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ALL OVER
THE WORLD

‘56 Juke Box Qutput

To Up Op Record Buys If Need Rises

By BOB DIETMEIER

CHICAGO — The record busi-
mess can expect to sell more disks
to juke box operators in 1957 be-
cause of more selections on juke
boxes, not because of more juke
baxes.

Juke box “wunufacturers have set
their sales sights a little higher for
1957. But basing these goals on
1956 production estimates for the
industey, even 5 per cent increase
this vear over last—which would
be considerabloe—would not change
vers much the surprisingly steady
production pattern of recent vears.
Nor wonld such a healthy gain
greatly increase disk sales.

However, operators thruout the
country have indicated already that
they plan to buy more 200-selec.
tion machines in 1957 than all
other models combined

TODD EXPECTED
TO JOIN WILE,
PAT WEAVER

TV Lights Up Cigar

El'l‘ll ..1“[’!"-".'E11:|.,7 rl‘.TT' I'I.l"'.i"..':.. pro- |

amming of tunes from operator
ibraries and little regular
for extended ;ﬂu}' record s.ctions |
designed  for long-term use, the|
200-play juke box will mean more
record buving for operators.

And 1957 will be the First year |
that all four manufacturers will |
be in [ull production of these

jumb units thruout the '

tcar. |
The stubility of the juke box|

business as. reflected in 1956 pro-
duction estimates makes il unigue
in 17, S. industiy.

Security measures adopled by
each manufacturer to safeguard
actual production figures would
make the Atomic Energy Commis.
sion green with envy., But well-
fivformed  trade  sources indicate
1956 production dipped below
18955, A conservative estimate
would place last vear's total out
ut at GL0O00 units, 4 per cent

low 19557 estimated 63,500,

Total industry output in the last
four vears has varied no more than

Juke Ops to
Back TV Fete

0S8 ANCELES — Juke Box
Derby, a musical-quiz television
show, sponsored by a group of
California juke box operators, will
debut over KNXT here Saturday
(9), The group, California Music
Merchanks  Association, announeed
the program would start as a local
show, with plans for Statewide and
eveniual petwork expansion within
the vear.

Disk jockev Bill Bradley will
emsee the 30-minute program with
Buddy Bregmun :l.nl:?izl a lZ-piece

at 1
uying |

Dips But 200's

4,500 units. Production during that
period looks like this: 1953, 59,000
units; 1954, 61,000, 1955, 63,500:
1956, 61,000,

Begides, there are strong indi-
cations that the export market
continues lo bile off an increas.
ingly larger piece of the pie each
yvear. OF the 61,000 figure for
1956, it's believed that exports |

account for 13,000 to 14,000 ma-
chines, A vear earlier, this segment |
wias around 10,000 to 11,000 units. |

The impressive fact about last |
yeurs outpnt is that a steady |
industrv-wide fow of machines |
was maintained in spite of unustal- |
ly long interruptions in assembly |
lines of several manufacturers |
which started production of 200- |
selection machines during the vear, |

Record sales to the juke box
market during 1957 should show
a good increase over last vear as
more  200-selection  equipment s
placed in operation

How much of an increase, how- |
ever, will depend on severnl key |
factors in the operating business
itself. It-is known that during 1956,
operators changed more records on |
a 200-plav-unit than on a machine |
with fewer selections, Tt was also

(Continued on page 80)

NEW YORK—Mike Todd
is expected o join [orces with
Svlvester (Pat) Weaver, for-
mer chairman of the board of
NBC. Weaver and Fred
Wile, former NBC vice-presi-
dent, are now forming a TV
consultation and packaging
organization for advertising
agencies, clients and networks.
Thev are reported to have had
talks with Todd about linking
forces toward the erestion of a
firm which might embrace
other entertainment  mecia,
such as movies and the the.
aler,

With Todd in the organiza-
tion, the $3.000,000 loan
Weaver has asked From banks
for operating eapital would be
virtually assored. Todd's
“Around the World in Eighty
Davs” is currently one of the
biggest [ilm hits on Broadway,
He has also reportedly sold a
lavge picce of the picture
which features the unusual
Todd-AO process to CBS, Ine,

Weaver has aiso reportedls
come (0o an arrangement wilh
ABC-TV whereby hLe would
submil program ideas. There
is talk he is discussing a simi-
lar deal with NBC. Gossip
also has it that MeCann-Erick-
son may be the Firs agency Lo
use the consultation services
of the Weaver-Todd combine.

By BOB BERNSTEIN

NEW YORK — The accepled
stereolvpe of cigar smokers as Fal
_ImIitil.'T;In:: and ganglund chiefs has

wen  shattered, thanks to televi-
T\rlu

sHom tantustic “dimension”
America’s  attitude, according to
Engene L. Bavmond, president of
the Cigar Institute of America,
The historie, proud cigar is just

in annual advertising and $100,-
000 in public relations, from the
eclipse cansed by the suceess of
eigarettes in the 1920's, This sue-
cess bronght with it the firm, un-
pleasan! assumptions that cigars
\were  crude, malodorous, messy
levils foisted upon helpless ladies
111!- rich, fl".t‘1'|u".1rii|=__{ slobs of men.
i Drop Cliches

| “"Television in its finey econ-
Houed the tradition,” savs Rav-
mond, “but happily discarded the
cliches with the vears. Now TV is
our greatest asset in the campaign
to teach men good manners in
lsmoking and to show women that

NEWS OF THE WEEK

Nelworks Agree to Keep Rating
Information Within Industey . . .

classical

pop  and

jarz line. Designed to

stimulate restocking ol dealers” inventories, the

(Continued on page 80)

The thiee networks have come to an agree-
ment to keep mtings an internal matter. They
will not send out press releases of any ratings
and thus not involve the public in industry
bl e s Il e NN

Sponsor Buvs Full NTA Web

Of 100 Stations for Movies . . .

The NTA Film Network landed a sponsor, it
wis reported last week., The Wamer-Lambert
Pharmaceutical Company is buving full spon-
sorship ol the hour-and-a-half movie on the
Full Twe-up of over 100 stations, It gets its
pick of 20th Century-Fox pictures. ... .Page 2

Capitol Records Expands Activity

In Phonograph Equipment Field . . .
Capitol Records expands its operation in the
phonograph equipment field. The disk com-
pany last week named William F. O Boyvle,
former Coluombia Records exee, o an impor-
tant post, the Function of which would be the
developmient of the company's equipment
operation. ...« . .» Page 17

& .

Mercury Records Sets Dealer

Discount Plan Thru February o, .

Mercury Records announced a 10 per cent
discount to dealers on the label's entire

plan will be in effect up thru Febroary 28,
Initial  reaction  has reported  goad
Page 17
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Pinball Tax Question Goes

To U, §. Supreme Court , ..

The U. 5. Supreme Court has decided to re-
view a federnl tax test caseé on pinhall games,
This marks the first time the nation’s highest
tribunal will act on the pinball controversy,
The high court review follows a U, S. Court of
Appeals ruling that pinballs do not Fall under
the Internal Revenue Code's $2350 tax category
on gambling devices. «...ovennesens Page 85
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hius led to a social revolution m |

Business, Smokes

Qut Critical Cliches

Industry Spends $15-Million, Revives
After Many Years of Bad Comment

cigars are a blessing.” The agenda
of Baymond, his staff and Lwvan
Famol, CIA's  public  relations
counsel, contains a thousand vari-
ations of these two themes.

ltem: NBC-TV carried an hour
drama, “This Busines. of Murder,”
a- vear ago,.in which a man was

| sutfocaled by ciga= smoke, Lelters

now recovering, thrun $14,000,000

were promplly dispatched to Pro-
ducer Fred Coe, Presidenl Robert
Sarnoft and  Board Chairman Syl-
vester Pat Weaver. Two weeks
agn, NBC carried an hour drama,
“Top Rung,” in which cigars wera
offered and smoked by attractive
young men relaxing in on averuge
1aIme.

Item: Raymond stuarts his many
radio and TV interview appear-
ances by denouncing  Rudlvard
Kipling lor poetising: “A woman is
ullfl_v a woman but a good cigar Is
n smoke.” Nothing can replice a
woman, as Raymond discovered on
a three-vear, cigar-filled tour of
cdutv in the Aleutans duringe World

War 1L

Wives Sufe
“l'i“: H” E']..gl.lr :i-illl!]-.{'r L i ]
beat his wile, Raymond's statistics
reveal.  The calming effects make

eigar-time the wise moment for a

|

wife 1o report she damaged the
fender on the ear or has quietly
bought a eolor set. A TV comedy
on this aspect will be aired shortly.
Item: The copy slant in TV
adverlising now includes Female
viewers., Cigar manufacturers don't
want the fair sex to smoke ‘em,
(Continued on page 8)

Mitch Miller’s
Cigar Advice

NEW YORK — Miteh Miller
offers some adviee to cigar smokers
in show business.

To TV actors: “Don’t build up
0 long wih. Viewers bite their u.li'fii
waiting for it to drop.” To ad
agency brass:  “Don’t smoke in

;l‘]'iHHIE'il elevators, 11 s be youur
| boss

whose [ace voure pulling
into.” To emsees: "Don’l talk with
a cigar in yvour mouth. Even
Edward G. Roblnson gave thut ap
in Hollvwood.” To all bearded
pedormers: “There’s nothing saler
than a long cigar.”

The bearded Columbia Records

exee has just been named Man of

the Year by Ciger Institute of

Amoricn,

A

-

-
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FACTS FOR INDUSTRY ONLY

Webs Okay De-Emphasizing
Ratings Data for Public

By SAM CHASE

NEW YORK —— The TV net-
works have reportedly reached
agreement on a top-brass level to
de-emphasize public excitement
over ratings. As the first step of
this move, they have jointly de-
cided to cease issuing press re-
leases on the ratings achieved by
their programs,

The move in no way will di-
minish the use made of ratings by
the professionals of the business,
Its intent is to quiet the public
hubbub over who's on top, which
has given rise to an atmosphere in
which the webs believe that ratings
have become virtually the master,
rather than a tool of the industry.

A recent article in Time mag-
azine is regarded as having helped
crystallize web brass thinking on
the subject. Like the weather,
everyone was aware of the prob-
lem but nobody did anvthing about
jit, until the present decision. The
Time article labeled the over-
emphasis of ratings as exercising a
virtual “tyranny” over the conduct
of programming affairs,

Influence Stet

The toppers of the three webs
were in agreement that the influ-
ence of ratings, properly used, is
not likely to be atfected. But they
also concurred in the thought that
ﬁ:n%'rammiﬂg decisions should not

pisted on them by virtue of a
sudden jump or drop in ratin
which, in some cases, brought
about cases of wirtual hysteria

among excitable network, adver-
tiser and agency brass.

The- recent battle over the re-
sponsibility, if any, of poor ratings
for the demise of NBC's Walter
Winchell show threw additional
light on the poor industry public
relations which can result from un-

considered charges made and re-
futed over rating reliability.

lthe believability of the potent

over-all network story.

Too Eager
With space in the public prints
at a premium, it is felt that these
differences too often have been
seized on gleefully by the daily
gazettes, which sensed a competi-
tive advantage in publicizing the
rating variances without simul-
tameously explaining the differ-

Back of the move, likewise, lies i ences in survey methods and sam-
the recognition that TV is, after all, | pling which could bring about
a major adverlising medium which  those dilferences,

is in desperate competition with

As a result, while future ratings

other media for the advertising dol- | will be scanned just as anxiously
lar, Should past conditions con-| by network execs responsible for
tinue, with each network seeking | programming success, it is hoped

to refute the others with promotion
of the particular ratings which best
back up its story, the constant pub-
lic wrangling could cast doubt on

that, as much as possible, this in-
terest can be kept intramural
where it can be controlled, and the
public will be left to decide its

Berle Series
Interests GF

NEW YORK—Ceneral Foods is
showing marked interest in the new
Milton Berle vidfilm series, “Follow
That Man.” The price for the half-
hour show is estimated at $80,000.
Advance reports are that Berle has
put together a strong pilot film,
The show is tif:imtecf fgr an im-
portant time period on NBC-TV
next season.

Meanwhile, it has been indi-
cated that General Foods will drop
“Bengal Lancers” at the end of a
26-week ride in the Sunday 7-7:30
slot, and that Rov Rogers, which
Erat-ede.c it, will also be canceled,

ut al the end of the current sea-
son in June. Both shows are on
NBC-TV.

viewing preferences on taste alone,
‘rather than thru any mass stam-
‘pede to the current TV “best
“sellen”

Warner-Lambert Buys Full
NTA Line-Up for Features

NEW YORK—The NTA Film
Network has a sponsor. According
to reliable trade reports last week,
the Wamer-Lambert Pharmaceuti-
cal Company is buying full spon-
sorship of the hour-and-a-half fea-
ture film en the full line-up of
over 100 stations.

