T m : | RO VALY I ¢
28, Great Gildersleeve (MBC), WWJI, F.-7:00.... 9.2
1B, Cowboy G-Men (Flamingo), WXYZ, M.-6:00.. 9.2

3. Eddic Cantor (Ziv), WIBK, Th-10:30. .. ...:: 30

_———rnr

BOSTON

-llll"‘!l‘il‘tii!ill'IlIill-il'l!ltlt*ii!tiiirlil!!l!lls STATIGNS

THE TOF 15 ONCE-WEEKLY SHOWS (* Indicaies MNon-Network)

$64.000 Question, WNAC, T. .cvvvvriea. dBd
Locy, WHNALC, M. ......c.. P $6.9
9
7

i

er of Biars, WHNAC, Th. ...onvveenssq 30
've Gol & Secrel, WMNALC, 'H'.... ey ,..,....:H-.
roucho Marx, WBE, Th. .......... )
Bullivan, WHNALC, Sa. .........«
Sitar Playvhonse, WNAC, Th. .......... M7
amd, WHAG F. ...c.cvccvnisanssannssaablS

THE TOP 10 MULTI-WEEKLY

"Carnival, WBZ, M. o F. ...........000... 208
Mickey Mouse Club, WNAC, M. to F. ......15.9
Howdy Doody, WBY, M. 1o F. .........x- 4.9
*News, Weather (7 pm.), WHNAC, T. 1o F...14.8
Dinah Shore, WBE, T. & Th. ...cc0c0000... 01432

n-

e e
zmm g

o 2 1

9. Godirey's Taleni Seounls, WNAC, M. ....... 117
10. Godfrey and His Friends, WNAC, W, ......230.8
11. Fireside Theater, WBE, T. ...... Ok - . 1]
1L Perry Como, WBZE, 8. ....... -k |

1) Millonaire, WNAC, W. ... ...ccceunsnanss-317
13 ﬂ'll'Hli- -l'ﬂ'l-'lhl, “H"E F- ,l-ll.!-l-il.i-----!‘l-r’
15, Martha Raye, WRBZ, T. ........cccocssua:..312

SHOWS (* Indicates Mon-Neiwark)

6. Mews Caravam, WBZ, M., W., & F. ..... 4.0
T- m’ I.H, Wl!, H-. h F- ----- -|-|-|-|-|-!-|-|-|'-'-1-}-|-T
§. *Paiti Page, WNAC, W, F. .......... i v I

¥. *News;, Misc, (11 pom.). WBE, M. do F. ....12.0
18. Bob El'ﬂl'hh “H-'#Cl M. to F. " EE !-lll-lll-.-.-l!-n-"

THE TOPF M LOCALLY ORIGINATED FILM SERIES

1. Mr, District Atiorney (Ziv), WNAC,

g L | L e B e R 24.5
I, Wild Bill Hickok (Flamingo), WHAC,

T-6:30 ..... LT L I pp—— [
3. 1 Led Three Lives {Iiﬂ WH.-*.L‘. M.-T:00, .. 23.5
4, Runge Rider (CBS), WBZ, Su-7:00........23.4
5. Man Behind the Badge (MCA), WNAC,

Su-10A0. e B % g
&, Confidential File {Emtd}. WBZ llr'l 10: 3-|:r Il,'.f
7. Superman (Flamingo), WNAC, F.-6:30..... 20.5
B, Little Rascals {Imnderstate), WHE,

M. to 5600 . S uma e 18.2
9. Buffalo BO1 Jr. :C‘H&}. WHAC

S-11:30 am, ... TN L LT T iy e
10. Badge 714 {NBC}. WNAC wvﬁ ah, . a2
11. tDeath Valley Days an-l:lIll:: Borax),

WHAC, F~10:30 ...... e e TR
12, Stories of the Century mﬁmﬂ].

WHAC, T-6:00 ..... NPT At sl 1 T |
13, Sherlock Holmes {UM&H]. 'WHMZ.

Th Iﬂm " EEw LIE ] Iil‘ll!!l‘l‘ll‘!!‘
14. Cisco Kid {Eh'], ﬁ'l."i.hl.'." E.-‘im A.m.. 48
L5, Studio 57 (MCA), WBZ, T.-10:30.. .........H.l

16, TAndy's Gang (Brown), WHNAC,

E-"Iu;m L I-IIIIll-l-l-l-iir-lqr--q------i-t"'uﬂ'
17. The Falcon (MBC), WHNAC, So.-11:00,,.,...13.9
17 Waterfront (MCA), WMNAC, Su-7:00....... 13.9
19, Your Star Showcase (TPA), WHNAC, 5u.4:00,13.8
20, Dangerous A.-.mgnm:m {‘-IH(‘], WHNAL,

M-11:15 ..... ey, £ by |
20, Madison Squnrr. Gardrn [Wimh;}., WRE,
‘J“"'j adowwd s EsEERRE . 13'1
2. TI"amJ Puge (Ut:hnmh]]ﬂ, Wh.ﬂ.{..
w &.F_Flrls LR EERCE O R 135
23, Amos ‘n" Andy {l:":HB'r WHA-C 5u,-2:30, P I
34, Highway Patrol, WBZ, 5.-4-4:30.. 130

25, Heart of the City (MCA), ‘W'."-I.M'.:, Eu.—l:jﬂ_.]z.p
26, Dangeroos Assignment [(NBC), WHKNACG,
T_FII]'“ SEd -iﬂ-,
17. Sieve Donowan, WHIm "Marshal [HBI::},
wHAC w 13“ LI ) il'l-lrrli--iil--l.-ilq.q.m

28. Mr. and M. Borth (ATFPS), WHAC,
w ll Ij #4804 (I ELEREEERNERNLELENE R}’ bli-iq—i"’

9. Llft With Ft‘l‘l‘lﬂ' Ch5), WBZ, 5u.-2:00....10.9

All filma listed are syndicated onless title is preceded by a dapge:r
1) indicuting nationally spot-booked. Stations are WHF except where
the symbol “u” denotes UUHF, The symbol “&"™ shows that a program
originales in another city, bul has scored a rating of 3.0 or more,

Complete ratings are published over a span of one mooth’s weekly

PULSE LOCAL RATINGS FOR NOVEMBER

LOCAL MARKET

traues, beginning with the ssue of The Billboard dated the thard Sate
urday of each month,

For complete information on audience size, coverage, opposition,
progrums, audicnce composition and other details pot included in this
chart, please consullt The Pulse, Inc.; 15 West 46th Serect, New York City,

- ————————————— -

EIIE\‘FELAND --------l----l'---tlti---ti-l'--vnnn'---u|¢-3 ST&TI-{}NS

THE TOF 15 ONCE-WEEKLY SHOWS (* Indicates Non-Network)

1. $64,000 Question, WXEL, M. ............534

1' m ““p “I- --11---111-111-.---”1‘
';F I h‘t u"’il wxELl H— e IR E r-Hw-T
4, Ed Sulllvan Show, WXEL; 58 .ovrersrssss 352
8. Growcho Marx, WNBK, Th. .....ccc0unee..30.2
i'I“lleL"h wN.E" “'l Illll*llii-1lalll
7. Big Story, WNBK, F, ......... P R, W
b December Bride, WXEL, M, ...cccvunuen.. .4

THE TOF 10 MULTI-WEEKLY

1. Mickey Mouse Club, WEWS, M.-F. ........ 2.0
1, *Lite Rascals, Misc., WEWS, M.-F. ......139

. X "Texas Jim, WEWS, M., W, F. ..ouus. R - I |
4. *Ramar of the Jungle, WNBK, M.-F. .. ...... 1L8
5. Sirike It Rich, WXEL, M.-F. ........0000.. 11.4
&. Arthor Godfrey, WXEL, M.-Th. ...... #ineaslld

THE TOF M LOCALLY ORIGINATED FILM SERIES

Rank Tile (Distributor) Station, Day-Time Mating

Passport to Danger (ABC), WXEL, T.-10:30, .20.4
Waterfront (MCA), WNBE, W.-T:,....... 18.5
Range Rider (CHES) WEWS, So.-T:00....... 17.4
Wild Bill Hickok (Flamingo), WEWS, T.-6:00, 16.%
Cisco Kid (Ziv), WXEL, Th-T:00...........165
Amos "n' Andy (CRS), WNBE, F.-7:00. ... . 162
Annie Oakley (CBS), WXEL, 5.-6:30.......15.7
Badge 714 (NBC), WXEL, F..T:00..........145%
Litite Rascals (Interstate), WEWS, M.-F.-4:30.13.9
Hopalong Cassidy (MNBC), WXEL, 5-6:00,...13.5
. Follow That Man (MCA), WEWS, F.-10:10,,.13.0
Ramar of the Jungle (TPA), WNBK, 5.-6:00. . 12.4
Ramar of the Jungle (TPA), WHNAK,
M-F-6:00 .......-... e |
. Bupermiin {Flummm! WEWS Th -6 BII ...... 11
. Soldiers of Foriune (MCAY), WHNBK, Th-T:00.11.
Telesports Digest (MCA), WXEL, T.-7:00....1
u Unznmmun \-'alur f‘:}:n 'Iulu.-mlm}, wNHH
M_-10:30 . . R . eeas11.0

e

s

i

9. Foar Star Playbhouse, WXEL, Th. .......... 7.7
18, Shower of Stare, WXEL, Th. ......0c000...27.3
11. Homeymooners, WXEL., B, .......0oneeennens 7.4
1l Dvagnel, WHNBK, Th. ..... e Vi 7 & |
11 Hit Parade, WNBK, 8. ......... e 7.0
4. Geeat Walte, WINBHE, 5. .......ccveueee.. 187
15. Burns and Allen, WXEL, M. ......c.0... .-

SHOWS -(* Indicates Mon-Network)

7. *Reporter, Spords (11 pom.), WXEL, M.-F. , .10.8

8. *News, Weather, !pnru {11 p.m.), WNBK,

M.-F. ....... P | N |

% *Hillics :l' 'Iht Ht'll liﬂﬂ p.- ]I. ‘H’E'H"E

M-F. ....... eree. 183
10. “Weaiher, llepnnzr {ﬁ:-l! p - ]|. 'H-'E'H’E
Wl T bt e s T 10,8
- Hank Title (Distributor) Station, Day-Time Raling
I8, Buffalo Hill Jr. (CBS). WXEL, 5.-5:30......10,9
19, Studio 57 (MCA), WXEL, Th.-10:30........ 105
19, Liberace (Guildy, WEWS, W.9:00.._,_.....10.%
21, Grest Gildersleeve (MBC), WXEL, T.-7:04), .. 0002
22. Liberace (Guild), WXEL, Su.-7:00,..........10.0
23, Little Rascals I:Im-:ram:]. W'Ew.i,
S5-10:15 3.0, .vcuuns « 3.7

24. Ethel Barrymore Thl:itnr {]ﬂ.t:ﬁlalc}, WHNREK,

= e T s T e e 2.4
25. Paris Precinct (UM&M), WXEL, M.-T:00.. 9.2
26, Imspector Muark Saber (Koch), WXEL,

Su.-11:00 . ot el . 9.0
26. Greabest F'L.u:hl.'s H I.I:H: E:ntur_'r {Erlft!-m.m

Films), WHMNBEK, W.-11:15 ey 8.0
28, I Led Thres ]_.h'l:u [Ziv}, W‘EWS. B.-10: Jl] 3.1
29. TFauti Page (Oldsmobile), WXEL, W.,

F-63 .... .. RO
0. Bowling Tim: l'SlﬂlIng, WE.WS M I:I l.'H] . 1.6

CINCINNATI .........

