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the New Yor - ' . h ed.

ssible as stepping into a neigh- business, this is a tall order, I'""E
ﬁnhﬂml tavern. by no means impossible

Bowling tournaments in taverns| Actually, even tho a national [ro-
pould ane day become as common | £ram may have to wait indefinitely,
Lﬂnd far more numerous) as those [or perhaps may never materialize,

eld in centers devoted to that|cwrrent trade thinking is strong that
amnsement. at the very least tournament play

The bowling alleys, of course,|Will become a much larger factor
are coin-operated versions of their|in the business than ever before,
larger, permanently placed counter-| Both ball bowlers. with allevs
parts. They include owling games |TANging up to 18 teet long, and

layed either with minicture bowl- | puck bowlers or shulfls Bames, are
ﬂ,_t:'lm]].~ or even those played with |today standard fun fixtures in thon-
metal pucks, sands of taverns across the country

Successes being won by opera- On the basis of operators’ ex-|
tors conducting city-wide tourna- |Periences with arganizing “'“H'"-l'E
ments with this equipment — par- |ments with them, both offer good |
ticularly the realistic ball hnw[l)illlz potential for thriving tourrament |
ﬂ.”l"l f=i% l:rl.:!lt_'kr"ﬂ]"g [||t|:1n:-:.1'l ]..l.l L._:.; l."'ﬂ_lllp[’tjt].[lll ol A& L'it!--‘n.'l Ei!l'. ,I'?.rl..iltl.""'
trade- quarters in staging a full- | wide and, possibly, even on a na-
fledged industry-wide program. de- | Hon-wide  basis, in the opiriion of|
Yoted to arganizing  tournament seasoned observers in the coin-|
play on a grand seals thruout the |operated amusement game :mh:.ﬂ.r}'-!
conntre ; | In tact, other 1'.|’:e“~ ol Coin-

Tournament competition on  a |operated games that have become
national scale could have far reach. | standard in taverns—notably. poal |
Ing consequences, It eould bring | Eames—seem to oller just as good a|
to the amusement game business a | potential in at least some parts ol
stubility. heretofore unknown, and |the country.
esulls ol tourmmument [:I][H' nre .-"Itl:'tlm”{'., wurnaments  in the
Lm-.-.-r. to be worthwhile. amusement gome lield are nothing

But as in all thinking on such a|new. They have been tried with |
large scale, there is a big “if* in-|varying degrees of suceess ooe.
volved. If all segments of the in-|sionally in isolated parts of the
dustry—operators, distributors and |country on shuffle games Sineieidr
manubiacturers — co-operate closely |Operated) and shuHleboards (non-
_ | coin-operated). Up wuntil recently,
the most conspicuous  successes
have been registered with shuffle-
boards.

But never belore has an Inpor-
tant segment aof the business taken |
an interest in heavily promoting

(Continued on page 100)

Coin Alleys:
Real McCoy

CHICACO. — Realism i< the

metropol-
than area or about 10,089,000
persons  watch at least one
leature movie a month on TV,
Of the movie-watching TV
tans, almost 60 per cent watch
“several” movies a week and
nearly 20 per cent catch at
least one a week,

2. New Yorkers like TV
movies, According to  Poitz,
some J9.4 per cent-of movie
viewers hind TV feature Hlms
“more enjoyable” than other
video fare, and 36.2 per cent
bind them “equally enjovable”
to other forms of TV,

J. Althe  teen-agers toda
are the bulk of the steady at-
tendance at movie louses —
more than 37 per cent of them
nationally go to movies ance
n week or more=they arve fur
from absent in the TV viewing
JJIHI'.'H.

Among viewers to WOR's
own “Million Dollar Movie"
series, for example, 73.8 per
cent of teen-agers in New
York watch the show at least
once a month, This outranks,
pereentege-wise, adult view-
ing, since 65.3 per cent of
women and 68.5 per cent of
men are catching it on the
same basis.

These and other key Find-
ings of the Politz depth study
will form the main ammunition
i an all-out assault WOR is
launching here, starting Oc-
tober 13, on TV exees at lead-

(Continued on page 14)

| punches mav be

| dustry. Introduction of the 16%

| NEW YORK — American mu- | economy is sound and §t's expand-

sical tustes are expunding all the

L E T wlmll‘.'!.'!.‘l' lorim il mav
eventually take—is assured. This
is the I_"Ifﬂl*r:_ll consensos of varions

week.
Distributors whose opinions
were Ilil}l'bt'li were al one mind on

high level of disk sales activity
posed by the advent of stereo tape

|and the much-discussed forthceom-

ing compatible stereo  disk, s
largely imaginary.

According to Bob Pire, ol Por-
tem Distributors, New Yook, the
industry will “roll with whatever
thrown™ by any

new developments in the sterco

“a few vears ago people thought
the battle of the speed. miglit

I||mJ. the :m]nhh}'. Actually, there

was an unstable period [or a time,
but the changeover from 78 r.p.m.
to the two slower speeds, which
both proved to haove their own
markets, mnde possible a tremen-
dous expansion of the over-all in-

r.p.oe speed or stereo could have
the same temporary effect, but in
the long rom can wvastly increuse
the market.”

[indie distributors, according to re- |
ports reaching The Billboard this

[

field, Puare alluded to the fact that |

ving," said Pare. “We have a grow-
\time, and the growth of recorded [ing  industry

within that sound
|economy. 1 look for from five to
ten vears of growth at a ‘new
ysiness” rute,”

Seconded Opinions

Other distributors seconded the
point of view that as the industry
grows larger and larger, the aver-
age distributor will become more

a partienlarly  significant point. fand more u financier or banker as
The so-called threat to the current | well as a merchandiser, With more

labels issuing increasing product,

'r'*-l]l'l‘f;l”}' at the album level, more

solid financing is going to be re-
quired.  Dealers will need more
credit and distribs will have to be
osition to extend it. Des-
pite the fact that the market ig
gong to continue to grow, there
will be more hands reaching out
for the take, more labels to divide
the total loot and thus a premium
will be put on merchandising skill,

Cecil Steen, of Records, Inc.,
Boston, says: “T have nothing but
optimism for the Ffuture of the
business.” While painting the
bright picture of the future, Steen
at the same time also commented
on the matter of solid financing
und stability as a necessary ad-
junct to proper growth for a dis-
tributor.

"Distributors,” said Steen, “Are
going to have to alien themselves
more and more with stable, estab-

Musie Vs, Disk
Pare [eels that it's a guestion of
the future of the recorded music|
rather than the future of disks per |

keystone of the amusement rame

se, and the outlook for the [ormer

lﬂrh:ﬁh}'a coin-nperated hrm-|ing
allevs, and since introducing First
models lite lust vear, manufacturers
have been Inssing over their ma-

NEWS OF THE WEEK

chines relentlessly to get them just
§0.

As result, today's coin bowling
allevs bear an astonishingly like-
ness to the real McCoy, except
that they are smaller and have legs,
The games hiave grown in size from
standurd 11 and 14-footers to 18-

TV Syndication Bets on Upbeat

for sale as [irst-runners in the

tion comedies. . ., ...

Continuing in Winter Season . . .
Syndicators forecast continned vpbeat in their
field, and are readyving at least 20 new series

son. Trend is away from Westerns and situa-
..... Page 8

packed the new 12,000-capacity coliseum at
New Mexico State Fair, Albuquerque, and ap-
peared assured of a $165.000 gross for nine
erformances. Rogers' end would be about
100,000, it was estimated, as the fair raced
to all-time attendance highs. ........ Paze 70

winler sea-

footers. Manufacturers even make
available “extra sections” for any

ASCAP Reports On Income, Juke -

DEPARTMENTS AND FEATURES

lished and, most of all well-fi-
nanced labels, in order to W
with the total business. It's a
mistake for a distributor to become
unbalanced in favor of the so-

called  fly-by-nighters who have

(Continued on page 28)

Can’t Kill
The Phono

NEW YORKE — "The phono-
graph industry is older than either
radio or TV and neither, despite
many predictions, were able to kill
it,” said one distributor here in
discussing the future of the disk
incustry. . “Now hboth radio and
TV have reached what some be-

lengths desired Most alar Box Bill At Hollywood Meeting . . .
izes: 11, 13, 14, 18 and ‘[ligpf More than $1,000,000 has been paid out by Amusameal Games ....100  Muslc Pop Chars—
BLLES o iy ’ i E.Et "C P ¥ I | I ]', l ig  Lrawd % M-l.u.u.ﬁ.l.ﬁ.m_‘!{ ﬂﬂl}_ﬂ.ﬂﬂﬂﬂ_{_hm.‘_‘ﬂ
in length. ASCAP to its members thus ar this vear, ac- Carnival TIPS T T P TR
Balls have grown, too, from a corcling to a report at the semi-annual meeting Circus : 10 Best Seller Lists 3
diameter of three inches to three of the association in Hollywood last week. %n_funu_._mm;_&l _T.'::h on Comine Tops. £2
and one-half to four and now even Also stressed at the meet was a plea for the EU‘E“EH;“* Ly etnnsn l!:_lal::; & fallali - 2
to four and one-half inches. Balls passage of the pending ‘"LE. box bill" while Coln Machine Mariel 10%  fadio .. ........ ¥
actually bit the pins now. too prexy Paul Cunningham denied rumors that ' ' S0 Rinks —
where formerly they rolled over|- ASCAP might make a “deal” with the net- Et:;;“lil'uimml.:hm =i :l:;:u:_:mﬁ..-....... e 2
L H = - . L] R E e -
trip switches on the H"l":!.- Of course, WOEKS, ovciaiiiiiiiiiii..n, ... Page 28 Leiter List 9. TV Commercials :
ball returns and gutters are stand- Rogers Headed for 165G Cross mﬂiﬂmm_.u_mﬁ_gf : _*?L[L?iﬂ:uy ! ;
ard. SHIl no automatic Eiﬂ setters At New Mexioo Siate Fair . . . Music & i IV, TV Film Reviges 10

I siglit, but they're wor ing on it

Roy Rogers, a rodeo hieadliner, jammed and

lisve to be at least partial sat-
uration,” he added.

The disk industry meanwhile
continues to grow. Hi H sets are
selling at a more rapidly increas-
ing clip than either radio or TV
sets and what's more, according to
the source: “Radio and TV have
both  become prime exploitation
medinms for promoting record ant-
ists and products.”
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NBC’S DEBUTS POTENT

New Shows Jumble Rating
Patterns for Net Supremacy

NEW YORK——Altho the new |ick.”

This hour Western has

geason’s definitive rating patterns topped Steve Allen the second

are far from set with many shows
yet to be heard from, strong initial
andience gains are being scored by
NBC in its toe-to-toe rivalry with

CBS and ABC.

As of last Friday, 19 new NBC-
TV starters (of a total this season
of 22 on NBC) had bowed on the

gir. Altogether, they represent

tremendous gamble on NBC's part,
since they amount to 48 per cent

of the entire evening schedule.

The numbers game pay-off for|
NBC is seen in the latest round of |
Trendex figures on these shows. Of
the 19 entries, a total of 12 are
leading the three-network Trendex
rivalry in their time periods. The
ratings are not accurate as to na-
tional viewing levels, but they
show a significant competitive gain
for the senior network, edged out

by CBS last season.
NBC execs are now pointing o

g]eefu'r'l}r that, by contrast, NBC
idn't lead in a single one of the
dozen program periods in question
a year ago. And, NBC's Trendex-
measured share of audience for the
new shows is up 29 per cent, while
CBS' score is down 21 per cenl

‘ and ABC's is off 8 per cent.
Tops CBS, ABC
The grand result is that NBC

now shead of CBS in audience
share in these key time periods
filled by the new shows, where last
fall NBC trailed CBS by 33 per
cent. On the same vardstick, NBC

is ahead of ABC by 35 per cent.

