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Wide Open Frontier

200-Selection Machines Clear 1957 Path

To New Horizons in

By BOB DIETMEIER

CHICAGO—]uke box operators
will explore more new territory in
record programming and merchan-
dising in 1957 than ever before.

The programming possibilities

raised by the 200-selection juke
box are responsible for causing
thoughtful operators to become
vitally interested in whether the
juke Em: can win a new audience—
or earn more from its present one—
with greater variety.

According to a survey of
operating companies representing
25 States conducted by The Bill-
board, juke box operators will buy
more 200-selection machines next
year than all other models com-
bined. Eight out of every 10 firms
participating reported they were
planning to buy more of the
jumbo-size equipment than all
other models.

This vear only one manufacturer
—The ]. P. Seeburg Corporation—
built 200-selection models thruout
the year; in 1957 all four manufac-
turers, AMI, Inc., The Rudolph
Wurlitzer Company, Rock-Ola
Manufacturing Corporation and
Seeburg, will have the full year
to produce them.

Because of all this, juke box
operators were never more interest-
ed in the record industry than they
are today. The place that extended

play records should occupy in};

todays pmfgmmming, and what
categories of music to program in
what quantity are matters of con-
cern to operators.

Indicative of this accelerated
fnterest in programming are plans
of Music Operators of America to
include in its business sessions at
its convention next May record pro-

ramming and merchandising.

entative plans ecall for two
pancls—one to consist of represen-
tatives of record manufacturers,
onc of operators—to discuss these
topics as they pertain to the juke
box (The Billboard, October 13).

Disk Programming

Programming has long been a
dominant force in operators’ plans,
of course, But no programmin
methods used for machines wi
fewer selections seem adequate to
cope with the requirements of a
200-s¢lection wmit. Key questions

are: Will pro ing types of
music seldom found on machines
before win new juke box

customers? And if it can, will it
mean additional income—will it be
worthwhile to progrom for an
addifional andience?
Merchandising enters the picture
at this point. Providing a new
audience is possible and is worth-
while financially, kow can it be
sold on patronizing the juke box
in the first place? A restaurant
or tavern customer not accustomed
to finding the type of music he
enjoys on the juke box is unlikely

to pay any attention to it. Calling

his attention to music available is
necessary.  Merchandising  with
location promotion pieces—menn
and wall cards, for example, may
be in order at this point. All of
this requires a good deal of experi-
mentation, testing and hard work
to find answers to, surveyed oper-
ators agree.

An important factor in determin-
ing operator purchases of 200-
selection equipment next yvear, and
hence their programming interest
in the jumbo units, will be in how
well they fare in net earnings for
1956. And on that score, according
to operators polled, there is reason
for optimism.

Altho operators in some sections

Contintied on page 84)

FORT DIX, N. J. — The
most Ffamous sidebums in
America will be shaved early
in December whe. Elvis Pres.
ley reports here as an Army
inductee. After a shortened
basic training period, he is
slated to join Special Services
for an entertainment tour.

Armyv officials held a spe-
cial meeting last week to map
put careful handling of the
new buck private and to for-
mulate precantionary meas-
ures to keep fans away from
the base. High on Presley’s
agenda is extensive dental and

riodontal (gum) work,

Presley will be allowed to
continue his television and re-
cording dates and probably
will be nted an early six-
week furlough to make a sec-
ond Flm [or Paramount Pic-
tures. Before reporting to Fort
Dix, N. ]., he will make his
New York debut on the Para-
mount Theater stage for a
brief engapement and will
sing on the Ed Sullivan show.

The 21-year-old Tennessee
bov will enter the Armed
Forces under as much secrecy
as possible, the exact time of
his arrival at Fort Dix being
known only to a hundful of his
business staff and Army offi-
cers. Not since Eddie Fisher
served his stint has the Army
faced the star problem, and
at that time Fisher was no-
where near the celebrity that
Presley is.

One official source suggests
that a deliberate last-minvte
switch will place Private Pres-
ley in another training camp,
to ensure a minimum of dis-
turbance and publicity,

Full Speed Ahead,
Or Cut the Steam?

Firms Weigh Quick Turnover Vs.
Stress on Few for Lasting Power

By PAUL ACKERMAN
AND BILL SIMON

NEW YORK — The packaged
records business may be approach-
ing a crossroads, and may take a
fork in the road within the next
six months, The matter is many-
faceted and concerns not merely
the problem of a superabundance
of product. More specifically, it
has to do with the concept of
“catalog value” and whether or not
the record industry has irrevocably
dropped some of its traditional pat-
terns in its attempt to me as
progressive as other industries,
To Cut Down?

Several major record ccmpany
executives very recently had a
meeting to consider the advisability
of cutting down on album produc-
tion. Those in favor of such a
move feel that in addition to tre-
mendous savings in manpower and
money, other benefits would ac-
crue. Chief of these, it was stated,
would be the focusing of heavy
promotional drives on key albums,
Currently, it was pointed out, pro-
motion on any particular album is
likely to be less than concentrated,
in view of the necessity to put
something behind each album.
Dften the result is that few albums
reach their full sales potential, and
many albums which might become
catalog items fail to achieve that
status because of a weak initial
push. S8

As logical as the manufacturers’

NEWS OF THE WEEK

Corporate Teamwork Prompts

Both NBC, ABC Shake-Ups . .
A move toward executive teams and corporale
responsibility has followed top-level shake-ups
at NBC-TV and ABC-TV. Emphasis is shifting

away from the one-man rule. ........ Page 2

to be among the specific problems on the

agenda, altho the over-all analysis will be
more comprehensive, .. ...ovvivenn. Page 17

Texas State Fair Attendance
Holds Up Despite Diought . . .
The State Fair of Texas, Dallas, the country’s

case may be for a diminution in
the number of albums, there are
strong deterrents to final

ance of such a policy. A chief
stacle is the hectic competitive
pace. In discussions at a major
record firm it was argued that if
one company were to cut down, it
would immediately be at a disad-
vantage at the dealer level-whers
other labels would be gelling more
and more new product. The dealer,
therefore, would have even less
money to allocate to the more con-
servative label,

Thus, there is in the package
business currently a strong conflict.
In years past, such a conflict never
existed. A label's most tangible
resources were its contracted artists
and its performances on wax
formances which could not be dup-
licated elsewhere and which there-
fore had a stable sales value.

Other Factors

It is troe today that a labels
most tangible resources are artists
and their performances. But it is
not true to the same degree. Art-
ists have not the same stability,
and the verv quality of “newness,”
coupled with such factors as eve-
appeal and ultta hifi recording,
can determine the extent of a sale,
Or, to put it another way, factors
other than artistic interpretation
and performance ecan force rapid
obsolescence, This is true in both
the popular and classical segments
of the business, and it is no longes.
uncommon for one label to obso-
lete relatively new recordings on
its own label.

Pertinent to this story and over-
(Continued on page 20)

Obsolescence
Not at Decca

Asks Red Tape
Lift on Jukes

LOS ANGELES — Removal of
the validated license requirement
for exports of coin-operated phono-
graphs to Hong Kong has been
asked of the U. 5. Department of
Commerce by Joseph S. Duarte,
head of the Badger Sales Company
export department here,

Duarte requested that action be

Local Video Stations Hit Solid

Ratings With Big Movies . . .

Local TV stations are racking up smash
ratings with feature film products recently
released to TV by major motion picture
BRUMOB. s ioivda i bandegams sdae's Page 8
Westminster Records Kicks Off

Heavy Promotional Campaign ., . .
Westminster Records this week kicks off a new
drive for major label status, On the dealer

level, consumers will be offered a free bonus
disk for every four purchased. Heavy nds, 100
new packages and extensive revamping ot the

biggest fair from the standpoint of attendance,
held up well last week despite drought condi-
tions. Total patronage for the first 12 days was
2,075,646, s?ighl]}* ahead of '55. ... .Page B
Concello to Head Big Omne; Maps

Plans to Convert to Indoor Unit . ., .

John Ringling North has appointed Arthur M.
Concello to head the Ringling-Bamnum Circus,
and Concello maps plans to convert the big
show into an indoor unit, moving in baggage
cars for a year-round schedule. ..... Page

DEFARTMENTS AND FEATURES

NEW YORK——The guestion of
obsolescence in the various record
companiess package catalogs,
heightened by the constant devel-
opment of new recording, packag-
ing and marketing techniques, is
not exactly a new problem to the
industry, tho it never has persisted
to the present degree.