THE TOP 15 ONCE-WEEKLY SHOWS (* [Indicates MNon-MNetwork)

1. $64,000 Question, WKRC, T, ..............48.7
2 I Love Lecy, WERC, M. ......ccvieese-. 307
3. Growcho Marz, WLW-T, Th. .. ...cauneas, 6.0
d, Ed Sullivan, WERC, 50 ......cccoveners. .51

5. Dragnet, WLW-T, Th. .
10. Lux Video Thealer, 'H-L“-'.I' Ti.

UL UPRBVUPRIRIRRURNTOMIROUON - - 8 i, 5 1L 4 3

.. 282

P Y N
1l. Loretta Young, WLW-T, Su. .....ccoieeennn

174

L Dhncyland, WOPD, W. ......cocvvvee.... 33 1L December Bride, WHRC, M. .............. 170
6. Hoseymooners, WKRC, 5. .. P 12. Your Hit Porade, WLW-T, 8§, ..............278
7. Godfrey’s Talenl Scouls, 'H':h'.ll{" "H ..... 9.5 14, Ford Theater, WLW-T, Th. ...............16.5
B. Roberi Montgomery Presents, WILW-T, M. ..19.1 I5. Perry Como, WLW-T, 8 .....ccvvivinnan 6.3
THE TOF 10 MULTI-WEEKLY SHOWS (* Indicates Noo-MNetwork)
1. Mickey Moase Club, WCPD, M. ta F. .. .... i6.2 i. Dinah Shore, WLW-T, T. & Th. . .« 10.8
1. 5050 Club, Misc., WLW-T, M. to F. ......14.6 7. *Mews, Weailker (11 p.m.), WKRC, M 'lnF.,_ll.
3. *Three Ciiy Fimal {11 :p_-..], WL “-T : "Promlse Playhouse, WEKRC, M., T. & Th.. . 18.7
M. to F. ... P % 1 il Mews Coravan, WLW-T, M. to L AR | E |
4, "Ligile llznunh. “Iillﬂ H-' lu F. ......... 11.8 . CBS News, Edwards {i.ls |;|-.',l, WERE,
5 *Dur Gang, WCPD, M. 1o F. ......000...10.9 T W sy i s USRI e, X,
THE TOFM M LOCALLLY ORIGINATED FILM SERIES
1. Highway Patrol (Ziv), WLW-T, Th.-g:30,,,.23.2 17, tPatti Page (Oidsmobile), WCPO, M.-T:00... 2.5
2, Stories of the Ceniury {Ilullwuuﬂ}, WERC, 17, Lone Woll (MCA) WEKRC, W.-7:00........ 9.5
T-1:30 ..... 22.4 | 19. Celebrity Playhouse (Screen Gems),
3. 1 Led Three ]_hl:!- tE:v‘.I. WLWT F-!i I!L'I- i ) WCPD, T-10:30 ..... can B4
3. Mr. District Atiormey (Ziv), WLW-T, 20, Confidential File {Gulld} WCP{) S -T; Jl.i,.. 7.9
b O [ 1 et s 21.2 | 20, Lintle Rascals (Intersiate), WKRC,
5. Racket Squad {ﬁﬁf’l WEKRC, W_-%:00,,...20.2 S-10:00 am. ... ae 1.9
6. Cisco Kid (Ziv), WCPD, Su-f0d .,,. L19.2 12, Superman {:F‘-Inm-inan]. WLWaT M .t w.=
7. Amos "n" Andy (CBS), WCPO, T,—*?;.!D,..,--I-I-.T 600 R P - |
8. BHadge Tid (MBC), WLW-T, T-1k30........ 12.B 23. ’r.n'md:.ri (.rlmr. -I:llll'n-l-.rr:‘.l1 WLW—T
8. Annic Dakley (CB%), WLW.T, T.-&00,....,.119 S-10:30 am. ..., . 6.5
10. Little Rascalz (Interstate), WERC, 24, Soldiers of Furl.‘.mn {HCA] WEFE E-ﬁ{]ﬂ « 5.2
M. to F-6:00 ... e 11E 15. Bulfalo Bill Jr. (CBS), WLW-T, 511:30 a.m.. 6.0
11. Man Bchind the Bndat I:HCAL Wﬂ'l‘ﬂ 26, Playhouse 15 (MCA), WLW-T, Th-6:15 .... 57
Th=T:I0 &iesnissnnbbsnnnts SEREEh: | IFr 27, Ramar of the Jungle (TPA), WLW.-T,
12, Parig Precinct (UM&M), 'Wl:l'ﬂ F J:ﬂ ZH:I 0.9 5-9:00 a.m. .... « 55
13. tDecath Yalley Davs (Pacific Borax), 2H. Texas Rasslin tsuﬂinn, wr.:Pu T, mm . 8.7
w“c. E‘-"E:m ill-|lllI'lll'l'il'l'l1+lill'llrlilul-1 H-I Thl" I'i.lht E'-D-r, {Mnnﬂn}. wcpu‘-
i4. Hopalong Cassidy {(NBC), WEKRC, 5.-5:15...10.3 M to F-12:3 ..... et Oy |
15, Studio 57 (MCA), WCPO, Th.-10:30........10.2 30. Hana Christian A.:dmm ﬂl!.tl.'.l’!tl.l.ﬂ-].
16. Mayor of the Town (MCA), WKRE, T.-7:30. 9.9 WERL, B-9:3 ...covcuvcrninnansians - 2.0
=
mﬂchﬂﬂ & @ @ @ ® B 0 8 § 5 85 8 0 4 & B @ 8 8 0D W BB @ B E BB R @RS S E SR wE - " =8 = 4STﬁTIDNS
THE TOF 15 ONCE-WEEKLY SHOWS (* Indicates Nos-Network)
I.' I I,,ﬂ'l'l I.:". “'“M. H. -....-....-.......-!'-.’ l"l “'llf'l M’ l-l-"T ““. !'.-! -r-llili-ll'll--rh-:
iﬁ.ﬂl u-ﬂf“hr:ﬂlghl- T. g: 108, Shower of Stars, WBEM, Th, ..... S s ..198
Sullivan R AT
4 Thecember 'I-Hil:, WEBEM. M. .. 3.2 11. Bindio One, WBBM, M. ......oescevenes-288
5. Godirey’s Talent Scouts, w.nu., '_“+ ..1..”31.! 1i. 've Got & Secret, WBBM, W. ............ 207
6. Honeymooners, WEBEBM, 5. . ....... e ] 13 Lime-Up, WEBBM, F. ......coivcasssonnnnssBTod
T Gm:ﬁu Mll‘h me. Thl -||l'|lll--1i-lll-|3l-= I‘l -l“-'k :'_-."| w!‘-ﬂ"'. Sﬂ... -.r------iq--.--.“n’
. This Is Your Life, WINB{Q, W. ...ccvcveues 9.7 15. Persom to Person, WHBBM, F. ... cvcoecene,dibd
THE TOPF 1¢ MULTI-WEEKLY SHOWS (* Indicaies Non-MNetwork)
1. Mickey Mouse Club, WBKEB, M. o F. ......14.58 6. *News Round-Up (10 p.m.}, WERHEM,
Linkl BEM, M. to F. ..........13 il e T vesesrnes. 108
S 0L, SRRy WM e A K '3,' 7. Howdy Doody, WNBQ, M. to F. .........10
31 F'H'l:lli-ﬂ. {:ﬂl‘llll‘.'l“l ll.’ Fiﬂ'lr]j “Hm. T .‘Hm-‘\] lﬂ]m {E “ Fl‘-] wnl“
Hlt‘F IR ] ’I-T “'mFl . ’ e 1'1
4, Arbhur Godfrey, HHBH M lu "l'i. . ILS 9. Mews, Sporis lll:I- :I.! nu}, WI!BM: H,, Iu F 10,0
5. Big Payoff, WBBM, M. o F. .......c00.00 11.3 9. Plnky Lee, WINBOQ, M. to F. ......... L1008
THE TOF W LOCALLLY ORIGINATED FILM SERIES
Racket Squad (ABC), WOGMN, T.-8.30 18,3 16. 1 Led Three Lives (&iv), WGMN, T.-9:M,,,...11.9
. Cisco Kid {(£iv), WBKB, Su.-5:0..... R | 17. Whistler, The (CHB5), WGN, F-9:00.,..,....1000

. Hans Christian Andersen {Intnrst:tn},
WBKB, 3.0 .....

. Badge 714 (NBC), WGN, T.-8:00.

. Mayor of the Town (MCA), WHBQ.
S'Iﬂm FEEE R ] 1'5‘2

panmans 119
imEAdE Il]ﬁ-g

i

2

3

4

5

6, tAndy's Gang l.'BI'l.:I\'r n}, ‘HBKB Eu -1 3-11 155
6. Superman (Flamingo), WEBKB. 5.-5:00.... 15.5
8. Eddie Cantor [Ziv), WNBQ, M.-9:30....,..154
9. Wild Bill Hickek (Flamingo), WBEB,

3“.-1:30 R N e I A BEEE R e B ]"15
9. Buffalo Bill Jr. (CBS), WBKB, 5-4:30....14.5
1. Long Joha Silver (CEBS5), WEBEB, Su-2:00...14.0
2. City Detective (MCA), WGHN, F.5:3..,.....13.5
A Cisco Kld (Zivl, WBER, 5400, ...c006:...132
§d, Life of Riley (NBC), WNBQ, 5-6:00.,,,.,..12.5
1% Bcience-Ficton Theater (fiv), WHNBQ,

l'l.‘lu':“ —-HI-IIIH!-l'-ll'-F-lll‘----lI‘lllﬂ“

wwWw americanradiohistorv com

. Amos "'m" Andy (CBS), WBKB, F.-8:30,..

17. Studio 57 (MCA), WBEKB, T.=10:0.........
19, Falcon, The (MBC) WHKBO, W.-10:30, .....
20, Hopalong Cassidy (MBC), WBKHR, 5.-5:30...
0. Soldiers of Fortune (MCA), WBKB, 5u.-5:10, 8.9
lﬂ. Range Rider (CBS), WBBM, Su.-12:00 noon..
ess 0.7

10.0
- 8.0
B9

L

13 Little Rascals (Interstafe) WBKB,

M. to F-4:00 , PR LE AR EA AR 8.7
25. Waterfromi {MCA}, WGN Th-ﬂ:ﬂﬂ SRp S | L. |
26. Ellery Queen (TPA), WHBEKB, W.-10:00...... |
26. tDeath Valley Days (Paciflic Borax),

WHEB, M-10:00 ......c0o000nenncrsnanans 24
18, Douglas Fairbanks Jr. Presents (ABC),

w“ﬂi n-!']nm FEFEFR R R R R R AR A aRE # TI‘
29. Town and Counltry Time (RCA), WGN,

“‘gm aEEi RS dEs e Farm e i ammddE R m N E 11 11
30, Range Rider (CBS), WEBM, M. o F.4:30.. 7.3

(Centinued on poge 14)
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THE BILLBOARD

DECEMBER 17, 1955

" TV Commercials

in Production

A Guide to TV Spot & Program Plans

Of Competing Sponsors by Industries .

This weekly chart lists commercials praduced

during the last T

preceding month, with all industries covered over the coutse of a month's,
issues. The following symbols designate the types of commercials listed:

LA—Live Action;
MA—Mot available,

FA—Full Amnimation;
Special Effects; J—Jingles; M—Music; S5—35lides:

SA—Semi-Animation; S5E—
ID—S1ation  break;

(Continued from last week)

“Spomser, Product & Agency (Show, N amy) MNe, (Secomds)

Trpe
{Cobari

BAKERIES, BAKE GOODS (Cookles, Crackers, Preizels, eic.)

iGeneral Baking Co., Bread,
Al Paul Lefion..
Mational Biscuit Co., Triscuita,
McCann-Erickson, . .

BEER AND WINE
Genesoe Brewing Co., Beer and Ale,
Rogers & Pooter. ..
Maders Wine Co., Wine, Joscph Eatr...
Wicdemann Brewing Co., Beer,
Tetham-Laird, Film Associates...
Kroger Company, Kroger's Foods,
Raiph Jomes. ..

BUILIMNG AND PAINT SUFFLIES
rﬂ'ﬂ“l H-l“tr m EEEF EEENEENEL L]
Jones & Brown, Inc., Grain-Tex

Insulating Sidimg. Dubin & Feldman...

CANNED GOODS

Beschaut, Baby Foods, Keayon &
Eckhardt (Dv. Spock)...

{OFFEE, TEA, COCDA
Mestle Co., Mestle's [nstant Colfes,
MeCann-Erickson, . .

J. A. Folger Co., Instant Coffee,
Cunningham & Walsh, ..

La Touraine, Colfee,
Ingalls-Minlier Co....
General Foods, Maxwell House
Coffes, Benion & Bowles,..

Borden Co., Instant Coffee, Doherty-
Clifford-Shenfield-Steers
(Way of the World). ..