CBS-TV bhas scored ils most
significant ' gains with “The Big|
Wednesday 89 p.n., |
which already looks to outrate last
geason’s “Godfrey and Friends™
stanza. It's major failure has been
“Perry Mason,” which could cut
*the pround from under its other
Perry Como's
Trendex share was 53.1 against
aoainst

Record,”

Saturday stanzas.

Masons 29.0, and 59.1
18.2 for “Dick and the Duchess
ABC-TV's big noise is “"Mave

week of its presentation, and
Thursdays Pat Boone debuted
promisingly with a 30.8 Trendex
share. The “Walter Winchell File”
was a let-down for ABC with its
20.5 share.

Here, in more detail, is how the
across-the-board pattern of NBC
gains is developing,

On Monday (301 CBS’s “Robin
Hood” series with “Price Is Right,”
which drew a 13.0 Trendex against
“Robin’s” 11,9 in the 7:30 p-m. slot.
NBC's “Alcoa-Goodyear,” with a
new hour-long film format drew a
2]1.4 against Welk's first-half 17.1
on ABC and “Richard Diamond”
with a 12.7 on CBS. The new
“Suspicion” series later drew a
19.2 for NBC against the 15.2 for
“Studio One” on CBS. ABC was
ontclassed in all these periods.

Tuesday Battle

On Tuesday (1): NBC lost the
starting round with Nat King Cole
against “Name That Tune” on CBS
and “Sugarfoot” high-scorer for the
period—on ABC. But the rivalry
narrowed at 8 pm. with NBC's
new Eddie Fisher series outpoint-
ing ABC narrowly with a 17.9 and

i

it

Phil Silvers on CBS with a 16.4,
“Wyatt Earp” grabbed the lead for
ABC again while NBC was beating
CBS, and then CBS took it closely
with “To Tell the Truth,” and later
commandingly with Red Skelton.

On Wednesday (2): At T:30
ABC's “Disneyland” slid to third
place with 13.5, against "Wagon
Train” on NBC which hit 13.9 and
the leader CBS’ “Lucy” with 14.8,
“Wagon Train's” second half hour
led all in the 8-8:30 slot. A ding-
dong battle between CBS and
NBC featured the rest of the eve-
ning with CBS’ “Big Record” tak-

ing the lead in the 8:30-9 time, its |

second half hour, NBC leading at
9 with Kraft's first half hour, CBS
in charge at 9:30 with “T've Got a
Secret” and NBC winning big at
10 with “This Is Your Life.”
Thursday Fight

On Thursday (3): Again NBC
lost with “Tic Tac Dmig%l” at 12,3
to CBS with 13.2 for “Sergeant
Preston” at 7:30 but recouped at
8 p.m. with Groucho's 22.9 score
against “Harbourmaster™ with 17.9,
a_disappointment so far, Rosemary
Clooney’s new NBC series edged its
CBS rival, “Playhouse 90,” with an
18.8 to 15.9. -

1%
1

NEW YORK —— With the dust
barely settled after the blast at net-
work TV practices last week by
Bowman Gray, exec veepee of
R. J. Reynolds, a number of reper-
cussions are now reported shaping
at network headguarters here,

Meeting the tobaceo’s adman’s
charge that higher costs were
forcing a cut-back in frequency-of-
impact for Reynolds, NBC is now
suid to be launching a heavy pitch

tL |

I~

WIDOW OF TV
WESTERNS SEZ

CHICAGO—A new angle
developed last week on the
widespread feeling that TV is
cluttered with too many west-
€Ims,

WBKBs Ruth Jamison,
TV's only lovelorn counselor,
got a letter from a neglected
wife who complained she’s a
“TV western widow.”

Miss Jamison advised:
“Ride it out with him, Hell
surely get saddle-weary as the
years go on.”

‘to Reynolds on daytime TV. Your
TV dollar, NBC has told Revnolds,
can regain a lot of the lost fre-
guency in the lower-priced realm
of daytime for such vehicles as
“Bride and Groom™ and “Price Is
Right.”

The Reynolds blast is also
rumored to be sharpening an ax
CBS has heen attempling to drop,
for several weeks now, on "Mr.
Adams and Eve,” the Ida Lupino-
Howard Duff telefilm series airing
Fridavs at 9 p.m. CBS is known
to have minedp the opinion that the
show is “too wenk” to face the up-
coming opposition of Frank Sinatra
on ABC and the “M Squad”™ series
on NBC. Revnolds recently re-
newed for a 1957-'58 season and

MONEY-S5AVING
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Gray's Blast Starts
Net Repercussions

feels its latest Nielsen rating of 19.5
is satisfactory.

The statements by adman Gray
are also reported to. have stirred up
a fresh round of pitches by leading
film svndicators to the William
Esty agency, ad counsel for
Reynolds, in which the stress is on
the flexibility of spot-placed film
shows, as against the more rigid

Nielsen Top 10
TV Web Shows

(Two Weeks Ending September 7.)
ih AVERAGE AUDIENCE
BANK Program & Neiwork
1. Gumamoke (CBS) .....0i0000000s
1. Miss America Pageant (CBS) ,.....
3 I've Gol n Secrel Eﬂﬂ'll FuER R
4, 364,000 Question (CBS) ,...comnes:
5. H.l.:'hmut 940 lﬂlﬂl BaE R R R R R
'. m: “E.s}‘-alr|1rrilflll"l!
9. Underenrrent (CBE) | ....cvnmnas
B. What's My Line? (CBS) ,...00000s:
9. Ed Sulllvan Show (CBS) ,....c000
19, &, E. Thenter (CBS) _.....connns
TOTAL AUDIENCE

Rig.

.
3.9
A & N

1. Miss Americu Pageant (CBS) ...... 3.6
3. Gunsmioke (CBS) . ...convensus ..‘.3'?.1
3, Plavhouse 98 (CBS} .....coevnmans M5
4. Ed Sullivan Show (CRAS} .....c00-. 1.7

X I've Guot a Secret (CBS) ... coneess.30.4
i‘;—ml_-l: “:HEI‘ o B pl.y‘.‘illbm
1.. m&“ U‘Ilﬂﬂﬂll ‘.ﬂ&j o mEEEEEE -“‘i

7. Disneviand (ABC) .........consn=-292
9, Lawrence Welk Show (ABC) )
9, Cheyenne (ABC) .....corcrnnnnnns 7.9

Eckstein Quits

Post at ABC

NEW YORK —— John Eckstein

| has resigned as director of promo-

tion mmf advertising for ABC-TV,
Replacing him will be Dean Lin-
ger, promotion-publicity director of
KNXT-TV, Los Angeles, former
assistant to Jim Aubrey, now the
web’s programming veepee,

Jerry Zigman, American Broad-
casting-Paramount Theaters exec
hased in Los Angeles, has been
appointed consultant to ABC on
promotion and advertising. Other
major personnel changes are ex-
pected by msiders between mnow
and Christmas, as well as contin-
ned separation of TV and radio
functions, the latter going to new
departments of American Broad-
casting Nebwork,

SG Ups Gene Plotnik

'To Publicity Mgr. Post

NEW YORK — Gene Plotnik,
former associale editor of the TV
department of The Billboard, has

been promoted to publicity man-

ager of Screen Gems. He replaces
Phil Cowan, who Tesigned to form

buying of network TV.

his own public relations firm.

ONE-GUN SALUTE

Lawrence Color Tube
Demonstration Ready

HDLL‘I"WDDD——- First demon-

' stration of the one-gun Lawrence

color tube will be held within the
next 30 to 60 days, Barney Bala-
ban, president of Paramount Pic-
tures Corporation, said Jast week.

According to Balaban, it will
take about a vear to tool up and
begin mass production of color
sets. Estimate of execs at Du Mont,
which several months ago was li-
censed to produce the tube com-
mercially, is that the sets will cost
between 30 and 33 per cent more
than present black and white re-
ceivers,

Industry execs have been specu-
lating for some time that a one-gun
tube would revolutionize TV color.
In addition to the price [actor,
most electronies engineers believe
that the one-gun system will need
only slightly more service than
b.&w. sets, and will provide higher
fidelity than the present RCA
three-gun tube.

Chromatic TV, subsidiary of
Paramount, handled basic develop-
ment of the Lawrence tube, Several
months ago the project was split
into two sections: Du Mont was li-

ment,
military.

Providing the Lawrence tube ful-
fills its apparent promise, indica-
tions are that RCA may have fo
modify its stand that color TV
should be standardized on the
three-gun system. Despite the fact
that RCA has spent an estimated
100 million on color dﬂvﬂln‘}ament
so far, only approximately 120,000
tint sets were sold last year, and
but a small percentage of these
found their way into private homes.

1f the differential in price of
color and b.&w. sets is reduced, as
indicated, to less than $100, color
is likely to @t its second wind, As
of the mament only NBC is color-
casting to any extent, carrying ap-
proximately 90 per cent of all color
shows, and most advertisers have
a shrug-of-the-shoulder attitude.

Balaban said that Paramount has
already been approached by some
set manufacturers, besides Du
Mont, for licensing of the tube, and
that consideration is being givemn
to applications.

Another one-gun system, utiliz-
ing the Apple lufe. has been under

censed for commercial develop-

development by GE and Philco.

and Litton Industries for |

FOR KIDS
‘Maverick’

May Alter
Allen Show

NEW YORK—Should “Maver-
ick” continue on its winning Tren-
dex ways on Sunday evenings, the
format of the Steve Allen show
may be shifted to pack more ap{)eal
to young viewers. Inside analysis
has it that “Maverick™ is capturing
the young viewers, the reason that
the show is now topping its 7:30-8

m. competition, and Allen the
Fnlinwing alf hour.

Analysts see CBS-TV’s “Lassie”
andience at 7 p.m. switching to
“Maverick.” Last season they went
to “Circus Boy” on NBC, which
fed these viewers to Steve Allen.
This accounted, in some measure,
for his strong showing.

But last Sunday (29) saw “"Mav-
erick” get a 16.4 at 7.30-8 to
“Bachelor Father’s” 136, and
“Gally’s” 13.6. Allen hit a 12.1 to
*Maverick’s” 17.9 and Ed Sullivan’s
21.8 during the 8-8:30 competition.

Allen got the voung viewers back
at 8:30 when he got a 22.1, a
10 point jump to Sullivan’s 27.8,

Big Names In
Pacts for Big
CBS Shows

NEW YORK — CBS-TV last
week continued actively to sign up
names for a number of its big
shows. The web has all but
pacted Robert Cummings to play
the lead in “Junior Miss.” the De-
cember du Pont spectacular, but
has found that other commitments
have precluded its use of Debbie
Reynolds.

Both Aaron Copland and Mike
Wallace have been signed for
“Seven Lively Arts,” the first to
write the score for the show about
Ernest Hemingway, and the second
to share narration with S. ]. Perel-
man and John Crosby on “The
Changing Ways of Love.”

Gulf for Full
Buy of Daly

PITTSBURGH —— Gulf Oil has
"reportedly bought full sponsorship
of John Daly’s newscast strip on
|ABC-TV, T:15-7:30 p.m,, begin-
ning November 4.

Daly is currently preparing a
science show hinged on the Geo-
physical Year for temporary slot-
ting Sundays, 9:30-10 pm. The
sustainer would be moved into
another period when Sid Caesar
takes over the 9-9:30 time in Jan-

uary.