Tradesters recall that over the

years, Decca has dealt with its
superannuated products quit:ﬂ}",

Ampsement Games .... 92  Music Pop Charts— but effectively. IFor example, every
l taken to remove phonographs from old catalog are included in the program., New Aud-Arens §........0: 67  Album Buying Guide, 32 several vyears, as the company
the requirements on the basis that Christmas specials announced. ..... Page 17 Eulzmul ?13!; L'?-’—lf"‘“ Rl OF M. dlll would devise ways of impm'.ring
other types of coin-operated ma- Expect ASCAP Board to Convene E_;;:li::fizﬁ;t;'::::::: 82 Tips on Coming Tops. 54 the product, Guy 'Lombardo woul
chines can be shipped to the foreign To Re-Examine Distribution . . . Classified AdS .eeesese B0 Parks & Pools ........ &9 he called into the stodio to re-
port without a license. He said that Board of the American Society of Composers, Coin Muching ........ o B4 PIPES oievvrsnessnnsss, "'Z’: record the old hits, using the iden-
juke boxes have no strategic value Authors and Publishers is expected to meet %;iﬁ?ﬁﬂu 3? RH?:G"I -lm tical arrangements. These then
and removal of the licensing action shortly to re-examine one of the Society’s most Sl Cortaia S Bl il B would be substituted for the old
would eliminate a large amount of controversial operations — that involving the Gonoral OUtdOOr oeoses 64 Treievislon ....oeeoe... 2 masters and issued undes the same
clerical and administrative work by publisher and writer distributions, Hecent 13,";“;'}“'“"'5dl‘""“"'“'" R e — catalog numbers. The competition
buyers, sellers and even the De- changes in the distribution as affecting credits  Meie . oien... L = marveled at the endurance of

Yending Muchines ... 88

partment of Commerce employees. Deccas chestiuts,

allocated for background music are expected

:
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MOTIVATING FORCE

ABC Follows NBC Change
To New Corporate Policies

NEW YORK — The revolving
door whirling so rapidly at the
networks these days is powered by
a new motive force: Corporate re-
sponsibilitv. With networks reach-
Ing the status of Fscal giants, the
current realipnments at ABC, fol-
lowing hard on those that occurred
at NBC, point up the trend toward
a tightening “big business” type of
operation,

The departure this week of Bob
Kintner from ABC, following that
of Pat Weaver from NBC, seems to
end, for the moment at least, a
tradition carried over from radio
days of an all-powerful, mulfi-
Faceted leader who personally con-
trolled and dominated all aspects
of web operations. Both networks
seem headed for the kind of team
operation featuring departmental
specialists which has highlighted
CBS’ rise to top posion among
the webs.

There was general realization in
the trade this week that this is a

cal development. Network TV
billings this year will virtually
triple the $210,600,000 zenith hit
by web radio in 1948, As a con-
sequence, the stakes are now re-
garded as too high to entrust to
any single individual, however bril-
liant his capabilies and attain-
ments. Nebwork TV is now defi-
nitely a big-time operation, and
those wha control its destinies feel
it must be run as such.

Team Operation

The streamlining of NBC into a
team operation, with a group of
top execulive veepees exercising
authority under President Robert
Samnoff, was geared to cut down
excessive expenditures while build-
ing up the bread and butter reve-
nue. Similarly, this week’s shuffle
at ABC portends an era in which
the aim is a more rapid equaliza-
tion of ABC's profit picture with
that of the other webs. Sales poli-
cies seem apt to come under close
scrutiny, with the new toppers hop-
ing to bring the actual billing fig-
ures more closely in line with PIB
statements.

The expectation is that recent
% leadership changes wltimately
make for a closer monetary
horse race among the three net-
works. And hope was being voiced
in many quarters that the spirit of
experimentation and the search for
programming  apnroaches
which marked TV’s adolescent era
would not be lost with the advent
of a more conservative maturity.

Look Ahead

Look for more live programming
EIJ:' ABC under the negigmuf web
ief Ollie Treyz and temporary
President Leonard Goldenson. The
creation of new shows with high

over single copy rates).

O Payment enclosed

Name

MONEY-SAVING SUBSCRIPTION ORDER

Enter my subscription to The Billboard for a full year
(52 issues) at the rate of $12 (a considerable saving
Foreign rate $24,

audience appeal is stressed in the
latter's quarterly report to stock-
holders of AB-PT, issued this week.
The report also takes a slap at
ABC-TV sales efforts. which are
“not up to expectations . . . for the
1856-'57 broadcasting seasons™ and
promises that ma.agement will
now “make every effort to increase
sales.”

Among upcoming changes at
ABC is a probable splitting of ad-

Communications to 1564 Breadway, New York 36, N, Y,
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vertising-promotion activities from
the publicity department, with Eu-
gene Accas, former head of ABC's
sales development department, re-
turning to guide the former in a
new organizational -et-up, Mike
Foster, veepee in chargé of adver-
tising, promotion an ublicity,
will continue to head public rela-
tions operations.
Except for a shake-up in the
(Continued on page B)

RATES AND RATINGS

"Playhouse 90 on
Way to Big Pay-Off

NEW YORK — The CBS-TV
multi-million-dollar gamble with
“Playhouse 90" seems to be paying
off. The program is virtually s.r.0.
(see other story this issue) and, just
as important, started to knock
off the opposition in ratings.

Trendex fipures for October 18
give the show an average 25.8 for
the hour and a half. Beginning at
9:30 p.m., it scored a 25.9 to Ten-
nessee Emie’s 18.3 on NBC-TV,
and the 7.2 received by the last
half of “Wire Service.” At 10,
“Playhouse 90" received a 26.9,
“Lux Video Theater” on NBC got a
18.0 for its first half hour, and
“Ozark Jubilee” a 8.4 on ABC. The
last half hour, 10:30-11, saw the
CBS-TV dramatic stanza receive a
248, and “Lux Video” a 12.6,

The success of “Playhouse,” if it
continues, may presage a trend to
hour-and-a-half weekly stanzas,
since it is pruvingb that such top
programming can be produced on
a weekly basis. CBS-TV has al-
ways believed that programs must
be offered on a regular weekly

basis, if audience habits are to be
built.

“Playhouse 90" is the creation of
CBS’ Viee-President Hubbell Rob-

NBC Makes Pilot

On 'Botts’ Series

NEW YORK—NBC-TV is mak-
ing a pilot film of “Alexander
Botts,” proposed series based on
the Saturday Evening Post humor-
ous stories about salesman Botts
and his Earthworm Tractors.

Rumors and announcements of
live and film series on this char-
acter have been abroad for several
years. NBC is thinking of the show

in terms of a summer debut,
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mson who is also responsible for
“Climax!” the hour program which
precedes it. The two of them have
made for CBS dominance of Thurs-

day after 8.

Philip Morris Back

With Lots

NEW YORK — Philip Morris ]

has jumped back into network TV
with both feet, mainly on behalf
of its new Marlboro filter tip cigar-
ette, The company is close to
spending between $3,000,000 and
£5,000,000 this season for network
TV exposure for Marlboro. And its
Philip Morris cigarette may be go-
ing into network TV soon, too.

Latest buy is expected to be an
alternate half hour of the last third
of “Playhouse 90," the 10:30-11
segment of the new CBS-TV
Thursday night dramatic stanza.
Marlboro will only go into “Play-
house 90, however, if it cannot
buy an alternate half hour of the
Wednesday night Arthur Godfrey
show on the same web. In the
event Marlboro buys Godfrey,
Philip Morris will probably take
over as alternate owner of the last
third of “Playhouse 90.”

Fight Commitment

Meanwhile, Marlboro has also
commitfed itself to become the al-
ternate sponsor of the Wednesday
nigtl’ﬂ fights on ABC-TV. The
Pabst decision to move out of the
fights first occasioned some con-
sternation at ABC, but when the

BEHIND THIS WEEK'S NEWS
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OLIVER TREYZ

dropped out of the marcher.”
Essentially conservative

: Athlete With
Brains Heads Up a Team

By BOB BERNSTEIN

L ble brain and a great sense of dedication,” commented one
of his new associates last week when Oliver Treyz took over his

the charm of Orpheus and the wisdom of an octogenarian.”
The energetic, rapid-fire, sanguine, 38-year-old Treyz re-
signed the presidency of Television Bureau of Advertising, Inc.,

a self-imposed indoctrination period which will occupy the first
month of his ABC-TV tenure, taking him into every office of the
network and all of ABC’s owned stations. “I've got to get edu-
cated,” says the very well-educated executive,

Borm in Wollowemoe, N, Y., Trevz now resides in Scars-
dale, N. Y., with his wife, the former Janet Campbell, and
their two sons, Donald and James. During World War II, he
served with the Army Air Corps. There, as in each post he
has held, he reaffirmed his conviction that team effort is the
key to business success. This guiding principle of his life led
him to create such a sound oligarchy at TvB that his resigna-
tion, as he put it, “will have no detrimental effect at all on the
running of the company and not a step will falter because I

and serious-minded,
considered a tough but fair boss, excellent teacher and tireless
worker, His creative powers never cease operating, but the re-
spect for figures he gained in research chores is never clouded
by hopeful brainstorms or wishful thinking.