CONFECTIONS (Sirups, lce Cream, elec.)

Beechnut, Gum, Kenyon & Eckhardi...
Beechnut, Gum, Kenyon & Eckhardt...

Costas, lce Cream,
McCann-Erickson. . .

DAIRY AND MARGARINE

Borden Co., Milk. Ice Cream, Cheese,
Mayonnaise, Young & Rubicam
MWway of the World)...

(Continued

o ¢ | [P

lllll

20800 .....0.u. LA, FA, 8A....Mel Gald
I fmj BEFERFERS SA e AnErn e viﬂ“ﬂ
(e ........ SA ...... Film Associates
— EFEEEEE SRR La & lim Mnm
"m}lllil‘l‘ll-u lllllllllll :.H L‘H
A (52 ..cecu. LA, PA .. ...cieinnnes
e::2s.Woarrea R. Smith
301200 10 (80 LA .. .....cconcinnenas
.DuMont Electronicam
(200 coveeess LAD) ..viivnnennes .
;Du’Mont Sectronica
2 {8y 2 (M) .. LA, SA _, .Lalley & Love
1 (200, 1 (... LA .......Lalley & Love
ECH .oucvnnn L&, 54 ., . Lalley & Love
i+ ) EEC [ JLalley & Love
Jw0y ......... LA, SA .........Flilmack
2 (80}, 3 (10},
TIHY ivives Ll BA Gicoaiiviiomas
wis..Hankinson Stadio
20600 ..., MA L Sound Masters
1 020y . 1 N Peter Elgar
1 (20 . M o, SR Acodemy
| 1) «« FA ... Bill Sturm Studios
| | P R Sound Masters
next week)

TCF-TV Preps
New Anthology

HOLLYVOOD, Dec. 10. — A
new half-hour anthology series is
scheduled to be plm:etf‘ in produc-
tion by TCF-TV in January. The

rogram, for which Executive Pro-

ucer Mike Kraike has been stock-
piling scripts for the past nine
months, will be the third series to
be produced by the 20th Century-
Fox television subsidiary.

TCF-TV is keeping mum about
Fousil:]e sponsorship, but the like-
ihood is that New York negotia-
tions are near fruition. Irving
Asher, the company’s general man-
ager, referred to such talks last
week, and said that production
would go ahead s soon as things
seemed to be firming up,

Sun. Movie Starts
WNHC Colorcasts

NEW HAVEN, Conn., Dee. 10,
~WNHC-TV here will do the first
colorcast of a feature film on Janu-

COOPER WANTS
300G LAY-OFF

NEW YORK, Dec. 10. —
Jackie Cooper may soon have
the dubious distinction of be-
ing one of the best paid non-
warking entertainers.

Borden's reportedly  wants
to cancel its “People’s Choice”
stanza, on which it has a 26-
week contract which doesn’t
run out until spring. Cooper,
who stars in the series, is
holding out for Full pavment
of his salary, reportedly
around $300,000.

750G to Plug
MCA Series

NEW YORK, Dec. 10.-MCA-
TV will spend an estimated $750,-
(000 next year on the advertising
and promotion of its syndicated
film series. The film distributor
believes that this will be the larg-
est single allocation in the indus-
try.

Plans are also under way to ex-

THIS WEEK"S
FILM BUYS

CBS-TV FILM SALES

AMOS "N' ANDY
KID, Iduho Falls, Idaho; ESWMN, Joplin,
Mo,: WREC, Memphis: Adv. TBA
LIFE WITH FATHER
KANG, Waco, Tex.: NMorth Waco Supply
and Klines
LONG JOHN BILYER
KRLD, Dallas; WERG, Mohkile, Ala:
KTTS, Springlicld, Mo.: Adv. TBA

NBC FILM DIVISION

THE GREAT GILDERSLEEVE
WOAL San Antonio: Metzger Dairy
BAD:E Tid-R
WFBC, Greenville, 8. C.: The Coasumer
Products Co,
BADEGE Tii-C
WXEL, Cleveland: Mational Hohemlas

Beer
STEYE DONOVAN
WITN, Washington, N. C.: The Consomer
Products Co,

HI3 HONOR, HOMER RELL

ETXL, San Angelo, Tex.: Adr. TBA
INNER SANMCTUM

Atlanta: Sam McDanlels & Soas
DANGERDUS ASSICNMENT

WEBN, Youagitown, O.: Adv, TRA
CAFTURED

WCSC, Charlestoa, 8 C.: Adv. TRA
HOPALONG CASSIDY—HOUR

KF5D, San Dvego, Calif.: Adv, TBA
HOPALONG CASSIDY-—-HALF HOUR-B

ETXL, S5am Angeclo, Tex.: First Federal

& Loan Assa.

OFFICIAL FILMS

FOREIGN INTREIGUE
WPIX, New York: Adv. TBA

SCREEN GEMS, INC.

YOUR ALL STAR THEATER
WIAC, Johnsiown, Pa.: DeRova Jewelers:
I:l:‘:;&,cg.nn Girardeau, Mo.: Krey Pack-

CELEBRITY FLAYHOUSE
KFXJ, Grand Junction, Cola.: Adv, TBA
WCSC, Charleston, 5. C.; WIS, Colum-
'Eu. 8. C.: South Carolina Electric &
as
JUMNGLE JIM
w;:ldi_. Johnson City, Tenn.: Dr. Eouf
a
WIBF, Augusta,*Ga.: Coca-Cola Botiling
WMAS, Macon, Ga.: Borden's Dairy
TALES OF THE TEXAS RANGERS
EBES, Medford, Ore.: Adv. TBA
Mobile, Ala.: Dairy Fresh Cor
TOPF PLAYS OF 's% .
ESL, Salt Lake Citly: Adv. TRA
WHYM, Springfield, Mass.: Service *
Grocers Corp.

STERLING TELEVISION
COMPAHY

BOWLING TIME _
KGEQ, Enid, Okla:; EKGGM, Albu-
quergque, N. M.; KTVE, Deaver: Adv.
THA
MOVYIE MUSELM
KEVAL, Eugene, Ore.: Adv. TRA
CHRISTMAS FILMS
KGNC, Amarillo, Tex.; WPRO, Provi-
dence, WDBO, Orando, Fla.; WFBG,
Altooma, Pay WSLS, Roanoke, WVa.:
Adv., THA
CARTOONS
WHP, Harrishurg, Pa.; WDBO, Orlendo,
Flu.; WENB, New BRritain, Conn.;
EYTV, Springfield, Mo.: Adv, TBA

ZIV TELEVISION PROGRAMS

HIGHWAY PATROL
WAMAR, Balimore: Restonle Mattresses
and Meders Bonded Wine Liguor

PIRATE

Goodman
Promotes
‘Long John'

NEW YORK, Dec. 10.—Good-
man Noodles, which sponsors
“Long John Silver” on WABD
here, has had its own pirate on a
personal appearance tour of the
city's sclnmﬁ. The promotion is
proving such a suveccess, that the
pirate, Patch — a character out of
the show—is now booked solid thru
next May., He has visited 171
schools so Far, where he talks to
assemblies of up to 2,000 students,

Films to Watch

“HIGHWAY PATROL"-Ziv-TV
In its Ffirst appearance on The Pulse charts, the new
Broderick Crawford show chalked up an amazing record.
Its weighted average rating of 10.8 made it the 10th rank-

ing non-network show

in the nation, fourth among the

ndicated adventure series. In Cincinnati it obtained a
slotting right after the powerful "You Bet Your Life,” where
it walked off with a 23.2 rating, making it the top syndi-
cated show in the market. It was just a hair lower than
the competing “Shower of Stars,” which drew an average
‘Telepulse of 24.7 in that half hour. In the tough New

York market, “Highway's"
fifth best rating for a non-network show, 7.9,

WRCA-TV booking was th
Detroit

its 16.0 made it the sixth syndicated show in that market.
“PASSPORT TO DANGER"-ABC Film Syndication

Mennen just bought this show for 30 markets, including

most of the big ones, In those markets in which the Cesar

Romero series has already

v ﬁugﬂﬁdsm"hnam syndicated show
; issue,

%“m markets in which it .

and
aningham.lnt]mﬂcmhﬁrm‘;nmpuhlinhadm i
issues “Passport”™ also ran high: first in Fort Worth, lmu‘l:h'e-

charts,
in  the

sold in the past year, it

land

Philadelphia, sixth in Milwaukee and Indianapolis. Note
in the over-all weighted average ratings, it was fifth place

among all syndicated shows, second among
"CAPTAIN Z-RO"—Atlas Television

This kiddie show has

Sunday morning slottin
months. In the Novem Te

the adventures.

been doing a beautiful job in =
in New York the past several
it was the 1lth

lace syndicated show with a 7.2, and it draws with

iggest audience in the
share.

period with more than 50 per cent

WJAR More
Than Doubles
Movie Ratings

PROVIDENCE, Dec 10.
—~WJAR-TY, here, more than
doubled its rating on its late night
movies after buving a couple of
the top packages, changing the
nume gnd putting a lot of promo-
tion behind it. Its old “Channel
10 Theater” pulled an avernge
American Research Bureau of 6.5
last August, running 11:15 p.m. to
sign. off, Wednesday thru Satur-
day. In the Ffirst week in Septem-
ber it sturted the “Million Dollar
Theater” and its [irst September
rating was 15.5. In October, its
average was up to 158.6 ARB. Now

it has added Tuesday to its late
movie schedule,

WJAR bought both packages of
Associated Artists Productions, all
47 pictures of General Teleradio
and the "Fabulous 407 package of
National Telefilm Associates,

Organize NAF
Com'cial Film

HOLLYWOOD, Dec. 10.—New
TV commercial production com-
pany, North American Film Cor-

ration, was formed this week by
“ddie Yuhl and Rchert W. Larsen

with 200,000 capitalization. Yuhl
and Larsen were both formerly en-
gaged with commercial pro-
duction at Mercury-International.

Financing for the wventure is
being provided by Mavlin Enter-
prices, Inc., a Los Angeles invest-
ment firm. The company has tuken

TV Soaps Mouth
® Continued from page 9

out. Now that the series is in syn-
dication, however, several local

Syndicated sponsors can be di-
vided into five pri mteil:'ies:
Automotives an nm. nks,
bakeries, and soft drinks. Produc-
ers, therefore, have come to be
very careful about utilizing any
identifiabl= product in these classi-
fications, and program - content
which would be objectionable to
such an advertiser is taboo,

o0 i e T pRt fob
television has the poorest jo
of policing itself. Altho most TV
stations subscribe to the NARTB
code, many do not adhere to it
when it comes to the question of
making a buck. It's common prae-
tice to overload programs with
spots, and to slot the required num-
ber of public service shows at 2
o'clock in the morning,

What is evident is that television
actually operates under two un-
writlen EﬂgE'S, the advertiser’s and
the outlet’s, which provide a
unigque double check. Altho there
is now discussion about adding a
thi'lrd, ﬁ:r pmdlicﬁun code, ﬂ&is ean
only be supplementary and may
be superfluous. Altho there is lee-
way for give-and-take, the producer
must ultimately conform to the
man who foots the bill.

Pat and Bob

® Continued from page 5

Weaver's new contract are not
known in all their details, but it's

understood that a couple of master
sialesmen had an interesting tussle

when Pat and the General had at
each other. That the final result

was satisfactory to  all, however,

' was obvious from the happy smiles

on the faces of attendees as they
headed for home.

ary 1 when it starts a new Sunday He shows an episode of the TV |over Sunset Stage Studio for its -
age from Associated Aritists Pro- | services, Among the syndicator’s|tory of piracy, and hands out| Work will begin Monday when | ™e key lo successhul TV adverising
ductions. 1855 shows are "Dr. Hudson’s Se- | premiums such as maps and coins. |a series of spots for MceCann-Erick-'| THE BILLREOARD—
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THE BILLBOARD

SPOTLIGHT ON TELEVISION- COMMERCIALS

A7

EDITORIAL

The Mighty Message

The Billboard takes pleasure in spotlighting in this issue
a segment of the television industry which is too often taken for
granted: the producers of TV commercials,

It is perhaps so obvious as to be a truism, but repetition
cannot obscure the fact that without commercials there would

be no television as we know it.

The greatest sales medium of

all time would be no sales medium at all without the message

that sells the goods.

