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_ \rcade Trade Tops

e World

Mike Munves Ships Amusement Games
To Every Nation; Marks 45-Year Stint

Those were the salad days of the
coin machine industrv. Locations
would bring in $40 to $50 a week

in and 850 a week was a
lot of movey then.
Happy Days
. Commission wasn't much of a
E;ublem. Most locations were
ppy to get 25 per cent, and a
few go° 30. When the Munves

boys went around on collections,
they would count the money be-
fore the location owmer, keeping
the first dollar and giving the next
0 cents to the location until the
cash box was empty.

Before World War I, coin oper-
sted amusement devices were a
nove.ty in New York and virtually
unknown in many other sections of
the country, Mike Munves set out
to correct that sitution.

He set up operations in Cincin-
nati, St. Louis, Louisville, Boston
and Worcester, Muss. There was
no absentee ement. Every
month, the Munves brothers would
make the long circuil on trains,
collecting and paying out commis-
sions personally, and making sure
that the games were ir good work

ing order.

a1 Arcades
After 10 of operating on
locations, Mike Munves bepian set-
ting up arcades. By 1928 he had
3] operating in the New York

?mtnry service on parts and
supplies wasn't the same then as it
i« today. Frequently, if Munves
wanted a part, he made it himself.
Ry ciug bags st Ciobe
making g an o
Bowlers for his own arcades, and
selling to the trade.

Within the pext few vears he

(Comtinued or page 132)

HI-FI PACES
ACTIVE MUSIC
TRADE SHOW

NEW YORK — The pre-
diction. that the publie will
spend from $600,000,000 to
$670,000,000 an high Hdelity
during 1957 is having its ef-
fect at the 56th Anoual Con-
clave of Music Merchants.

There are more exhibitors
of high fidelity phonos and

ipment than ever before,
The importance of hi-fi mer-
chandising to the retailer is
no! missed by the Association
itself. Their Electronics Com-
mittee is devoting an evening
to a "High Fidelity and Radio
Sales Clinic” on Tuesday (16).

Commenting on the trend,
Bill Card, executive secretary
of the Music Merchants Asso-
ciation, points to figures from
the Electronics Information
Bureau of Chicago which
show that retail sales of high
fidelity in 1956 reached the
£500,000,000 mark. Of these
sales, T0 per cent, or §335,-
“000,000, represented package
goods, or ronsole and eabinet
sets. The Bureau predicts
that sales will increase from
one-fifth to one-third in 1957,

The remaining 30 per cent,
or £165.000000, represents
sales of components, The
breakdown, as estimated by
the Institute of High Fidelity
Manufncturers, between the
various components is as fol-
lows: Amplitiers—42,000,000;
b n e rs—25,000,000; installa-
tions, turntables, ete.—42,000.-
000; tape recorders—16,000,-
000; an akers and speaker
systeins—42 000,000 dollars.

Card notes that more tape
recorder mamufacturers are
featuring stereophonic sound
at this vear’s show. In addi-
tion, several producers of
stereophonic recorded tapes
are showing their lines for the

Singles-Album $

By RALPH FREAS

try is headed for another record-
breaking year. This forecast is
based on answers of record-phono
music dealers to a Billboard sur-
vey of their first five months’ busi
ness for 1957,

The survey, complete results of
which are given in this issue, con
tains n detailed analvsis ol the
record-phono-music business and
has brought to light mauy inter-
esting facts. For onc thing, the
ranks of the big volume stores have
swelled this year over last. An
other significant [actor spotlighted
by the survey is the singles-album
dollar volume ratio which hag been
maintained al 55 for wlbums to 45
for singles for the second year in a
row, Smaller dealers, the survey

cutting them ves as a weapon
against the big discount merchants.
With regard to accessories, dia
mond needle sales have showp a
dramatic increase in sales.

Ounly 12.6 per cent of Wealers
indicated on the 1956 Survey that
they grossed more than §:5,000
in annual disk volume. This year
16.8 per cent claim volume in thal
amount, attesting to the general
good health of the industry. This
increase in the big grosser class
coincides with the increase in
number of outlets—bath music spe
cialty shops and rack operations in
chains—all of which peints to a
substantial increase in total disk
industry sales for 1857.

First time.

In 1955, as a result of the gen

NEW YOBRK—The disk indus- | ,
| Last year, for the Hrst time, album

shows, are resorting more to price |

THE WEEK

~ NEWS OF

Spectaculars Making Comeback,
Minimum of 3 a Week on Schedule . . .

Televiewers will have of spectacular
ﬁm indicate

ﬁ a qmn?ﬂtﬁm “big” shows a week

will be availuble [or viewing twn the season.

.............................

and the only eurrent tune on the Honor Roll

ol Hits with more than towr disks. .
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Band Receipts,
Summer T

)

Mage

ation Groups on B
Telefilm sules are in s

ication Gets n Big Boost From
] EFM - & §
] n summer upbeat
as TV station groups like Do Mont, Westing.
house and Ceneral Teleradio pool their buying
 power to snag many of the newest syndication
'pfﬂ'ﬂﬂ‘l‘th‘l. ......... B e s E e e F"E" 14

mer, which wa

Bookings Up:

e Well Ahead of '56 . . .

Bands, in terms of box obfice receipts and
bookings, are runming well abiead of lnst sum-

s the best in many years. Up-

surge due to kids dancing again rather than
just Jistening or watching a show
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Billboard Survey
Cues Record Year
For Disk Industry

Big Volume Outlets on Increase;

Ratio Maintained

eral industry slash in LP prices,
album sales rose spectacularly.

merchandise moved past singles in
dollar volume, hitting a peak of
565 per cent of total disk purs
chases, This year again, album
sales registered 55 ner cent, a nol
appreciable change.

| It would seem then that the
' ratio will continue to hold. As the
|l:!urrE||t crop of teen-agers — best
|singles customers—moves into the
twenties nnd young-married group,
the present sizable pre-teen group
will replace them and hold the
ratio in balance.