The deal is said to be extremely
favorable for Wamer-Lambert.

FULL TILT

NBC ‘Twenty-One’
Wages ‘Lucy’ Fight

NEW YORK——0One of the more
interesting programming  hattles
shaping up in TV today is that
between “Twenty-One,” the new
NBC-TV entrant on Mondays
9-9:30, and CBS-TV's all-powerful
“I Love Lucy,” TV's top stanza for
a half dozen vears.

In the last three weeks the
Trendex rating of the time period
on NBC has been increased from

7.8, which was achieved with “Call
to Freedom” on January 7, to a
22.3 on January 21, the second
week that “Twenty-One” has been
programmed. And “Luecy’s share
of audience has dropped from a
66.6 to a 52 in the three weeks,
Spearheading the sharp audi-
ence interest in “Twenty-One” is
the showing made by Charles Van
Doren, who lasc week brought his
winnings up to $104,500, Van

over single copy rafes),

MONEY-SAVING SUBSCRIPTION ORDER

Enter my subscription to The Billboard for a full year
(52 issues) at the rate of $15 {a considerable saving
Foreign rate $15,

Doren has had the kind of press
coverage reminiscent of the early
days of "The $64,000 Question.”
In addition to a fantastic number
of stories in the naton's dailies, he
has already been covered by News-
week, Time and TV Cuide, with a
piece in “Life” upcoming.
NBC All Out

NBC also is sparing no expense
to capitalize on the opportunity to
upset the CBS applecart. It has
thrown a huge advertising cam-
paign behind the show. In addi-
tion, NBC has arranged for con-
tinued appearances by Van Doren
on its shows, He was on the Steve
Allen show Sunday (27). And
Monday Van Doren will seen
on “Todayv.” “Home,” “Tic Tac
Dough” and “Price 1s Right,” as a
prelude to his evening apﬁenrancﬂ
on "“Twenty-One”™ when he chal-

lenges the fates again. 5

---------------- _'- -'-'-q'-_1

J Paymeant enclosed I Bill ma
ESO
Name
Occupalion or Tifle
Company
Address
Cliy Tone__ Stale

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

D

| “Forever

NTA, according to the reports, will
pay half the cost of promoting and
advertising the program.

Warner-Lambert will get its pick
of the top 20t Century-Fox pic-
tures remaining in its backlog. The
list from which the sponsor will
make its choice is said to include
“Alexander’s Ragtime Band,” “Gen-
tleman's Agreement,” “The Grapes
of Wrath,” “Winged Victory,”
“Come to the Stable,” “The Razor's
Edge,” “Mother Wore Tights,”
“Guadaleanal Diary,” “The Eve of
St. Mark,” “Llovds of London”
Amber,” “Blood and
Sand” and “The Ghost and Mrs.
Muir.”

The show will be used to adver-
tise all the toiletries manufactured
by the Lambert-Iudnut division of
Warner-Lambert. fhe agencies on
the deal are Sullivan, Stauffer,
Colwell & Bavles for the DuBarry
and Richard Hudnut products and
Lambert & Feasley lor the Lister-
ine Products.

53 Cost-Per-M

Trade sources report the movie
program will have to get a national
average rating of aboul 11.0 to get
a cost per thousand per commercial
minute of $3, which would make
it a better than average buy.,

It will have to get a rating of
about 16.0 to get cost per thou-
sand per commercial minute of $2,
which would make it an exception-
allv good buv.,

These ratings are, of course, not
unusually high. Whether or not
the NTA Nelwork can achieve this
level with the time slots assigned
to it is at the moment anybody’s
guess, Conceivably with the Lam-
bert deal in its pocket NTA could
improve its time in some markets
Iwhere it needs to. The ratings it
has been getting in the past four
months :lehl;ﬂl}'%m-'e little bearing
on ity future, since the pictures it
has been plaving don't begin to
compare with those Lambert will
be sponsoring,

In any event, the deal is history
making in a number of respects.
Tt puts a fonrth network into the
husiness again on a paving basis.
That NTA was able to make the
deal in a softening network market
and with the wvarious pressures
upon it is itsell remarkable. W-L
becomes the all-time biggest spon-
1sor of feature Films on TV in the
‘recently emerging trend in which
| Bristol-Myers, Revlon and a few
others have bought all or part of
maovies in selected markets.

GM Due for Great
Web TV Re-Entry

NEW YORK-——Indications are
that General Motors will be back
into network TV on all fours next
season, The company has already
started shopping for several prop-
erties. Buick division is on the
prowl for spectaculars this spring
to beel up its advertising, It was
to co-sponsor Judy Garland on

CBS-TV before the show conked !

outl.

Reports are, however, that GAlI
has been under considerable pres-
sure from its dealer organizations
to step up its use of the medium as
soon as it cam, Chevrolet is the
exception, since it i1s now well re
resented on TV, Ford is currently
giving Chevrolet a real battle in
the fight for the No. 1 sales posi-
tion in the industry,

Plvmouth, too, with its com-

pletely revamped hot model, has
| shown a surprising sales resurgence
and may possibly wrest the No, 3
position from Buick. Of the other
CM  division, Oldsmobile, which
owns half of the NBC-TV Saturday
spectacular, and Pontiae, which is
not in network TV, will probably
be represented with at least one
half-hour show of theic' own next
season,

Ford, of course, is shopping for
a regular stanza for its new car,
Edsel (see other story). If its prior
TV advertising strategy is at all
indicative, it will probably mount
‘& terrific saturation campaign in
ithe broadcast media to introduce
the vehicle, Chrysler, now a heavy
network spender, may be forced to
buy even more network TV to
compete with the others,

DOUBLE PLAY

Oberon TV
Would Show
Two Nights

NEW YORK — ABC-TV and
CBS-TV Film Sales are lining up
a pair of sponsors for “Assignment
Foreign Legion,” which would be
aired on the web in a rare “double
exposure” Tuesdays and Thurs-
days, 10-10:30 p.m. EST,

The dramatic anthology, nar-
rated by Merle Oberon, will afford
an attractive cross-ruff pattern for
the two advertisers at the price of
one telecast a week. Revlon is no
longer interested in the series,

"Annie’ fo Give
Edsel Big Plug

NEW YORK—The Ford Motor
Company for its new car, the Edsel
last week made its first network
TV pm‘chase, a two hour Spectacu-
lar on NBC-TV of “Annie Get Your
Gun,” starring Mary Martin,

The show will be presented after
a coast-to-coast theater tour begin-
ning in San Francisco or Los An-

eles. It will probably be one of

e most expensive buys in TV his-
tory, running an estimated $400-
000, and iz indicative of the kind of
money Ford is willing to spend to
get impact. Foote, Cone & Belding
is the agency.
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McCadden Back
To-"Panic’ Pix

HOLLYWOOD —— MecCadden
will resume filming the “Panic”
series after completing the first
five half-hour segments with the
$1,250,000 budgeted show sched-
uled to debut March 5 (8:30-9
p.m.) via NBC-TV. The series
will be sponsored alternately by
Chesterfield (Liggett & Myers thru
MecCann-Eric snn% and Max Factor
(thru Dovle, Dane & Bernbach).

Al Simon, the show’s producer-
creator, will rely on suspenseful
seripting to appeal to viewers and
will not use a continuing cast or
top name actors. The show was
called “Impact” originally,

Westbrook Van Voorhis, of “The
March of Time” newsfilms, will{to develo

TV PROCRAMMING

Accas, of TvB, to Join ABC's
Grid Squad as Aide to Treyz

NEW YORE—After wholesale
denials, it has been confirmed
that Eugene Accas will return to
ABC-TV from Television Bureau of
Advertising (The Billboard, Octo-
ber 27). He will serve as adminis-
trative assistant to web chief Ollie
Treyz, joining the newly-created
“backfield team”™ in which Treyz
plays quarterback.

Accas and programming veepee
James Aubrey will be “halfbacks,”
and Al Beckman, director of sta-
tion relations; Buzz Chapin, net-
work sales veepee, and Don Coyle,
director of sales development and
research, will function as “full-
backs.” The “currently in play line”
is expected to stay in the game.

The Treyz concept is designed
greater intla:rl::rlai.r:l be-

ange

FEBRUARY 2, 1957

Lever at 8:30
Tues. on CBS

NEW YORK—Lever Brothers
last week purchased half of the
Tuesday 8:30-9 time slot on CBS-
TV. It is expected to continue with
“The Brothers,” which now occu-
pies the slot, at least for the pres-
ent.

The time slot has bheen eagerly
sought after by many clients be-
cause of the strong lead-in given
by the Phil Silvers show which
precedes it. Another advertiser is
close to picking up the other half.

J. Walter Thompson is the Lever
Brothers agency.

The purchase of the CBS slot b
Levers may indicate that it wi
bow out of its alternate week spon-
gorship of “Lancelot,” Monday, 8-
8:30 on NBC-TV, at the end of its

GAC PROBLEM:
TILT VS. COMO

NEW YORK — The Gen-
eral Artists Corporation has a
problem. The talent agency’s
Perry Como show has been

doing exceedingly well on
NBC-TV, Saturdays, 8-9. It's
done so well that it is one of
the major factors responsible
for the expected departure of
Jackie Gleason from the hour
opposite him on CBS at the
end of this season.

But among the shows being
considered by CBS-TV to re-

lace Gleason is "The Big

ecord,” a show featuring
Patti Page and another Gen-
eral Artists package. The ques-
tion is: What should GAC do
if it gets the slot? Let Patti

of ideas before decisions rather
than after mistakes and more indi-
vidual initiative among the brass.
The six men are to be a “plannin
board,” with Leonard (Coach
Goldenson, who has already mov
his office back to American Broad-
casting-Paramount Theaters head-
quarters, taking a less active role.
It is reported that Norman (Pete)
Cash, who succeeded Treyz as
TvB head, will join ABC later this
year, as soon as 'it is not detri-
mental to the health of TvB.”

SG Mulls ‘Hudson Bay’
With Telford Directing

NEW YOBRK—Screen GCems is

Page and Perry Como worry? : P .,
current commitment. g d " lnarrate the series. tween web departments, exc mulling “Hudson Bﬂ;, an outdoor
T i e : e 4 S . adventure series to be directed by
e ~|Frank Telford. The halt-hour