We believe that the editorial material in this issue consti-

tutes a most valuable
tiser on television.

We have soug

iide to the Fre::eut and potential adver-
1

t to present, in what is to

our knowledge the first such comprehensive treatment, basic
information which no informed television advertiser can be

without,
In ﬁuhlishing this special
our weekly issues thruout the

issue, as in lhe publication in
yvear of news and production

charts dealing with TV commercials, The Billboard bows low
to the men and companies who specialize in this most significant

endeavor.

On behalf of the rest of the television industry, gentlemen,

we thank you for a job well done.

We know that the continued

future growth of the medium is assured with so many compe-
tent companies now engaged in the production of messages

designed to educate the

ublic and thus to accomplish the spon-

sor's major mission: to sell more and better merchandise to more

and more satisfied customers.

Film Commercials:
From Tiny Infant

To Robust

Youth

Budgets May Hit $30,000,000
For Sponsors’ Film Ads in 1955

® Continued from page 1

more for their commercials, (See
story on commercial costs this
issue.) Not only have labor costs
risen, but advertisers are now com-
ing to realize the value of authen-
ticity of de.zil, which can be ex-
pensive, and more ettention is be-
ing paid to settings. There is also
Hn:ﬂure reshooting to get better re-
ts.

As the volume of commercials
has increased, wgencies have grown
tc play a more important t in
their production. In the early days
of the business, most agencies dele-
gated executives with radic back-
ﬁ'uunds to work with producers.

ow, having more experience, they
heve established film Jepartments
to service their clients. And as
heads of these departments they

Sponsors Turn
To Pre-Testing
To Insure §$

NEW YORK, Dec. 10. — Maore and
more advertisers are tuming to the
pretesting of commercials as a way
of insuring that they get the most
out of their TV advertising dollar,
Don McCollum, vice-president of
Schwerin  Research Corporation,
told a National Television Film
Council session here.

McCollum attributed the in-
crease of ]prttesting to the rising
costs of television, Advertisers to-
day, be indicated, feel that the in-
creasing costs of TV make it more
important than ever that their com-
mercials do the best job of selling
that’s possible. Pretesting “rough’

filmed commercials help advertisers

decide which commercials will do
the best job for them.

McCollum scored film commer-
cial producers for their hesitancy
on shooting “rough” ecommercials
for pretesting purposes, “Rather

than reducing the number of com-

mercials to be made, it (pretesting) |

should increase the number, Mc- |
Collum said. |

Pretesting gives aﬁen{:ies an op-
portunity to try out “radical” ideas
that ordinarily would be rejected
right from the start because they
were too risky. These “radical”
ideas, McCollum said, often tum
out to be highly effective and are

adopted for polished production.

have hired men with impressive
film experienc..

One agency, |. Walter Thom
son, is unigue in that it :mtualﬂ_f
shoots many commercials for its
clients, tho it also uses outside
producers for specialized processes
such as animation.

(Continued on page 20)
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Spotlight on
Television Commercials

A Special Section on the
Latest Commercial Trends and Techniques
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By JACK SINGER

NEW YORK, Dec. 10, — Like
most everything else in today's
economy, the cost of producing
TV film commercials Ens risen
steadily over the past few vears.
It's been estimated that it costs
today approximately 15 to 20 per
cent more to shoot a one-minute
commercial than it did to shoot
that same commercial two years
ago,

This cost increase refers only to
the technical labor involved. Ad-
ditionally, talent costs have gone
up considerably, in relation not
only to the number of live perform-
ers used but also in relation to the
number of times and markets in
which the commercials are aired.

Far from discouraging advertis-

ers, however, the higher costs of

producing and using TV film com-
mercials have been absorbed by
advertisers, if not without com-
plaint, at least without any cut-
backs in the number of commer-
cials they are producing. The ad-
vantazes of filmed commercials
over live, in fact, have proved
themselves so well under fire that
the TV [ilm commercial produe-
tion business is booming along at
a more rapid clip than ever before.
Cost Factors

Despite the general price in-
crease, the costs of a TV lilm com-
mercial can still be held to a mini-
mum depending on a number of
factors. One of the most impor-
tant factors in determining cost is
the tvpe of motion picture tech-
nigue used. There are four types
of film technique=live action, stop

ADYERTISERS'

- A Representative Listing of
Outstanding Television Commercial Services

{Listed Alphabetically by Type of Serviee)

INDEX

PRODUCERS

Animation, Ine.
Bandelier Films

lllllllllll

-----------

Jack Denave Productions . ...
Elliot, Unger & Elliot, Ine. ..
Film Arts Productions, Inc. ..
Filmways, InC. ......ccceees
Five Star Productions .......
Kling Studios, Ine. ..........
Lalley and Love, Ine. .......
Mercury-International Pictures
John Ot Pictures, Inc. ......

George Blake Enterprises, Ine. .

LPngu Page
.......... 35 Ray Patin Productions ................. 2B
PP . | Roland Reed-Gross Krasne TV Commercials 29
T TPETUPOE. L, Beela Films, Inc. ....ocicvivccacscana O
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Creaenevae 9 Mark Stevens Productions . ....oveesees. . 27
.......... 32 Storvboard, Ine, .. ....ovveenserssarans 22
PR -. | Bill Sturm Studios, Inc. ...cvvvennensas 34
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Modern Talking Picture Service, Ine, ,... 34

Page
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Peerless Film Processing Corp. vvvvvvases 36
Precision Film Laboratories
Rapid Film Technique, Inc. ...

Page
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Movielab Film Laboratories, Ine. ,..... 33 Teleprompter Corp. ........ 30-33-34-36-37
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Types Vary Film Ads’ Cost;
Effectiveness Prime Factor

motion, limited animation and [ull
animation. Live action is the least
costly, whereas full animation is
the most expensive. The other im-
portant cost factor is the elabo-
rateness of the production, includ-
ing the number and complexily of
optical effects desired. Most com-
mercials, of course, use two and
often mor= of these technigques in
their production. (See accompany-
ing box for relative costs.)

A live action commercial can
consist of little more than one per-
former delivering his spiel while
sitlicg, at a desk with a minimum
of props, or it can consist of a
whole family dramatizing a com-
mercial in a luxuriously furnished
home. The latter, of course, would
be more expensive. Also, generally
speaking, live action commercials
shot on location are more expen-
give than those shot wholly in a

studio,
Several in Day

It is now an established practice,
because of the cost-saving in-
volved, to shoot a number of live
action commercials at a Hme, uli-
lizing the same sets for all of them.
Usually at least two or three live
action commercials can be shot in
a day. Inasmuch as studio space
is usually rented on a per day
basis and the cost of constructing
a set is the same whether it is
used for one or more commercials,
advertisers find they can :hoot
three or so commercials at almost
the same cost of shooting one.

The cost of producing animation
footage can also vary markedly.
The important factor that deter-.
mines cost in animation is the
amovrnt of art work that has to go
mto each drawing. Simple draw-.
ings with simple background are
much less sive than drawings
that have more details in them.
Simil:rly, if drawings can be used
over and over, the costs go con-
siderably down.

Limited Animation

The least nsive type of ani-

mation, termed limited animation,
{Continued on page 20)

CAMERA AUTO
TO FILMWAYS

NEW YORK, Dec. 10—
Filmways, Inc., has just
bought a camera car that

mounts up to five cameras and
can carry up to 30,000 watts
of light. Marty Ransochoff,
executive vice-president, says
it is the only specially built
camera car here in the East,
The Jack O'Hare Auto Rental
Service, from which Filmways
bought the car, has four of
them on the West Coast that
are available to producers
there on a rental basis onlv.
The Filmways car is 22
feet long and & built on a
Lincoln chassis with a Buick
Dynaflow engine. The [irm
expects to have it in action for
shooting auto commercials
down South this winter.
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Commercials With Entertainment
Value Enjoy Substantial Gains ‘

Young Storyboard Firm, Others
Add Impetus to UPA Pioneering

HOLLYWOOD, Dec. 10, — The
enlertainment or amusement com-
mercial is on the way up. Ad
agencies and sponsors have recog-
nized its value largely during the
past 12 to 18 months, and it now
seems firmly established as an in-
tegral part of television. At the
same Lme, it is to a considerable
degree still in the formative stage.

Basically, the impetus given to
the entertainment commercial dur-
ing the past 18 months must be
credited to Storvboard, Inec., a
company which itself is not yet two
f'cnrs old. The pioneer in the field,
wowever, is Stephen Bosustow, of
UPA, who was making animated
entertainment spots as lon
seven years ago. Again, Earl y
who together with John Hubley
smided Storyboard thru its incu-
bative period, went his own way
to form Animation, Inc. Each of
the three is responsible in part for
what is basieally a new sales con-
cept.

Others in Field

That isn't to say that others have
not contributed. Companies which
have played considerable part in
developing the entertainment spot
—besides those already mentioned—
are Ray Patin Productions, Shamus
Culhane, Plavhouse Pictures, TV
Spots, Academy Productions, and
Five Star Productions.

One question intriguing the
trade these davs is this: Just when
i~ a commercial an entertainment
commercial? The consensus seems
to be that the entertainment com-
mercial tells a story in animated
form, making the sales pitch for
the product indirectly. A semi-
amusement spot starts off the same
way, but winds up either display-
ing the product itself or making a
haed piteh for it.

UPA, ns far as is known, is the
originator of the latter form, a
forerunner of the pure entertain-
ment spot. The first of these were
made by the company for a Texas
beer in 1948. Thev also marked
the first use for television of the
UPA stvle, which consists basically
of simple drawings.

It was not, however, until about
a year and a half ago that the
agencies began to sit up and take
notice. when Storyboard created
spots for Speedway gasoline, a
Midwestern product, and the Bank
of America. Considerable credit
must go to the W. B. Doner
agency, Detroit, which pioneered
the use of the spots,

Prize Winners

In addition to tremendous pop-
ular reaction, the commercials be-
gan to garner art and advertising
prizes. Then came the one spot
which to date has been the topper
of them all. “It's a Ford” is prob-
ably the most public-accepted com-
mercial in the history of radio and
television. At the same time the

ello “Busy Day” spot, produced

UPA, tumed out to be in com-
bination with Bob Hope one of
the most effective sales wea
the industry has ever seen. Tﬂl;:::;
cognizance of this, the trade voted
the Jello and Ford the top
places in the 1955 Billboard com-
mercial awards.

What are the motivating factors
that have resulted in the emergence
of the amusement commercial?
Economically they are the growth
of television since the freeze, mak-
ing high-priced animation possible
on a more widespread basis, and
the new emphasis on quality prod-
uct, Creatively it is a realization by
the agencies that the commercial
must be as entertaining as the
program, otherwise the viewer will
get up and walk away, and the
corollary acceptance of Storyboard
suggestions from producers, bring-
F dnew thinking into the agency

ield.

Product . of Compromise

The last of these has resulted
in interesting ‘byplay in the pro-
duction of animated commercials.
The producer’s primary thought
usually is to tell a story and e
the spot entertaining. The agency
bidttles’ to ‘get” exposure for the

sponsor’s product. Somewhere in|
between both compromise, tho it
isn’t always a happy medium.

Animated commercials are ex-
pensive, ranging from $6500 to
$15,000 for a one-minute spot.
Factors which determine the cost
are the number of characters, the
complexity of the drawing, color
(add approximately 15 per cent),
storyboard, sound track and the
producing company,

It's no 'secret in the trade that
Storyboard, Inc,, is usually the

mast expensive, with UPA prob-
ably a close second. The reason is
fairly obvious, They are the two

best established firms and have
just about all the business they
can handle.

Production Time Factor

A one-minute animated  spot
takes anywhere from two to three
months to produce, with 20-second
spots, made in greater volume, tak-

somewhat less, The usual pro-

in
ceﬁun: is for the agency to give a

storvboard to the prﬂdu[-:-r Or Some-
times to present the problem and
ask for storyboard suggestions.

Drawing up a board takes at
least a week, and the cost runs as
high as $§1,000. It may or may not
be done in conjunchion with the
sound track, which the agency usu-
ally prepares. Once the storyboard
is approved by the sponsor, which,
witllu revisions, may itself take sev-
eral weeks, the actual work can
begin.