NTA Buys WATY
For $2.5 Mil Plus

NEW YORK—WATYV, WAAT
and WAAT-BM Friday (4) were
sold to National Telefilm Associ-
ates, subject to Federal Commun-
jcations Commission approval,

The price was $2.500,000, plns
$1,000,000 out of profits if and
when, Call letters of the stations
are to be changed to WNTA-TV,
WNTA and WNTA-FM. NTA re-
cently urchased KMGM-TV,

Minneapolis.

Jim Dean’s New Mkits.

NEW YORK—RCA Recorded
Program Services has sold "Town
and Country Time” in three new

markets — KBOI, Boise, Idahoy
KTRK, Houston, and KDIX, Dick-
inson, N. D. Jimmy Dean stars in

the film series.
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$PIN SHOWS _

Remington
To Rotate
Its Products

HOLLYWOOD — Remington
- Rand, which has three programs
(“Gunsmoke,” “What's My Linef”
and “Leave It to Beaver”) on
air this fall, is planning a unique
rotation system for its product.

Official sponsor of “Gunsmoke™
is the electric shaver division, and
of “Leave It to Beaver” the type-
writer division, with both sharing
billings on “What's My Line?”

Contingent on “Leave It to
Beaver” obtaining comparable rat-
Ings to the other two series, this
division will only be technical,
however, and all products will be
rotated from program to program
except on such special occasions as
Christmas, when all three shows
may be used to plug certain lines.

Feeling of the sponsor is that,
since each program is of a different
type, rotation of commercials will
give products the widest exposure
possible.

Murray May
Replace Cole

NEW YORK —— “The Arthur
Murray Party” iz the program be-
ing considered by NBC-TV for the
Tuesday 7:30-8 p.m. time period.
It would replace Nat King Cole,
altho he !iqieginning to improve
his ratings. His last Trendex Tues-
dav (1) was an 8.9,

Arthur Murray is, on the other
hand, not quite satisfied with the
time period. He wants a later
halt hour.
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[Hollywood Sfars

- | last half hour of NBC-TV's

Cry for Series

HOLLYWOOD —— Completely
reversing the situation existing two.
to three years ago, nearly all top
Hollywood stars are now clamoring

the | for a television series of their own,

an executive of Famons Artists said
last week.

The agenicy, which really did not
make the plunge into TV itself
until about a vear ago, is now
packaging series for several of its
clients. The three most notable are
a Rhonda Fleming comedy titled
“Dream Woman,” written by Whit-
field Cook; a Jeanne Crain starrer,
“Flight Hostess,” which would be
an adventure comedy, and a Bar-
bara Stanwyck Western.

Situation whereby stars are now
anxious to get into TV stems from
the slump in the motion picture
industry. This means. that some
of the bigger names aie not even
making a picture a year, and tele-
vision has become more lucrative

for them than theatrieal pix.

At the same time, the exec com-
mented, advertising agencies, which
have been placing a premium on
star talent, have come to realize
that television builds its own stars,
e.g., Clint Walker, Hugh O'Brian,
James Arness, and that marquee
value doesn’t mean a thing when it
comes to the success of a TV series.
As a result, as far as stars {except
for guest sliots) are concerned, tele-
vision has changed from a seller’s
market to a buver's market.

CBS Cheered
By ‘Verdict’

NEW YORK —— CBS-TV s
happy over the strong rating start
of e Verdict Is Yours,” its

3:30-4 p.m. strip replacement for |pu

the Bob Crosby show. The first
Nielsen, September 2-8, gives the
show a 34.5 share of audience.
The immediate gain shown by
the reality strip has CBS hoping
that it will be able to damage the
Mati-
nee” materially as “Verdict” gets
greater exposure. )

THE BILLBOARD

OPTION TIME, MUST BUY

TV PROGRAMMING

MUST GO, SAYS BARROW

Lauds Nets’' Contribution, Decries
Multiple-Owning, Other Practices

WASHINGTON —— Network
E:'Jactiees like option time and must

v, among others, would be sliced
completely away by the sharp rec-
ommendations by the Barrow Net-
work Study staff report Thursday
(3), which would put nets under
direct Federal Communications

Commission regulation. Also rec-
ommended are the cut-back of |
web station ownership in the tnp1
25 markets to three very-highs, |
and the prohibition of national spot |
representation for affiliates by the |
networks. .
Demolishing the protective hon-
eycomb of net practices would per-
mit revenue honey to flow out to
independent program producers

and stations, to national spot rep-
resentatives and to local and
regional advertisers, the report
claims, Ultimate results would be
better and more varied program-
ming spread for the public and im-
proved competition in the industry,
the report concludes.
,  Data Excluded

The report was unable to
inclide conclusions on its study of
programming, due to delay “by
litigation over the right o: the com-
mission to obtain financial data
from  some non-network program
producers.” The report recom-
mends that a “supplementary re-
Purl" on programming be issued
ater by the commission. How-

CBS Re-Evaluates
Morning 7-9 Strip

NEW YORK——CBS-TV is re-
evaluating its use of the 7-9 a.m.
morning strip for networking, with
the affiliates clamoring for its re-
burn. Casualties will be, if the two
hours are cut back, the Jimmy
Dean morning show, 7-7:45 a.m.,
and “Captain Kangaroo,” 8-8:45
f.Im.

CBS will consequently be throw-
ing in the towel on a project which
cost it a minimum of $3,000,000.
The network began challenging
NBC-TV's “Today” back on March
15, 1954, with a program which
featured Walter Crunkﬁte,— Charles
Collingwood and the Bil Baird
. Since then it has used
such talent as I]tu‘:]-l: Paar, Dick Van
Dyck and Will Rogers in an effort
to dent the Garroway popularity,
but without success.

The early shows in the morning
series were expensive and ran
about $30,000 weekly. Jimmy
Dean, much ch.aper at about
$12,500 per week, has actually

CASING STUDIOS

Some Clients Hunting
Replacements for Jan.

HOLLYWOOD—The scramble
to replace programming which was
left at the gate in the 1957 sweep-
stakes has already started. A num-
ber of sponsors are scouring the
studios for Jauuary replacements,
in one or two cases before the
shows even went on the air.

At NBC, for instances, it seems
a foregone conclusion that “Panic,”
perhaps the most aptly titled show
in TV, will again fill in for a can-
cellatioy in mid-season as it did
last year.

The program that, at the mo-
ment, is causing the web the most
concern is “Sally,” which is fﬂj]ing
to hold its own against “Maverick,
and is getting clobbered by both
the Western and Jack Benny on
alternate weeks. A network exec
indicated last week that, by failing
to provide an adequate lead-in for
Steve Allen, it's placed the entire
Sunday night sked in precarious
balance, and a drastic operation
may be forthcoming,

Similarly, it's “Sally's,” alternate
week oPpnsitiun on CBS, “Bachelor
Father,” which is causing that net-
work concern. - The 7:50-8 p.m.
Sunday slot was a sore :ﬁmt at EHE
all last season, with no show lasting
more than 13 weeks, and appar-
ently the pattern is well on the way
to being repeated this year.

Max Factor, which has Pull_y
Bergen alternating with L&M's
“Club Oasis” on NBC Saturday
nights, is shopping their position
being, “If we can find something,
we'd be interested.” Since this is
a live show, a decision won't Lhave
to be made so soon, however.

Another CBS program flying
storm signals is the new Eve Arden
show. The net this week rushed
Emily Kimbrough, author of “It
Gives Me Great Pleasure,” from
which the series stems, to the West
Coast to see what could be done
about shaking the kinks out of the
program.

Producers, in the meantime, are
standing at the sidelines, ready to
rush in substitutes. MCM-TV,
which may have a hit in “Thin
Man,” is aiming “Min and Bill” and
“Northwest Passage™ for January
airing. .

Hal Roach Jr. was in New York
last week pitching the Alex Gottlieb
pilot, “Jacques and Jill,” to agencies
as a winter replacement silu's
Martin Leeds is also on a sales mis-
sion to the East, with “Alice” the
principal offering.

As in past years, it’s the situation
comedies which are pmvh:u# the
most troublesome, three out of four
of the faltering shows being in that

category.
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achieved a high water mark in
popularity, tho he has had his
troubles finding sponsors. The net-
work still has ambitions plans for
Dean, who now has his own Sat-
urady show, 12-1 p.m, It hopes to
broaden his appeal perhaps by
lessening his concentration on
country and western music. The
future of “Captain Kangaroo™ is
far from decided, but it, too, has
achieved a great measure of ac-
ceptunce from viewers.

TV Study Unit
Set by FCC

WASHINGTON—The Barrow
Report sandpapering TV network
practices marks the swan song of
such independently conducted
studies to be set up E}f the Federal
Communications: Commission. A
brand new office of network study,
established under the FCC broad-
cast- bureau, will take over the
chore of a “continuing”™ study of
network practices,

The office of network study “will
provide a more permanent organi-
zation, within the framework of the
commission’s regular structure, to
assist the commission in dealin
with problems relating to radio an

TV networks,” the FCC announced |

September 27.

The new office of network study
was established on the same day
the agency officially abolished the
temporary network  study  staff
which worked under the indepen-
dent supervision of Cincinnati Uni-
versity law dean, Roscoe L. Bar-
row. (See separate story.)

Gen. Mills, 7-Up
Into ‘Bandstand’

NEW YORK — QGeneral Mills
has bought a quarter-hour and

ever, the report did cenclude that
option time was hurtful to TV film
svndicators, as well as thru limit-
ing station owners' program choice.
The “guality and quantity of syw
dicated programming have been
reduced below what they other-
wise would be” by option time, the
report finds. '

“Prohibited” is the word used on
option time and must buy, in the
report that winds up a two-vear
study by the Network Study staff:
under Dean Roscoe Barrow, which
now offers its findings to the parent
Network Study Committee in the
FCC. Also “prohibited™ would he
such network services as national
spot representative for affiliated
stations. Alleged violations of the
FUCTs chain broadeast rules in this
wrea are recommended for Depart-
ment of Justice study.

Penalties to stations for violuting
old les, or proposed new ones,
would be by “forfeiture,” adjusted
to the extent of wviolation—rather
than by the seldom-used “drastic™
method of license revocation,

All of these recommendations are
termed “minimum changes” neces-
sarv to end competitive restraint in
the industry, to restore independ-
ence of program choice to .indi-
vidual stations and to free wider
11rngr;|111|nin_r.r1J availability to the
viewing public. Should these
measures fail, the report recom-
mends eventual establishment of a
“national television service” avail-
able to any subsecriber, with regu-
lation nE :atlnes. rationing of station
time and other supervisory regula-
tions by the Fﬂﬂ.pﬂ s

The report would weaken net
imfluence on affiliates by requiring
that affiliation contracts and rate
arrangements with the nets be
made public (altho the nets’ share
of affiliate time sales was found
“not unreasonably large.” Existing
riles prohibiting the nets from in-
fluencing non-net national spot
business of its affiliates should be
“tightened,” and a new rule set up
“prohibiting” network use of rates
to influence program clearance.
Also in the u_ffgiate area, the nets
would have to account for changes
in affiliations.

In the interest of freeing sponsors
[room alleged net pressure, and also
to promote better spread of pro-
gram availability, the report wants

(Continued on page 14)

TV OKAY

Air France
Tabs Spots
Successtful

NEW YORK—Air France aime
beacoup le TV. Using a series of
10-second ID spots, featuring an
off-beat animation technique of
free form designs, the French flag
carrier scored a “successful re-

Seven-Up an alternate quarter- | sponse in a test campaign in New

hour of “American Bandstand,” the | York and Chicago.

ABC-TV 3-4:30 p.m. strip.

The web now has three-and-a-
half quarterchours sold of 10
available, with the last 80 minutes
nfuthe deejay show being sold lo-
cally,

ABC to Try Trailers,
Sets 75 for 33 Shows

NEW YORK—ABC-TV is ex-
perimenting this fall with produc-
tion of 73 trailers on 33 of its
shows, sending them t. stations
for premiere and follow-up pro-
motional campaigns. The
second and 20-second films fea-
ture animution and jingles, in-
clude daytime strips.