films, to be shot on location in

i
-

This chart'ls the TV Industry’s only guide to the compara- 7

| e monthly efficiency of Class A time netwu-.;i: nrnllrm g Canada, would be aimed for a fall
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- : and children viewers, Each week, comparisons are made of ﬁ-ﬁ o
2 E > ;‘ E p 4 | shows of the same program type and of shows alring For ade : = o
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M- - W fOR DE(EMBER : Tha figure shown for each program represents the spomsors : P ; .
5 ' § cost tor reaching 1000 TV homes, men, women or children per = o i
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The Top Network Programs in Class A Time § 1o chn o' s posran e et e s by e ol - 1
Based on U. 8. TV audience research of the Ranked by Cost Per Thousand § by te progesm, s determined by American Ressarch Buredd. o J 2
AMERICAN RESEARCH BUREAU Per Commercial Minufe 1@ hese resuits then were divided by the allocated commercial % iy
§ minuies in the program. Net time and program costs used S : ® .
: ' are estimates made by The Billboard after extensive 'H“r‘"-_ Eé;é ;f m III Ion
T
COST PER THOUSAND COST PER THOUSAND
PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE
1. LAWRENCE WELK (Dodge, ABC). .. .0vssrenrn.. $1.18 1. LAWRENCE WELK (Dodge, ABC)........ SRS % .87
2. ED SULLIVAN (Lincoln-Mercury, CBS). seeesssss. 151 2. ED SULLIVAN {Lincﬂln-Me:r:ur}r', CBS). voovnsne a1 I.EEF
3. $64,000 QUESTION (Revlon, CBS)....vuvvvurerses 1.79 3. WHAT'S MY LINE? (], Montenier, CBS)...... PR
4. I'VE GOT A SECRET (R. J. Reynolds, CBS).....u.. 1.92 4. $64,000 QUESTION (BRevlon, CBS)....... N 1.58
5_ I Lﬂ‘rE LUEY {Pmﬂ.tEr & Gamhler CBS} .......... l.g'i 5- ["\IE GﬂT A SEER.E.'T {H- J. Eﬂ'mﬂl{ls, EBS} +++++++ ]-lﬁ?
8. WHAT'S MY LINEP (. Montenier, CBS). .. .. 10u0s 1.99 6. LAWRENCE WELK'S TOP TUNES (Dodge, ABC). 1.68
7. GODFREY'S TALENT SCOUTS {Lij;'-*tﬂﬂ, EHS} lllll 2 (09 7. 1 LOVE LUCY {Pmc:t&r & Camble, CBS} ........ «« 176 PEN NA
8. ALFRED HITCHCOCK (Bristol-Myers, CBS)...... 2.10 8. GODFREY'S TALENT SCOUTS (Lipton, CBS)..... 1.87 A
8. BEAT THE CLOCK (Hazel Bishop, CBS)......... 2.10 9. $64,000 CHALLENGE (Revlon, CBS)........ iy, L o
10. LAWRENCE WELK'S TOP TUNES (Dodge, ABC), 2,11 10. PEOPLE ARE FUNNY (Toni, NBC)........ REXEE i-g; e ———
11. CLIMAX! (Chrysler, CBS). .. e rernnnesernnnss 2.17 11, CLIMAX! (Chrysler, CBS)............... resrey & T o e S
12, $64,000 CHALLENGE (Revlon, CB5).vvuuvrennss 9.2() 12. BEAT THE CLOCK (Hazel Bishop, CBS)......... 2.02 1=E.;;'-’:_:._j:i"” ”*‘”&%&
13. DISNEYLAND (American Dairy, Derby Foods, ABC). 2.2 14. PE@&'}G“M{} (RCA Whirlpool, Kleenex, Gold Seal, s0s | & NBC and CBS ;§
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}i fﬁ?ﬁﬁéﬂf If:ﬂf: {?;*;*}hﬂm‘“‘"““”” :;g 14, YOU BET YOUR LIFE (De Soto, NBC). ... ..+, veee 204 | ¥ 316 ,000 WATTS . |
16. YOU BET YOUR LIFE (Do Soto, NBC). « v ] 15. DECEMBER BRIDE (General Foods, CBS)..v.00ss 211 | &
7 WYATT EARP (General Mills, ABC). »onononono 593 16. NAME THAT TUNE (Whitehall, CBS)..vvvveness . 217 o
18. PERSON TO PERSON (Time, CBS).............. 233 16. PERSON TO PERSON (Time, CBS)......uevvvias E-ig . il
19, DECEMBER BRIDE (General Foods, CBS). .. ... .. 5 57 18. THE MILLIONAIRE (Colgate, CBS)........... ga{} P f:_
ED- RDBIN HDDD Uﬂ]l'[.'lﬂﬂ“: & Iﬂhﬂ.suﬂ CBS}. Ceeneens 2.4[] lg- Iﬂcm G‘LE.&SDH (P. Lﬂl‘ﬂl:lrd, Bulﬂvap EES}; LR . ._.:‘i;‘.:___:_.i-"" _\l\l'::f-.
’ 20. ERNIE FORD (Ford, NBC). .. .vvnvevnvannnns er 2,40 '3
20. LASSIE (Campbell, CBS)...... CR coeen 240 | £ 7917,320 TV sets 0
: e e “jg_
COST PER THOUSAND . COST PER THOUSAND 'i} ?39,605 Fﬂ n'II|IES {
ER . 3V million people |
EN VIEWERS 1
PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE ) ; $5% billion ,{gg
1. LAWRENCE WELK (Dodge, ABC) $1.11 1. DISNEYLAND (Derby Foods, American Dairy, ABC).$1.35 - annual income i i
5 ED SULLIVAN {mcmn_mﬂgw cﬁ:s;}““m”” iz | 2. LASSIE (Campbell Soup, CBS)......cvve... P——— . . $3% billion iy
. PRI mRe Ly T 3. LONE RANGER (Swift, ABC),...0vevvas SR ok ; F &
3. $64,000 QUESTION (Revlon, CBS)....... veeersns 215 BS 1.01 retail sales .
3. LAWRENCE WELK'S TOP TUNES (Dodge, ABC). 2.13 . ﬁfmﬂgﬁﬂrﬂhnﬁﬂm?"ﬁaf e yr/,
5. WHAT'S MY LINE? (]. Montenier, CBS)........... 2.24 ﬁ' BEAT THE CLE?CEH{HEEEI Eishup CBS } rassanns - :3:2& ‘*E-;ﬁ“mwm“&wﬁhg*ff
6. ALFRED HITCHCOCK (Bristol-Myers, CBS)...... 2.37 7 LAWRENCE WELEK (Dodge ﬁECJ: _____ E 41 s A
7. I'VE GOT A SECRET (R. ]. Reynolds, CBS).,..... 2.39 8. ED SULLIVAN {meh,hic;cum CBS):. i sviusnes 240 Channel 8 Multi-City Market
g‘. PFE..&T THE CLOCK {HEZE] Hi.‘ihﬂp. EES}. FERETRE E.Eg 9. WYATT EARP {Eﬂﬂﬂrﬂ] L'Iﬂ]ﬂ, J"I..BC}; cescbesnts-dB Harrishurg Reading
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ey (Procter & Gamble, CBS).,v400uuvss 2,60 12, I LOVE LUCY (Procter & Gamble, CBS)...... ceanen270 | Chambersburg ~ Shamokin
2. YOU BET FGUR L]FE fD’E Sﬂtﬂ, NEC} YRR 2.60 13. ADVENTURE OF ]‘[M BOWIE {Ehggghn]ugh- fte]-llhlltlt Hluurl'!shurg
13, GODFREY’S TALENT SCOUTS (Lipton, CBS)..... 2.71 Povide, KB i rsnivivit s e s o i B Wesimrse Lowisburg
illi ¥ Tisie 2wl
A M e o | IR G bl e by || ] B, SR
14. WYATT EARP (General Mills, ABC).....0000uss .. 272 15. PEOPLE ARE FUNNY (Toni, NBC)...0vuvinuse es .82
14. PERRY COMO (RCA Whirlpool, Gold Seal, 16, JACKIE GLEASON (P, Lorillard, Bulova, CBS).....2.92
. Kleenex, NBC)......covvieoinniiininins vhess 272 17. STEVE ALLEN (Brown & Williamson, Jergens, STEINMAN STATION
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18, G. E. THEATER (General Electric, CBS)..vusvess. 2.88 18. BOB CUMMINGS (R. |. Reynolds, CBS)..... W—— 3.19 _
19. ERNIE FORD (Ford, NBC)..... SR . 291 19. MY FRIEND FLICKA (Colgate-Palmolive, CBS)....3.23 Representative _
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QUICK SUB

‘Bank’ Breaks; ‘Note’

Tuned Up

NEW YORK—How to create a
network show in four days was
demonstrated last week by Wold
Associates, when “Hold That Note™
was conceived and delivered to re-
place “Break the Bank” at the re-
quest of sponsar Lanolin P]m

The sponsor’s desire for “some-
thing musical” to Fll its NBC-TV
Tuoesday 10:30-11 p.m. slot was
communicated to President Ed
Wold at an emergency meeting in
Chicago on January 17. The na-
tional rating picture of “Bank™ was
being depressed by delayed broad-
casts, which pat the show in morn-
ing or late night periods. The quiz,
consequently, was trailing its live
slot competitor, “Do You Trust
Your Wife?” by an average of 10
points,

On Janvary 18, Wold retumed
to New York and set to work with
Producer Alan Gilbert, Herb Wolf
and staff, dreaming up the electric
“bank of notes™ which is the corner-

stone of the “Hold That Note™ se- |
With no announcement, the |:

ries.
new show was aired January 22,

KTAL Buvs 120
Warner Films:
Ups Pic Sked

HOLLYWOOD—This market's
TV diet, already heavy on the
movie, gets still another hefty help-
ing of flicker fare with KTAL's
purchase last week of an additional
120 Warner Bros." pre-1948 pro-
ductions. The deal was concluded
with Associated Artists, who pre-
viously sold the station 52 Warner
maovies.

To handle its new acquisition,
ETLA will extend its movie
premiere schedule to Monday
nights at 7:30. The station here-
tofore featured its Hrst-run product
in its “Sunday KTLA Movies” slot.
It is splitting sponsorship of the
Monday night first-runs into three
slices and has sold the first two-
thirds. L&M cigarettes (Dancer,
Fitzgerald & Sample} is picking
up the first third, and Frank Taylor
Fﬂrd (Martin Allen agency). who
already sponsors a third of the
Sunday night Ffirst-runs, will pick
up the second third.

KTLA has been programing its
Initial batch of 52 WB films in
the Sunday night slot. Now that
it will nse t'hﬂ 120 films for its
Monday night movies, the station
will be feat WB first-run prod-
uct on both Sunday and M-:]ndn}'
nights.

IBM to Sponsor
WBZ’s ‘2000 AD:’
WRCA Has Spec

BOSTON—International  Busi-
ness Muuhines will sponsor “2000
AD.," l']lEl WBZ-TV science and
engineering series seen here Sun-
days at 1:30 pm. Science pro-
fessor Jonathan Karas is host.

In another publie service show
development, WRCV-TV in Phila-
delphia will launch a Iuca] ‘spec-
tm:ul:u‘ series called bpcctmm
February 2 in the Saturday 5-6:30

.m, time period. The three-part
ormat will be devoted to art,

&

literature and music, with ]ack "

Bidus producing.

SAVE MORE MONEY-—

MAKE MORE MONEY
Sabsuribe fo The Billbeard TODAY]

o —

in 4 Days

with the current contestants from
“Bank” competing first, including

Many Interested in
Caulfield Series

NEW YORE—Advertiser inter-
est in “Molly,” the new Joan Caul-
field series produced by Frank
Ross, continues high. It is reported
that such sponsors as Procter &
Gamble, Listerine, Borden's and
Trans-World Airlines are giving the
property consideration for sponsor-

singer Ethel Waters, 1% next season.
Wolf estimates that the maxi- BC is also said to be interested,
mum holdover time for even bright but the Caulfield-Ross combo

contestants will be four weeks on
the new show, as o pmed to B2
on its predeeessnr We've found
that audiences get tired of ﬂlE
same player after a few weeks,”
he says,

NBC is looking for an earlier
time for the show E"r".-’E]:;' from Tues-
day, which already has 24 quiz

formats on the three networks.

Wolf expects “Bank™ to return as’

a summer replacement for another
Sponsor,

would rather make a deal with an
advertiser.

CBS Puts Montagne

In Charge of All Film

NEW YORK — CBS-TV last
week named Edward J. Monta
executive producer in charge of all
film operations. He joined the web
as supervisor of film production in
1955, after a long stint with Wil-
liam Esty as head nf pmgramming
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Based on U, 5. TV oudience research of the
AMERICAN RESEARCH BUREAU
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Quiz, Panel & Audiem Pﬂrﬂﬂpﬂﬂﬂﬂ Shows

o o5t per THousano HOMES per commenciar mimure

1. $64,000 QUESTION (Revlon, CBS).....covvvnnnns $1.79
2. YVE GOT A SECRET (R. ]. Reynolds, CBS)........1.82
3. WHAT'S MY LINE? (], Montenier, CBS). . .vv.00e...1.99
4. BEAT THE CLOCK (Hazel Bishop, CBS)..........2.10
5. $64.000 CHALLENGE (Revlon, CBS).....ccvuvnas. 2.20
6. PEOPLE ARE FUNNY (Toni, NBC)...vuuueenens. 2.98
7. YOU BET YOUR LIFE (De Soto, NBC)...evuus.. 2.31
8. NAME THAT TUNE (Whitehall, CBS).....0vu0s . . 2.00
9. TREASURE HUNT (Mogen-David, ABC).......... 3.28
10. DO YOU TRUST YOUR WIFE? (Liggett & Myers,
R 1 ¢ o W e S S A, P AR i D 3.45
o cos1 pen tHousane MEN VIEWERS pen commenciar minure
1. $64,000 QUESTION (Revlon, CBS).....ccvaunanss $2.15
2. WHAT'S MY LINE? (]J. Montenier, CBS)...... v e 224
3. I'VE GOT A SECRET (R. J. Reynolds, CBS)........ 2.39
4. BEAT THE CLOCK (Hazel Bishop, CBS)..vueuns.. 2.49
5. PEOPLE ARE FUNNY (Toni, NBC)..... TR, ..~ |
6. YOU BET YOUR LIFE (De Soto, NBC)..... RTINS A L
7. NAME THAT TUNE (Whitehall, CBS).uvueneanss. 3.22
8. $64,000 CHALLENGE (Revlon, CBS)....,.. B - 3.27
9. DO YOU TRUST YOUR WIFE? (Liggett & Myers,
CBS5) oovvnvmonnssnnsmsssessensssss sessnss-4.28
10. TREASURE HUNT (Mogen-David, ABC).....evvn. 477
o (051 per THousawo WOMEN VIEWERS per commerciaL minute
1."WHAT'S MY LINE? (]. Montenier, CBS). ...vvs... $1.35
2, $64,000 QUESTION (Bevlon, CBS).....cvuus cesse-1.00
3. Y'VE GOT A SECRET (R. ]. Reynolds, CBS)........ 1.67
4, $64,000 CHALLENGE (Revlon, CBS). . .cvvenvsnsss 1.89
5. PEOPLE ARE FUNNY (Toni, NBC)....0vuveensss 1.92
6. BEAT THE CLOCK (Hazel Bishop, CBS)..cevavans 2.02
7. YOU BET YOUR LIFE (De Soto, NBC). ..evvvvennn 2.04
8. NAME THAT TUNE (Whitehall, CBS)...vvvvneees 2.17
9. TREASURE HUNT (Mogen-David, ABC).......... 2.93
10. DO YOU TRUST YOUR WIFE? (Liggett & Myers,
CBRY L vadsamayi A e AP R b e T R 2.99

o (057 per Thousako CHILDREN VIEWERS pem commenciar miwure

1. BEAT THE CLOCK (Hazel Bishop, CBS)......... $2.26
2. PEOPLE ARE FUNNY (Toni, NBC)...vonvvenses 2.82
3. NAME THAT TUNE (Whitehall, CBS). . ... +0000... 4.34
4, TREASURE HUNT (Mogen-David, ABC). .. 0us.. 4.44
3. I'VE GOT A SECRET (R. ]. Reynolds, CBS)....... 5.57
6. YOU BET YOUR LIFE (De Soto, NBC)....... va s On04
7. $64,000 QUESTION {(Revlon, CBS)........ csanees 004
8. WHAT'S MY LINE? (J. Montenier, CBS)..o0vees. 994
0. $64,000 CHALLENGE (Revlon, CBS)..vvsensss..10.80
10. GIANT STEP (General Mills, CBS). v.vv.. PP 11.74

Thess listings apprar newhers but on thess pages. They are

%\{, '\‘““ e

56 Confinues
‘Ranch Party’

NEW YORK — Screen Gems
will go ahead with production of
11 more half hours of its new
“Western Ranch Party,” a half-hour
vidfilm series, Twao films have al-
ready been shot, and, once the
first 13 are completed, 13 more
will follow to round out a group
of 26.