Still another important factor is
the place held by the EP disk in
git lIt:s-al'lmm picture. Last vear,
'EP’s had dropped 50 per cent over
the year hrl‘!mr. This year, they
represent 10 per cenl of album
|sa.es or only slightly less than
1956. The EP may have found its
leve! or its drop has been halted
land it is set for something of a
| comeback. Dealers have told The
| Billboard that the beginning-ol -
| the-year slash in EP prices had
| given the EF new life, but that
they did not expect the full effect
of the change to tuke place until
luter in the year. This is certainly
bome out by the survey findings.
' Interestingly, in another question,
(Continued on page 2v)

Poll Cues Tape
Sales Strength

NEW YORK — Tape, both
blank and recorded, showed
strength as a dealer money-maker
during the Ffirst five months of
1957, according to the recent Bill-
bourd poll of record-phono-music
dealers.

Blank tape was out in front with®
57.7 per cent of dealers reportin
an upswing in sales, An addit
37.1 per cent suid sales were the
sarne 05 last year, ﬂllij 52 per
cent noted a down-trend in blank
tape sales.

Recorded tape, while it didn't
lend, also did well on the sarvey,
Almost half of the dealers (49.2
per cent) said recorded tape sales
were up. Some 43.1 per cent said
snles were down.

New entries into the recorded
tape field (Mercury, Verve, Van-
guard and StereO-Tapes), a report-
edly new producer of blank tape
Kodak) and the stereo playback
exture on miny new recorders will

probably  stimulate  still  wore
u:’d\'f:z in this field during the last
hall of the year.
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BREAD-AND-BUTTER PLUS

Specs in Comeback, With
Average of 3 Listed Weekly

NEW YORK—The eritical stir |nights of the week., But despite |Seven Lively Arts™ in the same
pro- | much mention of web de-cmpha- | vein. CBS
gramming has overlooked the re- |sis, the subjects, formals, casts and | Lowell Thomas “High
ctacular, which |sales efforts of CBS-TV and NBC- | shows (Delco Division), 10 du Pont
will be liberally combined this fall [TV show grester imagination, vari- | kicking off with the Rex Harrison
with the weeklies to give balance ety and brilliance than ever before, | in “Crescendo,” five "1 Love Lucy
On the NBC roster are six Jerry |[(Ford), two Frank Capra-Bell T:ﬁ-

accenting hread-and-butter

purgence of the Spe

mid vaciety to the schedules. For
the 40 wecks beginnming September

15, a minimum of two and mn | Hope (Timex), Dean Martin (Pres- | (Philen), "ﬂn-lllﬂu" (Ceneral Mills)
16 Shirley Temple [fairy |and "Conquest,” & new spice series.
the |
More of the specials will be ad: | Edsel show with Bing Croshy as |

average of three specials will be
telecast each week,

vertiser-created than in past sea.

song and few ol the shows will be
" part ol a sevies of < _
will be swcheduled rather in what.
ever hours are available on all

Weaver Show
Adds Sponsor |

NEW YORK — Climax Indus-
tiies of Cleveland became the sec-
gnd sponsor to buy into Sylvester
(Pat) Weavers Program
vice. The sponsor for Kid-O, a
sy ntheticmodeling -L'urnr-mn-f
purchased “Ding Dong School”
which teesolf Monday August 26
on an eight market hookup, with |
five more markets to follow on
October 5. The Taylor-Reed Corp-
aration has llrrmh' hought into
the swne show far s Coco-Marsh

‘Bride and Groom'’
Lifts NBC Rating

NEW YORK — The premiere
week of “Bride and Croom”™ gave
NBC-IV #ts highest Trendex rat
fags in the history of its 2:30.3 p.m.
time petiod. A 4.7 rating, with a
32 4 andience share, et the CBS
TV lead 1a .2 rating and 1.3 share,
or an advantage of 4 per cent as
onposrd to the lead of 94 per cent
t held ap to the retum of “Bride
and Groom,”

‘Small World’ Eyed

By Pan-American

NEW YORK — Pan-Amenican
& showing some interest in “Small
World™ for the Toesday 10:50-11
p.m. slot on CBS-TV. The show,
wilh Eric Severeid, features an ex
change of thoughts between Euro

an and American citizens. J.
E;Iwr I'hompson is the agency

Grove Lab Buys 52
“Today' Participations

NEW YORK—Crove l-.f'll'ﬂll-il
tories has bought 52  participa
tions In NBC-TV's "Today™ show
thin Cohen & Aleshire. The spots, |
for Fitch hair produocts and Four- |
Way cold tablets, run [rom mid- |
Novewber thru April.

"'-..rr[.

|

{below 15 per cent

Lewis shows (Oldsmobile), six Bob

tone),

Males. “Pinocchio”™ (Reghall),

Vegas nitery
Oil's  $5040 000

three Las
Standard

CMsec,
hours,

cials, lll!""'-"l'!:l.lllh', two Oscar telecasis (Olids- |
Hileet what the

mobile), “Command Performance”™
(Texaco), “Pied Piper

field), “Aonie Cet Your Cun”

Pepsi Cola-Pontiac), five "h]hu.'l""r[‘i.ll*lﬂ-ﬂﬂ-i[‘lfﬁiﬁl end of program-

documentaries, “Antarctica’ “and
“The Innocent Years: (Timkin) and
Hallmark's big-name seres,

In addition, NBC has class series
like the NBU fll'ﬁ'la guinlet
"Omnilas. ™ while CBS offere " The

SR -

JAPANESE STAR |

(Chester- |

1] H.I. i

a"*’v"lf";

Ay

il
g A
]

specials  nclude  six
A dventure”

hone, Miss  Amerien  contest

With sbour 130 specials and
spectaculors  announced, yunnin
B0 minutes and vpwards, an
added starters reporting, what the
columnists are saving does not re-

MOErAMmers  are
tluillﬂ ﬂn[}' AH(I?-'[‘\“ which has
never figured greatly in“the spe-

ming, is pursulng a strictly bread-
and-butter schedule. The othes
webs and thelr ndvertisers seeqp as
anndons as ever to splash ap the
program  listings . an satisly the
paiates of all \'it':l.'ﬂl,

'MEN oumummm

Kids Blunt C-P-M
Value of Oaters

ll'-

| e spewvior

“EW YOBRA—
Westerm this fall

iy an “adult

mayv b ||||ﬂ|uh' u.'thiH'l! b fod &)

sizahle prreenlage of moppe! may-
ericks sneaking into his andignee
corral  walening down the etli
cieney of each 1Y adverliwing dal

!.”’ h‘l. .|II'-.|iu4|L" 1-[||||| ]F_‘:I ety Lo
-.” Tl

A ik I.L! nabional adienee
study by A; C Nielsen of eight
metwark Westerns airing this spring