He's down-to-earth and wants to deal with down-to-earth
people. Rejecting the concept of a three-cornered network race
in which ABC would try to overtake its competitors as guickly
as possible, Treyz says: “1 just want to turmn out the best
shows so that we can bring maximum reward to public, ad
vertiser and ourselves.” The way he says it, you can believe
he's the man who can do it

athlete’s build concealed a nim-

has the stamina of a track star,

to retum to the web where
he formerly served as director
of research and sales develap-
ment and as director of the
radio network. The combina-
tion of administration, sales
and research experience, plus
that stamina and charm, makes
him a highly-qualified execu-
tive,

Before joining ABC in 1948,
Treyz served as manager of
the research department at
Sullivan, Stauffer, Colwell &
Bayles, after a stint in the
Batten, Barton, Durstine &
Osbormn program development
department. He began his
broadcasting career at WNBF,
Binghamton, N. Y., upen grad-
uation from Hamilton College
in 1939.

His quest for knowledge is
leading Treyz to immersion in

Treyz is

ssible
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of Cash

Leo Burnett Agency, which repre-
sents both Marlboro and Pabst,
came up with the former as a re-
Elﬂﬂf]‘l’lﬂ'l‘lt, the network is said to

ave accepted the substitution.

Marlboro has also bought a large
hunk of the CBS-TV professional
football coverage in varions mar-
kets, Its expenditures here are
reckoned at between $730,000 and
$1,500,000. The filter cigarette
has already gained a large share of
consumer acceptance in its short
exposure and is hoping to attract
more with network TV.

Kraft Near fo
Daytime Plunge

NEW YORK—Kraft Foods is
on the verge of a major plunge
into davtime network TV. Tﬁe
NBC-TV web expects a $1,500,000
order for four quarter hours of its
programs. They are “Tie, Tac
Dough,” “Modern Romances,” “Tt
Could Be You” and “Comedy
Time.”

Kraft, of course, has been a long-
time prime-time advertiser on NBC
with its Wednesday night hour
dramatic show. For NBC it would
be the largest order placed in sev-
eral years and would move its 12-
5:30 p.m. block of programming
much closer to 5.R.0. status.
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" ARB. NETWORK RATINGS

THE BILLBOARD

for September

For complete information on programs, ratings, sudience slze or coverage,
please consult American Research Bureau, National Press Bldg, Washinglon

4, D. C

ARB Audience Composition Studies

® Adventure, Mystery, Westerns

SEPTEMBER RATINGS

Rank Show, Sponsor & Web Rating
1. Guesmoke
LEM (CBS) ... iiieciismanissnnsddl

Parker Pen, Gen'l Mills (ABC)..,.28.1
3. Robln Hood

Johnton & Johnson, Wildroot (CBS5).23.1
4, Dragnel

Schick, L&M (NBC) ...ceveensna223
4. Lassie

Kellogg. Campbell Sousp (CBS).....22.2
k. Warner Bros. Fresends

Gen’l Electric, Momsanio,

L& M (ABC) .....ovvvnnanssansssad.0
Y. Crusader

Elﬂll‘ll. ‘R, 1. “'E_"“nhh IEH} i|+1111ﬁ

B, Adveninres of Jim Bowils
American Chicle, Ponds, Chese-

brough (ABC) ....ovvvinmnsnsnanaalT3
4. Rin-Ein-Tin

MNat’l Biscuit (ABC) c.oievnnsssnsnes 16.0
¥. Fraabier

Revnolds Metals (NBCY ...ovviin. 16.0

AMONG MEN
Men

Haak Show, Sponzor & Web Fer Set
1. Gansmsoke

LIH tc!ﬁj FEEEdEd PR AR R BN EEEE EAE -q.llr
1. Frantier

Reynolds Metals (NBC) ...ovvunnen 94
). Warner Brosa. Presemin

Gen'l Blectric, Monsanto,

L& MIABC) (... iiiinnnnnnns B0
il. Wynl Farp

Parker Pen. Gen'l Mills (ABC).... B8
§. Combal Sergeant

Co-op (ABC) .... . B84
§. Crasader

Colgaie. B, J. Reynolds (CBS) ..... B3
Y. Bold Journey

Ralston-Purinag (ABC) ...ovivessens |
§. Drageel

Schick, LEM (NBCY ... 00inuevans 7
8. Big Fewn

A, C, Bpark Plug. Lever Bros. (NBC) .77
k. Advemiures of Jim Bowis
American Chicle, Ponds,

Cﬁﬂ:‘hfﬂ"lﬁ :*Hc, HAEEREGEHEREEE R -T"

i
AMONG WOMEN
Women
Rank Show, Sponsor & Web Per Set
1. Gunsmoke
LEAM (CB8) savsaisensovasisnevalidd
3. Big Town
A, C, Sparkplug, Lever Bros,
MBI i A S e Y
3. Crusader

Colgate, R. J. Revnolds (CBS) ...1.04
d. Wamer Broa. Prescals
Gen'l Electric, Monsanto,

LEM (ABC) .....vocennenasarsans 59
4. Dragnet

Schick, L&M (NBC) ” . 98
#. Lassle

Kellogg, Campbell Soup (CBS) .... .96
§. Prontier

Eﬂrﬂlﬂ.ﬂ HI"I'-IJ!I m ™ - .gﬁ
4. Bold Jourmey

Ralston-Purina (ABC) .........00 84
S, Wyati Earp

Parker Pen, Gen'l Mills (ABC) ... %0
10. My Friead Flicka

Colgate (CBS) ....cscsss:25558:5 B9
AMONG CHILDR
Children
Rank Bhow, Sponsor & Weh Per Sel
1. Fury

Gen'l Foods (NBC) .......ccoeee
1. Tales of the Texma Rangers

Curtiss, Gen'l Mills (CBS) .....
X. Rin-Tin-Tia

. 1.36
.1.63

MNat'l Biscuit (ABC) ........0000. 1.53
4. Roy Rogers

Gmll Fm fHBC} iiillll------r-lr“
5. Wild Bl Hikkok

Kellogg (CBS) .....ccuvavasscnaess 1.32
5. Lons Ranger

Gen'l Mills (CBS).....convvvvee... 132
7. Lassle

Keilogg, Campbell Soup (CBS)....1.30
2. My Friend "Flicka

Colgate [CBS3)......ccvvannnsnssss DB
#. Lone Ramger
Amer., Duiry, Geu'l Mills (ABRC), . 1.15

8. Robin Hosd
Jobhmson & Johnson, Wildreot (CBS) 1.12

® Network Oramas

SEPTEMEER RATINGS

Rank Show, Sponsor & Weh Rating
1. Roberi Monigomery Presents

5. C. Jolinzon, Schick (NRC)......

1, . FE, Theater

38,7

Gen'l Blectric (CBS) ....vvieernaniadd2
3. Climax

Chevaler [CBS) ...vcissanssacansn 30T
4, Tha Milllonaire

Colgate (CB5) .eivacesassssiansss 10.2
5. Medic

Revion (MBO)Y o ovvisssnnns LLE.D

§. Jans Wryman

Procter & Gamble (NBC) .,.00...27.9
T. Alfred Hilichcock

Bristol-Mvers (CB5S) ... .cciciinaacni B
8. Loretta Yioung

Lili, Procter & Gamhle (MBCY ,,..253
#. Plavhouse of Siars

Schlliz 0CBSY .. ocvvivisninsnsnnns 249
18, U'ndercurremi

Procter & Gamhble, Brown &

Williamson (CHBS) ., vosdd

AMONG MEN
Men

Rank Show, Spoonsor & Web Fer Set

1. . E. Thealer

Gen’l Electric [(CBS) covssnssrsnsss 98
1. Alfred Hilchrock

Bristol-Myers (CBS) .oivunsnncsnns 96
). Goodyear Plaihousa

Goodyear (NBC) ..ovvnvnnsnnsnes 3
4, Cllmax |

Chrysler [CB%) covsesssvnnansssans A0
§. Loreita Young

Lili, Procier & Gamble (NBC) ..,. .E8
#. Tha Maglk Raox

Knomark (MBCY ..., .cccnccasses 35
T. Mavry Log

Maytag, Schealfer (CBSY) .ovveivens
B. Crossroads

B5

Chevralet (ABCY ..icseensaseasas o B4
¥ You Are There

Prudential (CBS) .ccisssaansssas o LEX
*. On Trial

Lever Bros., Campbell Sowup (NBC) B3

AMONG WOMEN
Women
Rank Show, Sponsor & Web  Per Sei
1. Goodyear Playbooie
Goodyear (MBCY ... vivmnnnsiens 1.25