The spots
plugged the new Lockheed Super
Starliner service to Paris.

Latest Air France plans thru the
Buchanan agency call for a re-
sumption of spot TV eround Jan-
wary, broadening the market base
to the five cities in the U. 5. from
which comes most of the line's
U. 5. trade. The intention is to
build a “continuity of impact™ dur-
ing the January-to-May period in
which most European travel plans
are hatched by Americans.

Decision to use abstract art in
the spots produced by Transfilm,
rather than plane pictures, was
made because several other airlines
have been plugging the same new
aircraft as J:&Hvedes are made,
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Television's most revealing

JULY 1957...A SEASON ENDS

'NBC is the only television network |
that increased its national average
audience rating, both nighttime and

The average audience rating of each

daytime, during the 1956-57 season.
" ' | of the other two networks decreased.

BOURCE: NIELSEN "[Ti?_.ﬁ*f'rSTi:;H PEEX AVERATE AUDIENIN RATING =T AR P MON-FRL AND #41 PO SUN SAT GUT.- B0, foed Vs, ..'..}"1‘.1'[,--.1{_'|:-.'E-; fen D
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‘continued story’

SEPTEMBER 1957... A SEASON BEGINS WITH

NBC audiences up 297%!

First reports of the 1957-58 season add a new chapter to NBC’s trend-setting “con-
tinued story.” By October 1st, nineteen of NBC’s twenty-two new shows had pre-
miered and had attracted audiences 29% greater than last year’s.* Competing shows
on the second network dropped 21%. On the third network, they dropped 8%.

This audience response to NBC’s new programs, representing-more than half of
its entire evening schedule, promises a continuation of the momentum established
last season, when NBC was the only network to increase its average audience,

daytime and nighttime.

ewconmen..a NBC TELEVISION


www.americanradiohistory.com

6 - TV PROGRAMMING

Travel Firms
Prep for Ride
On Net TV

NEW YORK——Travel agencies

are moving cautiously into web

w, EhSE?ﬁ’E]‘H say, Pmﬂlpted h}-’ _.;:;:"

two major factors: The success
of comparable service-selling ad-
vertisers like Greyhound Bus and
Pan American and the ever-increas-
ing number of U, S. tourists ex-

cted to reach a new high™ of
Ygﬂ.ﬂl}l},ﬂﬂﬂ in 1958.

Thomas Cdok & Son, which has
never bought TV time in any form
before, is reported set to sponsor
Hildegarde in a series of nine hour-
long specials next fall. Stanzas are
being readied now in London,
Paris, Rome, Madrid, Spain; Bang-
kok, Thailand; Tekyo, Japan; Is-
‘tanbul, Turkey, and Rio De Ja-
neiro, with Joseph Steiner produc-
ing the films. First of the shows
will be live from New York in
September, titled “The Interna-
tional Show.”

The American Express Company
has bought 25 markets for "Treas-
ure Unlimited,” a documentary-
drama series being produced by
World Video Productions on loca-
tion in Mexico, Ireland, Portugal,
Italy, Peru and the U. 5. Sabena,
Belgian airline, is financing a 90-
minute color film of the World's
Fair, which opens next April in
Brussels, Belgium, for network air-
ing as a June special. _

Emphasis will be seasonal in all
commercials, it appears, with Eu-
ropean travel stressed in winter and
spring weeks for summer business
and inter-State U. 5. services
plugged in summer and fall for
short-trip viewers. A re-evaluation
of web TV, heretofore considered
toc costly, may bring a number of
airlines in as part sponsors to push
the lower fares and higher speeds
gnnounced for next summer.

N. Y. & PHILLY

Gleason TV
Film Series
Top Rater

NEW YORK——Now :-:}fndi:.:'.lied
locally, “The Honeymooners,” the
Jackie Gleason vidfilm series, has
come up with top ratings both here
and in Philadelphia. In New York
on Tuesday (1) over WRCA-TV,
the last quarter hour of the show,
7:15-7:30 p.m., received a 52.1
Trendex share of audience, an nn-
precedented figure for a local film
stanza. Its rating was a 211
WOBS-TV with the network-origi-
nated Doug Edwards show got an
8.0, while the best of the other
opposition was furnished by
WABD, whose “Judge Roy Bean
received a 4.7.

In Philadelphia, the comedy got
a 16.4 Trendex for the same quar-
ter hour on WRCV-TV, against
John Daly's 15.7 on WFIL-TV and
the 4.3 received by “What in the
World” on WCAU-TV, The rating
was taken on the same evening as
in New York. CBS Film Sales dis-
tributes the series,

film show for
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ARTHUR MURRAY (Brist.-Myers,

I,
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3
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7 . 2.09

. L. WELK (Dodge, ABL)
. WELK'S TOP TUNES (Dodge, ABD) 3.40

STEVE ALLEM (5. C. Johnson, Grey-
hound, Pharma Craft, NBC)
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4. $64,000 QUESTION (Revion, CBS) 2.44 | 4. Wms (Pharmaceuficals, 200 4, TWENTY-ONE (Pharmaceuticals, NBO) 2.13 | (Pharmacesficals. CBS) ......... T
5. TWENTY.NE (Pharmaceuficals, | & "' '" 0 i | 5. $64,000 QUESTION (Revion, CBS) 2.20 | 5. MASQUERADE PARTY
NBO) ... 20 259 | 5. $64.000 QUESTION (Revlon, CB5) 3.00 o * (Assoc, Pdts. Max Factor. NBC) .. 6.03
; 6. 564 000 CHALLEMGE, (Revion
6. BEST OF GROUCHO (De Sofo, 6. $64,000 CHALLENGE (Revlon, e . ' 6. TWENTY-ONE (Pharmaceutical
T, MBD et e 20D P. Losillard, CBS) ............. 3.26 P. Lorillard, (BS) ............ .53 MBI Yo gss
7. BEST OF GROUCHO (De Sole
7. 564,000 CHALLENGE (Revlon, 1. BEST OF GROUCHD iDe Solo, . . 7. BEST OF GROUCHD (De Sola,
P. Loritlard, CBY) ............ 3.00 [ RO 1 . Toni, ‘NEC). . veerrass 1262 Youk, WO il KD
. 8. TELL THE TRUTH ;
8. EE]E:}L THE TRUTH wh_:lfl'ﬂ'lll:lﬂﬂﬂ]!, 314 2. EEEH. THE TRUTH (Pharmaceulicals, 138 Fﬁiﬁhitﬂuritih. BEY oo 172 8. Sﬁl.ﬂﬂﬂ QUESTION (Revien, CBS) 7.21
0. MASQUERADE PARTY (Assoc. Pds., 9. PEOPLE ARE FUNNY (Toni, . MASQUERATE PARTY 9. HIGH-LOW (Ford, NBO) ......... 1.45
: (Assoc, Pdfs., Max Factor, NEC) .. 2.95
H{IFHTU'. HB'E}q..“.....-.. 3.26 .p..l. n!'ﬁ'ﬂﬂl&l‘ HB‘E} R #-.IE 1u WHAFSHTLHE!H 'I:THI
10. PEOPLE ARE FUMMNY (Toni : bl :
10. PEOPLE ARE FUNNY (Toni, 10, MASQUERADE PARTY (Assoc. Pais,, ' Sperry-Rand, CBS) .......,...0 T.45
R. ). Reynolds, NBC) .......... 3.26
R. ). Reynolds, NBC) ......... 3.50 Max Facler, KBO) ............. 4.62 e
11, HIGHLOW (Ford. NBO) 18 11. NAME THAT TURE {Amer. Home
I1. HIGH-LOW (Ford, WBQ) ...... .. 421 | 11, HIGH-LOW (Ford, NBD) ........ 4.68 | ' L B L T T : Prods., Kellogg, (BS) ....,.... 813
12. NAME THAT TUNE (Amer. Home 12. NAME THAT TUNE (Amer. Home 12, NAME THAT TUNE (Amer. . 12. 364,000 CHALLENGE (Revion, :
Prods., Kellogg, CBS) ........ T Prods., Kellogg, CBS) ......... 5.84 Home Prods., Kellogg, CBS) .. ... 3.85 P. Lorillard, CBS) ............. 0.55
13. PANTOMINE QUIZ (Amoco, 13. PANTOMINE QUIZ (Amoco, = | 3. THIS IS YOUR LIFE (P & G, NBC) 4.67 13. PANTOMIME QUIZ {Amoco, 3 o5
Fime, €83} . .ovuiuviiinunivas B3 A Time, CBS) ..........: e 1103
{4, THIS IS YOUR LIFE (P & 6, NBC) 5.03 | 14, THIS IS YOUR LIFE ( P & 6, NBD) 7.15 Time, CBS) . ... .....eee.... 4,69 | 14. THIS IS YOUR LIFE (P & & NBO) 12.05
15. BEAT THE CLOCK (Hazel 15. BEAT THE CLOCK (Hazel Bishop, 15. BEAT THE CLOLK 15. BEAT THE CLOCK (Hazel Bishop,
Bishop, (BY) ................ 71.19 '+ [y g e g 9.15 {Hazel Bishop, (BS) ........... 6.57 R e e e aYas 13.1%
Thess Hstings sppear mowhers but on these pages. They are copyrighted by The Billboard Publishing Company and no reproduction may be made of them
withoat The Biilhoard's comsenf, Reguests for such consent muost be submitted Im writing fo the publishers of The Billhoard, 15364 Brosdway, New York 36, W, Y.

Next Week: Adventure—Suspense—Western Shows
- News—Sports—Miscellaneous Shows.
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COST-PER-THOUSAND I

Analyses of Network TV Shows in Class A Time that Schick, Tnc., used false adver-

tising on television and radio was
included in a complaint leveled
against the electric shaver manu-
facturer last week by the Federal
Trade Commission.

According to the complaint,
Schick misrepresented in television,
raclio and other ads that its “Lady
Schick™ would be given free with
the purchase of a “Schick 25" a
nan's shaver. The company used
the slogan “Buy His — Get Her's
: Free™ in its ads,
| The FTC alleges, however, that
' the “Lady Schick™ was not free,
lht-n:;:m.-se during the time the olfer
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Computed by Univac and based on August TV audience measurements of AMERICAN RESEARCH BUREAU
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Tiir chaet 1o the TV Industry's only gulde to the manthly
st effzisasy al Class A Rime network programs comaared
by moageast type and spansar group and  browen down by
ikl ane comoasition.

Eacr pragram's c5st Flgurss represent the sponsor’s actual
gise f1- reazhisg 1,000 TV homes, men, women of children

. per minate af commarcial $lme. These Hgures result fram
dividing ®ach show's net cammissiamihle Lime and taleal caste
by itd number of allscated comimercial minutes and then by
the Lotal numbss af hamey pien, womea and children wnder
1b reached daring the [ast rating perigd as  determined by
Armfrican Reisdrfch Burzes,  Adtusl fime #&nd taleni ©osts

provided ta The Billbassd on 8 confidertial basie ars awsroge
ghow tosts over @ 52.pask perigd

Since many factors other than c¢ast efficizncy ars fninlved
In determinlng the warkh of anj program t3 ks spamsas,
readers ace woged to wkliime gheow matsedal as @ gifde pathae
then an - absaluts yacdstica [ @ssessing Ehs relatles  value
of pragrams.