Lhial youngsirTs

outmimber acult  male
vieswers in the average silushion
with the kids nnl-lnu; up i pet
cent of the andience, teen-agess 11
per cent M) per ornl Ak
mwm 27 per cenl.

shows
actually

pre-teen

WEneEn

Iy natural that early-evening
Westerns would attmaet a lieavy |
moppet  audience, dnflating the
over-all avefage, with kid percent- |
age running in the 40s or high |
l's. But even in the after-8 .m:
pm. Westerns the moppet mila-|
ence is still felt, seldom dropping

Wamen are also fond of West-|
ems. Nielsen audience composition
study shows the ladies forming the
birgest adult segment in weven oul

of eight Woterns examined. This

factor is likelv to muke Westerms al

Juseful buy for some of the ml"“"rul‘r “H‘Iﬂ r_ﬂ'

tisers who have signed them lor
fall=such as Singer Sewing Ma-
chine and Hudout=but it maises a
guestion, p.hli-t.-uln-rlj" when come

r--*--q--n*—--nqqp-----d----—q--l-—l ------- - - S -'l'l“-'.
.
! MONEY-SAVING SUBSCRIPTION ORDER !
i 1
: Enter my subseription to The Billboerd for a full year 4
- (52 issues) of the rote of $15 (o considerable saving :
: over single copy rates). Foreign role 5‘15. E
: ] Paymant enclased C il me '
: 4
{ Tame E
L]
1 Becmation o Tille :
. '
: Tempany !
i Address ;
E ity Lone____ Slale E
! Send te: The Billboard, 2160 Patterson Si., Cincinnati 22, O, |
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| cial minutes is excellent at the pet-

bined with the moppet audience,
aboul other pll.H.]Ill."t et

On the basis of straight averuge,
Westerus show an excellent aver-
age raling (a national Niclsen of
29.3, with a Tange of 220 up to
15.6 among the current crop). The
“ielven cost-per-1,000 on commer-

(B

work level (8277 for Westerns
against $3.49 for all ha"-lmuri
evenimg web shows). '

But a gasoline or nuto or insur-
ainve  advertisers—any  advertiyer
|r1+|.|uug F ] Ium.lm'l not bask .l|[1r e-
lected by women and children—
may find his cost-per-1,000 on 2
network Western is actually Iriplm.l
i terms of the fact that men make
up one third or less of the audi-
CHDE.

the Wednesday CBS-
pom. musie hour,

‘Wire Service”
Bounced Again

NEW YORK—Maux Factor has
hought the Monday 8830 p. m.
time on ABC-TV for next season,
adding another rovnd to the
of where lo “Wire -
R..]. Reypolds, which- had been
eyeing that slot, Is now ed
mnlling Sonday at 830, the slot
following Kuiser Alumbnum's “Mav-
erick™ buy.

Factor will choose between
“Those Whiting Cirls" and “Do
You Trst Your Wile® this week
for its Monday tiume period. The
72308 pan. slot s open, but Rey-
nolds doesn't wand o stay w
it has been, Tlmli Mvnth‘?‘ is
again  considering i Vire
Serviee™  in s run::;r IEJLII‘-]GI:I;
form, rather than make the an-
wounced reduction to a halfhour
weries.

Ceneral Foods has expressed in-
terest in the Sinday 8:30-9 p.m.
slot, oo, not specilically for "West
Pomit,” which it is about 10 with-
draw from CBSATV. ABC pro-
grammers are pushing “Maggie,”
the Mnrran‘t (O Brienn  silimtion
comedy, for that berth or the 9-

930 pan. spot.

&

NEW YORK—Frank P. Bibas,
who hwaded MeCans-Erickson's
creative film  operations for. six
vears, lLas jpoined Transfilm as a
|1:Ln'|ucrr-..ufmmt eveculive.  Prior
to joining Transfi)m, he hl.'ﬁlll]‘l.lll'-
tered in Holbhvwood, where he was
production vop. for Roland Reéd-
Gross Krame, Inc. He hag to his

rodduction credit more than 3,000
'V commercials.

Sweets Takes Three ABC
Segs, Plus ‘Rangers’

NEW YORK == Sweets Com-
pany of America has bought the
equivalent of five alternate half-
howirs week on ABC-TV in the
53-5:30 pm. slot. 1t joins Kellogg
Company on Mondays for aller-
“Superman,” on
Wednesdavs for a weekly quarter-
hour of “Wild Bill Hic and
Fridays for a weekly quarter-hour
of “The Buccaneers.”

of the Texas Rangers,” a pm&erl?
it has leased from General Mills,
to the Saturday 5-5: -gu':!_ time
for [nll sponsorship. =T is to
be preceded by “All-Stur Goll™ and
followed by ‘zﬁu- Lone Ranger,”
giving ABC two hours of

web shows on Saturday afternoon
for the first time,

Kell which has  bought
""'A"m:lﬂyuw i for Thurs-
davs, had to sell one of the second

7

ha of its Wednesday and
du;‘;u}"l l]n avoid product conflict

ith Ceneral Mills in the ;
r’““ Club™ sirip at m.m

Sweets will also bring “Tiles pproducts. ° 26 2

www americantadiohistorvscom. | /=

had sored “Tales™ on CBS-TV

wntil Last manth, Saturdays, HH

12 noon, - N
L

The single in the 55:30
. stop s pen _
Spine-

q‘umh}'. by " has three
:3 o The°

-

Eddie Mathe

CHICAGO — Fddie Mathew

E‘::IIT.'IEId a8 Mercury's Mid-

jockey promotion man o

=

Exits Mercury |

“and |
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83-STATION LAG Couree ot wyee: |Dow, Bendix  |Speidel Shifts