1. On Trial

Laver Bros.,, Campbell Soup (NBC) 1.19
1. Hollywood Summer Theater

Gen'l Foods (CBS) .....ccvvvevves 1.1%
4. G, E. Theater

Gen'l Electrie (CBS) .....vcueses. 1.18
4. Alfred Hilcheock

!H.SI‘.E]-M}'HE I'CBS'_! P ll....---...lrlﬂ

4. Loretta Young
Lilt, Procter & Gamble (MNBC) ....1.18

7. Big Story
Amer. Tobacco, Revion (NBC) ....1.17
8. Spotlight Playhouse
Pet Milk, 5. C. Johnson (CBS) ....1.13
3. The Milllonajre
Colgate (CB5) .....oovvvnsennsessl.13
B U. 8. Steel Hour
Ul S S[ul {[:BS‘} ] L § L | fEE TREn II!S
E. Kraft TV Theater
Kraft Foods (NBC) ..civccssssss- 1.13
8. Climax
Chrysler (CBS) ......covuviinn..a. .13
AMONG CHILDREN
Children
Rank Show, Sponsor & Web Per Set
1. The Magic Box
Knomark (NBC) ...... . 61
2. Telephone Time
Bell Telephone (CBS) ...cccevcnse 57
3. ;. E. Theater
Gen"l Blectric (CBS) ....ccvvnsnnnee 33
4. Hollywood Summer Theater
Gen'l Foods (CBS) .%...cvcvnsess o4
2. MNavy Log
Maytag. Scheafler (CBS) ...v000cvus 31
&. Crossroads
Chevrolet (ABC) ....vivsssnssnsns AT
6. You Are There
Prudential (CB5) ..covveravennnnee 47
E. Plavhoose of Star
SchiltZ (CBS) o.vvvvnrvnnrnrassnnne b3
9. Screem Directors Playhouss
Easiman Kodak (ABC) ....veveees S
18. Goodyear Playhousa
Goodyear (NBC) ..covicvenssnnss - 41

New Post Due
For Nat Wolff

NEW YORK —— Nat Woalff is
expected to become director of
programs for the NBC-TV net-
work. He would replace Dick
Pinkham, who is being shifted to
another top slot at NBC or one of
its subsidiaries.

Wollf is now a roving program-
ming specialist who works on spe-

NBC Names O’Keefe

NEW YORK — John O'Keefe
has been named director of pub-
licity for the NBC-owned stations
here. He is replacing Don Bishop,
who was recently appointed direc-
tor of publicity and ecommunity

services for the owned stations and
NBC Spot Sales,

cial projects for NBC, mainly the
uncovering new ftalent and

of
properties for the web.

COAST SITE

ABC to Start
Building New
Tele Center

HOLLYWOOD —— First con-
struction on a new West Coast
ABC television center is expected
to begin within the next 30 days.
Altho no final completion date has
been set, ultimate plans call for all,
except a small section, of the build-
ings presently on the site to be torn
down and replaced.

The construction, which is to get
under wav within the next few
weeks, will be on a technical facil-
ities building, described as the core
of the new structure. Facilities
will not be housed under one roof,
at CBS TV Citv, but in separate
buildings.

ABC thus becomes the third of

major construction this season,
NBC is erecting a-new office build-
ing in Burbank, Calif., as well as ex-
panding its stage space there, CBS
has started ground-clearing work
for a huge extension of its TV city.

In the case of ABC, as the other

nels, it's a matter of present struc-
ture bulging at the seams. ABC,

for instance, gave priority to the

technical Facilities building, because

it no longer could handle the flow

of film in the old quarters,

Bishoff, Diamond
Prepare 2 Series

For Saphier Firm

NEW YORK——The James Sa-
phier Agency has two shows in
various stages of preparation which
will enlist the talents of Sam Bish-
off and Dave Diamond, the pro-

‘ducers of “The Phenix City Story”

for Allied Artists.

One of the properties would con-
cern itself with adult adventure,
while the other will be about ju-
venile delinquencyv. Bisholf and
Diamond's last TV venture was the

roduction of the pilot in the
‘Father Duffv" series for Desilu.

Goodson-Todman Hunt

‘Price Is Right’ Emsee

NEW YORK —— Goodson &
Todman are looking for an emsee
for their new audience-participa-
tion package, “The Price Is Right.”
The show goes into the 10:30-11
spot on NBC-TV in late Novem-
ber, replacing the simuleast por-
tion of the web's “Bandstand”
show, which continues on radia.

the three networks to schedule

TV PROCRAMMING

SOME CHANGES MADE

ABC Revamps Sked,
Hits Peak in Car Buys

NEW YORK—Next week will |

bring a number of changes to the
ABC-TV program line-up and an
all-time high in automotive spon-
sors on the web (see other story
this issue). The first shift will be
the premiere of Martha Rountree’s
“Press Conference,” late of NBC-
TV, in the Slmdmi,' 8:30-9 p.m.
slot October 28. “It's Polka Time,”
currently in that time period, is
moving to Tuesday 10-10:30 p.m.,
replacing “The Big Picture.”

On November 15, “Circus Time"
will be condensed to a half-hour
stanza, either B-8:30 or 8:30-9
pm. in its Thursday berth. The
spot freed by this cut-back will be
filled by a new show as un-
designated. ABC is also ful
that Lanolin Plus will move in with
a program of its own selection.

The first week in November will
see seven auto accounts repre-
sented on ABC-TV. In addition to
the five regular advertisers, Chev-
rolet Dealers of America, Ford Mo-
tors, Plymouth, American Motors
and Dﬂdﬁf. a:?dﬂl shows will
bring Buic Oldsmobile Beal-
ers to the web. Buick will sponsor
election night coverage November
8, while Oldsmobile will present
“1957 Rocket Revue,” starring John

Bean City Gets
Colored ‘Bean’

NEW YORK — “Judge Rov
Bean” will be Boston's first color
series when it debuts over \WWBZ-
TV January 1. WBZ, Lirst of the
Westinghouse Broadecasting Com-
pany stations to be color-converted,

urchased ‘the half-hour Westerns
rom Interstate Television Corpora-
tion.

The Bean series is running in
black and white in over 70 markets
and in color in seven. *

CBS-TV Spec to Show

‘3 Men on a Horse’

NEW YORK—"Three Aen on
a Horse,” a big Broadwayv hit of
the 1930%, will come to TV this
winter as a CBS-TV spectacular.

The John Cecil Holm farce will
be Edalf:tﬂﬂ by Sam and Bella
Spewack, probably in its straight
play form, tho CBS is pitching the
noted writing team to make the
adaptation a musical.

U. S. PATENT 2,733,635

A compatible 3-D TV process has been
Crandall Productions, which the firm refers to as stereoscopes.

COMMERCIAL CUES

atented by Roland D.

With the process, sponsors will be able to hand out samples right

out of the TV tube. The first package Crandall has put together,
using this process, is “Seeing New York City,” with Stereo Steve

and his magic helicarpet. No glass or filter is used in the viewers.

mercials,

MOVE TO COLOR SPREADS

few weeks,

The process was designed to spark children’s programs and com-

This month 27 TV stations in the Southeast will start transmission
of commercials shot with new Anscochrome color film. The
Walter J. Klein Agency, of Charlotte, N, C., will convert all its
production of [ilmed blurbs for its clients to color within the next
This move will affect about 50 clients with several

hundred commercials placed thru Klein. Ansco and Klein are co-

ID’'S

and Bernie Katz, associate

commercials embody a ballet

Household” commercial won

www americanradiohistorv com

operating on further developments of the color process.

Terrvtoons, a division of CBS-TV Film Sales, began its [irst ses-
sions in its animation course. At no charge, 28 enrolled to learn
the art of [ilm animation. . . .
Films" Commercial division; Nox Lempert, production manager,
roducer, are producing a series of
blurbs in English and French [or Success Wax of Canada, T’hFi
Me
Gold Productions, Inc., has expanded by taking over the whole
third floor of the Capito]l Theater Building, New York, where it
used to have two uﬁlic-es. e @

Wally Gould, director of Guild

number and marionettes. . . .

UPA Pictures’ “Mister Magoo
second prize at the International
Advertising Film Festival, Cannes, France.