Produced by Bill Wagnon, the
show will feature Tex Ritter as
host. The variety show will use
country and western artists who
have appeared in movies and

e | have stromg recording background.

Among the talent to be used are
Jimmy Wakely, Sons of the Pio-
neers, Eddie Dean, Merle Travis
and the Collins Kids, Once the
shﬂw gets on TV, “Western Ranch

“'\.-m'\.-
......

ABC Seeks Live
Hour for Sun. 7:30

NEW YORK—ABC-TV is seek-
ing a kive hour show to fill the
Sunday 7:30-8:30 p.m. ga which
will be created when "

Hour” moves to the 9-10 p.m. slﬂt
in April,

The 8:30-9 p.m. time will house
“Open Hearing,"” furmErl}r called
“Story uf the Week,” starting Feb-

3, with ABC Washington
bureau chief John Secondafi as
moderator.

Party” touring units are expected
to be sent out to take advantage
of the tremendous personal draw-
ing power of many of the artists.
Wagnon has been producing a
three-hour show of the same na-
ture on KTTV, Los Angeles, Sat-
urday nights, where he packs
3,000 customers in for music and

dancmg at $1 50 per head.

Rt i_\.“'\.""-\.-\.-\. R

BY PROGRAM TYPE
FOR DECEMBER

The Top Metwork Programs In Class A Time
Ranked by Cos! Per Thousand
Per Commercial Minute
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This chart Is the TV Imlusl.nl': n.nh' -g-1.|1de io the compara- 2
tlve monthly efficiemcy of Class A time metwork pregrams In 20
gelivering eudiences (o thelr spomsors. I 11 the enly seurce o
for the comparative analysis ef coste for reaching men, women &
nd children whewers. Each week, comparisons are made of
shows of the same program type and of shows airing for ad-
verticers In the same gportor category.

The figure shown for each program represenis the sponsar's
coat for reaching 1,000 TV homes, men, women or children per
mingte of commercials, These figures were reached by divid-
Inp each show's total program and mpet time costs by the total &0
mumber of homes, men, women and children under 16 reached =
by the program, as determined by American Research Bureas. W
These results them were divided by the allecated commercial =
minutes in the program. Met time and program costs @sed 35
Nre Bslimales made hy Hn Billboard after exiensive research. 22

-

e cost per THousanD HOMES per commemcia mimure

1. LAWRENCE WELK (Dodge, ABC)......cev..... $1.18
2. ED SULLIVAN (Lincoln-Mercury, CBS).vcvuvuunn. 1.51
3. GODFREY'S TALENT SCOUTS (Lipton, CBS). .... 2.09
4. LAWRENCE WELK'S TOP TUNES (Dodge, ABC). 2.11
5. DISNEYLAND (Derby Foods, American Dairv, ABC). 2.22
6. PERRY COMO (RCA Whirlpool, Kleenex, Gold Seal,
15 (B QR e bt e e e T T i 2.50
7. ERNIE FORD (Ford, NBC). .....cvvveiiiiinnens 2.59
7. JACKIE GLEASON (P, Lorillard, Bulova, CBS).... 259
9. RED SKELTON (S. C. Johnson, CBS). ... ........ 2.81
10. YOU ASKED FOR IT (Best Foods, ABC).......... 3.01
o cos per THousap MEN VIEWERS »en commenciat minure
1. LAWRENCE WELK (Dodge, ABC). .....oo0vvvnns 51.11
2. ED SULLIVAN (Lincoln-Mercury, CBS).......... 1.50
3, LAWRENCE WELK’S TOP TUNES (Dodge, ABC).. 2.15
4. GODFREY'S TALENT SCOUTS (Lipton, CBS)..... 2.71
2. STEVE ALLEN gBm\m & Williamson, Jergens,
Polaptad: NBOY. vuuvassinesess s s e buseas 272
5. PERRY COMO (RCA Whirlpool, Kleenex, Gold Seal,
50210 NPT 272
7. JACKIE GLEASON (P, Lorillard, Bulova, CBS). . ... 2.77
8. ERNIE FORD (Ford, NBC). . ....ccvoccecsiicnsas 2.91
9. YOU ASKED FOR IT (Best Foods, ABC)...cvuuva. 3.01
10. JACK BENNY (Amer. Tobaeco, CBS)............. 3.05
o cost per THousano WOMEN VIEWERS rer commemciaL minure
1. LAWRENCE WELK (Dodge, ABC)......co00vuss s 87
2. ED SULLIVAN (Lincoln- Mercury, CBS)...... cess 1.28
3. GODFEREY'S TALENT SCOUTS (Lipton, CBS]‘. aeiie NI
4. PERRY COMO (RCA Whirlpool, Gﬂlg Sﬂﬂ], Kleenex,
BNy e i e 2.03
5. JACKIE GLEASON (P. Lorillard, Bulova, CBS)..... 2.30
8. ERNIE FORD (Ford, NBC). . ....covvicsriiraansas 2.40
7. STEVE ALLEN (Brown & Williamson, Jergens,
Polaroid, NBC). . ccrertscsvovarrnatsrnsssssss 2.43
8. RED SKELTON (S. C. Johnson, CBS}........... w 263
9. YOUR HIT PABADE (Wamer-Lambert, NBC)..... 2.75
10. JACK BENNY (Amer. Tobacco, CBS)....oovvivninn 2.81

o cost per THousawp CHILDREN VIEWERS vem commerciaL minure

1. DISNEYLAND (Derby Foods, American Dairy, ABC) $1.35
2. LAWRENCE WELK (Dodge, ABC). ......... venee.2.41
3. ED SULLIVAN (Lincoln- ME]'EIII’}" EBS): e caivas 2.46
4. CIRCUS TIME (Hartz, SevenUp, Remco, Amer.
Metale - KBV o s sianailon es waee e vans 2Bl
5. JACKIE GLEASON (P. Lorillard, Bulova, CBS)...... 2.92
6. STEVE ALLEN (Brown & Williamson, Jergens,
Polaroid, INBEL oo mmasnameenmnmme s esns sy 2.99
7. PERRY COMO (RCA Whlrlpﬂnl Gold Seal,
Kltenex: BB L iviin i ncarcan sbasnnsvicsasees 3.35
8. YOU ASKED FOR IT (Best Foods, ABC)...ce0uus. . 3:.93
9. JACK BENNY (American Tﬂhannu, CBS)..........396
10. GODFREXY'S TALENT SCOUTS (Lipton, CBS)..... 4,71

hied by The Billboard Publishing Company and me use of anmy kind may be made of them

eopyTiy
withsut The Billboard's conmseni. Reguests for such consent must be sabmitied In wriling ia the publishers of The Billbonrd, 1584 Broadway, New York B6, N, Y.
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NBC Coverage |
96% of U. S.
Homes-NC$

NEW YORK — NBC-TV
claimed victory on the second Niel-
sen Coverage Service, which was
surveved last spring and just re-
leased. According to NCS, NBC
is viewed bv more than 96 per
cent of all U. 5, TV homes in an
average week. Its 34,087,610
homes coverage beats the next net-
work by 217,000,

In nighttime viewing, NBC was
the leader any way you break it
down. On an average single eve-
ning, NBC had 81 per cent cover-
age. Over the .course of a month
NBC covered 97 per cent of all
TV homes, which was better than
the next network by 220,000.

The second NCS reveals that |

NBC circulation has doubled since
the first NCS, made in the spring
of 1932

NBC also had statistical cause
for rejoicing over its daytime pro-
gramming. A special Trendex
studv on the new 11 am.-1 p.m.
block gave the network its highest
average Trendex ever for that time.
For the noon-1 p.m. hour, the rat-
ings of “Tie Tac Dough” and "It
Could Be You" were a record high.
In the 11 a.m.-Noon hour the rat-
ings of "The Price Is Right" and
“Truth or Consequences” were ex-
ceeded only by the premiere of
“Home" in 1954,

The special Trendex was taken
January 14-18.

Altho WBBM
Fluffs, “Tokyo'
A Blockbuster

CHICACO—When WBBM-TV
showed—or more correctly, showed
most  of—"Thirty Seconds Over
Tokyo” Saturday (3), it racked up
a reeling 43.2 against a set-in-use

Goodyear Eyes ]
Half of Young

NEW YORK — GCoodyear has
been offered half of “Father Knows
Best,” the Robert Young NBC-TV
8:30-9 Wednesday evening prop-
erty, ‘for sponsorship next season.
It is expected that Scott Paper, the
sole sponsor this season, would re-
tain the other half.

Coodvear will most likelv curtail
its sponsorship of the Sundav night
9-10 dramatic hour on NBC which
it shares with Aleoa. If, however,
it remains with the show, it would
be for Full summer sponsorship,
which is the company’s strong sell-
ing season, plus a few hour shows
during the fall.

Alcoa will remain on with the
Sunday dramatic show. NBC how-
ever, will present 26 Dinah Shore

GROUCHO SHOW
FAMILY AFFAIR

CHIC A GO — Groucho
Marx's “You Bet Your Life”
has become a family affair,
thru its new co-sponsor, Prom
home permanent, and their
agency, North Advertising. On
Thursday’s (24) show, the
filmed commercial was deliv-
ered in characteristic dialect"
by brother Chico, and panto-

mimed by hrother Harpo,
complete with harp and
blondes. A series of these

brotherly commercials, de-
signed to integrate product
with entertainment, is now in
production,

hours in the Sunday time period
which are to be sponsored by
Chevrolet, Miss Shore's current
bankroller.

AX HANGS HIGH

Quiz, Panel Shows
Under Pressures

NEW YORK — In a nebwork|

video season already marked by

the veteran “Break the Bank” from
its Tuesday 10:30-11 NBC-TV

numerous cancellations, quiz and | time period and substituted “Hold

panel shows as a program classifi-

cation have been under tremendous |
shows— | _
 didn’t finish a 13-week cycle. Both

pressure, Three such
“High Finance,” "Can Do" and
“Ciant Step”=have already felt the
sponsor’s ax, tho the third, “Giant
Step,” may be granted a reprieve
by General Mills, It is on CBS-TV,
Wednesdavs 7:30-8 p.m.

Two more quiz shows last week
gol the boot when Hazel Bisho
canceled “You're on Your Own,”
its Saturday 10:30-11 GBS-TV
property, and Lanolin Plus dumped

That Note,”
None of these shows lasted more
than 26 weeks, and “Can Do”

Youre on Your Own™ and “"Can
Do"” were attempts to build varia-
tions on the standard money give-
aways which did not come off as
evidenced by their ratings.
Virtually every one of tlesa
shows were programmed in mar-
Final prime time J:u:'rinds, except
or “Can Do" and that was u
(Continned on page 7

YOUR Q

figure of 59.8 for the 10 p.m.
starter.

Thursday (24).