TOILETRY & TOILET GOODS SPONSORS

COST PER 1.000 HOMES COST PER 1,000 MEN COS5T PER 1,000 WOMEN CO5T PER 1,000 CHILDREN | WS made, Schick refused to accept
PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE | trade-ins. This was, in effect,
J-Nat Ave. 54.05; ABC Ave. $4.78; 3-Net Ave. $5.46; ABC Avg, 34659 3-Net Avg, 53.91; ABC Avg. $5.07; 3.Nel Ave. 57817 ABC Ay, sése; | Drice increase on the “Schick 25,

8% Ave. $1.80; NBC Avg. $4.01 CBS Avg. §5.18; NEC Avg. 45.72 CBS Ave. §2.68; NBC Avg. $3.69 CBS Avg. §7.47; MBC Avy. $6.60 according to the FTC., The com-

"1, WAZEL BITHOR (Amatesr Haur, 1. MENNEN (Wednes. Fights, ASCI...8 188 | 1. HAZEL BISHOP (Amatsur Hour, 1. SPEARY-RAND (Gumsmoks, CB3),..$ 253 Mission further alleges that the
NEC ik PRt A T PR o 1 2. GILLETTZ (Tan| (Caval, of Spaets, 1o S SR UL PR o [ | | 2. PLG twWyalt Earp, ABC)...uwssss 2.71 ) Eﬂmpﬂll!-'ﬁci]rtcﬂ jump lo wholesal-
1. PEULA (U S, Steel, €35)........ 196 E R NG (b “ametnet 13 |1 2. W, CURTIS, SPERRY-RAND. (Whit's B - sk, ey, ARG SETT [ ST 1R GG dealers to charge more
3. DFEERVRAND (Ginemass, EBS)...o 206 | B RRCRY R e " My Line?, CBEL s ivaniassmssnnes 200 e BOY A PR e g !fm' the “Schick 25" in some areas
.4, MENNEN (Wednes Fights, ABC).... 2.10 L1 135 | % SPERRYV RAND (Gunmske, €8S1.... 205 | 5 i panaT (Jh), Robin Hosd, Cas) 372 Where fair trade is not in force.
§. H, CUBRTIS SPERBY.RAND (Whai's §. H. CURTIS, SPEREY-RAND (What'y LR EEISF--M'!'!:'.H'."- (Arthur Morray, NBTI 2.09 6. H. CURTIS (Jn! Sutamma, CBS1..... 37§ |
My Lira?, £B5)eueivensnarssrsses 2.29 w H;.I;? J":EEFSJ'....T. ..... Lraes 237 s, REVLON (564,000 Question, CBS)... 2.2 1. M.u.sx FACTOR (Thase Whiting Girls,
GILLETTE (Tani Caval. of Sparts, &, WARNER |Adverture Thealer, ddLY,, T.70 2 G LB3) L eesisianeiiiiniaeamesas 0D
¥ NBL) ‘J a2s | 7. PAG (Wyatt Eam, ABC).......... 213 : :;,:;LE:A{TTT-MW: T:““’ng?' ::; 8. H. CURTIS (SRD Playhoise, CBS), .. 4.10
Y. WARNER (Adventure Theatsr, HBC),, 2.30 B. BRIST.-MYERS (Alfred Hitchcack, o Sk il 9. WARNER (Adventurs Tiealer, NBC), 4,22 | ~wAT
8. PEVLON (854,000 Question, CBS)... 2.44 CECBS) i e 292 3. BRIST.-MYERS (Alfred Hirchcock, 19. PHARMA CRAFT (Stave Allen, NBC) 4.30 T W ‘~
T ! Bt R 5, REVLON (564,000 Question, C331.,. 390 H - Y PSRBT L, 11. CHESE.-PONDS (Cheyenne, ABC).., 4.42 i\ A
9. P&3 (Myatt Earp, ABC).....c.uoos 237 | 1p, LEVER tLux Vides, N3G ......... 3.22 9. REVLON ($64,000 Challenge, CBS).. 2.53 12, COLGATE (The Milllanaire, C85)... #.59
11, BRIST.-MYERS (Arthur Murray, NBC). L.58 11. REVLON (464,000 Challenge, C33)1. 3.25 13, TORL {Best of Grouwcho, WBEC) ... ... 2.62 13, BRIST.-MYERS (Arthur Murray, |
{1, BRIST,.MYERS (Alfrad Hitchoock, 12, TONI [Best of Grouchs, NBCH ..... 3.33% il. LEVER [Lux Videa, NBCE. ....s... 263 BT s b T s o i . o !
EB51 werevnnsrnsrrsosransnrsnss 870 | 13, NOXZEMA fJullus La Rosa, NBCI... %43 | 12 COLGATE (The Millionaire, CBS),,. 2,71 | 14, BRIST-MYERS (Alfred Hitchcock, |
12, LEVER {Lux Vides, NBCh.o.iviunee .78 14, BRIST.-MYERS (Asthur Murray, 13, MENNEN (Wedns. Fights, ABC).... 2.7& 1. 54 R e i PR M EE e ) .
15, NOXZEMA (Jullus La Rosa, NEC).... 2.91 NBEY .. oiiviererncecsesnsinsss 353 | 14, ASSOC. PDTS., MAX FACTOR 15, CHESZ,-PONDS Clim Bawie, ABC).. 4.82 |
T4, TN (Best of Groucha, NBCh. .oeuwes 2.99 15, PEG (Tha Weh, NBC), o .ccvviennias 5&0 [Masquerade Party, NBCH .. .canse 293 16, PAG (The Wb, NBC). .. vnensssns 490} _
14. REVLAM (364,000 Challengs, CB5Y.. 3.00 16, PHARMA CRAFT (Stevr Allen, NAL] 3.75 15. PG Wyatt Earp, ABCh. ..ssesee 2,90 17, NOXZEMA (Jullus La Rosa, NBC).,, 5.09 r
15, COLGATE (The Millionaire, CB5).... 313 | 17. H. CURTIS (SRO Play, CAS)...... 333 | 16. REVLON (U. S, Steel, CBS).usaw.. 297 | 12 HAZEL BISHOP (fimmy Dean, CBS). 512 I c“AN
17. PEG (The Wab, MBLC)......ccecas- %14 18. COLGATE {The Millional-s, €35, .. 3% 17. PAG (Tha Web, NBC)..... T C  - | 19. TOMNI {Peopie Acs Fuiny, NBC),...s 527
18. ASS0C. POTS.-MAX FACTOR 19. ASSOC. POTS. (Broken Arcaw, ABCH, 427 18. PHARMA CRAFT (Steve Allen, MBCH 3.01 20, PAG fht=st MeGraw, N30 ... eonee 5.54 | b
{Masquesade Parly, NBCL.......... 3.26 20. TOM1 (People Are Funng, N3C)..... 413 19. H. CURTIS (5RO Playhouse, CB5).. 3.2} 21, SCHICK (Dragnet, NBC)......ce.. 5S.08| ' 1
17. H. CURTIS {520 Playhause, CB5).... 3.28 21. ASS0C., PDTE., MAX FACTOR 20. TONI [People Are Fonny, NB0.... 3.32a 23 LEVER (Lur Video, NBO!.......... 35.80| I
2. TONI iP=pple Ace Funny, NBCI,.,... 3.50 (Masquerads Party, WECI. . ...... . 457 Z2L. MAX FACTOR (Those Whiting Giris, 23, GILLETTE (Tonl, Caval. of Sporks, |
29, A55)34. POTS, (Braken Arpaw, ABC). . 3.50 22. HAZEL BISHOP (Jimmy Oean, T35} 479 LB e snivnsaans r LT AL k! NBCTH vvovsiancsssmnsrarnsmeen JOb
Fr, MAX FACTOR (Those Whiking Girs, 23. REMLON t20th Centwry-Fax, CBSE.. 4.33 22. PAG (Mest McGraw, NBCH. ....... 3.93 21, PAG (Papale’s Chaics, N300, ..oo.. 5.89
C85) oy i o A A A 3.5% | 24. REVLON (U. 5. Steel, [B5)...u...e 495 | 23 REVLON (20th’ Century-Fox, C851., 343 | 25 7041 (Blondie, MBC)............ 5.95|
Y. PHARMA CRAFT {Stewe &llen, WBCH, 3.67 25, SCHICK (Dragnst, HBC) ... .csesass 297 23, TOul (Gadfrey's Scouts, CBIF...uu. 35T 23, ASS0C. PDTS., MAX FACTOR |
B4 P & G (Meet McGraw, NBC). ... co AbA 26, PG (Mest MeGraw, NBC). ccwaess 4,73 25 GILLETTE, TOMI (Caval. of Sparts, (Masquesads  Party, MBS, .. .oeeis .u...:r]!
4. REWLIN (30th Ceatury-Fax, CBS).... 3.76 27. LEVER (On Trial, HBCH. cvivenanns #9379 NBE} ousresmmimaswmerwiiveres Subl 27. CHESE.-PUNDSY (Conflict, ABC).... &.14 |
25, HWAZEL BISHOP (Jimmy D=an, GBS}, 3.81 27. CHESE.-PONDS (Cheyenns, ABCH, ... 4.93 25, HAZEL BISHOP {Jimmy Dean, CBS}. 371 23. COLGATE ke, Adams & Eve, GBS, 6.1[Ii
AT, SCHICK (Dragnet, NBC)...cciesess 394 29, AN, HOME PDYS5., HAZEL BISHOP 27. BRIST,-MYERS “(Playhouse 90, CB5] 385 29, REVLON (20th Century-Fox, €35),. 6&.90 | §
4. WILDINOT, J & J (Rabln Hood, {0. Edwasds Mews, CBSl, ., .0viee. 543 27. AMER. HOME PRODS. (Nams That 30. TONQ (B=st of Grouchs, HAC)...... &.70 | G
[ | L. o, I 30, BRIST.-MYEARS (Playhasie 93, CAS). 5.5% B[ T - DRI ¢ L | 3l. REVLON «(%0d, 000 OQuestion, CBS).., 7.21
B3, LEVER (On -Trial, NBCY, . co.cnsnsss $.15 1. AMER. HOME PHODS. (Myme Tha: 29, ASLOC, PDTS. (Broken Arrow, ABCH. 38T 12, BRISE.-MYERS (Playhause 90, CAS) 7.22
23, TOMI (Godirey's Scouts, C85)....0.. 4.15 Tume, CBSH. . cccsvnsnranrarssans B33 30, SCHICK ([Oragnet, HBC), .. veuues .97 33. TOML (Gadirey's Seouts, CHS)....., 7.30
BL. TONI (Action Tonight, NBC). ..oa.es %31 32. TONT {Action Tanight, MBI, . ..... 604 31, LEVER (On Trial, NBCY, ssssssuss #5.05 i, REYLOM (U, 5. Steel, CBS). . ..., 7T.42
PE. CHESZE -POMDS (Cheyerne, ABL)..... 4,41 33, H. CURTIS (Oh! Sisanne, CB51. ... B6.05 32. TONI {Action Tonight, NBCl....... #&£.23 35, TOMI (Actism Tenight, NBCH. ..., es. T.d0
B3, BRIST.-MYERS (Playhouss 93, CBS). 444 34. MIAX FACTOR (Thoss Whitlng Girls, -31. AM, HOME PDTS., HAZEL 8BISHOP 35, H. CURTIS, SPERRY-BAND (What'y
31 AMER, HOME PRDODS. (Name That - O iy RS S L 5.23 D. Edwards News, CBSh. ..., 0000 923 L BT R S S . |
Tums, GBS} ....oou- ARGREe ey N 7 35. CHESE -PONDS (Conflict, ABCH..... 637 34, CHESE.-PONDS (Conftict, ABCl..... #.50 37. LEVER {(Private Sec'y, C83)....... 7.58 |
. AM_ HIME PDTS., HAZEL BISHOP 35, WILDROOT (J. & J. Robin Hoad, 35, GHESE.-PONDS (Cheyenne, ABCl.su. #.53 9. CEVER: (On Trial, NOC). . ....c0.. T04
(0. Edwards News, CBS). . ucseeess 482 CR%) aupwsmsesmnmeawicsnarnny AL 35, LEVER (Private 3Sec'y, [BS)....s. #b1 39. AMER, HOME PRODS. (Mame That
§5. LEVER (Private 5#c'¥, CBS).suennes #.69 37, TOML (Godirey's Scouts, C35).ceea. R 37, PRG (This Is Your Life, NBC).... W47 T EBRSF i sl B.23
BT M. CURTIS (08! Susannd, CBSssssss 471 38. PEG (People's Choice, NBC). sessse BT3 33, PLG (Peaple's Chaolce, NBCl..suss %71 40, MAX FACTIR (Panic, NBC), coss e BISO
B8, PG (Peapia's Choice, NBC) . sswnss 4.88 59, MAX FACTOR (Panic, HBCI. ... .. B.HS 33, ARMOUR (Encore Theater, NBLC)..ee 4.80 §5. ARMOUR (Encore Tieater, NBCI... B.G6% )
39, PRG (Taiv Is Your Life, NBC). . snwes 5.03 40, P&G (This [s Your Life, NBCI..... T.1% 40, MAX FACTOR (Panic, WBCY....... 4.8% 43, REVLON (344,000 Chalfengs, CA3), 9,53
41, GHESE.-PONDE (Conflict, ABCl..... 5.10 41, ARMOUR ([Encare Theater, WBC), ... T.21 41, H, CURTIS -(0h] Susanna, CBS).... 492 43, BIENNEN (Wednes. Might Fights,
41, ARMIUR (Encore Theater, NBC), 4000 5.45 42, CHESE.-PONDS (Jim Bowle, ASCY. .. 7.50 42, WILDROOT (J&J, Robin Hood, C35). 5.00 L . . |
42 MAX FACTDR (Panic, NBECL. ...euee 586 43, COLGATE (Mr. Adams & Eve, CB3) 7.4 43, PUREX {Festival of Stars, NBC).... %IL 44, PUREX {Festival of Stars, NBC),... 10,22
43. PURSX (Festival ol Stars, MBCl... 5.59 44, LEVER (Privale BSec’y, Ca5),......:. B.1§ 41, COLGATE (Mr, Adams & Eve, C33). 4.13 45. LEVER (Charles Farrell, NBC).,.es 11.14
4y, CHESZ -PONDS LJim Bowie, ABC), .. 5.59 45, PUREX (Festwal of Stars, M3LCH... B.7a 43, CHEZE.-PONDS (Jim Bowie, ABC),. £.53 45, PEG (This Is Yaur Lile, MBEC),..s. 12.05
4%, COLGATE (Mr, Adarm & Eve, CB5).. 5.87 46." HAZEL BISHOP (Bzat the Clack, 4o, HAZEL BISHOP (Beal the Clack, 47. HAZEZL BISHOP (Beat the Ciock,
A, TOND [Blandis, NBL), .\ evunsneses B9L BBEY - - ug i s o ww o y w R ] 7). 1-{ [SRSPRRPNECRUNVEDIIPIOTRILS R . | SN i iy o e vr 1315
47 HAFSL BISHOP (Beat the Clack, CBS) T7.19 47. LEVER (Charles Farrell, NBC). ... 10.76 47, LEVER (Charles Farrell, NBCY. . vuae T.24 43 ARMOUR (Theatsr Tlrm=, ABCI, ... . 1509
48. LEVE® {Charl=s FARRELL, NBCh. .... T.3 #8. TON] (Blondle, NBC).....c00vanas 1154 43, TOWNI -{Blandbe, NBC).......venss B35 §3. AN, HOME PDTS. HAFEL BISHOP
43, ARMILA (Thaater Time, ABCl...... F.87 4%, ARMOUR (Theater Time, ASCl...... 17.99 49, ARMOUR 3Theatser Time, ABC). ..s- 1087 (0, Edwards MNews, C351. . .00as0.0. 31.80