BT : - X C@urse.utHW'VEC _
- NBC in Big Drive seminae i Weigh “Space” |To New Panel

here in the problems, uses and - '
or u e e a es methods of educational television - NEW TORR-—5peidel is shift.
| @'.TJT;A;;_-{;;;llmp. sponsored by ;\I-.'ﬁ. YORK — Dow Chiemical | ing r:‘ratt__t-lf_kﬁlm-fi-w* Wil (o
2C-TV. is equippi - ; : A ultbie . = T P o and mto Saturdavs
NEW YORK—With NBC TV's|data, NBC-TV caleulates that if.:irl erease in T‘llf iz:ﬁiil‘:f&ll;:rl-.”[.“ir BN ST A vlation, wrotnte ted | 10-10:30 on the same web, whes
Al network line-ups Ralling shott | vou buy the basic network, then | WVEC is allotting two hours a it will co-spansar a new  panel
Bk the full network by an average |add all 143 NBC optionals, the|duy, Monday thra Friday, for of five hour-long specials 1o be|show, "What's 1t For?™ with Phar-
* ol 83 stutions, and with some of average network rating EOCs ll|'lll|.u|||.=11'\' 4 £ aired eight weeks apict dinring next maceuticals, Inc., next season. -
the newer small-market affiliates 38 per cent and the homes reaclhied season over NBC-TY, del was to sponsor “The Price Iz
" alieady grumbling that they are |figure goes {rom 5,450 000 homes : _ The Tive-and-fili } | Kight” on Mondavs and ils deci-
L getting the skimmed-milk treat-|up to 8.600,000, a gain of 58 per|39ds. On the basis of the ayer-| | - 1€ Ive-aneefii hotrs will cost| sion 1o decamp leaves that prop-
mwent Irgm clients in a cream line-up |cent.  This, NBC says, “compares | *&¢ time-and-talent evening -‘-'*r'?'“f-!"ll""'I #=30,000 per telecast. For-|erty without a network berth
of full TV campaigns, sales execs |very favorably with the 48 per total costs are "l"li}'”]. 25 per cent | mats will be hinged on -1‘~fl"'fi-i‘['l “What's It For?” is a new panel
at NBC headquarters are going all- | cent increase in time charges.” bv adding the optional outlets, | tics, the s ience ol space; the Ceo- | show  owned by - Entertainimient

- w e i i5 k™ d | while the audience size goe ; . ; Yl iietons . : -
BN - soll-the full-nctwork T]II'D“ng program costs into the 28 per cent, thlt: Upliunuli‘(:n:*ll.l-ll[: I'Ill.‘-n.|| Year; the vocket cities. top Productions, Inc.. and to be em.

i 'u.|-n|'|lnn|;-.]u[+ il “:-,l-,.“; . a serics

. campaign, with emphasis on the | . . - 1s setion
21 ;'l'"‘ilrll:n outlets : picture makes the comparison even | will  heavily bolster viewing in | ¢! hoom towns; and visits to ;II- ‘LL] [‘:}I?I! {Ll]ﬂ HI;” etk t”m g :
1 i " . PRSCE LALE . 1 | v " larL " . Pt | ; ; | BRI J(NEL BDONE  mvyenbions A

ﬁwmgr l.'“'l“lll station I.ih't -ﬂf llB llt"ﬂ'{f, SIce hlu mnp J{ ll‘.:lh k1 Mnlll ATEAS W |'1'.F[‘ ﬂ]f" ﬂl]‘flﬂ'!l[l.t station |1|.nu LTS Imsctums  and  test . I|'!|r.‘i|: uzes Ahbe Burrows lias besn

outlets is well bevond the 58-sta- affects production budgets, NBC overlaps with a basic station. | gilies. 'mentioned [or the panel.
tion basic NBC web now, and
shonld hold that way right thru the
. fall, Problem lies chiefly in con-
== wibcing Madison Avenue buyers
~ to go right up to the top.
: It's not an easy sell. NBC cov-
ﬁ-‘ frage shows that the basic 58 out-
> Iets. cover 859 per cent of TV
5 homes. The additonal 143 outlets
L dn the web add what seems to be a
L omeager 15 per cent in coverage at
. i 48 per cent hike in time charges.
Routine reaction at the agency
level is frequently a “Who needs
it?  with some optional outlets |
added to [l out coverige, such

ps in the Program Extension Plan

package of 49 outlets priced as a REVULUTI"NARY ;
" gwoup :
| NBC  Research, however. has | O
. come up with some below-the-sur- A

fuce Lucts congerning the reinfore- ;

ine action of the ll-j'.ill'.m‘lnili:-;, particu- DEv ELO PM ENT E

Laly since muny are in one-station

or two-station situations which in- ; >
. variahlv deliver higher ratings that : :
== eustly top the costs of added cov- FﬂR SPOT
erame.
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Advertising Managers

Dutdost Mdss. . .. .C: 3, Latscha, Cincinnati
bl iﬁ-Ml i-i-huimmﬂ - - ¥ E .

.?El:iﬂbﬂ ...... : Eﬂmm WRE-TV & new 'T'I'lgll:‘ Lens I-cc]lmqut" bﬁng! to local live TV The wrc-tv Commercial Production Service does the rest.

Machine ., ..., Chicaga - . K A : ; ) s .
: F”“" in Washington the eye-catching effects of expensive filmed The "Magic Lens technique” is the latest service devel-

A hﬂm ........ -.,gi!ﬁmn commercials. N?“ you can get network-calibre production oped at wne-tv, both for advertisers and viewers. Another
. J'ﬂmﬂ?ﬁm;mﬂ,ma ﬂ’:lﬂﬂi for }’ﬂl-ll"II\'E spol cumr@-Mmrﬂm cost. Whirls, major contribution will come this Fall :n'iﬁl the If‘llll'l"llill[;: of
B ahaiod Fabte warsbie i P wipes and split ICTeCnt, and unlimited types of intricate wie-1v's new $4 million color plant. For then, the "Magu
el ﬁﬂw e s dissolves, make this new effects generator one of the most Lens technique”™ will radiate your message in color as well
pronounced advances in local TV. Your trademark, for as black-and-white. Iind out now how wac-rv's "Magic Leas
f“mFIE- can now become the foeal point of a live dissolve technique™ can work sales wonders for you in the nation’s
into your commercial message! Oth largest marker!
WRC-TV can also be your testing groudd for new commer- WASHINETON, D. C.

cial ideas and forms — without costly pilot films and extra wnc -TV' 4

technical expenses. All you have to do is send your script. SOLD BY {NBC)SPOT SALES
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ARLENE FRANCIS
{Aug. 12, HOME's hostoss begins

- wew 10 8. m. Show, Jan Murray's
Treansure Hunt follows at 10:30)

{Bride and Groom with
FranParker and Bob Paige
premiered in this period July 1)
2:30 PM
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TV PROGRAMMINC -8

... 10 the ten popular NBC Television
personalities and the fresh new
- programs they star in, during tha
major networks’ regular daytims
schedules. There are still soms
availabilities in such big-audiencs
shows as The Price Is Right with '
9,000,000 viewers per average
minute; Truth or Consequences
with 5.300,000: and Comedy Tima

e e 1 [ v o i
IT COULD BE YOU with 7,300,000. Take ad a:‘.lllta.,e
12:30 PM now of the greatest growth story in

the history of daytime television

Baurce: Nielsen Televiaron Index, AA Homan,
Jurne 57 INBC susigining and commereial psgmen s,
10 am=5:30 pm. N. Y. T ). AR D, Vieivers per Set, Sunse 5T

L ]

NBC TELEVISION

e
] iy

I ¥

i I-H..-ul-.—'.'-: -l'l..-j 'J: L
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TV PROCRAMMING

GATE OPENS

Nielsen Now Makm
Hay in England

NEW YORK——The sun never

sets on A, C. Nielsen.