Reeling is.the apt adjective, for |

that was the fatetul night that a
studio emplovee left the last reel
of the film locked in a time vault,
so the whopping uudience was left
stranded in mid-air. So next night
the station (after firing the iﬂ—
wildered emplovee) ran the am-
putated closing reel at 10:15, plus
an entire rerun oi the film at a
cost of $20,000 in eanceled com-
mercials,

But a bewitching sidelight is the
fact that the final reel brought
back a nail-biting audience worth
an impressive 27.6. Not only that,
but the rerun earmed an 11.3 out
of a 34.3 set-in-use, It even topped
the established first-run “Courtesy
Theater” on WON-TV which came
in with a 10.7,

WMUR Into Hub Office

BOSTON — WMUR-TV, Man-
chester, N. H., has opened a re-
gional sales office here to meet the
sales volume from Boston accounts.
The two-year-old station overlaps
fnto the Boston market.

DAMON RUNYON
THEATRE

ANOTHER TOP RATED

SYNDICATION SERIES

FEOM

SCREEN GEMS

Figures are ARB, released |

FOR COLOR

1 he big news in Chicago today is News in big, .. ..

WINBQ gizna  cameras

focus on Len O'Connor for

6-minute late news digests (7:25, 7:55, 8:25 and 8:55)
every morning during the NBC Network TODAY pro-
gram, Now, WNBQ adds the thrill of living . ,. to
the compelling draw of local news and Len O'Connor’s

authoritative reporting.

It's a doubly effective combination, for Len O'Connor
is, traditionally, first on the scene of action in Chicago.
And a recent BBD&O-NBC study found that,. -,

doubles the audience among ..., ..

\ ; ‘ f NB@IW&:#H Icadcnhif

set owners and

www americanradiohistorv com

more than doubles the impact of commercial messagesl

Number of viewers? Len O'Connor averages a 50.6
share of audience, reaching an average of 200,000 view-
€rs per program . ..at an average cost per 1,000 of just
$1.39. And they're the kind of thousands you want most

to reach, They're 95% adulls.

.....

Len O'Connor 5-minute news program costs only $265.
And since the big news in advertising is News in big

raeoe take your “Q" from WNBQ and make your oun
headlines in Chicago with Len O'Connort

station in Chicago SOLD BY @m SALES

This One

|WUANTHERVR

WGXE-9ER-F5G3
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$15-MIL REVIVAL

TV Strikes Match
To Cigar Industry

® Continued from page 1

but they want them to let 'em be
smoked.
Top Salesmen

Raymond names George Burns,
Mitch Miller and Ernie Kovacs as
TV's greatest contributors to good
cigar public relations. “They
smoke with good manners in a
natural way on-camera and_ it’s
better than any amount of adver-
tising,” he says. |

“Television is so ever-fresh and
contemporary it has thrown off
movie and theater cliches in its
search for the pulse of the public,”
Raymond continues. “It admits
that cigars are part of everyday
living, that they have a place in
the decor of the home and the
family habits of both fathers and |
sons. The sight, sound and depth |

of TV, brought into your very .
living room, have made our canse

thrive. 5
CIA goes after writers, pro-
ducers, directors, prop men and all |

members of the industry who hau'e] 41

something to say about what the
public sees on its screens, As proof |
of the pudding, let it be noted |
that all networks during the first
week of January, 1953, contained
108 slurring references or uses of
cigars. For the first week of 1957,
the figure was two—both being
comic rather than derogatory.

One hand washes another, to
quote Kipling, and cigar manufac-
turers in this same period have
gquadrupled their TV advertising
budgets. “The work of 16 years is
now having ohvious effect,” Ray-
mond states. “Its educational as-
pects have won us fan mail and
more newspaper space. What I'd
Jike to see now is a central depot
where  networks and producers
could come easily for props, so
that an undersized ashtray won’t
destroy a helpful script sequence.”

Butt droppers are the bane of
Raymond's existence and twice as
shocking on-camera. “The cigar
has been a good friend; why not
give it a decent burial?™ he asks
offenders. The line was recently
hfrruxm'ed by a TV comic for a
skit,

A radio-TV director for CIA
befare hecnminﬁ] president, Ray-
mond employs his experience in
the medium to win friends and in-
Muence celebrities for his indus-
try's cause. Last season, Constance
Bennett opened her interview with
him by remarking: “I once tried
a cigar and hated it.” Raymond’s
response: “Who wants to come
home and find his wife curled up
with a perfecto? The actress |

Bon Ami, Bauer-Black

Buy Into ‘Circus Time'
NEW YORK — Bon Ami and
Bauer & Black have bought parti-
cipations in "Circus Time™ T hurs-!
days, 89 pm., over ABC-TV.|
Yardley of London, Inec, has|
joined the web for participations |
m “Famous Film Festival,” and
Blue Jav has purchased participa-
tions in “Afternoon Film Festival.”

film show for
Every Product,
Every Market,
Every Budget

Difices in e
principal ciliss 20
L Ihrqughnul the

United States =5

g rm ivision |

murmured, “Thank heavens,” and
let him talk for 15 minutes umin-
terrupted.

“I'm even invited to rehearsals
now, to make discreet suggestions
and supply accessories,” beams
Raymond proudly. It's really old
hat to knock cigars today and TV
was the first to realize it.” Cur-
rently at the top of the agenda is
Project Match; to get performers
—and civilians—to buy the shape

New Vigor for
‘Lux Theater,’
Ford Ratings

NEW YORK — Thursday (24)
Trendex ratings revealed a resur-
gence of strength on the part of
NBC-TV's Tennessee Ernie Ford
show and “Lux Video Theater”
in their battle against CBS-TV's
“Plavhouse 80.” The CBS show
received a 21.5 compared to Ford's
24.0 during 9:30-10 competition,

“Lux Video Theater™ averaged
20.6 for the 10-11 hour, as against
“Playhouse’s” 20.1. The 10-11

margin is a slim one, but a con-
siderable improvement for “Lux

Harrison and
Fisher Named

NEW YORK——The new CBS-
TV president, Merle Jones, last
week made his first appointments.
They are W. Spencer Harrison
who was named vice-president am:i
business manager of talent and
contract properties, and Thomas
K. Fisher, vice-president and gen-
eral attornev, both of CBS-TV.

No decision has been made on
the executive vice-president’s slot
at the web, a position formerly
occupied by Jones.

WNBF Stations
Hire Cal Tinney

BINGHAMTON, N. Y. — Cal

FEBRUARY 2, 1957

—

TPA Nears Rights
To ‘Lion-Hearted’
For Eng. Shooting

NEW YORK——Television Pro-
grams of America is reportedly
close to acquiring “Richard, the
Lion-Hearted” from its owners and
producers, the Danziger Brothers,

A pilot film of the program was
made in ETt:fh“d by the Danzigers
for CBS-TV Film Sales, but they
ran into production problems.
Filming of new product for the
series is expected to be started in
England shortly.

created news department of WNBF
and WNBF-TV, the Triangle Sta-
tions here,

Tinney is perhaps best known

Video,” which has been down in

and size cigar that's right for their
!f ratings on some weeks as many as

particular faces. "Women notice
such things immediately,” he says.
s e
o e
e

T
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Food and Beverage Sponsors

o cos1 per ThousaNd HOMES rer commenciar miwure

1. PROCTER & GAMBLE (I Love Lucy, CBS)........ $1.94
2. LIPTON (Codfrey's Talent Scouts, CBS)........... 2.09
3. DERBY FOODS, AMERICAN DAIRY (Disneyland,
ABC) ......: A S L S M 2.22
4, CAMPBELL SOUP (Lassie, CBS)......cco0uneuans 2.20
5. GENERAL MILLS (Wyatt Earp, ABC)............ 2.33
6. GENERAL FOODS (December Bride, CBS)........ 2.37
7. SWIFT (Lone Ranger, ABC). ... ..ovivinenssnsnsa 2.47
8. KRAFT (Kraft Theater, NBC).....ccvviiivisecnns 2.69
9. GENERAL MILLS (Burns and Allen, CBS)........ 2.85
10. BEST FOODS (You Asked for It, ABC),.......... 3.01
10. NATIONAL BISCUIT (Rin-Tin-Tin).....cvuveeuus 3.01
o cost per Thousano MEN VIEWERS pee commemaiar momure
1. PABST (Wednesday Night Fights, ABC)........... $2.41
2. PROCTER & GAMBLE (I Love Lucy, CBS)....... 2.60
3. LIPTON (Codirey's Talent Scouts, CBS).....cc0u.. 2.71
4. GENERAL MILLS (Wyatt Earp, ABC)...cvvvuveas 272
5. BEST FOODS (You Asked for It, ABC)...... P 2.94
6. CAMPBELL SOUP (Lassie, CBS)......... ENTTIRII O L 1
7. GENERAL FOODS (December Bride, CBS)........ 3.27
8. KRAFT (Kraft Theater, NBC)......0o0venerannnns 3.36
9. DERBY FOODS, AMERICAN DAIRY (Disneyland,
ABC) i R 3.66
10. SCHLITZ (Plavhouse of Stars, CBS)...cvuvvrvacean 4.15

o cost per Thousao WOMEN VIEWERS ser commerciar minure

1. PROCTER & GAMBLE (I Love Lucy, CBS)........ $1.76
2. LIPTON (Godfrey’s Talent Scouts, CBS). . ..covuuas 1.87
3. GENERAL FOODS (December Bride, CBS)..... ... 2,11
4, CAMPBELL SOUP (Lassie, CB5). .. vvvsersnensess 240
5. KRAFT (Kraft Theater, NBC). ... ...civivresernas 2.63
8. GENERAL MILLS (Wryatt Earp, ABC). ...cocvvevs. 2,63
7. GENERAL MILLS (Burns and Allen, CBS)......... 273
8. BEST FOODS (You Asked for It, ABC)...cvvevese. 2.88
9. MOGEN-DAVID (Treasure Hunt, ABC)....0uvuuns 293
10. SCHLITZ (Plavhouse of Stars, CBS). .. .. ... P v 3.30

o cost per housanp CHILDREN VIEWERS rer commerciar minure
1. DERBY FOODS, AMERICAN DAIRY (Disneyland,

ABC) v vvinvsanm s snsssssessasssanssss £1.35

2. CAMPBELL SOUP (Lassie, CB5)..vvevuvvasnanss ..1.69

3. SWIFT {Lone Ranger, ABC)......coiveavsnnvnniss 1.75

4. NATIONAL BISCUIT (Rin Tin Tin, ABC).......... 1.94

5. GENERAL MILLS (Wyatt Earp, ABC)....cvv0u...2.48

6. GENERAL FOODS (Roy Rogers, NBC)...uvvvunen. 2.51

7. PROCTER & GAMBLE (I Love Lucy, CBS)........ 2.70

8. SEVEN-UP (Circus Time, ABC).......ccvieunes i e dta]

8. NESTLE (Oh! Susanna, CBS).,...... 000t sasena 3.24

10. QUAKER OATS (Sgt. Preston of the Yukon, CBS)....3.55

These listings appear nawhere bul om these pages. They are eopyrighted by The Billhoard Publishing Company and no use of an
without The Billbeard's consent, Requests for soch comsent must be submitted In wriling fo the puoblishera of The Billbanrd, 1564

BY SPONSOR GROUPS
FOR DECEMBER

The Top Network Programs In Class A Time
Ranked by Cost Per Thousand
Per Commercial Minule
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Tinney, news commentator, author,
lecturer and humorist, has heen
appointed director of the newly

as the owner of the show, "StuE
Me If You've Heard This One,
and for his n rk commentating,

This chart iy the TV industry’s only guide to the compara- & -
tive monthly efficlency of Clazs A time network programs In a8
gelhvering audiences Lo thelr sponsors, It is the only source 2 3
for the comparative smalysis of costs for reaching men, women X00°%
and children wviewers. Each week, comparisons are made of 3
shows of the same program type and of shows airirg Tor sd- 500
vertizers In the same sponsor calegory.