HOUSEHOLD CLEANSER & POLISH SPONSORS

COST PER 1.000 HOMES COST PER 1,000 MEN COST PER 1.000 WOMEN COST PER 1,000 CHILDREN
PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE
) L B4.41; ABC Avg. $VAT 3-Met Avg. $4.15; ABRC Avy. E17.9%; 3-Met Avyg, #4.4%; ABC Aveg, $10.87; I-Met Avg, $0.83; ABC Ave. §15.0%
1;_!.4.,; ::: Hmj HBC n:=. H.HI CBS Avg, $4.%i; NBC Ava. §6.10 CBS Avg. $3.05; NBC Ave. H.14 C8S Avg, $%.70; NBC Ave. ¥7.48
L PR3 (Undsrcureent, CB5). ceeecsse. 52,58 1. LEVER (Lux Widen, NBC),,.c.nea. § 332 1. GOLD SEAL (Julivs La Rosa, HBC),.§ X443 1. PEG (Undercireent, CB3)..sweee..§ #.02
g, LEVER (Lux Vides, NBC) 2.76 B. PRG (Undercurrenl, CBSl......... 3.59 £, LEVER (Lux Wides, NBC)....vanas « 2.63 . 5. C. JOHNSON (Steve &ljen, NBLC) 4,30
TG B I T TR S Ly ; 3. GOLE SEAL (Julivs La Rosa, NSCH.. 3.%9 3. P&G {Undercurrent, CB3),.......s 24 §. COLGATE (The Millionafre, CBS).... #4.59
. GOLD SEAL Lulivs Lw Rosa, NBC).. 2.91 4. PLG (The Wb, NBC),.....0e... . 3.80 4. COLGATE (The Millignaire, CBS),,. R.71 4. PRE (The Wb, NBCL.......... .90
4. % C JOHNSON (Spotlight Play, CBS) 2.9% 5. 5. C. JOMRSOM (Stevw Allen, N3TH 3.Th. 5. 5 C. JOHNSON (Spatlsght Play., 5. GILD SEAL {Juliss La Boss, NBC).. 5.099
B, COLGATE (The Milliomaive, C85).... 313 6. COLGATE {(The Miilipmaire, C35%,.. 373 CAS) soivusvsnsninmnannarrinas B &, 3. C. JOHMSON (Spatlisht Play.,
. PRS (The Web, NBC)..overusnsnas S14 T. 5 G JOHNSON (Spollight Play,, 6, PEG (The Web, NBC). o iivvsrnns 299 [ - R e e R L P . 1, b
Y. 5. C. JOHNSON- (Steve Allen, NBC),. 3.67 GBS} sirrvisssssrsanenssnaanan 530 T. 5. L, JOHNSON (Steve Allen, HNS8() 301 T. PAG (Meel McBraw, NBEL), ssiasss 354
M. PEG (Mest MeGraw, MBCH . .ocveess LBE B. PG (Meet McGraw, NBC), ccape.. 493 B PG [Mest MeGraw, MBCH........ 548 B. LEVER {Lux Video, NBC),...sme=s 5.B0
9. PEG (Phil Silvers, CB5)..vovannsss 412 ¥. LEVER (On Trial, NBC). ..cssuu.. 4,99 9, LEVER (On Trial, NBC),csssse.ns AOB 9. PEG (Phil STlwers, CBS5). ., 0nena - B.I14
A9, LEVER {On Trlal, MBCH s sssssnsnns 418 10.- PRG (Phil Silvers, CBASY, .. ....... 5.0% 10, AMER HOME PRODS. (B, Edwards 10. COLGATE (Mr. Adams & Evs=, CBS).. &.30
Ll. AMER, HOME PRODS. (0. Edwards 11 AMER, HOME PRODS. (0. Edwards Mews, CBS} ,....uc.. ernsnnnses 2B 11. LEVER [Life of Riley, NBL)...ouey B.42
Mews, CB5). .. .iviaruisannsTons EE o T ) R e SRS P T} 11. PAG (Phil Silvers; CBS). co.vacaea 4.52 12, LEVER [On Teial, NBC)......cce. T.94
pr. PLG (Thir Is Your Life, HBC)...... 5.00 12, PAG (This Is Your Lifs, NBC). . ... 7.1% 1%, PLG (This Is Your Life, MBC)..... 457 13 ARMOUR (Encore Theater, NBC).... B8.A3
Lé. ARMOUR (Encors Theater, NBCH..., 5.45 13, ARMOUR (Encare Thester, NBCH, .. 7.21 1%, ARMOUR (Encors Theatsr, NBC)... 480 19, PUREX (Festival of Stars, NBC).., 10.22
14. PUREX (Festival of Stars, NBC)..... 3.59 14, COLGATE {Mr. Adars & Ew, C33).. T.51 14, PUREX (Festival of Siars, NBCI. ... 511 13. LEVER AiCharles Farrell, WBCI..... 11.14
1%. COLGATE (Mr. Adams & Eve, CB5),., 5.87 18, PUREX (Festival of Sta=, M2CI... BTR 1%, COLGATE (Mr. Adams & Eve, CBS5).., 6,13 16, PEG {This [5 Your Lifs, NBCH. .... 12.05
L6. LEVER (Life of Riley, NBC)...wass 613 16. LEVER (Life of Riley, NBC),...... 9.14 16. LEVER (Lte of Riley, NBC)...... 642 I7. ARMOUR (Theater Time, ABCH.,... 15.09
1T, LEYER (Gharles Farrell; NBEC), .ssus T.36 17. LEVER ({Charles Farrell, NOCI..... 10.TH 17. LEVER (Charles Farrell, WNBL), suss T.28 I3, AMER, HOME PRODS. (D, Edwards
18, ARMIUR (Theater Tims, ABC)...... 987 | 18 ARMOUR (Theatsr Tims, ASCh..... 17.93 13, ARMOUR (Theater Time, ABC)..... 10.87 Meas, €350 ivcamssmsivissesss 3180
| E—
Thess lstings mppear nowhers bui on these pages. They mra copyrighied by The Billbonrd Fublishing Company ll.ll oo reprodociion mar be made of them
withowl The BHlboard™s comseni. Requests for such comsenl mest be submitted la writing o the publishers of The Billboard, 1564 Broadway, MNew Yark 36, N. Y.
T #F
COMING COST PER THQUSANﬁ ANALYSES: blaxs Wesk: Foocl & Beverupe Sponmons; Divg & Remady
Sponsors; Automotive & Accessory Sponsors.
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78 markets snapped up in first
six weeks! Coca-Colain Atlantal
NBC 0-£-0 in Los Angeles!
Dixie Beer! Bowman Biscuit!
Prescription 1500 in 10 markets!
J. Carrol Naish, the NEW
Charlie Chan, *“‘the best ever
to do the role.” See it today,
and you'll have to agrea the
new CHARLIE CHAN sells!

Huirryl Marhales are
rapng rasardan
todayt Wirm or
phona for orvale
scresring!

Television Programs of America, Ina,
488 Madison Ave,, N.Y. 72 *PLaza 52108
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Syndicators Bet $25 Mil
- On Winter Product Upbeat

NEW YORK—Syndicators are
betting on a continued upbeat in
their industry, with at least 20 new
geries being prepared for winter
sale in [irst-run syndication, This
represents a production investment
cof $25.000,000, with every major
distributor listin% a minimum of
ene new half-hour, 33-episode
show.,

Steering clear of situation com-
: and Westerns, the syndicators
“will be a{:l:'eul'ig adventure in the
December-March season. A round-
up of latest plans has the list
shaping up like this: -

ABC Film Syndication: “Exclu-
give!” dramatic show based on
stories by members of the Overseas
Press Club. “Snowfire,” adventure
fantasy.