Daly, Bill Haves and the Chor-
El%tiﬁ November 8, 8:30-9 p.m.,
‘Festival’ Cut

Effective October 29 in the East
and Midwest and November 5 on
the West Coast, "Afternoon Film
Festival” will be reduced to 90
minutes from its present two-hour
length, Mondays thru Fridays,
Whether the open half hour fol-
lowing will house a network show
or local stanzas has vet to be de-
cided.

The third of htians hﬂﬂmmn's "mﬁidﬂfm
Spectaculars” has- POS
hﬁeﬂ Goose Shoes from Decem-
ber 8 to the fall of 1957, giving
the sponsor a schedule of four 80-
minute shows next season
of the planned three. The reason
given ABC by Red Goose was a
second-thought decision that the
date was too close to Christmas.

1ith In

manufacture .

o

of primary metals

Among the telavision markats
foremost in the manufacture of
primary metals, the Channel 8
Multi-City Market ranks -eley-
enth, bosed on praduction
figures for America’s top 100
counfias [SALES MANAGEMENT

VSurvay of Buying Power”'—May 10,
19561

wgal-tv

LANCASTER, PENNA.
NBC anel CBS

“Channel B Multi-City Market
Harrisburg Reading
‘l'ml-. Lebanan
Hanover Potlsville |
Geltyshurg Hazleton
Chambersburg Shamaokin
s Wayneshora  Mewnt Carmel
Frederick ‘Bloomshurg
Westminsler Lewishurg
Carlisle Lewistown
Sunbury Leck Havan
Martinsburg Hagerstown

316,000 WATTS

STEINMAN STATION
CLAIR McCOLLOUGH, Prea.

Represantative

the MEEKER company, inc.

Loa Angeles’

Nww York

Chicage Ban Framoiee

!!
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"THRILLING TALES

"

OF MEN AND ADVENTURE!

PRODUCED WITH THE FULL COOPERATION OF THE DEPARTMENT OF DEFENSE AND THE D

S
e
™

: - :
L RAREE SN
i -?

o

R
G :-3:-'%—3
i e
e e
S

BIG AND LAVISII . . . WITH SEQUENCE AFTER SEQUENCE

FEATURING OUR HOLLYWOOD STARS

FILMED AT ANNAPOLIS! In the classrooms,
on the playing fields, aboard the battle fleet
++. wherever Men of Annapolis go into action!

AT YOUR COMMAND . .. YOU'LL BE THE PROUD SPONSOR OF
SPINE-TINGLING SHOWMANSHIP!  THE NO. 1 SHOW IN YOUR MARKET!
Every week your viewers will thrill to storles Your product will be seen in a program peo-

ablaze yiththudulnturus. loves, heartbreaks ple will take pride in watching, in talking
end triumphs of the U. §. Midshipmen. about, in recommending.
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TV PROGRAMMING

MERE $76,700,000

THE BILLBOARD

Auto and Related Industries
Down 13% on Web Spending

NEW YORK—The automotive
industry and related fields are
spending an estimated 13 per cent
less for prime evening time on net-

TE this season than in 1955.
Last year car manufacturers and
alhed industries hit a peak of
$88,900,000, but this vear the car
concerns have reduced their speed
to a mere $76,700,000, according
to estimates.

Actually, if these firms had kept
pace with the general rise in cost,
they would have been pp-ﬂnding
about $97,790,000, or a conserva-
tive 10 per cent more than in 1955,
whict. widens the gap even more
between the actual and the billings
expected by the networks.

ABC-TV was the only network
which increased its billings this fall
over last year, the other two taking

AUTOMOBILE AND RELATED
INDUSTRY TV ADVERTISERS

SUNDAY

General Motors for its various parts
divisions, “Wide, Wide World,” NBC-TV. . $4,900,000
Lincoln-Mercury, Ed Sullivan Show,
GBIV v v gse i cennsss 0,000,000
Coodyear Playhouse, 21 hour shows,
NBE_‘I“.." AR R R 'R T Em,ﬂ[m
Chevrolet, Bob Hupe‘[}mah Shore, five
hour shows each, NBC-TV ............. 1,350,000
Buick, one “Producers’ Showease,” NBC-TV ,. 240,000
MONDAY
Studebaker-Packard, NBC-TV’s news
caravan, quarter BOUr .......ccoununmes $2 400,000
Firestone Tire, “Voice of Firestone,”
KIEEWE oo opm i mmssa e A  ae 2,500,000
Goodrich Rubber, Burns and Allen,
half, CBS-TV.......coiviiiiiinninnnns 2,000,000
I’]}rmuuth Dodge, Lawrence Welk's "Top
Tunes,” ABC-TV hour .......civvenes .+ 4,750,000
WEDNESDAY
American Motors, “Disneyland,” half,
Ford, “Ford Theater,” ABC-TV...... v oo« 33,600,000
United States Rubber, “Navy Log,”
half, ABC-TV ......ciiviinuns cosseey LOERUO0
THURSDAY
Chevrolet, Dinah Shore quarter hour,
WBL=TY  iaasiiiaisnin st . . 32,000,000
De Soto, “You Bet Your Life,” half,
IWBEEDN osnmsiivitvserid ey veens 2,300,000
Chrysler institutional "Climax!”™ three
weeks out of four, CBS-TV ......... . o s+ 02,800,000
Chrysler institutional “Shower of Stars,”
once-monthly, CBS-TV ......ccvevvnnae. 1,900,000

Ford, Tennessee Ernie, NBC-TV .....

FRIDAY

Chevrolet, Bob Hope-Dinah Shore, five

hour shows each, NBC-TV
Chevrolet, “Crossroads,”
“Person to Person,”
Eastern Line-up, (Alt.) CBS-TV

American Oil,

ABC-TV

Plymouth, Ray Anthony Show,

ABC-TV ..........

............... .+« 4,160,000

Gulf Oil, “Life of Riley,” NBC-TV ..0.0.e.. 4,000,000

SATURDAY

Dod nfe Lawrence Welk Hour, ABC-TV

e EE -$5,2ﬂﬂ,ﬂﬂﬂ

Ford Star Jubilee, EBE-TV

ectacular (nine)

L

llllllllllllllllll

Oldsmobile, half of NBC-TV's Saturday
spectanuiar

lllllll

lllllllllllllll

the drubbing. ABC went from
521,000,000 tn $28,575,000 for a
gain of $7,575,000, while CBS-
TV dropped from $25.900,000
to $20435000, for a Joss of
55,435,{1{“]. NBC-TV took the ma-
jor slide from $42000,000 to
$27,690,000, for a loss of
$14,31,000. All these figures, as
are subszquent ones, are based on
going rates for time and talent and
do not take into consideration any
discount arrangements which the
networks are accustomed to make
with the automotive firms.

Those Canceled

Accounting for the most part in
the general decline of revenue is
not so much a reduction all along
the line in prime nighttime spend-
ing (as wl:lr as one Sunday after-
noon show, “Wide, Wide- World™),
but the canceling out altogether
of A. C. Sparkplug, Pontiac, Tide-
wat&r ’Dﬂ imonize and Texas Oil,

by Buick from

g 200, l}ﬂﬂ 4':]'!]{}[] The Buick

was whut gave CBS a kick in

the teeth, and N’EC lost $9.700,000

of the $10,100,000 lost when the

other accounts canceled. (Virtually

all of the NBC time has been sold

to other advertisers.) The other
$400,000 was an ABC loss.

As for the auto accounts which
have returmed this fall, spending
has in general kept pack with the
cost increases over last season.
Ford Motors spent $13,900,000 last

and wr]mnd $17,635,000

this season is out, Chrysler
Motors has gone from $20,100,000
up to $23,910,000. General Motors
is the only one in this group which
has cut back, from $23,900,000 to

$15,400,000, which is a drop of | Las

$8,460,000. This represents the
Pontiac and Buick cancellations.

Other firms have fallen back
little: Studebaker-Packard went
down $200,000, and American
Motors dropped $500,000.

Popular Cars

Altho I:hethn] and Chrys!e]r
oorporations have risen in general,
they have cut back on the expend-
itures for their big-selling, popular
cars. The Ford car billings have
dropped $865,000, and Plvmouth,
$165,000. General Maiors has also
reduced the Chevvy billings by
$1,360,000.

The general sales disappoint-
ment among auto manufacturers is
likewise reflected in allied indus-
tries, with Tidewater and Texas
Oil canceling entirely, American

OCTOBER 27, 1936

® IV (emmercials in Preduction

This weckly chart lists commercials produced during the last full
preceding month, with all industries covered over the course of & monih's

Ismues. The following
LA—Live Action:

designate the types of commercials listed:
FA—Full Animation;

EA—Seml-Animation: SE—

Special Effects; J—Jinglea; M—Musfc; S—Slides; ID—5tation break;

HA—Not available.