The figure shown for each program represents the spensar's 3
cest for reaching 1000 TV homes, men, women of children per 5
minute of commerciale, These flgures were reached by divid- 2
ing #ach show's total program and met time costs by the total
rumber of homes, men, women and children under 16 reached 2o
hy the program, as determined by American Research Buresw. 0e3
These results them were divided by the allocated commercial 3 2
mindies in the program. Net time and program cosis used #04
gre estimates made by The Billboard after extersive research, 500%
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. Cigarette & Tobacco Sponsors

- . [

o (057 per THousanp HOMES per commerciaL mimute

1. R. ]J. REYNOLDS (I've Got a Secret, CBS). ...covvvs- $1.92
2. P. LORILLARD (Jackie Gleason, CBS).......cc... 2.59
4. BROWN & WILLIAMSON (Steve Allen, NBC).....2.79
4. LIGGETT & MYERS (Dragnet, NBC)............ 2,98
5. AMERICAN TOBACCO (Jack Benny, CBS)........ 3.05
6. R. J. REYNOLDS (Bob Cummings, CBS)........c..t. 3.20
7. LIGGETT & MYERS (Do You Trust Your Wite?
BT o o N A0 . W O g 3.45
S. AMERICAN TOBACCO (Navy Log, ABC).......... 3.68
9. R. J. REYNOLDS (Crusader, CBS)...:.cicaviaeven 3.82
10. AMERICAN TOBACCO (Stanley, NBC)............ 5.04
o cost per THousawo MEN VIEWERS pex commenciat mimure
1. R. J. REYNOLDS (I've Got a Secret, CBS).........$2.39
2. BROWN & WILLIAMSON (Steve Allen, NBC)......2.7:
3. P. LORILLARD (Jackie Gleason, CBS)............ 2.7
4. AMERICAN TOBACCO (Jack Benny, CBS)........3.05
5. LIGGETT & MYERS (Dragnet, NBC)............. 3.48
6. R. J. REYNOLDS (Crusader, CBS).....cv0ievues 4.15
7. AMERICAN TOBACCO (Navy Log, ABC)........ 4.20
5. LIGGETT & MYERS (Do You Trust Your Wite?
LB d e e E A g e o f e A e e e s 428
9. R. J. REYNOLDS (Bob Cummings, CBS)......... 4.33
10. AMERICAN TOBACCO (Stanley, NBC)........... 7.40
o cos1 per Housano WOMEN VIEWERS per commencia minure
1. R. ]. REYNOLDS (I've Got a Secret, CBS)........ $1.67
2. P. LORILLARD (Jackie Gleason, CBS)............ 2.
3. BROWN & WILLIAMSON (Steve Allen, NBC)...... 2.43
4. AMERICAN TOBACCO (Jack Benny, CBS)........281
5. LIGGETT & MYERS (Dragnet, NBC)............2.89
G. LIGGETT & MYERS (Do You Trust Your Wite?
GBST casvimm i e s s e R TR e e
7. R. ). REYNOLDS (Bob Cummings, CBS). .......... 3.57
8. R. J. REYNOLDS (Crusader, CB5)......cc00usvsa. 4.04
9..AMERICAN TOBACCO (Navy Log, ABC)......... 4.45
10. AMERICAN TOBACCO (Stanley, NBC)........... 6.05
o cost pen tHousano CHILDREN VIEWERS pen commencia minure
1. P. LORILLARD (Jackie Gleason, CBS).........0.. $2.92
2. BROWN & WILLIAMSON (Steve Allen, NBC)..... 2.559
3. R. J. REYNOLDS (Bob Cummings, CBS)......... 3.19
4. AMERICAN TOBACCO (Jack Benny, CBS)....... 3.96
5. LIGGETT & MYERS (Dragnet, NBC).....vvvvnnes 4.7.
6. AMERICAN TOBACCO (Stanley, NBC)......... 4.99
7. AMERICAN TOBACCO (Navy Log, ABC)......... 5.04
8. R. J. REYNOLDS (1've Got a Secret, CBS5)..o000ess 5.57
9. R. J. REYNOLDS (Crusader, CBS) .....vonvvees 6.85
10., LIGGETT & MYERS (Do You Trust Your Wife?
B S T S PPy - 15.83
kind may be made of ihem
roadway,; {hﬂ York 38, N. Y.
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COMMERCIAL CUE

PUBLIC KNOWS WHAT IT LIKES

The American Research Bureau at the end of last year surveyed
the country, town and farm, to find out which commercials were
the most popular, Two regional blurbs led the pack on per cent
of mentions; Piel's Beer, 8.5; Hamm's Beer, 6.0; Dodge, 3.7; Jello,
3.3; Winston, 3.2; Alka-Seltzer, 3.1; Ford, 2.9; Ipana, 2.8; General
Llectric, 1.8; Snow Drift and Rheingold Beer, 1.7, followed bv
Mavpo, Lucky Strike, Mum, Cillette, Peter Pan, Lincoln, Old Gald,
Seven-Up, Ivory and Plymouth. Piel's and Hamm's were also one
and two in May and August of last year.

TALK ABOUT COMMERCIALS

Lever Bros. first industry seminar on January 7 went so well
that the idea is being expanded with a larger invitation list. More
seminars will be held sometime in late Februarv. The committer
planning the panel discussions on commercials is being expanded

as well, and those who wish

to contribute are asked to contact

Wally Ross at the Film Producers’ Association of New York. The

purpose of these seminars is

to create better understanding of

industr?‘ problems and bring about some unification of action. . . .
In a different area of clarification of the commercials business,
Bex Coston, radio production manager of Ogilvy. Benson &

Mather, was guest lecturer

before Arthur Hanna's American

Theater Wing commercials class last Mondav (21). Said Caston,
emplovment of announcers and actors in blurbs would rise 20

per cent this year over last.
IDS ...

The National Carbon Company’s new blurbs have silhouettes of
live actors, against miniature scenery, telling a [ull storv of how

Eveready Flashlights come to the rescue. .

. . Popular Mechanies

February issue takes readers behind the scenes at Transfilm. . . .
The ]. Walter Thompson Agency has commissioned Plavhouse
Pictures for six more 30-second openers for the Tennessee Ernie
Ford show. At Playhouse, Paul Frees, Bud Hiestand and Herschel

Bernardi are doing voice-overs for Mobilgas blurbs.

SPOKESWOMEN: Fab has

mercials on “Big Pay-OH” and “Strike It Rich.” Also it has

. . . THOSE
hired Virginia Graham for com-
picked

up Marie Worsham’s option for 13 more weeks. Miss Worsham

has just completed two Campbell Sou

films. Dorothy Lovett will

plug Gold Medal flour on “Giant Step” Wednesday {30,

® TV Commercials in Production

A Guide to TV §

pot & Program Plans

Of Competing Sponsors by Industries

This weekly chart lists commercials produced during the Tast full
preceding manth, with all industries covered over the course of @ month’™s

FELSITL

IA—Live Action: FA—Full

The following symbols designate the tyvpes of commercials listed:
Animation:

SA—Semi-Animation; S5F—

Specinl Effects: J—Jingles; M—Music: S5—Slides: ID—Siation break:

MA Mol available,

(Continued from last week)

Bpansor, Prodocd & Agency (Show, If any) No. (Secondsi

TRANMSPORTATION
Automohiles, Accessories, Equipment
Du Pont, Car Wax, Batten, Barion,
Durstline & Osborn. ...

Van Daam Motors, Automohiles,

Weill & Ebv....

De Sote Div, Chrysler Corp,, 1957

De Soto, Batten, Barton, Dursiine
& hborn (Groucho Marxy, ...

Mew Departure Division of General

Motors, Coaster Brakes. Ball Bear-

ingz, D, P. Brother (Wide, Wide
Waorld). ...

General  Motors, Oldsmobile, . P.
Brother {Saturday Spectacular)....

Ford Trocks Div, Ford Motor Co,

Type Commercials
(C-Calor Producer

=i

2600, 1 020)....
1 {!u] --------- s* sqsd@AmEmEE rTmﬂS”lm
T 0200, 1 (1. .. 8A, LA . .overunrs Filmiack
1 {0 caiaas ivs FA v e e s Pluvhoise
— " (X 'l"i ..n....."'r'il'.rtn-

MARTIN CLOSE
TO NBC PACT

NEW YORK — Former
partners Dean Martin and
Jerry Lewis are expected to
slug it out on NBC-TV this
year. Martin is close to sign-
mg a pact to act as host on
an hour show to be presented
sometime in April on the web,

Martin reportedly wants to

0 on TV to show up Lewis
or some of the remarks he
has made since their split.
He is said to be particularly
incensed over Martin's recent
article in Look magazine
which he believes discussed
matters between them best
left unpublicized.

MOTIMATION

ABC Word

For Buyer
Persuasion

NEW YORK —— ABC-TV has
coined a new word, “Motimation,”
to describe the power of TV to
create motivation ir. consumers to
buy the products of automation.
In one of the opening guns of its

campaign to line up advertisers for |

the 1957-'58 season, the web has
marshaled some potent statistics in
a presentation which first sells the
medium and then points up ABC's
steady progress. -

'he average evening web show
has a $1.70 cost per thousand
viewers per commercial minute, as
against $10.02 per 1,000 noters of
a balf-page ad in Life, $9.13 in
Ladies Home Journal, $6.86 in Col.
liers [or an average of $8.74 for
the three. ABC notes that its own
billings quadrupled from 1953 to
1957.  Competitively, the web
claims that in the past vear, its
cost per thousand per commercial
minute has decreased 16 per cent,
CBS has gone down 8 per cent,
while NBC has increased by 18
per cent.

FCC May Hear
Allocations Feb.

WASHINGTON——Hearings on
the allocation progress made by
the Federal Communications Com-

e Seatkly| o Wiktim o~ - T mission may be scheduled “early
EEEY L LN T EEwEadE a!"."nu‘: ' i X

Gasoline, Lubricants, Oiher Fuels in February” by th% Magnuson In-

Siewart Wamer Corp., Alemite, terstate and Foreign Commerce

MacFarland Aveyard & Co..... 8 (f) ...vvueee NA Loivavee Roland Reed Committee, Speculatiun runs high

?;Ilif{:. ‘l::‘ .:3]':":“1 “.Im as to whether official confirmation

Lanvin Periumes, My Sin, Arpege, of F'CC's “leaked™ decisions to allo-

. Nur;hmﬁdv..... 2 (8} veevesesss FA .,......,.,”.Finyhuu!;i.!['-':-{.;l ‘u’fle's in key markets (The

Carter, Rise Shaving Cream, Sullivan, Billboard, January 28) will be
Stauffer. Colwell & Bavled.... — ... vvieees LA orvirnensrenens . Video L . e

Rristol-Myvers, Han, Batten, Barton, made _':’Hmml hF the time Senate

Durstine & Osborn. ... 2 (60} vovvuveee LA, SE oorvnnee. Vidicam | COmMmitiee hEarmgs et underway.

Trusay, Batten, Barton, - A sub rosa conflict between

D‘Llr.'l-ti.l'li:‘ lt ﬂ!-hﬂﬂh wE I {ﬂ}] --------- h[- SJL STLIIE -F“.m'lrﬂ.?’ Eummerﬂe mmmitteﬂ memhel-s

Ban, Batten, Barton,
Dursting & Oshom, ...

Ipana Tooth Paste, Doherty, Clif-

ford, Steers & Shenfield (Alfred
Hitchcock Presenis). ...

Charles  Aniell, Hair Spray,

Joseph Katz. ...

Set 'n* Forget, Joseph Katz ......

Sthampoo, Joseph Kate ............

Lever Bros., Hum Detergend, Sulli-
van, Stauffer, Colwell & Bayles....

Drugs and Remedies

Vic Chemical. Cough Svyrup, Balten,

Barton, Dusstine & Oshorn,,..

Jones Apothecary, Drugs.
Gulf State Adv.....
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Costello May Solo

On New Quizzer

NEW YORK—With Bud Ab-
bott ailing, ABC-TV is reported to
be dropping “Penny for Your
Thonghts” for the daily 5-5:30 p.m.
slot leading into “Mickey Mouse
Club.”

Abbott's partner, comic Lou Cos-
tello, will Fmbahl}r go it alone in a
revamp of “Choose Up Sides,” a
similar quiz. The debut date is still
set for April.

Bill Thall Joins WKRC

CINCINNATI — Bill Thall, a
Crosley radio-TV star here for
many years, has joined WKRC-TV
as emsee of a new variety series.
He rose to fame on “National Barn
Dance” and “Midwestern Hay-

ride,” pioneering when TV came
to Cincinnati in 1947,

His greatest popularity was at-
tained on Ruth Lyons® “30-30
Club,” ﬁupular WLW-T show, on
which he served seven years as

| emsee and straight man.

Pastore and William Purtell during
last session’s TV hearings went on
over which State would get Chan-
nel 3 in the commission’s interim
de-intermixture proposals. Leaked
information that FCC will leave
Channel 3 in Hartford, Conn., in-
stead of carrying out its original
proposal to move it to Providence,
will dim the elation of Pastore,
who had hoped for a third VHF
in Providence.

The FCC is not exFE-r:tEd to hold
formal meetings contirming its re-
cent straw votes on the key market
il]]ucatir.:rns until February 6 or
ater.

Ax Hangs High

® Continued from page 5

against “I Love Lucy,” a tough
competitor,

“Giant Step” is in a T7:30 slot,
as mentioned, but the others were
in 10:30 on various days. If Hazel
Bishop can find a more satisfactory
time period for “You're on Your

SYLVANIA AWARDS JUDGES
EVALUATE INDUSTRY IN ‘56

NEW YORK—The committee of judges which selected (]
Sylvania Award winners for 1958 ca]ledgEfur what ,-fctﬂmfﬁ

public service “standhy™ sponsorship system,

this need was

The pointing out of

part of the committee’s prepared opinion on the

standing of the TV industry during last year.