The veteran researcher, who has
long been eying a British counter-
part of the U. S, acceptance ac-
corded his Nielsen Television In-
dex, 15 now moving quietly toward

his %'o

tho a steering committee of
British broadeasters, advertisers
and agencies placed an exclusive
audience-measurement TV con-
tract with a rival—despite a book-

L]

sized presentation by the Nielsen |

Residual Suit
Vs. Lippert

HOLLYWOOD—First suit on
residuals for theatrical pix released
to TV was liled by Writers" Guild
of America in Federal Court against
Lippert Pictures, Inc., here last
wepk,

The suit charges breach of con-
tract, alleging Llppﬂrt tailed to
make payment for TV Ttelease of
post-1948 lilns to writers. Lippert,
according to the WCA briet, was
a member of the IMPRA which
gigned a contmact with the Guild

in 1948 agreeing to adhere to any|

indlistrv-wide formula for release

of the pix to television.

NBC Promotes
Curtis, Tobin

NEW YORK—NBC Television
Films has upped Dan Curtis, East-
ern sales manager, to manager of
regional sales, and John Tobin,
Northeast sales supervisor, to- east-
ern sales manager,

At the same tmw the subsidiary |
of Califarnia National Flllll.l.]{h{]rl'i

named Williamm Breen Northeast
supervisor, Jules Arbih Southlieast
supervisor, Richard Baldwin head
of the Central area, Herbert Miller
for the Midwest and Robert Black-
more for California.

27 Lined Up
For '‘Official’

NEW YORK — "Official De-
tective,” for vears a_successful low-
budget radio puwa on Mutual,
will roll within a fornight as a syn-
dication vidfilm series by Desilu
for NTA release. According to
NTA, pitches made on the basis
of a pilot lensed last spring have
resulted in 27 markets signed
prior to the start of the 39-episode
production schedule, Mort Briskin
is producing and Lee Sholem di-
recting the series, which is based
on a tie-up with “Official Detec-
tive" mugazine,

Columbus Gives
Gems’ ‘Thrillers’

Romantic Format

COLUMBUS, O.— WBNS-TV
here hus begun plm ing Screen
Gems' “Telethriller” serials in a
" unigue remantic wr - -around for-
mat titled "Conquest.” Emsee Alan
Scott wears a r’]lﬂLL patch as he
chats from his “trophy room” and
interviewers other “soldiers of for-
tune’ between reels.

The series is_ slotted Monday:-
Friday, 5:15-5:45 p.m., sueceeding

a Western I eature show,

FHEEHAMMIHG—
ihe key to successhul TV adverlising

THE BILLBOARD-
the hey lo-suceessful programming

‘t-

firm which included wcr}rllung
down to ecaleulus equations on
probuble error—the gate is once
again open to Nielsen. The exclu-
sive deal expired June 30,

Nielsen, meanwhile, has been
E:ur’tlg ahead on its new Euro :lrE:m
eadquarters building at Oxfo
which will scon house 700 Br:ti.!.'h

_t‘ n--..-r-,-,-_p
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Thiz chart l& the TV Tadutiry"s enfy guide
coal efficlency of Clesa A LUlme pelwerk preg
by program -type and sponiogr greap and B
FETE T e e R LT
Each progrim's coat figuses Fepressn

for redshing 1,000 TV bomss, e,

t the

[ o e | T

L e e

The B:Hbaurd C on tmumg

COST-PER-THOUSAND

Analyses of Network TV Shows in Class A Time
Cumpufed by Univac and based on Moy TV audience measurements of AMERICAN RESEARCH BUREAU

sporsor'y sciual

t'hmr video ldmrhsf.ng.
Nielsen firm is no longer frozen

out of the picture.
One ok Nielsen's higgest revenue
otentials: “American companies

ave made serious effort to sell| M.

in Eumpe&n mnritﬂts."

= e bl

-__|_

T e
g

..;r.

fo 1he .ﬂanrhrr
rpEe  Eenpared
piken  down by

an o THlidren Ar=rican Ftumh Buredw,

S I

per mimite nf commercial - khina.
dividing eath ahow's net cogmiztionable time sad tafent -costs
By its number el aliocated commertlal mifwtes and then &y
the “total romber of homet men, wimen and eilidren tnder
te reached diring the last ratlng parind 39 determined by
Actisal  time and talent cotl

VARIETY AND MUSICAL SHOWS

NBC-TV text season which it
lhlrﬂwiﬂlMI:tFmtnr The ad-

vertiser’ attempted to get Dean
Hnﬁnfurt]:u:halfhuurshﬂwhu:t
without success. La Rosa, now in
ﬂlﬂHGﬂSMu:d:ymghtSumr

slot on NBC, has worked for L. &
hefuraasnwnmwn!hum

placement.
; .-;Fi'q ., R

e
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8f pregroms,

Myers ' Iulimhm:_-
|for its" S:hlrdt:,r 9-9:30 glot on
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VARIETY & MUSIC
QUIZ & PANEL

By

provided ta The Blllbeard on a mﬂintllt baiiy wre
thew costs ower 3 5P-werk period
Since mamy factors other tham o
In determining the worth of
readersy Bre wrged to wiilkee thln material 2t
than an shagjule jardetick In amsessing the
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«COST PER 1,000 CHILDREN

"""""

™ llstings appesr here bt these pages. whthmm Company snd we reproduction may be made of
wihool The Bty G | B e mmummﬂiummmm.m-mnﬂ