(Continued from last week)

Trpe Commerciaks
Sponsor, Product & Agency (Bhow, If any) No. (Secomds) (C-Color) Producer
HOME & BUILDING (conthnued)
Radio, TV Seis, Phonographs, eic.
Admiral Corp., Radio-TV, Henrl
Hurst & McDonald (Today, Tonight).... 1 (24}, 1 (26).. LA .. .civeivissnnns Kling
Portable TV, Henri
Hurst & McDonald (Today, Tonight}..oe 2 (10} iivseeess LA Kling
Household Soaps, Cleansers, Pollshes
Bovle Midway, Grillin Scuff Cover,

T o f b st e s naenenany 0 e LAk . oo Caravel
Sani-Flush, Gever (Love of Life,

Secret Storm, Doug, Edwards). ... ees 2 [60) vuisainns 1 (26) conssCaravel
Sani-Flush, Geyer (Queen for a Day)..ow 1105} covvvenss . (RN <o .Caravel
Proclier & Gamble, Cheer & Gleem,

Young & Rubicam (Brighter Day).... 3 (30) ..iooune LA ... Sound Masters
E. L. Bruce Co., Floor Wax and !

Cleaner, Christiansen Advg. .... 1 (80), 1 (200.. LA ... .cocncinnas. Kling
Colgate-Palmolive, Pink Liguid Vel,
wm..ﬂ.-u.,q.q.i_ Hﬁ- -u!’l"‘
BUSINESS FINANCIAL
Consumser Services
Ajir Force, Recrultment, Dancer, Filz-
I'Hl‘lh‘l & mq L | tm. 1 20)... FA iiess Shamus Colieme
Sun Times, Mewspaper Features. .......e0 1 {100, 1 (20)... SA ..ooociiiiiine, Kling
Carolina Power & Light, Utilities,
Walter J. Kilein (Dr. Hudson's
Secret Jourmal).... 2 (10) ........ LA . Walier J. Klein
GENERAL SECTION
Emoking Muierinls
RE. 1. R Camel Cigarettes,
e %Fm. EMY.oon J (600, 2 20)..0 EA cucvuvvauss- Lou Lily
American Tobacco, Tareyton Filter
l:il.ll'l'[t“ll, H. E HMI-I-II e A T TR TR TN N Nﬁ lllllllllllllll "Im
Sporting Goods and Toys -n
Evinrude Company, Outboard Motors,
c!mmﬂ-mmwlliljl I: tm' I:’ fﬂ}ri ll'A l'rl"‘ll‘l.l"l"‘"ﬂl!.
e .
S S T, Hoytseue & (60) vvesne. SR e stans eve s VD
Mlscellnneows
Governor Adlal Stevemson, Campaign ¢ &b
12 ..... o R isvaivasasasass Kiing
Lt. Gov. Harold Handley, Campalgn
Bpots.... 4 (10), 4 (20), )
2(60) ....... LA . .cicicannmnnssas Kling

Oil maintaining its budget of
$1,600,000 and only Gulf going
for an extra $1,000,000, rising
from $3,000,000 to $4,000,0
Likewise the rubber firms made
eCconomies: cut back
from $2,800,000 to $2,290,000, and
U. S. Ruhburhn&um :I,E,gﬂ}g for
its spectacu to $1,525, on
"Navy Log™ this 'ym. Firestone
kept to budget of
$2, Eﬂﬂ ,000, and Ennﬂrmh has gon
up from $1,700,000 to $2,000, ﬂﬂﬂ
Altho it is true that these specific
reductions add up to considerable,
it is still the big cut by Buick when
it moved to print and the loss of
the five other accounts completely
which have made the greater
disparity. :
Losses
Of the accounts which spent
$88.900,000 last year, those re-
m&ining represented $78,800,000
in 1955, Had these companies
been able to afford a 10 cent
increase, the web wo have
hauled in $86,680,000, or only
$0,980,000 under E: for the 1958
course, However, big Buick cut
and the cancellations, with an in-
crease, dropped the networks back

of thick,

This series of 30 and 80 second spofs by SARRA
Introduces Pet Ritz Frozen FPles to video
ences, On-the-spot farm scenes tell a story of
flavor and freshness transported from the or-
chard directly to the home, Kltchen shots show
how easy 1t i1s to prepare the ples, and close-ups
mouth-waterlng slices make the ples
look as good as they tastel
on the phrase: “frult country ple" plus effective
package dlsplay help clinch sales. Produced by
SBARRA for PET MILE COMPANY, through
GARDNER ADVERTISING COMPANY.

alUdl=-

Volce-over emphasis

SPECIALISTS IN VISUAL SELLING

S ARRA—

Mew Yerk: 200 E. S&th Sk
Chicago:

i/

16 I Ontarie S

bing” on the phonel
with human Iinterest,
sales for T-Up!

The subject I8 a "“natural™ . .

Expertly cast
sprawled on chairs and stretched out on the
floor—bring wvitality and realism on TV screens
. . » Bnd forcefully illustrate the selling line:
“Nothing does it like T7-UpI*
group of 20 and 60 second spots, part of a con-
tinuing serles for 7-Up, follows the teenagers
through a whirl of soclal activities. The product
is strongly identified and will be well remems-
bered TV asudiences, Produoed by SARRA
for '11:'5#1 7-UFP COMPANY, through J. WALTER
THOMPBON COMPANY.

. teenagers “gab-
It's a situation packed
and it's bound to bulld
FoOungsters—

The complets

SPECIALISTS IN VISUAL SELLING

S ARRA=—

Mew York: I00 I 36th b
Chicago:

1¢ L Ontarle S0
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$11,110,000, sending them for m
total loss of $21,090,000.
Behind all of these reductions,
of course, is the auto sales dis-
tment in the last yvear and
reflection, in part, on the other
industries. The motor manufactur-
ers are now seemingly more inter-
ested in getting the most for the
least. Chrysler is on a cost-per-
thousand gramming kick, and
e| U, S. Rubber and General Motors
have abandoned spectaculars for
other types of programs. Ford is
spreading its buyi m% attern to en-
compass all types of s ws—drama,
variety and spectaculars—in hnpe:
of catching every viewer available,

‘Beautiful Gal’
Gets Overhaul

NEW YORK—Revlon's “Most
Beautiful Girl in the World” is
having format trouble, The adver-
tiser shoved back the debut of the
show from October 22 to the mid-
dle of November in an effort to
get more time to work the kinks
out of the show.

A kine was made of the program
and was found lacking. The series

oes into the 9-9:30 spot on NBC-
%'Vi In all probability reruns of
the “Medic” will continue till “Girl”
is ready.

Motivating Force

® Continued from page 2

network sales department, ABC
personnel will remain without fir-
i gﬁ and “purges.” Trevz is known
to have strong convictions that sea-
soned executives with delegated
authority are essential in %arga
numbers to successful operation of
any large business,

ABC is expected to make head-
lines again when Coldenson steps
aside after January 1 to return to
his Paramount theater duties and
appoints a permanent president of
American Broadcasting Company.,
Chief contender for the post seems
to be John Mitchell, now special
assistant to the president. One fact,
however, emerges at this early
date: The concept of the team op-
eration will continue, no matter

who is named president.
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TV FILM FROGRAMMING

NETWORK CHALLENGERS

THE BILLEOARD

Big Ratings With Big Pictures
Give Stations Greater Status

NEW YORK—The mast impor-
ent of the sea- | Charles Farrell show, 18.0; “Robert
son is the impact of the major | Montgomery Presents,” 12.0;
“Medic,” 14.0, and Vie Damone,
23 And the station’s Warner Bros,

|p'.w|~'.-1ge heging in December,

tant new developm

motion picture attractions now be-
ing programmed loeally by stations
in I:I}::E feature film programs. Vir-
tually all rating services show the
stations increasing their share of
audience, sets-in-use and ralings,

The results are that network
shows, challenged by these feature
film programs, are under increas-
ing pressure in their battle lor
-éimm, that local indies pro-
gramming features are beginuing
to cut into the dominance of net-
work stations in the market and that
national advertisers are %tepping
up their interest in this form of
programming as vehicles for car-
rying their sales messages.

BRatings in seven markets indi-
cate the power of the feature film
attractions as audience - getters,
WEKRC, Cincinnati, for example, in
fts 11:15 feature film strip in-
creased its American Research Bu-
reau rating from a 4.9 in Julv to a
9.0 in August with the show which
offers Warner Bros.” products.