Most companies operate with a
director, whose job is to supervise
and co-ordinate the animation with
the sound track; an animator, who
sketches in the characters, and an
assistant animator who fills them
out. The spot is then filmed, and
the rough cut submitted to the
agency. On approval, an answer
print is prepared,

Agencies think that the enter-
tainment commercial provides one

of the best means of establishin
trademarks, and is a top-notch sell-
ing tool over a long-range basis,
When offering a specific product,
dmonstrating a technique or
preparation or the like, they still
favor live-action.

The advantage of an entertain-
ment spot is that it can be used
over a longer period of time and
be given more exposures than an
other, thereby amortizing the hig
osiginal cost. It can also be re-
tired and then resurrected from
time to time. For instance, Bank
of America, which is highly pleased
with the results, has four different
series of ts, using each for a
three-month period. -

Ownership Hassle -

An area of friction which has
developed between producers and
agencies is over ownership rights

(Continued on page 32)
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RELATIVE COSTS ON 4
TYPES OF PRODUCTION

The following is an outline of
the four different types of film
techniques used in the production
of film commercials in the ap-
proximate range of costs involved
in using each technique. The costs
vary in relation to the elaborate-
ness of the production. For com-
parative purposes, costs are based
on a B0-second commercial spot
wholly with one technique. Most
actual commercials, of course, use
two or more techniques in their

production.

Live Action—the filming of live

performers. Three 60-second com-
mercials shot in this technique cost
between $3,000 to $6,000 or more.

Stop Motion—filming inanimate
objects one film frame at a time,
moving the objects slightly before
each frame is shot, so that the
final Flm result will have these
inanimate objecls move smoothly
in life-like fashion according to a
desired pattern. A one-minute com-
mercial shot wholly in this process
costs between 84,000 to $5,000 or
more.

Full Animatiun—filn'ﬁng of indi-

vidual drawings, each drawing
differing slightly for each frame of
film, so that the final film result
will show a smooth, life-like move-
ment of the images. The cost [or
this type of filming varies from §70
to $110 per foot of film. A one-
minute spot (90 feet of film) shot
wholly in this process would cost
from $6,500 to over $15,000.
Limited Animation—a simplified

form of full animation. The eflect
is usually more stylized than full
animation. The cost of this process
varies from approximately $35 to
$80 per foot of film. A one-minute
spot shot wholly  in this process

would range in cost from $3,000
to $7,000. '

By GENE PLOTNIK

NEW YORK, Dec. 10—Probably
the most convenien! and economi-
cal vehicle for the local sponsor to
use in TV is the open-end syndi-
cated film ecommercial. To be sure,
many a local advertiser can do an
effective sales job in a live com-
mercial produced by the local sta-
tion. But it is rare that a live
blurb will have the charm or the
| attention-getting eye appeal that
| can be produced so well on film.

Since film production tends to
be too expensive for.the smaller
| bankroller, his best recourse is the

World’s Largest Commercial Television Film Studios

CARPENTRY
WORKSHOP

HAL ROACH, Jr., President
SIDNEY S. VAN KEUREN, Vice President- General Manager

JACK W. REYNOLDS
Production Manager, Commercial Division

L p
National Representative

PETER WHITEHEAD
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Open-Ends Stack Up
As Local Ad’s Best

cost-spreading advantage of syndi-
cated film.

The blurb svndication business
has grown steadilv and quietly over
recent years. It is a much smaller
buginess than program syndication,
Most program distributors are not
too aware of th commercial syn-
dication business. But most of them
are aware of the problem that the
local sponsor has when he buys a
first-rate film program and then
is at a loss for an equally impres-
sive method of settin:, over his
sales message,

Star’s Spiel

Most  program distributors are
now able to deliver made-to-order
commercials in which the spiel is
done by the show's star. Usually
only the big city and regional spon-
sors can afford these. A couple of
distributors have at times toved
with the idea of making integrated
open-ends, But none have ever
actually done it.

The blurb syndicition field is
not nearly as competitive or highly
supplied as program syndication.
There are only about 10 companies
in spot syndication, Most, but not

‘all, of them are also in the business

of producing made-to-order TV
film commercials. In addition,
most are in a line, such as theatri-
cal spots or radio transcriptions,
that require their getting out into
the field, In other words, the
open-end films are usually a side-
line that fits inte the over-all
operalion.

The biggest operators in the
field are said to be the Alexander
Film Company (Colorado Springs,
Colo.), Kling Studios (Chicago),
Harry 5. Goodmon  Productions
(New York) and J. Armstrong &

'Cumgau}r (New York). The major-

ity of this field are headquartered
outside New York.
Package Production
They produce the open ends in
packages. Often the packages are
made up of 20-second blurbs that
can be edited together into one-

s

‘| year.

minute spots where needed. There
are altogether about 45 packages
on the market. Banks am? savings
and loan associations are tne best
covered, with nine packages. Beer
is mext with five packages, then
bread with four. Next best covered
are automotive, milk aud ice cream
businesses.

There are also more generalized
groups such as Huarry Goodman’s
weather and Christmas shopping
jingles,

In most instances the distributor
will also provide the sponsor's
identification. The packages are
mostly sold on one-vear contracts.
A few are sold in perpetuity. Prices
on the various packages range from
a low of around $130 to a high of
around $3,00C, .

Synaication

Following a trend in program
syndication, a number of operiators
in this field are now reluctant to
produce new material on specula-
tion. Goodman, for instance, savs
he will make aew open ends only
if he can start off with a firm order
from a local or regional client whe
will allow him to svndicate the
films in other markets, The origi-
nating client will thus get a price
reduction or a4 rovalty on the syn-
dication income.

Alexander shoots one package a
If the package sells well
enough to bring back production
costs plus profit, it will shoot an-
other package the following vear.

Alexander figures a budget of
$20,000 to produce a package,
which consists of 13 20-second
spots., It expects to gross about
$2350,000 from open-end syndica-
tion this year.

"Willy’ to KHJ-TV
In Vidfilm Drive

HOLLYWOOD, Dec. 10.—KH]-
TV, General Teleradio outlet, this
week bought another show in its
new emphasis on videfilm program-
ming, purchasing “"Willy,” a4 pet
rerun starring June Havoc. Series
will be slotted at 8-8:30 p.m.,
Mondays.
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Planning Can Save
" On Optical Effects

NEW YORK, Dec. 10.—Adver-
tisers often waste money by leaving
to optical effects houses certain
chores that can be done more
economically in earlier stages of
production of a commercial, ac-
cording to Sam Levy, of Eastern
Effects.

If agencies and producers would
consult the optical firms before
going into production with a com-
mercial, Levy stated, the optical
specialists could ulpahmt put to them
what effects could be done by the

roducers at less cost than would

required by the optical effects
people. Some effects, he pointed
out, can be done only by the opti-
cal effects firms. But others can
be done equally as well, and less

expemivei‘]ﬁ: by the producer of the
commerc
Levy also had some cogent
things to say about why optical
effects personnel often get pray be-
fore their time. Commercials often
fall behind in their production
schedule in the earlier st of
production before reach the
optical effects houses, Producers,
i an effort to make up this lost
time and get the commercial fin-
ished on schedule, put heavy pres-
sure on the optical effects person-
nel to mmﬁletﬂ their of the
job in much less time a satis-
factory job requires. It is often
impossible to fulfill their requests,
and the optical houses, being the
last of the creative workers on a
commercial, are often blamed for
(Continued on page 34)
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Producers’ Groups in Key Cities
on Blurb Standards

Keep Watch

NEW YOREK, Dee. 10.-In the
three top cities the producers of
TV film commercials have associa-
tions that keep constant watch on
the standards of their trade and the
interests of those they serve. In
i;eneral the blurb producers are
onger and better organized than
their confreres in programming.
The three organizations have had
cursory discussions about amalga-
mating.

The Film Producers’ Association
of New York is about to launch a
membership drive for 1956. Its
membership heretofore was con-
fined to the top producers of indus-
trials and commercials who had a
common bond of interest. There
are now 21 companies in FPA, in-
cluding Transfilm, Sarra, Screen
Gems and United World Films,

Two factors have persuaded FPA

leadership to stump for more mem-
bership. The demise of the Associa-
tion of Documentary and TV Film
Craftsmen (CIO) last year Rut all
technicians under centralized juris-
diction, that of the International
Alliance of Theatrical Stage Em-
loyees (AFL). Thus all producers
Eere now face a common labor
front on their technicans. Secondly,
a number of smaller producers have
now grown up to the first rank.

FPA was formed by eight com-
%unies here exactly five years ago.

he problem that brought them to-
gether then was the negotiation
of a film editor's contract. In its
early days FPA also did quite a
bit of reasearch and campaigning
for a production center.

FPA was in the negotiations for
the last two Screen Actors’ Guild
contracts on film commercials. Last

CAMEO COPPER CLEANSER »
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year it produced a test reel to com-
Eﬂ:& the different processes in color
production. It has been trying
to put up a test case to get a bet-
ter definition of the New York City
sales tax as it applies to Film. It
recently formulated a policy to
standarize print pricing on spots
and to improve guality control.
Walter Lowendahl, president
e’s executive vice-president
ransfilm), says that FPA is not
quite vy to begin talking turkey
on the subject of a national organi-
zation. First the members want to
ut their own house on a firmer
oundation.

Lowendahl expects that FPA will
be ready to lay specific plans for
amal tion in another year.
Whether the move can actually be-
gin taking shape that soon, of
course, depends on the American
Association of Film Producers in
Chicago and the Film Producers’
Alliance in Hollywood.

A number of the animation pro-
ducers formed a temporary associa-
tion here last year for their negotia-
tions with the Screen Cartoonists
Cuild. That group has since been
dissolved, but most of its members
have irdicated their intention to
come into FPA. FPA's dues is $400
a year. If its membership drive suc-
ceeds it will set up a permanent
office and hire a full-time executive

secretary.

Types Affect
Film Ads’ Cost

® Continued from page 17T

is one where each drawing can be
used for a greater number of film
frames, the result being that fewer
drawings are required per foot of
film. The drawings generally used
in limited animation are of the
very simple caricature type, which
additionally helps to keep costs
down to a minimum.

Despite the increase in the cost
of TV film commercials, advertis-
ers today are poing in for more
elaborate and costly types of com-
mercials than they did previously.
One reason for :{is, of course, is
that the American economy today
is healthier than it's been at an
other time in its history, and
vertisers are selling more and
arz spending more in advertising
thml;a they ever did before. But
perhaps an even more important
reason is that TV today is reaching
more e, and advertisers,
aware of this fact, are more will-
ing, and even eager, to spend more
in coming up with the best pos-
sible commercials.

From Infancy fo
Robust Youth

® Continued from page IT

There is currently much shooting
of color film commercials for ad-
vertisers who use them on the
many color shows being pro-
grammed this season. Their cost is
estimated as being 25 per cent
higher than black and white filmed
commercials.

What will the future bring to
commercial film production? Many

roducers are eagerly awaiting the

ment of tape, and beyond
that, color tape. 'I'hesﬂm mﬂ elec-
processes w ro-
fﬂ’i to see their results, a.'lnl:ns‘l:
as quickly as they are shot, and
should lower the margin of error.

By and large, the commercial
film business can look forward to
a r'c:ﬁr and productive future, TV
is stll a

g industry, and com-
merecial E:npruincth is bound
to grow along with it.
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It's not a secret ingredient. .. it's

¥ Advertising Know How is the most important contribution that SARRA
makes 1o a television commercial, for at SARRA our only business is, "
and always will be, visual selling.

€ Sarra’s permanent staffs are all advertising men. They speak the
language of the agency and its clients.
They interpret the sell with AKH.

Specialists In Visual Selling
New York: 200 East 56th Street
‘Chicago: 16 East Ontario Streef

Yelevision Commercials] Photographic lystration =~ Motion Pictures Sound Slide Films ' *
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CO-OPERATION!

Bressler Asks More
Leeway for Ad Writer

NEAW YORK, Dee. 10.=TV com-
mercinl copywriters should be given
a bigger part in the production of
their commercials and, in fact,
shiould even have a bhand in the
agency's selection of the film pro-
duction firm that will shoot the
commercial, according to Harry
Bressler, TV copy supervisor at Me-
Cann-Erickson.