The responsibility of Full,

events, said the judges, lies with the

on-the-spot coverage of crucial
sponsors as well as the

networks, Such a stand-by system, tllﬂj' felt, should be set u{: to

enable proper coverage, if pre-empte

take on the emergency program,
This suggestion was one
industry failings durin

sponsors do not wish to

of several made to conteract

1956. The judges deplored the “poor

speech patterns” on children’s programs and the “misuse of the
English language” in commercials. They felt that violence and
sadism should be reserved for the adults,

TV can do more to foster a popular acceptance of the
equality of opportunity regardless of race, color, creed, ete., they
said. Also on the adverse criticism line, the _judges warned the
industry of too much concern with “formula” programming and
felt that this tightened formula patter, coupled with deep and
disturbing preoccupation with ratings, could drive viewers from

their sets,

Aside from the great color strides, the industry did not
grow during 1956, they said in summation. Instead, TV reached
a plateau during the year, and at a much too early age. Their
prediction for 1957 was “a much more exciting year of viewing.”

BECKMAN VIEW

‘Block” Concept, FCC
OK Key ABC Daytime

NEW YORK—The success of |
ABC-TV's upcoming re-entry into
dayvtime programming will be
helped immeasurably by its “bloek”™ |
concept and by station affiliations
to be approved by the Federal|
Cominunications Commission Feb-
ruary B, according to Al Beckman,
the web’s director of station rela-
tions.

Atfiliations to be approved are in
Boston, St. Louis, New Orleans and
Pittsburgh which, coupled with
new ABC openings in San Antonio |
and Norfolk, will increase general |
clearance from 83 per cent of total |
U. S. homes to 95 per cent and |
clearance from the basic network |
of 72 stations (five owned and 67
primary affiliates) from 76.5 per
cent to 88,

If current clearance for prime
evening time were better, Eecﬁnmn !
maintains, the web’s big shows|
would automatically have better
ratings. As it is, they are forced
into weak time periods in bwo-sta-
Hon markets, lowerine the national |
ratings.

Tho the wel has 138 affiliates |
in addition to the basic 72, they |
add no more than 15 per cent)
clearance, For equal network com- |
petition, ABC would need upwards
of 50 more secondary affiliates if |
no new primary affiliates could be |
signed this vear. The FCC rulings |
are fortunately breaking just before
ABC goes before the industry with
its February 13 presentation of fall
plans.

The “island” programming which
found the Don Ameche-Irances
Langford series of 1950-"51 and the
Don McNeill show of 1955 faili.ng
is being replaced with the “block”
technique of working backwards
from the 5:30-8 p.m. “Mickey
Mouse Club” a half-hour at a time, |

ABC Denies Swift
‘Disneyland’ Nix

NEW YORK — ABC-TV last
week denied reports that Swift was
canceling its alternate half hour of
“Disneyland,” Wednesday 7:30-
B:30. The network inted out
that Swift has a firm contract thru
the season,

Trade speculation is that Swilt
may have given notice of cancella-
tion once its contract is finished
next summer.

Own,” it may change its mind
about continuing with it, CBS is
considering “Two for the Monev”
as a replacement for "Own” in its
Saturday 10:30 slot,

| edlucationa

to allow stations to re-program
their local shows and sponsors
aradually.

When the 3-8 p.m. hours are
fully network, ABC will attack the
9:30-12:30 p.m. morning network
option time, starting with the early
morning time. “Some TV brass
thinks lining up stations is like
shooting fish in a barrel,” Beckman
savs, “but they're dead wrong. Sta-
tion managers are among our elder
statesmen, and they know darn
well what's right for them.”

RESTLESS PEOPLE

David Lowe, producer-director,
will head up NBC's educational
television project, Lowe will super-
vise production of the five pro-
grams which NBC will prodice
under its plan to provide live pro-
gramming rmduﬂr_ﬁ exclusively for

TV stations on a na-
tion-wide basis. . . . Martin M.
Heller has joined the legal depart-
ment of ABC. He was [ormerly
with RKO Radio Pictures. . . . Boh
Daubenspeck, NBC-TV research
supervisor, became a father for the
second time, . . . Thomas W. Lap-
ham, associate copy supervisor of
Young & Rubicam has been named
a vice-president.

Dick Day has resigned as NBC-
TV art director. . Martin
Schneider, for the past vear a
member of the WCBS-TV, New
York, production staff, has been
moved up to producer of the sta-
tion's “Right Now” series, and Lee
Polk, producer-writer, has joined
the station as a staff director. His
First assignment will be “Eve on
New York.” . .. James E. Conley
and Fred L. Nettere have joined
CBS-TV Spot Sales as account ex-
ecutives. Conley was formerly with
the Chicago office of Spot Sales
and Nettere, with NBC Spol Salew.

KTEN'S STOCK
SOLD ON AIR

ADA, Okla.—"The KTEN
Storv,” a half-hour show aired
by KTEN here and starring its
president, Bill Hoover, sold
832,700 worth of preferred
stock for the station in one
week following the January 11
telecast. KTEN chose the un-
usual method to raise monev
to liquidate its debts for -
equipment, displayving its
physical assets and discussing
its plans on the program.
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4-month

WARNER BROS. RATINGS

awer BB
AND g ot

On WBZ-TV's “Boston
Movietime", (5:00-6:30 P.M.,

Mon.-Fri.) ratings shot up with Warner broe

the start of programming
Warner Bros. features from the
previous month’s 4.4 to

rousing 13.8. Succeeding months

saw ratings go even higher,

and stay up!

13.1

4.4

DEC.

These ARB Ratings Demonstrate Not Only The Tre-
mendous Audience PULL. .. But Also the Solid STAY-
ING-POWER Of These History-Making Warner Hits!

write or call Q e .

345 Madison Ave,,N. Y. C.

CHICAGO
¥5 E. Wacker Drive = DEarborn 2-4040

NOV.

before |
Warner Bros. §

& Inc.

MUrray Hill 6-2323

DALLAS
1511 Bryan Street « Riverside 7-8553

LOS ANGELES
‘9110 Sunset Boulevard » CRestview 6-5886
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DENVER DEBUT

KBTV to Air
Uninferrupted

Monthly Film

DENVER — KBTV, the ABC
outlet here, this week will launch
a new type of film showing once
a month. Using the 20th Century
film package as it's weapon for
drawing bigger audiences in the
highly competitive four-station
market, KBTV will present an un-
interrupted movie beginning at
B:30 on the last Sa vy of each
month. A short intermission ap-
proximately one third of the way
thruo the movie will give viewers a
chance to “get a snack, pour am-
other drink or just stand up” and
will be utilized by the station to
plug upcoming programs, The
movie is sponsored by American
Beauty products and will have the
commercials at the beginning and
end of the show. Among the films
slated for early showings are
“Dragonwyck” and “Black Swan.”

“TV Reader’s Digest,” on a local
rerun basis, has been sold by
KBTV to Broadway Estates and
Nutrena Foods and slotted for the
8 p.m. Friday spot. The package
was i puller on its first time
around and is pitted against “Life
of Riley,” “Dr. Hudson's Secret
Journal” and an M-G-M film pack-
age.

Liebeskind Named
Sterling Gen. Mgr.,

Elected to Board

NEW YORK — Nat Liebeskind
has been named general manager
of Sterling Television and has also
been elected to the board of direc-
tors. He reports to Saul Turell,

president.
in the past has

Liebeskind
worked in Latin-American distribu-
tion for Universal, Wamer Bros.
and RKO. He has also headed
Times Television, whose product is
distributed by Sterling.

NBC Films Adds
5 ‘Victory’ Marts;
Tally Now at 155

NEW YORK—NBC Television
Films has sold “Victory at Sea” to
Shamrock Oil for five markets, Al-
buquerque, N. M., and Amarillo,
Lubbock, Midland and Wichita
Falls, Tex., putting the hardy doc-
umentary perennial in 155 markets,

“Victory” remains the seventh
ranked syndicated show in'New
York, according to American Re-
search Bireau figures for Novem-
ber, where it just began its eighth
run over WPIX.

La Coca May
Get New Show

NEW YORK—Imogene Coca
will probably get a crack at an-
other TV stint. What began as a
nine-minute turn on an Ed Sulli-
van telecast will probably end as
a half-hour comedy series, with
Imogene Coca and Sullivan prep-
ping a pilot of “The Gibson Girls.”

Comedienne Coca scored a hit
with the segment several weeks
ago, and Sullivan offered to finance
an expansion of the idea. A pro-
ducer is currently being sought,

Crabbe to Do
New Series

NEW YORK—Buster Crabbe
is on his way to Hollywood to start
work on a new show for Cambria
Productions.

It wjllthbe auhﬁdﬂﬂmm p,dfven-

with Cra ing a frog-
m Crabbe recenr:ly}rﬁlfished all
work on “"Captain Gallant of the
Foreign Legion” in Italy.

BMI to Hold 2-Day TV
Clinics in Five Cities

NEW YORK—ZEroadcast, Mu-
sic, Inc.,, will hold five two-day
regiopnal TV clinics to enable sta-
tion personnel to exchange ideas
in program and operational pro
lems. The dates: March 4-3, New
York and Fort Worth; March 7-8,
Chicago and Atlanta; March 11-12,
San Francisco.

SYNDICATION PARADOX

More Production Continues
of Time Roadblocks

In Spite

NEW YORE—TV film syndica-
tion this vear seems to be working
itself into an incredible paradox.
The better things get, the worse
it is,

For both distributors and syndi-
cation sponsors the major problem
is time clearance. While the clear-
ance gituation by and large has not
been deteriorating, it has certainly
shown no significant improvement.
Syndicators continue to find this
acutely troublesome,

Yet in the face of this continuing

squeeze, the major distributors aver
they will make a bigger output for
syndication this year than last. In.
deed, if present plans materialize,
more new series will be put into
first-run syndication this year than
in the past three.

In 1956 four major distributors
attacked the Washington front in
an attempt to get time relief. Since
stating its case before the Barrow
Committee and the Celler Com-
mittee, the Association of TV Film
Distributors, which the four had

b-| The station

NEAR BREAK-EVEN

'Whirlybirds' Spin
In Over 100 Marts

NEW YORK — “Whirlybirds,”
the new Desila show syndicated

by CBS-TV Film Sales, has been |phia

sold in over 100 markets, which is
understood to put it close to the
break-even mark. Here in New
York, R. ]. Reynolds has bought it
for Winston cigarettes on WPIX.
has scheduled the
show Thursday, 7:30-8 p.m. begin-
ning next weeﬁ.

The Southern Spring Bed Com-
pany has bought it for a South-

Series Stand Up Vs.

Features—Keever

NEW YORK—Syndicated films
are more than  holding their own

against the new feature film li-|°

braries, despite alarmist talk, ac-
cording to a survey just completed
by Jake Keever, director of sales
for NBC Television Films.

Using American Research Bur-
eau figures for five metropolitan
markets—Boston, Los Angeles, Chi-
cago, Detroit and New York—in
December, Keever reports that
most syndication properties out-
ranked the best feature films when
programmed in the smae time pe-
riods. In addition, when all ratings
were averaged, syndicated films
scored a 13.1 against features’ 6.4,

In Boston, where syndicated
films took nine out of the top 10
places on the list, "Superman
walloped Warner Bros. “Million
Dollar Baby” by 22.6 to 7.0, while
“Wild Bill Hickok” beat Warners'
“Here Comes the Navy™ 15.5 to 9.1

Those movies ,mnI-:ed second and

Plenty of First-Run Pix
Still Available for N. Y.

NEW YORK — There is still
plenty of first-run film product yet
to be bought for New York, the
largest market in the country. Five
of the syndicated series that were
put on the market this season are
still not bought here: “Frontier
Doctor,” “Captain David Grief,”
“Men of Annapolis,” “Errol Flynn
Theater” and "Hawkeye.”

With the sale of the “Rocket 86"
package to WATV, all of the fea-
ture film packages on the market
havé customers in New York
Nevertheless, it is not a sold-out
situation, Associated Artists Pro-
ductions still has about 480 War-
ner Bros. pictures available, having

sold 150 out of the library to].

WCBS-TV and another to WABD.

WRCA-TV has been buying in-
dividual pictures for its new Sun-
day 10:30 p.m. movie show, This
apparently has been quite costly.
“TEE Roaring Twenties,” which it

aired this Sunday, is said to have,

cost about $15,000 for a short-
term contract.
More Features
The stations here don't seem
worried about where their next
features are coming from. In addi-
tion to the Wamer availabilities,
Screen Cems is expected to put
out another Columbia package
(Continued on page 15)

fourth in the Boston feature film
ratings.