KLOR Boost

ontranked such opposition as the

“The Big Movie,” in which
KPIX, the San Franciseo Westing-
honse station, is now using the
RKO, Warner Bros. and Selznick
packages, increased its June ARB
rating [rom a 6.7 average to a
143 in September. Its share of
audience hiked from a 263 in
June for the time periods to a 43.2
in September, The show is pro-
grammed from 10-11:30,

The WWarner Bros,” package
tripled the audience watching
Westinglicuse's \WBZ-TV, Boston,
in the 5-6:30 strip, topping
“Mickey Mouse Club”™ on WNAC-

TV. The ARB September report

gave the station an average 13.7
in September, as against its 4.4 in
Aungust,
WCAU and WTVN

The late night feature at
WOCALULTV, Fhﬂ:lde]plﬁa, which
uses the Columbia Pictures pack-
age, jumped from a 4.1 August

With the Associated Artists’| ARB to a 12.3 average ARB in

“Movieland” package, KLOR-TV,|September. And WTVN-TV Co-
Portland, Ore., pulled a 22.3 Pulse |

lumbus, an ABC-TV affiliate, in
its 9:30-11 strip (exclusive of the
Wednesday night fights) went from
a 6.7 average ARB in July to a
12,6 in August with Wirner Bros.
features.

The most oulstanding example

of how stromgly fealure [ilm shows |

pulverize the opposition is  fur-
nished by KTTV, ILos Angeles,
The station’s Fridav night how on
October 12, the debut of the
M-G-M package, received an aver-
age ARB rating of 30.8 and a 53.8
share of the aundience, donbling
that of the three network stalions
combined for the three and a half
hours. The filin was “30 Seconds
Over Tokyo.”
New Trends

The success of these fealure
fFilm shows gives a new dimension
to this form of programming as
audience bait. Seeminglv  pre-
saged is a greater reliance hy na-
tional advertisers on this form of
pmg&mmiug as spot carriers. Also
to be expected is that more na-
tional advertisers will hnv enlire
feuture Flm stanzas as in the man-
ner of the Colgate purchuse of the
KTTV M-G-M stanza. Most of the

(Continued on page 1.3)

Telefilm Associates buy of the
20th Centurv-Fox package is vir-

to he worked out between the
principles, The deal is said to call
for 87 featnres immediately, About
another 320 [eatures will be de-
livered over the five-vear period.
Terms of the purchase are not
known, but it is recognized that
20th Century-Fox will be given an
eqnity in the NTA Film Network,
probably in the [orm of stock. This,
of conrse, is an inducement that
few of the companies competing
for the 20th Century-Fox pictures
(could offer. It will project 20th
]: Century-Fox into TV but in a man-
ner different from patterns already
established by Paramount Pictures
:Elllil M-C-M.
| The titles of the pictures in the
initial group of 78 are not known.
It may he taken for granted thal
'NTA and the film production com-
pany will put together a strong
package of names and properties
|50 as to tempt national advertisers
and to get the NTA Film Network
mider way with a bang. NTA has
| had several bids from national ad-
vertisers for sponsorship of the
NTA-20th Centurv-Fox package.
\With the rating success already
| scored by top packages of features

with #s “Premiere Thea'er” which |

is on at 8 p.m. on Mondays. It

OUT OF DOLDRUMS

‘Charlie Chan’
Series by TPA

NEW YORK — Honorible de-
tective Charlie Chan gets a new
lease on life this winter with a
half-hour series to be produced by
Television Programs of America,
Inc. Filming of the [first 39 epi-
sodes begins around January 1,
with J. Carroll Naish in the title
role.

A number of Charlie Chan [ea-
ture film packages, most of them
owned by Unity Television, have
been aired since 1932 and presum-
ably will still be seen when the
TPA series premieres. Three dif-
ferent actors are starred as Chan
(Sidney Toler, Warner Oland and
Roland Winters), which will add to
the confusion. Naish portraved the
detective on a live one-hour dra-
matic show in 1954.

Sales in Bulk of Half-Hour Series
Recover From Influx of Features

NEW YORK —— Station
chases of bulks of half-hour

ur-
ilm

series have been picking up again,

according to  distributor sources

(here, The resurgence of library

'buvs follows months of doldrums

brought on by the great influx of

feature films,

This mild but prolon depres-
sion in the half-hour li mr}feE'uSi-
ness was not, oddly enough, so
much caused by any glut of fea-
lives in station vaults as it was by
the uncertainty in the minds of
station managers about the affect
this hig market in features might
have on programming patterns.

This state of mind actually be.
gan to build even before the fea-
ture influx got mto swing. Eying
the possibility of getting the great-

BLOCKBUSTER

WCBS Plans Big

Feature

-NEW YORK—\WWCBS-TV, the

'huster,

Program

Virtually all of the 25

est movies of all time and the
enormous outlav that would be re-
quired, stations were maturally re-
luctant to commit themselves to
costly long-term deals [or hall-lour
product.

But now that the dust is clear
ing, stations are beginming lo real-

ize that they canmot live by feature

films alone,
WFIL Example
A sterling example of this com-

romise is the new programming

ook at WFIL-TV, Philadelphia.
With a backlog of over 1,500 [ea-
tures, including bLioth the M-G-M
and RKO libraries, WFIL has
nevertheless installed a w:ruple of
new half-hour strips including its
dramatic “Triangle Theater” and a
“Kit Carson” strip, 6-6:30 p.m.

The stations now luming their
attention to their half-hour stocks
find the supply bigger and the
suppliers wiser,

A couple of more distributors
have only recently arranged their
catalogs for this tvpe of business.

Guild Filins, with its prchase
of the half doven scries oviginated
by Motion Pictures for Television,
began making bulk deals al a fast
clip in the beginming of this month,
With its own former calialog, the

'|']'T‘ﬂ “Famous Playvhonse,” It in-

cludes 84 comedies, 14 adventures
and 13 Westerns,

Also for the slation market
Screen Gems has just put out a
one-hour kiddie show titled “Sur-
| prise Party,” which consists of a
| two-reel comedy, a cartoon and a
cliff hanger,

Screen Gems, which a couple of
vewrs ago was selling 78 “All Star
Theater” reruns on unlimited play
deals, s now selling station li-
braries for two or three runs, with
the second at about 80 per cent of
the first, and the third at about 40
| per cent.

' On all acemmts, the major com-
' petitor—the distributor to beat—in

| this line of business still seems to

be MCA-TV, which is credited
| with having pioneered library sales
‘as far as major hall-hour series are
| concerned,

Coming up strong behind it is

(Continued on page 13)

NTA, 20th
On Details of Buy

NEW YOBRK — The National!on local stations (see other story

tually set, with details remaining.
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Work

this issue), NTA figures that it is -
certain to compete strongly- against
network programming with its néw
feature film package.

Screen Gems'

$2.5 Mil Fund

HOLLYWOOD—Screen Gems
will finance independent produc-
ers to the tune of $2.5 million next
year, in an apparent effort to set
an independent production-dislri-
bution pattern in TV mnch as the
majors are now doing in feature
films.

The Columbia pix subsidiary es-
tablished the %2.5 million [um-i" Last
week. Basic requirements for a
producer to qualilv are that his
package contains either a star, or
is built around a strong, idea.
Screen Gems will finance the prop-
erty in its entirely,

Sereen Gems, which has grown
to be the most powerful TV pro-
duction company in the [ield, is
aiming to turn out some 25 pilols
for the coming season, making it
more or less a fourth network as
far as program creation is con-
cerned. TIt's to he seen whether
enough of the shows will be sold
to muke such a policy economic,

‘Defender’ Pix
Get Six Sales

NEW YORK — The Tnterstate
Television Corporation has noted
a resurgence of interest in an old
property, “Public Defender,” with
six new sales in the past fortnight.
Buvers are KSWO, Laughton,
Okla.: WMAL, Washington:
WRCV, Philadelphia; WBXS, Co-
lumbus, 0.: WMAR, Baltimore,
and KSIX, Corpus Christi, Tex,

ITC in the same period sold its
“Royal Plavhouse” series to four
Canadian markets, \Winnipeg, Hali-
fax, Vancouver and Ottawa,

AAP Adds Turtledove,
Montgomery, Hoffman

NEW YORK——Associated Art-
ists Productions, Inc., due to in-
creased activity on fealure filn
programming, has added Leo Tur-
tledove to the firm’s West Coast
sales staff, Robert Montgomerv to
the Southwest and Robert Holl-
man to the sales [orce here.