In a speech delivered at a Na-
tional  Television Film Council
Forum, Bressler told commercial
producers that they are making a
mistake by not seeking the co-oper-
ation of copywriters in the produe-

tion processes. A writer thoroly
Familiar with production technigue
can be of tremendous aid to the
roducer, he said. Beeause of his
amiliarity with what the commer-
cial should attempt to achieve, he
can help the producer turm out a
commercial that exactly suits the
client’s needs and would, as a re-
sult, be received with acclaim by
the client and the agency, Bressler
believes.

Even writers who are unfamiliar
with procuction technique should
be welcomed by producers, Bress-
ler feels, because the sooner such
writers learn production the sooner
they will be in a position to write
good commercials,

DECEMBER 17, 1955

Go West, Young Man, Say

Agencies to Ad Producers

Tho New York Still Has the Edge,
H'wood Production Bounds Ahead

HOLLYWOQOD, Dec. 10.=Is the
East to West movement which has
occurred in television in general
repeating itself in commercial pro-
duction? The ad agencies think so,
Producers answer by pointing to
their production figures. The top
ones have increased business by
as much as 100 per cent during
the past vear. Almost all of them
are working at capacity,

There are no accurate figures as
to what per cent of production is
where. Educated guesses by agen-
cies range from 60-40 jn'l:];wur of
New York to a 50-50 split The
Lelieve that last vear wew Yo

had a two to one or three to one
edge, and the vear before that
about four to one. ;

Better Facilities

Why the Westward movement?
Probably the primary reason is the
better E{ciﬁtim available on the
Coast. Similarly, there is a large
talent pool. Stars, who would not
fly to New York to do a spot, can
be had in Hollywood. Cost, which
once was considerably less in New
York, is beginning to even out, and
there has been a new emphasis on
quality.

Just as important are the

Storyboard, Inc. is proud to have contributed to
the vernacular of TV and the folklore of America
an outstanding array of original phraseology and

characters:

VIDEO VERNACULAR

“I'sa F-0-0:0-R-R-D*

“Man, tha!'s real BOPcorn!™

FobLliE FELATENS: WLEBARY RTPaLz: & IAWIN

“Had it long?"

FRED FLUFF

REDDI-WIP FIREMAN

-

Storyboard, Inc.
Hollywood: 8490 Melrose Ave. (46), WEbster 3-1946
New York: 35 West 53rd Street (29), JUdson 6-3288

www americanradiohistorv com

changes which have taken place in
producer and agency thinking.
Producers who used to shun com-
mercials as a chore have come to
consider them as a bread-and-but-
ter operation, Agencies, who tradi-
Honally have favored New York as
a place of production because they
headquarter there, have set up or
are setting up commercial depart-
ments in their Coast offices. The
men in charge, such as Ray Wag-
ner of Y.&R., Tom Ormstead of
J. Walter Thompson, Walt Tibbals
of BBD&O, ete., have both au-
thority and know-how, so that it is
no longer necessary for Eastern
toppers to fly out every time a one-
minute spot is made,
Companies Growing

There has been a noticeable
trend toward larger production
companies. Altho, as with every-
thing in the commercial Ffield,
there are few accurate records, the
toll of small firms that have folded
during the past two or three years
is high.

Whyv? Some made bad produc-
tion estimates and failed to weather
the storm. Others were only flv-by-
nights in the first place. The princi-
pal reason, however, is probably
the seasonal nature of the business.
It's good in the early fall, in winter
and in spring, but in between pro-
ducers find themselves sitting
around twiddling their thumbs.

With large TV film makers this
problem is attenuated. They use
the same crews and facilities for
commerciai as for entertainment
film. The busy and slack periods
complement each other to some de-
gree. And the TV commercial rep-
resents a sure, quick profit, where-
as the TV entertainment film is
rarely a big money maker until
several years have passed.

Commercial Divisions

As a result nearly all of the
large TV film companies have
formed their own commercial di-
visions. The real tipoff, however,
is that one of the majors, which
isn't even in the entertainment TV
field, has jumped into commercial
production with both feet. U-I's
subsidiary, United World Films, is
one of the two top-grossing com-
panies in the business, vieing with
Hal Roach Studios for first place.
According to Peter Whitehead,
chief of the latter’s commercial
division, billings this year will be
$1.5 million.

Other top commercial divisions
are at Desilu, Roland Reed-Cross
Krasne, and McCadden. Kling and
Cascade Pictures head the list of
commercial production companies,
others being Jerry Fairbanks, Jerry
Courneva, the animation firms (see
story elsewhere this issue) and
numerous smaller outfits.

Many companies like Mercury-
International, Jack Denove Produc-
tions, Studio City TV, and Jack
Chertok, draw no distinct line be-
tween their commercial and enter-
tainment film operations. Others,
such as Four Star, Revue, Ziv,
Sereen Gems and TCF-TV produce
commercials primarily for their
own clients.

$£500 to $12,000

Cost of commercials ranges from
$500 to as high as $12,000, with
most Falling in the $1,800 to $7.-
000 range. Factors which deter-
mine cost are the number of ae-
tors used, number and kind of sets,
lighting, number of spots to be
shot at one time, the optics re-
quired, time when needed (if a
commercial can be shot at the
convenience of a producer it is
usually cheaper), animation,
whether a star is to be used, the
number of prints and, of course,
the length of the commercial.

Regarding the latter, the most
prevalent in  live-action is one
minute, the time spread being
from 10 seconds to 1:45 minutes.

Nearly every agency has its own
director to su ise the commer-
cials, following their production

(Continued on page 33)
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S A SUBSIDIARY of Universal-International,
United World utilizes the full facilities of the
350 acre Universal-International studio, Hollywood,
California in the production of television film
commercials. No other commercial film producer
can match these film-making advantages. Only
at United World can you get the professional
touch...at less cost per production dollar.

make-up

Fi .l."'!"'-"--. I
FILMS, INC

A subsidiary of Universal Pictures Co., Inc.
445 Park Avenue, New York, N. Y. PlLaza 9-8000

Production Headquarters, Universal-International Studio
Universal City, California STanley 7-1211

Some United World
TV film commercial chen. |
B. F. GOODRICH COCA COLA GENERAL ELECTRIC PHILIP MORRIS SCHLITZ
Marlboro Dunhill
BUDWEISER GENERAL TIRE :
COLGATE-PALMOLIVE PROCTOR & GAMBLE  STUDEBAKER
BULOVA Lustre Creme LEVER BROS. Joy Spicand Span  ¢NSHINE BISCUITS
CHRYSLER CORP. Lux R. J. REYNOLDS
DeSoto DU PONT PEPSI COLA Camels TONI
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The Billboard Scoreboard EILM PRODUCER CREDITS
T following s the most come |G 1 L P S CoL o st o ATIAD TN B0, |1 B ML D Cote i, e

TV film commercials, and the ad-
vertisers for whom they turned
out commercials during the past

year,
Thi: list is the result of cross-

checking the extensive material
carried in each issue of The Bill-
board in its weekly “Commercials
in Procouction” feature against the
massive research done by Jerry
Leichter's Television Index, Inc.,
for Ross Reports on Television,
EIEI‘E'th Avenue, New York 17,

ACADEMY FILM FRODUCTIONS
123 W. CHESTNUT 5T, CHICAGD
American Assn. of Bakers, Anheuser-Busch,
J. C. Branscombz Proda., Campbell Soup
Co., Canadian Ace Beer, Chesty Foods,
Dviversey Machine Works, General Electric,
Holsum Prods.,, Mard Oldsmobile, Prado
Wine Co., Rolliton Prods., Speedway Pe-
trolcum, Top Pop Prods., Wisconsin In-

dependent il Co.

ACADEMY PICTURES, INC.

588 FIFTH AYE. NEW YDRE
A P Parts Corp, B. C. Remedy Co.,
Bosco Co.,, Campbell Soup Co., Carrier
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American Hatal Assoriation

: Avon Cosmelics

Ban Deodorant

B. F. Goodrich Rubber Co.

co00000000O0O0T

ALEXANDER FILM COD.
ALEXANDER FILM BLDG.,
COLORADD SPRINGS, COLOD.
American Can Co., American Motors, Carl-
s00-Frink Dairy Co,, Denver Milk Prods,,
Dixia Milla Co., Fairmont Foods Ca.,
General Insorance Co. of America, General
Motors-Frigidaire Div.,, Maplecrest Farms,
Mayflower Warchousemen's Assn., Mer-
chant's Biscuit Co., Peterson Baking Co.,
Sacony Vacuum Co., While King Soap Co.,
Wyler Watch Ca.
ALL SCOPE PFICTURES
BOX 16813, HOLLYWOOD

Calit. PFrunz & Apricot Growers, Chel's
Pamous Foods, Cinch Prods., General Paint
Corp.,, Kraft Food Co., Safeway Siorea,
Weber & Lonie Clothing Co.

AMERICAN FILM PRODUCERS

1600 BROADWAY, MNEW YORK
AVCO Mig.-Bendix Div., Bristol-Myers,
Duff Baking Corp., Toni Co., U. 5 Army.

ANIMATED PRODUCTIONS, INC.

1600 BROADWAY, NEW YORK
Chunky Chocolate Co., Henry Heide Co.,
Walter H. Johnson Candy Co., Oid Duich
Coffee Co., Yonkers Roceway.

ANIMATIONS, INC.
8564 MELROSE AVE, HOLLYWDOD

Pabst Hrewing Co.

1. C. ARMSTRONG & CO.

I9 W. MTH 5T.. NEW YORK
Sick’s Seattle Hrewing Co,

L

i g e = ;o - e -, W, T e - o e
e e e

Galle Wine
Gald Medal Flowar

Brana

Good Luck Margarine
Guild Wine

Grossinger Rys Bread

r Hood Rubber Co.
Helena Rubinstein

Hazal Bishop

Holmes & Edwards Silver

e co—— o

Grapanufs Flakes
Gunther Baar

o e S e

— - —— i — T R SR P S o e

AVCD Mfg.~Crosley Div., Beatrice Cream-
ery, Blog Plats Foods, Chase Bunia Candy,
Greyhound Corp., Lanolin Plos, Rath Pack-
ing Co., Robbins & Myer, Standard Oil
of Indiana, Sunbeam Corp., Swift & Co.

ATY FILM PRODUCTIONS

33491 NORTHERN BLYD.

LONG ISLAND CITY, N. Y.
Chase & Sanbora, Marlin Firearma, Procter
& Gamble, Remington- Rand, Standard
Brands, Sterling Drug Co.

AUDIO FRODUCTIONS
M NINTH AVE, NEW YORK

American Telephone & Telegraph, B. C.
Remedy Co.,, Borden Co,, ©Chase-Man-
hattan Bank, Daystrom Corp., Duffy-Mott
Co., Electric Consumer Advertising Pro-
gram,; Elgin Mational Watch Co., General
Foods, Goodyear Tire & Robber Co., Knouse
Foods Co-operative, Remington-Rand, Sioger
Co., Sunshine Biscuit Co.

BILL BAIRD STUDIDS

3M W. TOTH 5T.. NEW YORK
Drackett Co.
BANDELIER FILMS
13 LOMAS BLYD. NE,
ALBUQUERQUE, N. M.
No credis avallable
JACKE DEMNOYE PRODUCTIONS
Ti42 SUNSET BLVD., HOLLYWOOD

Bank of America, Bond Bread, Burgermels-
ter Beer, De Solo, Du Pont, General Elec-
tric, Hamilton Watch, Laurs Scudder Foods,

Eﬁhg f&%: }. 2 Wﬁt
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Pontiae Autamobiles

Parspray

craged, Richfield Oil, Foyal Crown Cola, | Candy

ﬁtnlm Oil Co. of California, TWA Alr-
ci.

BAY STATE FILMS
AGAWAM, MASS,
Westfield Manufacturing Co.

BEACON TELEVYISION FEATURES
118 NEWBURY ST., BOSTON
Durkes-Mower, Inc., Old Sione Bank of

Providence, Salada Tea Cao,

GEORGE BLAKE
1604 BROADWAY, NEW YORK

American Dietads Co,, American Tobacco
Co., Babbitt Co., Block Drug Co., Colgate-
Palmolive Co., Consolidsted Edison Co.,
E. 1. du Pont de Nemours, Economics Labo-
ratory, lac., Ferber Corp., Fluify Frosting
Co., General Baking, General Electric, Gen-
eral Foods, Grossinger Bread Co,, Grove
Labs., Goldea Gift, Inc., Johns-Manville,
Knomark Manufaciuring Co., Lever Broa,
P. Lorillard & Co., Mational Carbon Ca,
Piel Broihers Brewing Co., Lydia Pinkham
Co., R. J. Reyoolds Tobacco Co., Ron-
roni Macaroni Co., Satina Co,, Simmons
Co., Standard Brands.