CBS Television Film Sales:
“Ethan Allen,” a possibility via
Coodson - Todman co - production
with CBS.

California National Productions:
“Union Pacifie,” railroad adven-
ture, or “Captain Courage,” British-
made costume drama, or both,

Eross-Kranse: “African Patrol,”
starring John Bentlev, “Jungle Boy"
or both.

Guild Films

Guild TFilms: “Light of the
World,” Biblical dramas. Also
“Sabotage.” British mystery, or
“Far East,” adventure series.

MCA-TV: “Mike Hammer,” the
Mickey Spillane series now being
pre-sold without pilot, plus one
nhnw, as vet unchosen.

Canada Sales
On ‘Premiere’

To 17 Marts

NEW YORK — National Tele-
film Associates has sold a one-
third sponsorship for 17 Canadian
markets in its “Premiere Perform-
ance” package of feature films to
the Whitehall Pharmacal division
of American
marking NTA’s first major regional
gale to wn advertiser for Canadian
telecasting.

Films to be used in the cam-
paign, starting shortly, are the
game as those used in the U, S.
airings of the show which is sold
thru NTA’s film network. The deal
is being handled thru the Toronto
office of Y&R. Markets include
most of Canada’s large cities, such
ns Montreal and Toronto, and
covers an estimated three-fourths

of Canada’s TV homes.
Altho the Whitehall sale is the

same pattern as the U. S. “Pre-
miere Performance,” it is not con-
sidered a “network™ sale by NTA.

Home Products,

National Telefilm Associates:
“Man Without & Gun,” story of
crusading frontier newspa edi-
tor. Also, George Jessel's revue
SETIES,

Official Films: “The Invisible
Man,” mystery lensed in England.

RKO-TV: “El Coyote Rides,” a

ssibility; adventure with a
emale Zorro masked champion,

Screen Gems: “Ivanhoe,” British
costume drama, or "Danger Is My
Business,” adventure, or both,

Television Programs of America:
“Tugboat Annie,” comedy-adven-
ture starring Minerva Urecal. Also,
“New York Confidential,” adven-
ture based on Lee Mortimer's hook.
“Airline Hostess,” a possibility,

Ziv Flans

"Liv-TV: “Sea Hunt,” now be-

ing pre-sold. "I Love Mvstery” and

NTA's Buy of
TPA Collapses

NEW YORK —— National Tele-
film Associates recently failed in
its bid to buy most of the assets
of Television Programs of America
when agreement could not be
reached on a vital point. The offer
is one of many received by Milton
Cordon, the president of TPA, for
the companv. The failure of the
bid left Gordoen more adamant
than ever about not selling the op-
eration.

The money
was about $2,000.000, but it was
not for the entire catalog of TPA
properties. One major ‘show now
on a network was to be retained
by Gordon. NTA. however, would
have taken over other existing con-
tracts and TPA properties, among
which are “Susie™ and “Last of the
Mohicans.”

ABC Film Gets 8
Sales on ‘26 Men’

NEW YORK——ABC Film Syn-
dication last week garnered eight
sales for “26 Men, putting the
adult Western in a current total of
114 markets in 41 States,

New buys were WBAL, Balt-
more; KENI, Anchorage, and
KFAR, Fairbanks, Alaska; WFBC,
Greenville, S. C.; KFX], Montrose,

Colo.; WCOV, Montgomery, Ala.,
and WCTV, Tallahassee, and

WNBR, Jacksonville, Fla., for First
Savings and Loan and Pepsi-Cola,
respectively.

being  discussed | ¢

“Mackenzie's Raiders,” pilots made
a few months back are sibili-
ties, Also, Air Force Academy se-
ries to be filmed in Colorudo.
Further, “Stockade,” Western pos-
sibility.

Barring network sale or unfore-
seen production difficulties, many
of these series will be in the hands
of salesmen starting January 15,
the rest in February. Even without
projecting the -in-three-month
ratio to a figure of 80 for a vear,
1958 looms as healthier and bigger
for syndication than 1957,

HUNTER, SPARE
HONORABLE LION

TOKYO, Japan—Japanese

nsors can be as touchy as

ir U. 5. counterparts when |
it comes to telefilm shows
which unintentionally knock
the commercial.

Fremantle Overseas Radio
& TV, which distributes a

uarter-hour vidlilm show in
q}}fﬂi@ TV mlarkelz:md called
“Jungle,” receutly si u
Liuugs,] Toothpaste, a big ]apiE
nese firm, for a weekly deal
for the series on one of To-
kvo's commercial channels—
with one stipulation. .

The sponsor insisted that
no “Jungle” films be shown in
which a lion was killed, cap-
tured or otherwise pushed
about,

FARM FIELD RICH
FOR TV PLOWING

Fred Niles’ Research

Reveals Fertile,

Untapped Programming Market Areas

By BERNIE ASBELL

CHICAGO——Big sleeper in un-
tapped programming marﬁats is the
farm family, according to Fred A,
Niles, Chicago film producer, who
launches a “network” of rural sta-
tions January 1 with a noon-time
show called “Cross Country.”

For two years Niles has been
amassing facts and figures of out-
of-town TV P'mwth and organiz-
ing a team of film reporters for a
national show., He has found that
(1) big agency execs, particularly
in New York and the Northeast,
have an insufficient appreciation
of, the special needs of this market
and (2) potential bankrollers in the
ield are openly eager to land on
a format calculated to meet these
needs.

Potential sponsors are makers of
farm equipment, feeds, antibiotics
for animals, fertilizers, petrolenm
products, trucks, tires farm spe-
cialties and supplies. In addition,
standard consumer products like
cigarettes are candidates for mak-
ing special class appeals.

The problem for many of these
sponsors, however, is that their

itch has to be regional even tho
interest in ngﬁmﬁ:‘uml problems
transcends the region.

“Problems like technological de-
velopments and the soil bank are
live-wire issues to people every-
where who are involved in the
agricultural economy,” Niles points
out,

“So is information about rumning
the farm home. But the sponsor’s
problem is different. A company
putting out, sayv, feed for beef
wants Texas, California, Oklahoma,
Florida, Kansas and Arizona. May-
be sections of Wyoming. Even in
these areas, he can’t afford to pay
for big waste circulation in city

-

SYNDICATED su'c;vé'gi-"?

~in NASHVILLE!

Time after lime, in city after city,
ZIV SHOWS RATE GREAT

ZIV TELEVISION PROGRAMS INC.

Ll

ZIV SETS THE PACE WITH...
3 OUT OF TOP 4
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areas. He needs to hook up the
small-town stations, whers even the
towns themselves are farm-minded
because the town's income derives
from agriculture,”

Similarly, in the farm equipment
field, it's useless to advertise a
corn picker in the cotton states.

Because of these difficulties,
there has not vet been a network
farm show. Instead, some 350 local
stations employ their own farm
directors to cater to rural audi-
ences with slim local facilities.

Yet TV is peculiarly equipped to
serve this economic need Eemusﬂ
during the day, particularly be-
tween 11:30 a.m. and 1 p.m., when
city viewership is weak and often
unsalable, farm viewing is often
astoundingly high.

A daytime survey was recently
completed by Western Advertising
Agency of Chicago and Racine,
whose clients include the huge J. 1.
Case farm equipment firm, Inter-
national Chemical and Wayne
Feeds. The agency found that J’D -
ing 12 to 1, 48 per cent of all farm
sets are tuned in, This rating is ex-
ceeded only by the 8 to 9 pm.
hour when in winter the figure
goes up to 81 per cent.

WOIL-TV of Ames and Des
Moines, Ia., corroborates the figure
with a finding of 47.8 per cent for
12 to 1, jumping incidentally from
19 per cent between 11 and 12,
That contrast serves to dramatize
the potency of the farm home
lunch hour,

The percentage of sets in use

COMEs  EVen more  impressive
when the growth in saturation of
sets is examined. According to a
1954 Census Bureau studv, 35 per
cent of farm homes had TV. Eflt
a recheck of this survey by a trade
magazine in 1957 showed a dou-
bling of TV homes, to 70 per cent.

The country has about five-and-
one-half million farm households.
But more than 16 million such
homes are in what the Census
Bureau calls Rural America, that
is, all non-urhan territory, plus
towns of less than 2500 inhabit-
ants. These are comprised of about
54,000,000 people. All these rural
Americans, says Niles, are Ffarm-
minded, becanse those not work-
ing on farms sell to them or service
them, thus they are consciously
part of the agricultural economy.

Niles” show, “Cross Country,” is
a weekly half-hour collection of
film features, ranging from news
to entertainment. Five leading farm
directors of local stations have been
retamed to feed news-in-depth and
film from their areas. Each of them,
in turn, supervises three other sta-
tion farm directors spread thr
their territories. Show's object is
not to cover spot news, but to dig
beneath the major farm news
stories lo gather opinion, interpre-

OCTOBER 7, 1957

Calif. Standard
Verges on Buy

10f "Sea Hunt’

HOLLYWOOD—Ziv-TV uds e
ported on the verge of a major
regional deal with Standard Onl

mia for its new "Sea Hun
syndicated series to start in Janu-
ary. Standard’s Chevron gasoline
and RPM oil is sold in seven West-
em States plus Hiawaii and Alaska.
The agency is Batten, Barton, Dur-
stine & Osborn, San Francisco,

The petroleum firm is said to be
particularly hot for the Lloyd
Bridges starrer, since it fills Stand-
ard’s desire for a fast-action tele-
film show without the usual syndi-
cation crime or Western melodrama
angles. Client preference is report-

y for a 75 per cent adult audi-
ence. Strong feminine viewer Inter-
est in this type of show is con-
sidered & plus, since many Pacifie-
area homes are two-car families
with the gals buying lots of gas by
brand preference.

Currently, Standard is finishin
a nin with Guild’s “Capt. Davi
Grief” due to expire at the end of
the vear. At one time, Standard
also sponsored “Waterfront,” dis-
tributed by MCA. Bath, n a
broadly nautical seuse, are similar
to “Sea Hunt.”

RKO in Rerun
Package Pitch

NEW YOERK—HRKO’s television
sales off-shoot is reported making
an all-out hid for station sales on a
package of some 46 feature films,
most of which have made the
rounds several times on TV,

Last week, the firm sent wires
to 150 TV outlets, the gist of \x'hieg
was that the features could be ha
at very reasonable prices, A total
of 27 features in the package were
at one time in the hands of Bank
of America: the rest were gathered
in various small package ﬁfal.l by
RKO,

Altho RKO officials could not be
reached for comment on Friday,
it's said the more is in line with
General Teleradio’s rumored plans
to close down its TV film sales
operations and concentrate on low-
budget feature production, after
making a round of deals for existing
TV properties.

tation and to portrav economie
cause-and-elfect. Also it seeks hu-
man interest features and film segs
showing Rural America at play.

Lloyd Burlingham, veteran farm
broadcaster, is emsee and Alex
Drier, NBC news commentator,
handles the news seg narration.

Geographical Network

Niles' technique for station clear-
ance is unique and perhaps potent,
He offers a enstom-made geograph-
ical network to national advertisers
who buy as little as one spot per
show per market. Each show has
room for four spots. Station man-
agers, Niles has found, are gener-
ally eager to install a profession-
ally produced half-hour during the
prime noon hour even on their por-
tion of the income From one spot,
Their thinking is that the show
will easily sell additional Spots to
local advertisers, if not to other
national ones, once the show s
going. Portions of this additional
income are, then rebated to Niles
as distributor of the production.

International Minerals & Chemi-
cals, Potash Division, has already
signed for a string of Southemn
markets thr their agency, Aubrey,
Finley, Marley & Hodgson, Chi-
cago.