Colgate on Lookout for

Top Feature

CBS-TV flagship station here, isl‘;'fl‘fg}’ {Eatl];]m l'fillm slﬁwfs are
i i K.O. a e slation, ex-
o f s bl s | pacted. that WCBSTY will ask
5 premium  prives for the wer-
ture filmed presentation that would e P

' house movie show because of the
probably go into its Saturday night | ratinzs it is expected to er.
11:15-12:45 “Late Show” and be|The Saturday night “Late Show”
sold to a single advertiser.

| has averaged a better than 186
The program would consist of | Nielsen, January thru April, of this

top rngur:t culled from the vari-

Dus

]{v vear, and with the inclusion of
amer Bros.,, Columbia and

such top features is certain to in-
M-G-M libraries already owned by | crease ils rating substantially,
the station, tho [inal papers haven't| Whal sponsors will be asked to
*been signed on the M-G-M library. | pay for such a show is not Jmown,
This combination of libraries prui Eut the trade guesses that it ma
ably gives the station the single

be $30,000 and upward ea
most powerful group of features in | week because of the caliber of the
the country.

package, the market ahd the
About 10 to 15 top agencies

HOLLYWOOD—Colgate is on
the lnokout for top [eature film
packages in other markets, whether
these be from M-C-M or one of
the other majors, following the sue-

Guild stockpile now offers suffi-
cient quantity in certain formats to
fill yvawning daviime strips wlere
they occur. Its Liberace, Flovian
ZaBach and Frankie Laine scries!
consist of 191 stanzas which can
keep a musical slot going a long cess of the M-C-M debut on Sta-
time, ' tion KTTV here last week (The
stmﬁ"ﬂ Cems IEi“hﬂ:lrEL Gﬂt Eﬂ'}m

Screen Gems, which hit the sta-| According to Jim Douglas, TV-
tion market hard withe its first radio v.-p. of the Ted Bates
group of feature films early this | Agency, the smash ratings attained
year, now has a wide assortment |by the pix were not a complete
of programming for station needs. |surprise, tho he gives much of the
It has put together all its dramatic | credit to the promotion campaign
auhdlogies (“Ford,” “Firsdiede,”|staged by the station, one he terms
“Damon Runyon” and ‘Celebrity [as “the best I've ever seen for
Playhouse”) into a single gronp of |either a local or network program.”
278 films, which it has titled “Top| Douglas doesn’t believe that the

strength of the station, WCBS-TV
have already contacted the station
for their clients; so it anticipates
no . difficulty : selling -the . block-

will start programming the block-
buster either December or Janu-
aryw b

"
L T I R

Plays of 19537." It is the second
largest anthology group available

.|.to stations, the largest being MCA-

www americanradiohistorv com

pix can score ratings comparably
as high in other markets because
they'll be slotted mostly in mar-

Film Pkags.

ginal, rather than Class A time’

riods, and no other station is
ikely to repeat the satiration pro-
motion campaign that KTTV
staged,

He does think, however, that
the KTTV premiere has proved the
soundness of purchasing a whole
local [eature [ilm program rather
than spots, and Colgale is on the
lookout for ather such buys. (It's
to be noted that only a Tirm such
as Colgate, which has a multitude
of products, can afford this kind
of buving.)

Another factor being closely
watched is the effectiveness on
Frudm:-l: sales, this having been the
irst time in recent years one sta-
tion has been able to dominate
this size a market lo such an ex-
tent for an entire night.
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DRIVE WOULD CHANGE

CLOTHES ON

NEW YORK—A drive to cor-
rect “the sloppy appearance of
most men on TV™ has been
launched by Howard Smith, pro-
ducer of men's fashion shows.
Heading a survey of network and
local ‘shows, which included the
photographing of B00 performers
on-camera, Smith concluded that
more than 600 of the stars were
unpleasant to the eve, dressed in
bad taste and detrimental to their
SpONSOTS.

Among the offenders, according
to Smith, are Sid Caesar (“zoot
suits that disappeared 10 vears
ago”), Milton Bt'.rrl‘;*{“his collar has
yvet to touch his neck”), Alistair
Cocke (“seedv and no class on
a class series’),
Swayze (“grosslv  over-dressed”)
and John Daly (“total lack of ex-

ssion”). Good dressers,

wrinkle”), Eddie Fisher (“collegiate
but tasteful”), Jackie Gleason (“for
a fat man, terrific”) and Robert
Young (“learned from his movies”).

The advent of color TV, Smith
contends, will make an already se-
rious fault 50 times as glaring.
“There's money for everything from
script to props to publicity, but
not a pennv for the man who rep-
resents the sponsor’s product,” he
points out.

Consultant Office

With the co-operation of the
National Association of Retail
Clotheirs and Furnishers, Smith
has opened a consultant office in
New York to advise producers on
modern-dress programs. ~Madison
Avenue dictates style in the East,
which is why shows originating in
California have better-dressed per-

formers,” he says.

Other stars under Smith's fire
are Perry Como (“his collars dwarf

John Cameron |

SAVS |

gll:.ﬁith. are Ed Sullivan (“never a|

TV MALES

his face™), - Steve Allen “wrong
model of suit”) and Walter Win-
chell ("bad choice of fabrics makes
his suits look 30 years old”). With
more attention being paid by both
men and women to men’s fashions
today, the NARCF has voiced
strong disapproval of TV's com-
plete lack interest and control
over its performers’ appearance.

A stager of TV and hotel men's
| wear shows and senior salesman of
 Kolmer-Marcus, Inc., clothiers,
Smith numbers among his clients,
' packagers, individual stars and ad-
vertisers, “Ad men haven't come
‘around yet,” he notes, “but they're
big offenders themselves and will
take a while to recognize it.”" Lo-
cal stations have a higher percent-
age of well-dressed men than do
networks, his photo survey showed.

s

6 Sales Push
‘3’ Past 100

NEW YORK—Six more sales
by ABC Film Syndicatior has
pushed “Code 3" past the 100-
market mark., New buys include
KHSL, Chico, Calif.; WOW,
Omaha; WSUN, St. Petersburg,
Fla., for the Davis Construction
Company; WSLS, Roauoke, Va.,
for Top Valu Stamps; WBRC, Bir-
mingham, for Miller Brewing Com.
pany, and WFLA, Tampa.

First sales reported by ABC
I'ilm's new Far East department
are CBC, Nagova, and OTV,
Osaka, Japan, for “Passport to
Danger.” The show kicks off both
stations on opening day, Decem-
ber 1. The series will run in Eng-

‘0. Henry’ Sold in
15 Marts; Total 38

HOLLYWOOD—Gross-Krasne
last week added 15 markets to the
list of those in which “O. Henry
Playhouse” has been $old, bringing
the total to 38.

New cities added were San An-
tonio, Louisville, Salt Lake City,
Utah, Miami, Denver, Nashville,
Indianapolis; Tulsa, Okla.; Jack-
sonville, Fla.: Little Rock: Boise,
Idaho; Lubbock, Tex.; Albuquer-
que N. M.; Baton Rouge, La., and
Twin Falls, Idaho,

Yolcano Sets Schnitzer

HOLLYWOOD
Schnitzer last week was appointed
production v.-p. for Volcano En-
terprises, telefilm firm headquar-
tering at General Service Studios.
Schnitzer has been agency super-
visor at BBD&O for “Lassie” and
“On Trial."

Gerald |
| necticut and Rhode TIsland.

MCA Adds 2
Clooney Clients

NEW YORK — MCA-TV last
week continued to roll up sales for
its high-rated Rosemarv Clooney

show, The two new sponsors are
Blatz beer and Hood dairy,

The first advertiser bought the
vidfilm series for six cities in Wis-
evnsin, and the second for eight
cities in the six New England
States — Maine, Vermont, New
Hampshire, Massachusetts, Con-

The Blatz buy will mean that
five major brewers are now riding
the musical show, other brewers

being Sterling, Carling, Brading
and Dobler.

Ametrica’s Greatest Newsman

FOR ADVERTISERS

Full Sponsorship or
Spot Particapation
Availabilities

FOR STATIONS

- THE BEST DEAL
EVER OFFERED !

You can’t lose!

- DREW

and his weekly TV

WASHINGTON
MERRY-GO-ROUND

SATURDAY EVENING

39 Quarter-Hour TV Films
Ready Made Audience—

POST

Commencing November 3 issue, for four
consecutive weeks, “The Life of

Drew Pearson."” Backed by tremendous
advertising-promotion campaign.

Current series SOLD in New
York, Los Angeles, Philadelphia;
Washingten, D. C.; Buffalo, Erie
and many other markets.

Washington Merry-Go-Round
appears in over 600 newspapers

in the United States.
WRITE—WIRE—PHONE FOR DETAILS

FILMS AIR EXPRESSED TO STATIONS EVERY WEEK

14156 NORTH LA EREA

HOLLYWOOD

MLING

FILM PRODUCTIONS

|9 EAST 53R STREET, AT MADISON AVENUE-NEW YORK

CHICAGD = 1058 W: WASHINGTON BLVD. FPLAZAS-8B86131
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