8. W. CALDWELL, LTD.

447 JARYIS ST, TORONTO, ONT.
Canadian Cancer Society, Community Chest,
General Foods, Edward Hawes, Lid., Inp-
stant Milko Co., Marvel Diamonds, Mer-
cury Luma Waich Co., Mother Parker Tea
Ca.,, HRap-Rite Paper Co,, Robin Hood
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Flour Co., Simoniz Co., Swift Canadian
Co., H. Alan Towers Agency, Wilson"s, Lid

LARS CALONIUS
45 W. 45TH 57., NEW YORK
General Foods, Gull Gil Corp., T. J. Liptos,
Inc., Penick & Ford, Stephen F. Whitman

Co.
CARAVEL FILMS, INC.

™ FIFTH AVE.. NEW YORK
American Radiator & Standard Sanitary
Corp., Colgate-Palmolive, Gulf 0Ol Corp.

CARTOONISTS

1M E. DHID 5T, CHICAGOD

Boyer International Labs,, Morion Salt Co,

CASCADE PFICTURES OF CALIFORNIA,
‘ INC.
1827 M. SEWARD 5T., LOS ANGELES
Helene Curtls Industries,

CENTRAL TELEFILMS, INC.

201 N, SHERIDAN ROAD, PEORIA, ILL.
Chevrolet Dealers Assn., Fehr Brewery,
Mational Broom Mfg., Reisch Brewery,
Rival Packing Co., Servisoft Co.

CHAD ASSOCIATES, INC.

40 E. 49TH 5T., NEW YORK
P. Ballantine & Sons Brewing Co.
CHICAGD FILM LABORATORY, INC.

56 E. SUPERIDOR AVYE., CHICAGD
Allis-Chalmers Manufacturing Co., Best
Foods, Motton Salt Co., Rath Packing Ca,

CINEFFECTS

115 W. 45TH 5T., NEW YORK
General Cigar Co., General Dymanics Corp.,
Schaefer Brewing Co.. Singer Co.

CINE-TELE FRODUCTIDNS

G327 SANTA MONICA BLYD,,

HOLLYWOOD
State of Callfornia,
COFFMAN FILM CO.

451% MAPLE AVE., DALLAS
Armour & Co,, Cabell’s, Inc.,, Continentinl
Trailways Bus System, Dallas Community
Chest, Dullas Bed Cross, Ford Motor Co.
Heart Assn., Kroger Jewelry Store, Lons
Star Boat Mfg. Co., Parish Chevrolet Co.

COMMERCE PICTURES

515 POYDRAS 5T., NEW ORLEANS
Baumer Foods, Inc., Brown's Velvel Dairy,
Leson Chevrolet Co., Parettl Pontiac Co.,
lefferson Parish Developers.

CONDOR FILMS, INC.

-lpd&é DLIVE S8T., 5T. LOUIS
Ametican Fixture Co., Americam Furnace
Co., Bangd®t Canning Co., Branchell Co.,
Giriesedieck Brothers Brewing Co., Ralsion-
Purina, Union Elecirie Co., United Vanm
Lines, Warson Co,

JERRY COURNEYA PRODUCTIONS

613 M. ALMDUNT DR.,

WEST HOLLYWOOD, CALIF.

James Cashman Buick Co., Chimes Beauis

;| Contre, First Western Savings, Palmer Mig,

Co., Adam Scheidt Brewing Co.
CLAYTON COUSENS FRODUCTIONS
436 W. 5TTH 5T., NEW YORK
Bee-Hive Corn Syrup Co., Brock Candy Co.,
Carya-Gae Co., Colonial Stores, Loblaw's
Grocetering, Minute Mald Corp., Mortham

Warren Corp., Procier & Gamble.
THOMAS CRAVEN FILMS, INC,

108 W. 56TH 5T., NEW YOREK

Mutual of Canada Insuramce Co,
SHAMUS CULHANE PRODUCTIONS

207 E. 3TTH 5T.; NEW YORK
Canirell & Cochrane Corp., Genesee Hrew-
ing Co., Hofiman Beverage Co., Andrew
W. Jergena Co., Lever Bros,, Northam-
Warren Corp., Sunshine Biscuit Co.,
U.5.A.F., West End Brewing Co,, Zotox
Pharmacal Cao,

GORDMON M. DAY PRODUCTIONS
18 E. MTH 5T7., NEW YORK
American Greeting Cards Inc,, Communlty
Coffes, Corn Products Refining Co., Metal-
lizing Engineering Co,, Quaker City Choco-

late Co,, Westinghouse Electric Co.

JACK DENOYE PRODUCTIONS
714t SUNSET BLYD., HOLLYWOODD
Bank of America, Burgermelster Brewing,
Colgate-Palmolive, E. [. du Pont de Ne-
mours, Empire 0l Co., General Eleciric
Co., Pacific Telephone & Telegraph Co.,

Standard il of California,
DEPICTO FILMS, INC.

154 W. 54TH 5T., NEW YOREK
Boyle-Midway Co,, Christmas Club-A Corp.,
Church-Dwight Co., Coast Fisherles, A. B.
Davis Co., Famlily Circle, Inc,, General
Motors-Buick Div., David Kahn, Inc., T, L
Lipton Co., Sylvania Eleciric Prods,

U.5.AF.
DESILU PRODUCTIONS
B4 N. CAHUENGA BLYD,,
HOLLYWOOD
Biock Drug Co., Brown & Williamsoa
Tobacco Co., Chrysler Corp.-Dodge Division,
Cienerml Foods, Philip Morris, Lid,, Proo-
(er & Gamble
DIXIE FILMS
MEMPHIS TEMNM.
Midwest Dairy Co., Stewart's, Inc
DYMANIC FILMS
112 W. 85TH 5T., NEW YORK
American Radistor & Siandard Saniiary
Corp., Barr's Jewelry, Bulova Waich Ca,
Cities Service, Mrs, Baird's Bread Co.
FOUGLAS PRODUCTIOMNS
1415 8. RACINE, CHICAGO
Bulk Petroleum Corp, Helzberg Diamond
Shops, Quaker Manufacturing Co., Stala
Pharmacal Ca., Walgreen Drug Cao.
PETER ELGAR PRODUCTIONS
18 E, 53D 5T.; NEW YOREK
American Home Prods.-Whitchall Phamacal
Dv,, American Chicle Co., Ameérican Sugar
Refining Co., American Telephone & Tele-
graph, Beechnut Packing Co., Burlington
Mills, Canada Dry Ginger Ale Inc., General
Foods, Genesee Brewing Co., Grocery Siors
Prods., Gulf 081 Corp., Hills Brothers Collea
Inc., Jergens Co., ¥. La Rosa & Sons, Lever
Brothers, Liggett & Myers Tobacco Co,
Mational Biscuit Co., Noxrema Chemical
Co,, Pabst Brewing Co., Procter & Gamble,
Plymouth Co-op Advertising, Remingioo-
Rand, Revion Corp., K. J. Reynolds Tobacca
Co., F. & M. Schaefer Brewing Co., Sterling
Drug Co.
ELLIOT, UNGER & ELLIOT
414 W, 54TH 5T., NEW YORK
Avon Prods., Bristol-Myers, Campbell Soup
Co., General Baking, Lever Brothers, Nehd
Corp., Johnson & Johnson, Revion Frods.,
YWildroot Cao.
EMPIRE FRODUCTIONS
488 LEXINGTON AVYE., NEW YORK
G&D Wine Co.
ERA PRODUCTIONS
7417 SUNSET BLYD., HOLLYWOOD
Lyon Van & Storage Co,

JERRY FAIRBANKS PFPRODUCTIONS
652 SUNSET BLYD., HOLLYWOOD
Chrysler Corp.-Dodge Division, General
Motors-Oldsmobile Div., Miller Brewing

Cao., Planter Mui & Chocolate Co,
FAUL J. FENNELL
dd N. LA CIENEGA BLYD.
LD8 ANGELES
Campbell Soup Co., Kellogg Co., National
Biscuit Co., Peter Paul Candy, Inc.

(Continued on page 33)
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SPOTLIGHT ON TELEVISION COMMERCIALS

THE BILLBOARD

-

tea4

DECEMBER 17, 1955

ROACH OPINION

Show, Ad Integration
Prompts West Move

HOLLYWOOD, Dec. 10. — The
principle reason that so many s
sors have switched to the
Coast for their TV film mmmer—
cials is the udvantage of integrat-

the production of the ommer-
cial with the production of the
show. Su says Hal Roach Jr.,

whose studio’s blurb production
went up 125 per cent in 1955 to
total billings of $1,500,000.

Roach added, “More than 70
per cent of our new business in
commercials in 1955 originated
with Eastern or Midwestemn nﬁje
cies which could have, if 13;
chose, ]f]uned the business wi
non-Ho ywood film firms.”

Note, however, that not all of
Roach's new blurb business this

Egr was from pro SpPONSOTS.
is roster of new clients includes
t | such spot users as Marlboro Ciga-
rettes, United Air Lines, Helena
Rubinstein and Slenderella.

Despite. the higher re-use pay- s
ments won by the Screen Actors’
Guild, most advertisers wanted !we
personal ﬂel]mg The Roach Studio
is completely equipped to turn out
animation and stop motion, as well
as live action.

Advertisers were more inclined
to shoot their commercials in color
than they were to tint their shows.
Roach predicts that in the year
ahead tﬂer& will be an increasin
tendancy for sponsors of black anﬁ
whllje ows to air color commer-
cials.

The Billboard Scureboard

Following is a list embracing
film studios whose studios are avail-
able for production of film com-
mercials. Included are all studios
about which information could be
obtained. The listing includes lat-
est available data on facilities, in-
dudin; number and sizes of stages,

ent crew, standing
mdpe"mn{wd:whmhmn

Irst is the result of com-
hining material gathered by The
Billboard with material obtained
by Jerry Leichter’s Television In-
dex, Inc., for Ross Report: on
Television, 551 Fifth Avenue, New
York 17, N. Y.

ACADEMY FILM "“RODUCTIONS
123 W. CHESTNUT 5T., CHICAGO

Contact, Bernard Howard: Sound stapes;
1 (xd4dy: Permanent crew, & Standing

COMMERCIALS STUDIOS

sets, kitchen and general; Recording, sync-
tape or sprocket-driven film, magnetic fllm;
Animation, all kinds, full or limited; Othet:
Location shooting, interior settings in own
studio or on location, tdit. marrale, ttle
other films,

ALL-SCOPFE I'IETUIIEE. INC.

%49 SUNSET BLVD., HOLLYWOODD
Conioct, Gordom §.- Mitchell: Facilities,
available on a package basis, Price of pro-
duction as estimatpd and quoted includes
all facilitiea needed to [finish [ilms

ANIMATED FRODUCTIONS
1600 BROADWAY, NEW YORK
Contact, Al Stahl; Animation, 3 cameras.

ANIMATION SERVYICE CO., INC
1780 BROADWAY, NEW YORK
Contact, Douglas Baker; Animation, studio
and Stand at $80 a day (permanent
crew.  included), b&w and color, 16mm.

& 35mm.

THOMAS 1. BARBRE FRODUCTIONS
213 5. BELLAIRE ST., DENVER
Contact, Thos, J. Barbre; Sound siages,
1 (40x60x17); Permanent crew; HRecording,

tape; Animation Tacilities

BREDFDORD PARK FILM STUDID, INC.
M6 DECATUR AYE. BRONX, M. Y.
Coatact, Gil Bpag; Sound stages, 2 {10{0xB0
& 40x40), Recording,
$44 per dav,

$1,250 per week;

This & the Lamtheat:

|
|
i
]
£
!

|
£
|
F
§

o AL R L
1 (o

...o0f an account executive

It is a healthy, normal heart as the electrocardiogram shows. It

is the heart of a man free from worry, a man who takes the

pressures of everyday business in easy stride. It is the heart of a

man who leaves his TV commercial production problems to

Mercury-International Pictures. Advertisers currently leaving

their TV commercial production to Mercury-International Pictures

include: Albers . . . Carnation . . . Helene Curtis . . . Dri-Mist

. .. Friskies . . . International Harvester . . . Kellogg . . . Lava Soap

+ .. Mars Candy ... Motorola .. . . Paper-Mate . . . Pictsweet . . .
Pillsbury . .. Purex...Rheingold ... Sof-Set . . . Zee.