COMING COST PER THOUSAND ANALYSES: ’ Next Week: The Top Hundred

- it 't.'-’ﬂ
g o T L g e S ST

""1-|.

el -
ol

COST PER 1.000 HOMES COST PER 1,000 MEN | COST PER 1,000 WOMEN

PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE
(. LAWRENCE WELK (Dodge, ABC) . §1.24 | 1. LAWRENCE WELK (Dodge, ABD) . 5129 | 1. LAWRENCE WELK (Dedge, ABD 5102 | 1. LAWRENCE WELK | e, ABC), . $2.1
§' :EH!-;ITS n':?-rn w;l':rf: ;E;ﬁu;“ﬂﬂtr 162 2. WELK'S TOP TUMES (Dodge, ABC) 1.89 | 2. WELK'S TOP TUNES (Dodge, ABC).. 139 | 2. PERRY COMO mm Seal, Sun-
M Seibeim.  Syared Grose ‘Stampt 3. €D SULLIVAN (Lincoln- 3. PERRY COMO (RCA, Gold Seal, Sun- beam, Sperry Green -

Noxema, KimbeclyClark. NBO) .. 2.10 Mercury, (BS) ... ... 0. 211 beam, Spetry Green Stamps, Mewrema, Kimberly-Clark, NED). .. 294

4. ED SULLIVAN (Lincoln. d, PERRY COMO (RCA, Gold Seal, Noxrems, KimberlyClark, NBD... 1.1 3. ED SULLIVAN (Lincoln-Mercury, CBS) 356

Mercury, (BR) .. gty o) Sunbeam, SI“'—"‘f Green 5'”!1]!. A B SULLIYAN iliﬂlﬂlﬂ‘“!ﬂ'ﬂﬂu CBS) 1.86 4. STEVE ALLEN Iﬁllﬂm““ P"hrmd, 3’
5. RED SKELTON (Pe! Milk, . Noxema, Kimberly-Clatk, NBC),.. 230 | 5, OZARK JUBILEE (Williamson Dickie, Drackett, Bulova, NBO . ... ... 408

S. C. Johnsen, CBS)Y | . 1.83 S. OIARK JUBILEE (Williamson Amer. Chicle. ABQ) | R 5. K JUBILEE (Amer. Chicle, )
6. OLARK JUBILEE (Williamsan [n:hm Dickie, Amer. Chicle, ABC). ..... 2.99 6. STEVE ALLEN (Polaroid, Greyhound liamson Dickie, ABO) ....... i

Amer. Chicle, ABD ... : 3.05 b. STEVE ALLEN (Bulova, Polaroid, Rrackefl, Bulova, NBO) L 6. RED SKELTON (Pet Milk, i
1. ;TEFE !.EJI.LEH :ru];'?id' Grey- : E;inf.l;eil;,uf&ﬁ'rh:uni.{ II:BD ..... 3.21 7. RED SKELTOM [Pet I'-t}ll:; """" $. C. Johnion, CBS) 439

ound. Dracket, Bulova, : (Pt Mil =B S ey e LS 4 :

oo eyl S 3,25 e s Sy R 5. C. Johnsom, CBS ... ........ 280 | 7. WELK'S T0P TUNES (Dodge, ABD). . 455
8. GODFREY'S TALENT $COUTS 8. HIT PARADE (Wamer, Amer. 8. HIT PARADE (Warner, Amer, 8. JACKIE GLEASOM (P. Lorillard, CBS) 4,68

(Lover, Toni, CBS) ... 131 Tob, NBO) ... . 408 Tab., NBO .......... .. ... 299 | 9. MIT PARADE (Warner, lmur
9. NIT PARADE (Warner, Amer. 9. GODFREY'S TALENT SCOUTS 8. GODFREY'S TALENT SCOUTS ol ) . i tl}‘

Tob. NBOY ... 331 (Lever, Tomi, CBS) ... ..:..... 4.99 (Lever, Tonl, (BS) . ... ...... 2.99 | 10. GODFREY'S TALENT SCOUTS
10. SHOWER OF STARS (Chrysler, CBS) 4.36 | 10, JACKIE GLEASOM (P, Lorillard, CBS) 5.20 | 10. SHOWER OF STARS (Chrysier, CBS).. 3.92 (Lever, Toni, CBS) . ?

1. SPIKE JOMES (Liggett & Myers 1. SHOWER OF STARS (Chrysles, CBS) 538 | 4y Mm. BROADWAY (Swift N8O . 412 | 11. MR. BROADWAY (Swiff, N6O) .

e Ny [ e 437 | 12. MR. BROADWAY (Swilt, NBO) ... 5.45 | " oo s e 12. SHOWER OF STARS (Chrydler, CB5), I1. -:-:
(2. JACKIE GLEASON (P. Lorillard, CBS) 4.63 | 13. SPIKE JOMES (Ligoeft & Myers, SPIKE JONES (Liggelt & Myers, (B9 4.04 | (3" Sorun MuppAY Epddll. "
13, MR, BROADWAY (Swift, NBC).... 4.13 Y e e e 75 | 13- ARTHUR GODFREY (Kellogy, Bristol Purex, NBO) . RN
{4. ARTHUR MURRAY (Speidal, 14, ARTHUR MURRAY (Speidel, Myers, Amer. Home. Prods, Pills- 14. CIRCUS TIME (Rarfr, ABD . .

Purex, NBO) .. aeee 490 P, L) 0, .21 o LA S R 440 | g5, lII’IHIIIﬂHE‘I (K m
15, ARTHUR GODFREY (Kellog, 15. WASHINGTON SQUARE (Royal 14, JACKIE GLEASON (P. Lorillard, (BS) 4.47 15, Amer, Home P i

gml::nl HPlr’EFish ﬂml.‘lt H;!}umu obs i T#ﬁﬂ.lﬂagnﬁéuﬂitlﬂt}ﬂ TR ~ 132 1S ;:ﬁﬂll: I;lllllll‘l' (Purex, Pi Icbury, CBS) .

rods., Pillsbury, CBS) iy e (Kelleg, Bristal- el MBE) ..o o o 471 | 16 'lﬂlllﬂll!ﬂlllﬂlwﬂﬂﬂ..-;