In Los Angeles, where syndi-
cated films took eight out of the
top 10 places, “Hopalong Cassidy,”
“Superman” and “Badge 714" all
ran. well ahead of J. Arthur Rank's
“Genevieve,” "Badge 714" out-
drew “Princess O'Rourke,” and
“Victory at Sea” in its fifth rerun
outrated “Too Late for Tears.” The
aforementioned movies ranked sec-
ond, third and fourth among fea-
tures in the market,

In many cases, the syndicated
shows which topped the highest
rated features were not numbered
among the highest rated syndicated
properties in the market,

Keever points out that those full-
length pictures which scored best
had not been programmed opposite
syndicated films but against net-
work live, network film and local
live stanzas.

eastern spread that includes At-
lanta and Baltimore. In Philadel-
ia, where it is booked on
WCAU-TV, it will be co-sponsored
by Nanisco and Sylvan Seal Milk.
The Michigan Baking Company
bought it for up-State Michigan,
Coca-Cola will sponsor “Whirly-
birds” on WEWS-TV, Cleveland.
Pepsi-Cola will sponsor it in Mont-
gomery, Ala., and will co-sponsor
on KH]-TV, Los Angeles.
“Whirlybirds™ had its world
premiere in Omaha last week and
pulled a special I&ﬁnﬁ of 425
which was 40 per cent higher than
the last rating for the time period.
The show was given a big send-off
in Omaha, with an air show and a
beauty contest. The winner of the
beauty contest was in New York
last week for personal appearances.

M-G-M Films
In 29 Marts;

Series Due

NEW YORK — MCM-TV has
now sold its feature film library to
29 stations [or pross sales of over
$31,000,000. The latest buyers
are the Texas State Network,
which consists of four stations
KF[Z, Fort Worth; KCBD, Lub-

- KFDA, Amarillo, and KRBC,
Abilene), WCHS, Charleston, W,
Va.; WMT, Cedar Rapids, Ia., and
KVHYV, Honolulu.

Among the properties that
MCGM-TV has under consideration
for conversion into a half-hour TV
series are " The Thin Man,” “Scara-

mouche,” “Min and Bill” and
“Andy Hardy.”

formed for the purpose, has been
inactive, Snmal ﬂtfha fhﬂﬂmmemher:
now say privately t y e

the Washington effort as hupegl::;:
Others say that haying made their
pitch, they can now do nothing but
wait unti’ the reports come in.
(Barrow’s final report is due in

June.)
Marginal Gains

To be $ure, marginal improve-
ments: occur in one market or an-
other, and there is some slight cir-
cumstantial hope on the horizon.
NBC-TV has vacated the 10:30

m. slot on Sunday and Wednes-

y. But it did not have too many
markets, and in New York the Sun-
day situation has been filled by a
feature film. The features have
eaten into good marginal time in
in other important markets, such as
Philadelphia. An occasional prime
time period opens, of course, but
syndicators regard it as nervous
time. Since such slots can be re-
captured by a network, a long-
term syndication deal cannot be
made there.

The expected opening VHF sta-
tions in such important markets as
Boston and New Orleans is also
hopeful for syndicators.

But all these marginal improve-
ments do not on the face of it seem
to measure up to the optimism of
the distributors. Ziv-TV, with
_Men of Annapolis” on the air and
‘Harbor Command” already sold
for the fall, will certainly premiere
three pew shows in syndication in
1957. In addition it might put
“Highway Patrol” into a third year
of production or possibly shoot to
get a fourth show on the market,
whiclk would be more than it ever
turned out in a single year.

TPA "Howkeye’
Television Programs of America

has just put one new show on,
Hawkeye,” and secems likely to

move with another, “Tugboat
Annie,  in the spring. There seems
(Continued on page 15)

WBC’s Britannica

Pix for Educators

NEW YORK — Westinghouse
Broadeasting Company, which re-
cently bought the whole Encyelo-
pedia Britannica Films library, will
make selections from the library of
G50 films available free to educa-
tional stations in its various TV
service areas. The cities which will

see these films on educational sta-

tions are San Francisco, Pittsburgh
and Boston,

WBC has use of the Britannica
films for five years and will also
use some of the films on its com-
mercial stations.

www americanradiohistorv com
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ZIV TELEVISION PROGRAMS, INC.

3

215

Cincinnati, Chicago, Hollywood, New Yor:
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WAT

V Set to Bo

ard

NTA’s ‘Rocket 86

NEW YORK—WATV here last
week was set to sign for National
Telefilm Associates’ “Rocket B6”
package for $1,000,006, which is
over $11,600 per picture. Last
summer WATV paid NTA about
$10,000 per picture for the First
20th Century-Fox package, which
it used to establish its 16-play
“Famous All-Star Movie.”

The bidding was fairly DIEIETI..
WCBS-TV was reported to have
offered $10,000 apiece for the 71
first-run 20th pictures in the pack-
dge. (The 8B includes seven 20th

‘Harbor’ Held;

New Ziv Pix
Due in Spring

NEW YORK—In view of the
fact that Hamm's Beer will not
introduce “Harbor Command” un-
til October, it is unlikely that any
other regional buyer will be able
to get this show on the air before
then. (See separate story.) Never-
theless, Ziv- is stll expected
to have a new show in syndication
in time for a spring debut,

Ziv’s main choice for a spring
bow now seems to be "I Love a
Mystery,” At least Ziv salesmen
recently have been reported to
Liave been pushing this property.

Ziv's last spring start was
“Science Fiction Theater,” which
made its air debut In April, 1955,
and went into second-year produc-
tion in 1958. Its principal sponsors
are Bromo-Seltzer, Olympia Brew-
ing and Continental OiL

AAP May Get
M-G-M Shorts
For Distrib

NEW YOREK — Assoviated
Artists Productions may wind up
distributing the M-G-M short
EU]S]EL'E, including the “Tom
and Jerry” cartoons. Negoliations,
which have been going on for a
long time, are said to be reaching
a head. AAP sources do not con-
firm or deny that a deal is
imminent.

AAP has made a big hit with
the “Popeye” and Warner Bros.
cartoons. But it has still not put
anything else of the hig Warner
ghort collection into distribution,

pictures that have already plaved
the NTA Film Network plus eight
independent productions. WOR-
TV was also reported to have put
in a bid about the same as WCBS'.
With this deal “Rocket 86" is
sold In about 50 markets. Among
the stations that bought it most
recently are KNXT, Los Angeles;
WTOP-TV, Washington;: WBAL-
TV, Baltimore: WDSU-TV, New
Orleans: WEKRC-TV, Cincinnati;
KWTV, Oklahoma City; KCMO-
TV, Kansas City, Mo.: WOW-TV,
Omaha; KPHO-TV, Phoenix, Ariz.,
land KLIX, Twin Falls, 1daho.
Also, KVOO-TV, Tulsa, Okla.;
WAFB-TV, Baton Rouge, La.;
WICU-TV, Erie, Pa.; WBAY-TV,
Green Bay, Wis,; KTHV, Little
Rock: KENS-TV, San Antonio:
WHO-TV, Des Maoines; WHYN-
TV, Springtield, Mass.; KHQA-TV,
Quiney, IlL: WMT-TV, Cedar Ra-
pids, Ta.; KUTV, Salt Lake City;

West Palm Beach, Fla.: WSM-TV,
Nashville; WISH-TV, Indianapolis;
KOB-TV, Albuguergue, N. M,
KDUB-TV, Lubbock, Tex.; WREX,
Rockford, '1Il; KBOZTV, Boise,

Idaho; WMBR-TV, Jacksonville,
Fla., WDAM-TV, attiesburg,
Miss.: KFAR-TV, Fairbanks,

Alaska, and WENI-TV, Anchorage,
Alaska,

WCTYV, Tallahassee, Fla.: WPTV,-
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CBS Pix Sets
‘Grey Ghost,’
‘Flack’ Pilots

NEW YORK —— CBS-TV Film
Sales is preparing to make two
new pilot films of properties. The
are “The Grey Ghost” and "Culy.
Humglueg Flack.”

“The Grey Ghost" breaks new
programming ground in that it
concerns itself with the career of
Gen. John Singleton Mosby, a
famous Civil War Confederate
guerrilla fighter, The show will
give both the Southern and North-
ern points of view, and scrupu-
lously refrain from taking sides.
Lindley Parsons will produce.

“Colonel Flack™ was seen on TV
on the Du Mont network. It will
star Allan Mowbray and feature

| Frank Jenks, the team that played

it on TV, It is a mysterv-adventure

and will be produced by Stark-
Layton.

Milland to Star in

‘Congressman’ Pix
NEW YORK — Ray Milland

will star in a new film series, “Mr.
Eunﬁicsﬁman,“ a half-hour com-
edy-drama packaged by Harry

Ackerman,
ABC-TV is mulling the series
for its fall schedule, having dis-

carded two other formats based on

adventures of U, 8, Congressmen,

NEW YORK—The show that
Hamm’s Beer has bought from Ziv-
TV will not make its air debut
until the fall. It is one of the
earliest program buys in the recent
trend toward early buying. Nego-
Hations were started in December,
and the deal was closed in Januvary.

The title of the show is “Harbor
Command.” It stars Wendel Corey.
Hamm's has bought it for 55 mar-
kets"thru the Midwest, Southwest
and Mountain States. Its area in-

cludes Chicagn, Minneapolis-St.
Paul, Mﬂwalﬁme, Dallas - Fort
Worth, Omaha, Denver, Des
Moines, Kansas, Mo., and Albu-

querque,

In making this buy, Hamm's is
establishing more unitorm program
identification over its entire terri-
toryv. Hamm's is a big TV user,
and its animated commercials have
been winning awards, surveys and
audiences the past two vears. But
its programming has followed a
crazy-quilt pattern, In different

Hamm’s Buys Autumn
Programming in Jan.

markets it has used baseball,
wrestling, bowling, “This Week in
Sports,” local news, “Playhouse
15," feature film participation, “I
Led Three Lives,” “Federal Men,”
“Mr. District Atorney” and “Grand
Ole Opry.” I have also used “Per-

|NOT YET RELEASED

80 Movies in UA’s
Post-'48 Stockpile

The following list eontains 80
feature films released theatrically
by United Artists bhetween 1949
and 1954. A5 far as could be de-
termined none of the pictures in
this list has as vet been released to
TV. Presumably the next package
that UA puts into TV distribution
will consist chiefly of pictures in
this list.

Many of UA's post-1948 releases
have already found their way into
TV since, being the work of inde-
pendent ]prﬂducers they are not so
restricted by talent guilds’ repay-
ment claims, UA itself is distribut-
ing 39 post-1948 pictures in TV,
And thru producer deals and fore-

closures recent UA releases have
been brought into TV by such
independent TV distributors as
Associated Artists Productions, Na-
tional Telefilm Associates, Hygo
Television Films and Mé&A Aiex-

ander.

UNITED ARTISTS

THE ADMIRAL WAS A LADY—1%43
Wanda Hendrizx, Edmond O'Brien
THE AFRICAN QUEEN—1952
Humphrey Bogart, Katherine Hepburn
ANOTHER MAN'S POISON—1552
Bette Davis, Gary Meerill
BARES TN BAGDAD—]951
Pauleite Goddard, John EBoles
BADMAN'S GOLD—1951
Johnny Carpenter
THE BANDITS OF CORSICA—195)
Richard Greene, Paula Raymond
BEACHEAD—1984
Tony Curtis, Frank Lovejoy
BEAT THE DEVIL—I9%54
Humphrey Bogart, Jennifer Jones, Gina
Lollobrigida
THE BIG WHEFEL—1%4%
Mickey Rooney, Thomas Mitchell
BORDER QUTLAWS—1%50
Spade Cooley
BUFFALO BILL N TOMAHAWK
TERRITORY—1%51
Clavion Moore
CAPT. JOHN SMITH AND POCAHON-
TAS—I953

Anthony Dexter, Jody Lswrence
THE CROOKED WAY—19%4%

son to Person™ on a regional CBS-| Iohn Payne, Ellen Drew

TV hook-up.
Maybe More

Hamm's may wind wp putting
“Harbor Commond” in more than
the plaoned 55 markets. It has
been expanding its distribution
area steadily, and is expected to
use the new show to spearhead its
ad drive in each new market it
opens. It is also expected to tie in
a big merchandising - promotion
campaign with this show,

Ziv is due to start full-scale pro-
duction of “Harbor Command”
early in the spring. Dealing with
the harbor police and its fight
against watertront crime, the series
will have location scenes shot at

various coastal cities,

l

CYRANG DE BERGCERAC—1951
Joge Ferrer, Mzla Powers
THE DARING CABALLERO—1949
Puncan Renaldo, Les Carillo
DAYY CROCKETY, INDIAN
1950
Greorge Montgomery, Ellen Drew
DRAGON'S GOLD—1953
John Archer
THE GIRL FROM SAN LORENZO—1950
Duncan Renaldo. Leo Carillo
GO, MAN, GD—1954
Harlem Globetrotters, Dane Clark
GOLD) RAIDERS—195]1
George O Brien
THE GOLDEN MASK—1954
Yan Heflin, Wanda Hendrix
THE GREAT JOHN L—1%4%
Linda Darnell, Greg McClure
THE GREAT P