MERCURY INTERNATIONAL PICTURES
6611 Santa Monica Blvd., Hollywood 38, Calif.

wwWw americanradiohistorv com

GEDRGE BLAKE ENTERPRISES, INC.
1600 BROADWAY, NEW YORK
Contact, George Blake or Philip Frank;
Sound stages, 1 (50x60); Recording, %-inch

Tape-Magnacord.

CALHOUN STUDIDS, INC.

166 TETH 5T.. NEW YORK
Contact, Wm. 5. Kent; 5Sound stapes,
1 (35x70x25); Permaneni crew; Recording,
Ampex Y-inch and magnasync sprockef
tape recorders, Maurer l6mm. Film &
Fairchild disc recorders.

CENTRAL SERVICE S5TUDID

39 E. 4TTH 5T, NEW YODORK
Contact, Arlens Garson: Sound stapes,
1 (20x25x75) at $100 per day and 5400
per week: Permaneni crew; Recording. com-
plete facilities; Animation, art department
anu tithe stand.

CINEMA SERVICE CORP.

Iné WEST END AVE., NEW YORK
Contact, Joseph Seiden; Sound stages, 2
(25250 & o60w50) ar $100 per day and 5450
per week; Permanent crew; Recording, 15
& 16mm, magnetic and optical, re-recording,

plavback; Location, compkic equipment.
CINE-TELE
6327 SANTA MONICA BLYD.,
HOLLY WD

Contact, Harry Lehman; Sound stages, 1
at $75.00 per day; Standing sets, 2; Re-
cording, Magnetic film, 33mm. and 16mm.
Stock shots, military, sports.

CONDOR FILMS, IMC.

1600 OLIVE ST., ST. LOUIS
Comact, A. E. Wright Jr.; Sound stages,
I {35x45) at 540 per hour; Permanent crew,
1 {otiers on call); Carpenter shop: Stand-
ing sets; Recording, I6mm. and 17%mm.
magnetic film (sync), %-inch magneiic tape,
transfer to l6mm. or 35 optical; Other,
complele | editing, equipment for 16mm.
and 15 mm., moviolas, complete lomm. and
3I5mm. interlock projection equipment and
facilities,

CRAVEN FILM CORPORATION
I0E W. S56TH 5T.. NEW YORK
Contact, Leo Morrison; 5Sound stages, 1
{15x60x25), Carpenter shop; Standing sets,
kitchen, standard interlor., varied: Record-

ing, %W-inch Falrchild,
FILMACK STUDIDS
1317 5. WABASH AYE., CHICAGO
Contact, Bernard Mack; Permanent crew;
Animation, full and stop motion; Recording,
Li-inch Lape.

-FILM ARTS FRODUCTIONS, INC.
1032 N. SIXTH ST., MILWAUKEE
Complete picture facilities;, studios, record=

imgs, laboratory.
FILM CREATORS

16 E. 40TH S5T., NEW YORK
Coniact, Edward HRoberts Carroll; Sound
stnges, 1 (50x47) at $20d0 including camera
and sound recording equipment: Recording,
Synchronous fape; Animation, siand and
animator; Permanent crew.

HARTLEY PRODLUCTIONS,
AW E. 4BTH ST, NEW YORK
Contact, Irving Hartley; Sound stapes, 3
[(25x80 & 25x40), Permanent crew, 2; He-

cording tape, Magnacord.
KEITE & HERNDOMN

cq 5y 440% BELMONT, DALLAS
Contact, Larry Herndon; Sound stages, 1
at 350 per day; Permanent crew, 1 at $50
per day; Standing sefs, kitchen and dining
room; Animation; complete service ot S30,00
to $120.00 per sec.; Stock shols, at 55 per (L

KLING FILM PRODUCTIONS

1058 W. WASHINGTON BLVD.,
CHICAGD

Contact, Fred A. Miles; Sound slapes,
3 (RAxS2, #4xd®, S50xd4), Permanent crew:
Recording, all phns::,- d-rosnm  sound des
partment,

KENT LANE FILMS, INC.

1253 50. THIRD 5T.. LOUISVILLE
Coniact, Kent Lane; S-:rund stages, 1
(0xd5x200, 1 under construction {303i);
Permanent crew, 1; 3 temporary; Standing
i =ets, Living room and kitchen; Recording,
|3 channel 16mm. magnetic, sync.; Sound,
narration room next to conltrol and studio;
Animation facilites; Swock shots,

ROBERT LAWRENCE

418 W. 45TH 5T., NEW YDREK
Contact, Louls Mocciolo; Sound stapes,
I (45x60), Permanent crew, Recording, nong;
Animation.

LEWIS & MARTIN STUDIDS

1431 N. WELLS, CHICAGO
Contact, Herschell G. Lewis; Sound stages,
3mm. at 3650 -per day and 53500 per
week, lbmm. at 5450 per day and %1700
per week; Permanent crew; HRecording,
Maogrmacord sync, Magasymc, Rangerione of
RCA recording; Animation, complete,

VERNON LEWIS SDUND FILMS

71 W. 45TH 5T., NEW YORK
Conmact, Vernon Lewis; Sound stages, 1
(35x50) at $150 per day: Permanent crew;
Recording, also re-recording, playback,

LOU LILLY PRODUCTIONMS

5746 SUNSET BLYD., HOLLYWOOD
Contact, Lou -Lilly; Sound stages; Perma=
nent crew; Animation; Special effects depl

MANNON SOUND STAGES

112 W. B9TH ST.. NEW YORK
Contact, James Paige Pagliaro; Sound stages,
4 (60x32, S0x45, 38x39, 50x45); Recording
and playback.

MOTION PICTURE STAGES, INC.
3 E. 5TTH ST.. NEW YORK
Contact, Gerald Margolis; Sound stapes,
1 (35x35) at 5175 per day and S875 per
week: Permanent crew; Sianding sets, kitch-
en; lﬁmnlm; Heeves  35mm.  magnetio
scund; Other, specialized stop motion pho-
tugrtphr. insert  shooting, culting rooms
with moviolas, production offices, set de-
signing and constructlon, prop renisl, pro-
duction supervision, editing service, complete

33mm. and Iémm. production Tacilitkes,
MNATIONAL SCREEN SERVICE CORP.

¥l BROADWAY, NEW YORK
Contact, Harold L. Dunson; Sound stages,
1 (40w25); Carpenter shop; Standing seis;
Animation, & camera siands: Ocher, art
background and title department, hot press
and linotype shop, optical prinier, 2 cuol=
Ling rooms.

R, A. FHEELAN FRODUCTIONS
239 FIFTH AVE. NEW YORK
(ALSDO SBCREEN TESTS TO ORDER &
BTOCK SHOTS TO ORDER)
Contact, Raymond Pheeland; Sound stages,
1 {43xB0) for screen (ests; Rear projection;
Stock shots, 35Smm. and 15mm. in color

and black and white,

PRINCETON FILM CENTER, INC.
CENTER RD. PRINCETON, M. J.
Contact, Alfred Califano, Sound stages,
2 (25x40, 60xT5) mt 5150 per day and $300
per  week; Permanent crew; Hecording,

(Continued on page 37)
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Arom Th --Bxfxsaa,.a, M "6@,«;;;
Big Lift From
Stevens

By LEON MORSE

Big Tows (TV Film) desperat

(NBC-TV, Tuesday (8), 10:30-11 pm,, Es. | What he
Caught again.) to conce

The manner in which an existing ;::Bgrihﬂ:l_m S
TV program can be improved from bya gl
one season to the next is strikingly | jate Lol 4
displayed by “Big Town." Now |fily pu
produced and directed by Mark |,.ifdin-
Stevens, the vidfilm series has be- | tional
come one of the better film dramas |, eri,

b-e‘i?ﬁepreunted from Hollywood. rectin;

p has always done a | Wi B
il anod Wh i Esver. Bessy — hg
but it suffered because its comy |, ...180 @
s | treatment of human interest be- | o LAN
came sort of shopworn over the | ..
years. Now, with the injection of prof
sefll Steven’s production talents, the | o).
% | show is tighter, some of the chaff
has been sifted from the wheat and
viewers are ing gripping hu-
man interest drama.

b S
A - & Bishop,

R Ross
bretio,

-------

fffffff

aaaaa

mit suicide. Stevens, course, | He
ge:tshlmbmkhfﬁrtheh;ppr s

Thf. wufmhyaclfurs}m S
drama and had plenty of it. An- | ford
other ent in the series

GOOD COMMERCIALS
HOLD AnD

SELL THEM

TELEVISION COMMERCIALS PRODUCED
BY MARK STEVENS PRODUCTIONS
ARE HOLDING AUDIENCES & SELLING THEM FOR

OUTSTANDING TELEVISION ADVERTISERS LIKE THESE:

* A.C. SPARK PLUGS
* LUX SOAP
* GOOD LUCK MARGARINE
* LIFEBUOY SOAP
* HEINZ 57 VARIETIES

among others

772&&’: CStevens Productions

7324 Santa Monica Blvd., Hollywood, California

» | vincing.

Mark

Stevens

PRODUCER = DIRECTOR = STAR

BIG TOWN

Sponsored by
LEVER BROTHERS

and
A. C. SPARK PLUGS
Tuesday 10:30 to 11:00 p.m.
NBC TV Network
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GREY MATTER

-

Personal Selling Key
To Good Commercial

(The 20th anniversary issue of a
newsletter published by the Grey
advertising agency.)

With the changing tem of
television programming and the
skyrocketing costs of building and
holding huge audiences, the bur-
den of the commercial grows heay-
ier and heavier. Longer shows,
more spectacular shows, are run-
ning the cost of time and talent to
a g}ﬂint where a Stapﬁering TESpOn-
sibility is placed on the commercial
to make television pay off (and it
can pay off handsomely.) What's
the good of having and holding
03,000,000 viewers by spectacular
entertainment and then telling a
weak selling story that is made to
appear weaker still because it’s

overwhelmed and overshadowed
by the very program on which it
rides?

Research has demonstrated that
commercials for one brand ecan
achieve as much as a 40 to 1 ad-
vantage over another brand in
their ability to create product pref-
erence. An $80,000 show can,
therefore, vary in selling effective-
ness tc the extent of being worth
anywhere from $2,000 and up.

At these odds we better take a
new hard look at our commercials,
dissect them, probe deeply into
their wvitai organs and test the
strength of their “sell.” No adver-
tiser, large or small, can afford
feeble commerceials.

You can tell who the parents

were by looking at the children. It
is obvious that the TV sommercial
and its older brother, the radio
commercial, were born out of the
marriage between the stage (thea-
ter and movies) and the podium. A
poor choice of parentsl Don’t get
us wrong. We love the theaters
(movies, too) and are mindful of
the importance of the public
speaker. But they were poor pro-
enitors for commercials, because
the theater and auditorium are
places of mass assembly. The
actor und speaker talk to an audi-
ence. The writers for the theater
and platform visualize an audi-
ence But the commercial is not
“audience selling.” It's pérsonal
selling.
New Stock

it would have been better, lots
better, if the TV commercial had
been the issue of a house-to-house
salesman and a retail store clerk
. + . born and raised in an environ-
ment of personal selling and nur-
tured by the ingredients of sales-
mianship.

Before the advent of television,
advertisers had long wished for a
medium by which they could show
and demonstrate their products
right in the customers’ home.
Along came the new electronic
miracle that made this possible in
an undreamed-of manner. Yet in
awe and amazement at its wonders,
many forgot that TV is a means of
delivering a personal in-the-home
demenstration and a selling mes-
sage L the prospect as an individ-
u:ﬁ.E Instead, TV commercials
adopted all the tricks and strata-
gems of the in-the-home salesman.

Even tho we have before us the
effective personal selling of the
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