16. WASHINGTON SQUARE (Royal Myers, Amer. Home Prods., 16. WASHINGTON SOQUARE (Royal | Helene Curfis, NBL) . Sok

McBes, Helene Curtis. NBD) .... 5.75 Fiitshary, TBS) v in i dami tni 139 McBee, Helene Curtis, NBC) . .. 557 | 17, SPIKE JONES llhllll B v _-‘4 "
17. VOICE OF FIRESTOME 17. tI'IE'ﬂ' SHOW (Chevrolel, WBO) .. 9.19 | 17. VOICE OF FIRESTONE (Firestone. Myers. (BS) . BT |

Fireslone, ABD) .. . 6.97 | 18. VOICE OF FIRESTOME (Firestone, ' P S L, MR el 653 | 18. CHEVY SHOW (Chevrolet, NBC). .. 15, 3,
18. CHEVY SHOW (Chewrolet, NBC) .. 7.81 ABCY T iR el 1122 | 18, CHEVY SHOW (Chevrolel, NBC).... 679 | 19. DINAH SHORE (Chevrolel, NBD) ... T1.71
19. DINAH SHORE (Chevrolef, NBO) .. B.1O | 19, DINAW SHORE (Chevrole!, NBC) .. 13.48 | 19. DINAN SHORE (Chevrolet, NBO).... 7.98 | 20. 'I‘IHEEEFIHIHEIFIM .
20, CIRCUS TIME (Harte, ABC) ...... 8.12 1 20. CIRCUS TIME (Hartz, ABC ...... 2510 | 20. CIRCUS TIME (Harf, ABC)....... 16.73 RBD) ..ioisiianiidiis it

COST PER 1,000 HOMES COST PER 1,000 MEN COST PER 1,000 WOMEN COST PER 1,000 CHILE

PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE FOR COMMERCIAL MINUTE PER COMMERCIAL MIN
1. $64,000 QUESTION (Revion, CBS). . 52.05 1. WHAT'S MY LINE! (Sperry-Rand, 1. WHAT'S MY LINE! (Sperry-Rand, 1. PEQPLE ARE FUMNNY (Tanl,

2. WHAT'S MY LINE! (Helene Curlis, Helens Curfis, CBS)............ $2.39 Helene Curtis, umsp sm R. L Reynolds, NBO) ..., --'a'

Sperry-Band, (BS) _........... 21 } ﬁ:ﬁ; ':LHEIIIH (Revion, (BS)., 2.44 2. 564,000 QUESTION llnlnl L’l‘i'-“ 2. I'VE GOT A SECRET '

3. I'VE GOT A SECRET (R. J. Reynolds, AL SECRET 3. I'VE GOT A SECRET LN :m.., *‘ AL

U EROREE (e S H s {R. ). Reynolds, [BS) .......... 1.69 (R L B i n b niie 1.89 2 m
4. YOU BET YOUR LIFE (De Sof 4. $64,000 CHALLENGE (Revion, 4. YOU BET YOUR LIFE ' Hm fvaze -'

& 0l P. Lorillard, CBS) . P i (Toni, De Solo-Plymouth, NBD). ... 2.21 l. III‘
Plymouth, Toni, NBD. .. ... BBy v 5. YoU BET 'ﬂllﬂ L D! m - 5. $64,000 (Revian 5_
5. 564,000 CHALLENGE (Revion, Plymouth, Teni .. 30 P. lorillard, CBS) . ... 14

Plorillard, CBY .............. 265 | 6. AMATEUR HOUR 6. THIS IS YOUR LIFE (PSG, NBO)... 2.3 I.
6. THIS IS YOUR LIFE (P&G, NBOD) ... 2.74 (Pharmaceulicals, un ........ 3.65 7. TWENTY.ONE Mﬂﬂ ok Ll
1. PEOPLE ARE FUNNY (Tani, 7. THIS 15 YOUR LIFE (PEG, ‘NBL)... 3.B3 {(Pharmaceuficals, N8O ...... o 200 7. TREASURE HUNT iy

R. ). Reynalds, NBO) .......... 1.07 8. PEOPLE ARE FUMNY (Tonl, 8, PEOPLE ARE FUNNY ﬂlﬂ David, ABD .......... 123
8. TWENTY-ONE (Pharmaceulicals, NBC) 3.11 R. 1. Reynolds, WBD) .......... 3.84 (Tonl, R. ). Reynolds, WEC)...... 2.68 __ I
9. NAME THAT TUNE (Kellogg, 9. TWENTY.ONE . 9. 10 TELL THE TRUTH I:Iﬂ Ry

Amer, Home Prods., CBS) ...... 3.26 (Pharmaceuticals, NBO) ........ 3.96 . (Pharmaceuficals, CBS) ......... 2.97 9 lHl'lH o
10. AMATEUR HOUR (Pharmaceuficals, 10. NAME THAT TUNE (Kellogg, 10. AMATEUR HOUR W T |

ABD .... e e R Amer. Home Preds, CBS) ...... 422 (Pharmaceuficals, ABD) ........ 316 H.'III“I“ mm...

i". ?i?n'm IHE[ Illll.llglus] ?b | 11 [I;mrm THE ;','“E.fn ﬁ! 1. NAME n[ﬁt muuu. Home gat 11, 564,000 w I’Iﬂ
armaceulicals, €BY) . ... ..... 3. rmaceulica o 1 Prods, Kelipgp, CB3) ...... P ---u#
12. BEAT THE CLOCK (Hazel Bishop, 12. MEET THE PRESS 12 IIEHHE Hir - %

o PO R iy o (Johng-Manville, NBO) ........., 5.27 en David, ABD) ...:...... . 386 |
3. TREASURE HUWT 13. BEAT THE 13, GIANT STEP tﬁm Milis, CBS).... 430 | 1. I-IIII' STEP lllh. fﬁi

{H EIT Di“l:d, Aan § 5o "TEE ".51 ‘Hiﬂl. amm tln LR EEER RN s'll l ll‘-l !E‘T TE m lI"d- mn'm -l..|-

15 MEES THE PR (i el e B I . A0 T LT T O s M e mms T
: ann AvillE, { an v "-' g
WD il e e R 506 | 15. GIANT STEP (Gen. HIII:I. Elﬂ 2.3 (Johms-Manville, WBO ......... 494 Uohns-Mansville, m canssuanbn



www.americanradiohistory.com

A O -1‘
5 '. " - 5
e A

*.'-TEE SR, S

B i ||||||||| o

AR ||| !il-'; h '!',-.- Il || ” i “
- IR
“ "i I.iifili ll :ii il ||| b lih‘mﬂ |‘
b | I O

I 'i‘| j||
_!u.l. i il i||."!.!' il ||| |‘|| "I'ml"
II ‘ I_":I I :I.I";-, '| l 1 -;--Ijl: ! ”"
(AT, hl ||‘
‘n

T

| :Illllllllllllf I.|

RADHD
DESTOM, WET- Wil
actto  \WESTINGHOUSE | Smetuseiit:
. CLEVELAND, KT

ge. Let the sound differ-
. ""Bink’’ TELEVISION
| Ifﬂur GDMPANY, IHc- ﬂ:ﬁ m'ﬁé':r;;“ T
. . CLEVELAND, KvW.T¥

ALY i e ||I|H|
“Mh“' f -1 n I"f e IEi!L ‘Im |ﬂ|| ”ﬂﬂ"

| ‘| ! ﬂ | lw W

| A
: | { il | | || r |i| || Il Ii= ',
e " i |
I |'-,| e .| I e | ||
| N i“ | Ili ] |.
||I | |! .III { || |I
11 |

it | L || |
I I. g

e a sound differ- BR““DCASTING :ﬁ:’r:*::fﬁ-

LR | | HILHE | & = L. u
| | 14401 I| | .D - ﬂ
I | " |
.Il | Ii
| | | "I

% e ” T,
| Ww = . “H

@
=
e By~ =
g o0 * 30 S
8 2 5
o4 -~ 5
o~ g £
o 20§ K
* EBog= €
= c D o
DE &
.gn__m
|||“ 5508 <

il i ||‘l||n'H "
| |\u|||‘

E i
| | = & - E - !E
| [ ‘14]. I Il__l , E o =
| | 1 | II 1 !II o I n E n = .= ~
‘ . i | '| I B ] E .E ; l
VI @
it ol T, =T - D
” 'I' I ’ w“Wc oD on E
1 o
| | ‘h ! I- I Il HI _!| | |L|||IFI . | H| | u u = E E E
AEHE il Wiy e ®
o I i I I - - = et [
. I‘I* i { E E .:== = :
1 e 1| .I M | = E ) 3
- ! . .1 MIEE ([ .
: r':':.""-"' ,:i / 1 : )
i oo PRl " o
i 'y i p
|

H .
Hh”\h ' ‘W
|
|||||||||'|\ \W |
. H

.Ilng z"i' |:|=.',i, i |
II|||i||1||| 1 .j|! :rli !' ‘ “ ;-"lh Il.tll'ii ;
"...
‘| |, ;:I i ‘ | I |
> Y i | i Wﬂ\ B
e o
Tl ’- L
i
_' +‘|| |
|
L
H||| ||“ H'i“ ||‘
i ‘l l
1 'M

3
i \ n\'ﬂ" I i l
\'H

v\

as you
2

This is
nighttime radio

know it.
nighttime



www.americanradiohistory.com

Celler Wams
FCC fo Delay
Toll TV Trial

WASHINCTON—Iouse
teust Chairman Celler (D,
has strongly wamed the Federal
Communications  Commission  to
wait for decision by Congress be-
fore getting itself into the “com-
plexities™ of a tri; il for subscription
television. Rushing into oxperi
ment in toll, before other antitrust
and allocations problems in the TV
industry are solved, could bring
“disustrons” consequences, Celler |
wrote FCC Chairman John Doerfer |
Jast week (11).

For once, the antitrust chairs
mun Is on the side of the nets. He
feels that the “unparalleled built-
in profit potential™ of a pay service
"may drive free network lﬂ'lunmn
as we know it from the airwaves.
Other ]?t‘h‘n[]}llf‘ consequences  of
subscerintion TV would be black-
out of free programming to public;
passible siphoning of free programs
o payv; spe ed- up of trend toward
monopaly of talent, already noted |
Celler: and finally the TV audi-
eoce may be divided along eco-
nomic lines

Anti-
N: Yo)

Legally, Celler doubts that FCC
has authority even to allow a toll |
TV test, much less authorize
service at will. He poinds to %the
commission s own uncertainty as lo |
"How to classifv” the pay service
as proal that FCC is on very thin
jce. Celler feels that the pay serv-
e will not come wunder |11I| lic
utility category, but would get
"lll} ]_'lflel_iln_ | t 4 gy e W 11:“‘\- ‘“UIlI
open a pandora’s box of dangers
to free telecasting

The antitrust chairman reminds
the FCC of its past troubles in
regulating m‘hmrL and tackling
allocations problems. The complex
problems of subscription service
would mean regulatmg the rela-
tionships between pay program

mducers and franchise holders,
whween stations, manufacturers
and distributors of decoding equip-
ment—and the public. Celler feels
the commission was "pnnlu'lrlﬂ i
nol tryving to classify the service,
but wrong in assuming authority
to allow pay TV. The two pro-
nounmcements  are  contradictory,
(__ht'!.[f'r [f'f']"r-

If FCC does rick authorizing “so
radical a departure from existing
methods in TV." it would be
stretching the licensing authority
to its very limits. Even i#f the de-
cision is ultimately held to be
legally sound, er believes it
would cert: !1:1]3 ran into court test
again, he advises FCC to get Con-
gressional say-so in advance and
av nnl niot n-njt a possible ' |m|nnl
test” but “corrective legislation™ by
Congress.

Like the network comments at
the FCC on twall TV (see separate
story), the Celler warning |m:nh
to dangers in a trial, whether il
be too limited or too broad. He
cites examples of decisions which
FCC made and could not reverse,
like its sanction of ownership ol
station by wpets, later regretted;
also its intermixtore of . ultra and
very high stations.

Bringing up the subject of net-
owned station profits in big cities, |
Celler ]:mintE out that 30 per cenl
of all. TV revenue bhelfore tax comes
from this source. Should pay TV |
prove successful in these cities, |
Celler. asks “would . not the net- |
works become ;eager ap licants”
for pay service? And if they did,

uEl the FCC be able to refuse
them? He questions if networking
could survive withdrawal of its
maost profitable stations,

Finally, he said the proposed
trials of subscription TV would: in-
valve "a calculated risk of such
magnitude ... that the decision
whether or not to embark on them
should be made by Congress, and

the ' 18

not by the Commission.
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