Other blue chip farm sponsors
are now in nepotiation, Niles said,
with other mnouncements im-
minent,



www.americanradiohistory.com

OCTOBER 7, 1937

This weekly chart covers the Iatest Pulse rstings 1B key local markets.
and locally originsted fllm shows. By pointdng out isading programa, the chart provides s ready gulde

THE BILLBOARD

TV PROGRAM RATINCS

to outstanding spot adjacencies In each market.

Market statisilcs shown are derived from Sales Mapagement's curreal “Survey of Buving Power,™
and cover oanly each market's metropolitan® areas, ns defined by government specilications. Adtho they

It Includes network, local llve

thus cannot include complete TV coverage or trading areas, they do provids eom tive statistics for th
chiel population centers of TV gtations, para atistics for the

The symbol ¥ is lor film series booked on & national spot basis. The symbol *u” indicates s UHR

autlet,

30 or better In the markel usder study,
consult The Pulse, Inc., 15 W. 46 St

mew York,

The symbol & pululi oul programs originating in as overlap market, yet securing ratings of
For complele program and audience information and analysis,

m

PHILADELPHIA
3 TV STATIONS—1,160,300 TV HOMES

reported by Tie Pulse In the area surveyed

PROVIDENCE
I TV STATIONS—195,600 TV HOMES

reported by The Pulse In the area surceyed

SEATTLE-TACOMA
4 TV STATIONS—314,600 TV HOMES

raporied by The Pulss In tha arsa suresyed

LS

SIOUX CITY, IA.
1 TV STATIONS—33,200 TV HOMES

reparted by The Pulse in the area surveysd

WASHINGTON, D. C.
4 TV STATIONS—512,500 TV HOMES

feparted by The Pulse In Ehs area surveyed

Maiket Stalistics:

as reported by Saler Management's “Survey
af Buying Power.™ These figures are ot
incluslve ot entlra TV Eoverage area, but
embrace  Metropofitan County avea  making
up the center of popilatlon.
Papulation—4 076 300 (4th In 1. 5.)
Buying lncome—5%7,695,112,000
i4th}
Retail Sales—%54,628,585,000 (Sthi
Food Sales—51,032 686,000 (5th)
Drug Sales—35130,616,000 (5thi
Automotive—5795,007,000 (5th]
Above figures include following countias:

Marke! Satislics:

as reporied by Sales Masagement's MSurey
ol Buying Power,™ Thess (fighres sre nik
Inclusive of entfra TV coverige Rred, bud
embrace Mefropolitan  County  area making
pp the center of population,
Population—T06,900 {27th in L. 5.0
Bur;ng fncome—=5%1,204,265,000
{37st!
Retail Sales—5%809,372.000 (27th)
Food Sales—3%176 887,000 {(28thi
Drug Sales—359,233,000 127th)
Automotive—5% 150,484,000 {28th!
Above market statistics are for Provi-

14
af

inclesive  of - enlire TV coverage
&miarico

up

=

Market Stallstics:

repartsd by Sales Manogement's “Survey
Buying Powsr," These flgures ae nad
mrea,  bug
Metropalitan  County  arsa  making
the eenter of popelation,
Popuiation—T77,800 124th in L.5.)
Buying Income==51,628 450,000
11%thi
Retall Sales—S1,071, 272,000 (22d)
Food Sales—%219.877,000 (2241
Drug Sales—532 967,000 (24thi
Automotive—165 873,000 (27th!

Above figures include following county:

(1]
of

Inclusie aof entira
e ace

"y

Market Hallsfics:

reparted by Sales BManagemsnt's “homvey
Buyle  Power These figoes are  nat
VY coverage acca,  bod
kietropalitan  Coumty area making
tha canter of papulation.

Population—113,500 (173d in L. 5.}
Buying Income—3201,074.000
(iGtst)

Ratail Sales—5147 730,000 (1615t}
Food Sales—520,1 12,000 (179th)
Drug Sales—34,639.000 (163d)
Avtomotive—533,023 000 (1434}

Above figuras Inchide follawing countiss:

. Inclusive

Markel Stafistics:

o reparted by Safes Mansgements  “Survey
of  Buying Power,” These figures are not
of entire TV coverage area, bt
smibvace  Metropefitan  County area  making
p the center of population
Population—1,802,100 {10th in U. 5.)
Buying Income-—%3.979 850,000
iBth
Retail Sales—32 246,024 000 (9th)
Food 5ales—5499 345000 (11tht
Drug Sales—%98.932.000 (Eth}
Automolive-—5420,335,000 (10th)
Above figures Include following countiess

Burlingten, Camden and Cloucester dence-Pawtucket and Include fallow- King Woodbury District of Columbia; Montgamery,
Cos., N, J.; Bucks, Chester, Delaware, Ing counties: Briztol, Kent, Providenca Prince Georges, Md.: Arlington, Fair-
Huhrgumery, Phlladﬂphu, Pa. rup mun‘ smm Fax, Va.
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association topped ite goal of |publicity and public celations di- | the Don Lee Broadeasting System's
Pl g B a¥
$50,000. Pledges totaled $54,216. rector of WPIX, New York, has radio and TV operation, is re-

STATION

SIGNALS

Robert Lemon, for the past six
ears station manager of '
loomington, Ind., has moved to
WRCV-TV, Philadelphia, as di-
rector of programs. . .. Jimmy Rid-
dell, general manager, WXYZ-TV,
Detroit, is in New York City at-
tending meetings. . « « Boone

Boggs has moved into Mike Schaf-
fer's spot as supervisor of television
romotion for WDB], Roanoke,
"a. Schaffer has moved to a
Portsmouth, Va., TV station. . . .
A 19-hour telethon broadcast by
WNBC-TV, Hartford, Conn., to
raise money for State mental health

The 'D'Llab-::-mn City Times and
Daily Oklahoman has moved its

director of advertising, Charles M

Neel,

rector of its television subsidiar

wit

WCKT, Miami,
Hollingsworth,

Charles H. Phillip
h Edward Petry

" has

www americanradiohistorv com

to WTVT, Tampa-St. Pe-
tersburg as sales development di-

fnrmmi'

heen
named national s:ﬂas manager for
Fla. ... Leshe A.
for sevem years

resigned effective October 15.. ..
Merger of WGR Corporation, op-
erators of WOGR-AM-TYV,
Transcontinent Television
ration was approved by the Fed-
eral Communications Commission.

has
been upped to manager of WEAN-
Portaland, Me. ... Bill Bar-
ron, director of public relations for

TV

Samuel G. Henderson Jr.,

L

into the

Corp

0=

sipgning his Hollywood post. , . .
The fall mmlmg of the Indiana
Broadcasters’ Associltion will be

held at Freneh Lick, Ind., on
October 25 and 26. Registration
starts at 10:00 a.m, on Fridav with
the first meeting scheduled at noon
that day. Reservations shoula be
made directly to the French Lick-
Sheraton Hotel

This One
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TV FILM PROCRAMMING

THE BILLEOARD

ption Time, Must Buy

Must Go, Says Barrow

® Continued from page 3

mew rules requiring the nets to
“place programs rejected by - affili-

gtes with another station in the

same community, if the sponsors so

¥y
2,

~wishes. If an advertiser orders a

gtation in an “overshadowed” mar-
ket, the net would have tc offer
ihe program to the station.

The report raises the question:
Should affiliates in unordered mar-
kets be allowed access to network
programs not ordered by the ad-
vertiser—on the basis of reasonable

avment to both net and sponsor

_for the program? The Barrow in-
. vektigators are not altogether sure

* this would be feasible,

ut would
like the FCC to look into it. All of
the suggestions on program clear-
ance are designed to “improve

access to network serviee of inde-

pendent stations, stations in over-

* shadowed smaller markets and the
. wnordered affiliates in small mar-

kets.” .4
The present multiple nwn{*-rshiﬁ

. limitation of five wvery-highs an

two ultra-highs per owner would
be retained, but networks and mul-
tiple owners could not own more
than three very-highs in the Ffirst
25 markets in the country.

This cut-back of network influ-
ence in primary markets could be
effected without too much disloca-
tion to nets, the report savs. ABC

would lose two stations, which ac-
counted for about 35 per cent net
income in 19568; NBC wduld lose
two, fm'faitin% as little as 20

cent by 1958 figures, and CBS
would lose one, presumably the St.
Louis outlet, not vet on the air,
and so would lose no revenue com-
pared with 1958, All would regain
original Investment thru sale of the

' properties, the report believes,

Along the same lines of eut-back
of network and multiple-owner in-
fluence in lprimar}r markets, the re-
port would rule out “multiple
ownership” as a basis for network
selection of affiliates. Also, diversi-
fication would be effected in sta-
tion buys and transfers by having
“legal presumptions” in application
pro s favor local applicants,
and those not owning any stations.
“Cash only” could offered by
station owners trving to acquire
additional properties. Also, the
Barrow group would repeal the
MacFarland Amendment, “which
prevents competition between ap-
plicants in station transfers.”

Methods of enforcement of all
these recommendations range from
“self-policing” by networks to di-
rect network regulation by the
FCC, after Eﬂnﬁmu empowers it.
(The Bricker Bill to regulate net-
WS was re-introduced in the past

session.) The present control of

over “stations ur;i]y” leaves
the agency unable to deal directly
with network violations, the report

finds.

Altho the report remﬂlzﬂs the
“great contribution® which the
networks have made to television
in the U. S., the over-all effect of
network practices has respon-
sible for “significant restraints” on
the competitive situations and con-
trary to the public interest.

CBS Climbs
Aboard Graf

Spee Rerun

NEW YORK—CBS' decision to
schedule a “You Are There” rerun
next Sunday dealing with the scut-
tling of the Graf Spee is spelling
a small-scale bonanza of spot TV
revenue for the network's outlets in

11 States.
The scheduling coincides with
the first theatrical playdates of a

Rank Film Distributor's feature en-
trv, “The Pursuit of the Graf Spee.”
Alert Rank promotion staffers spot-
ted the natural tie-in, and are
scheduling & major TV spot cam-
paign with more than a n ma-
jor theatrical circuits on most CBS
outlets in the film's opening cities.

The co-op ad eampaign calls for
ev ] minute spots to
10-second -ID's to be slotted fore-
and-aft of the “You Are There”
fmni the theaters, the rest from
Rank.

Movies' "Lost
Audiences’
Video's Gain

® Continued from page 1

Ing ad agencies, In a series of
special presentations at the Hotel
Delmonico, WOR execs will stress
the tremendous impact and adver-
Hsing importance of TV feature
fims in the country’s largest TV
market.

The pitches, to be aimed at some
200 media buyers and account
men, are considered in the trade
to be particularly timely., Two of
New York's ball clubs are in the
process of exiting the city. One of
them, the Dndﬁ_-rs, has occupied a
large slice of WOR's evening TV
time. De re of the Flatbush
squad will probably 1 a major
step-up in feature film use next
spring by WOR, '

From its own itandimint, WOR
is finding plenty of sales ammuni-
tion in the Politz charting of movie
viewing made last April in a special
E{uhahﬂjt}' sample thruout 17

ew York counties.

At least 7,757,000 viewers watch
“Million Dollar Movie,” the two-a-
night series aired on a strip basis
on WOR at 7:30 and 10 p.m.
Slightly more than 45 per cent of
viewers sald that it was the movie

OCTOBER 7, 1957

TPA Sells to
Japan, Korea

NEW YORK——Television Pro-

ms of America last week made

e largest single Japanese “sale
and also wrapped - up the first
sale to Korea. The Radio Tokvo
TV Network bought “Lassie,” -
“Susie” and “Ramar of the Jungle”
to air on its network, which in-
‘cludes stations in Tokyvo, Osaka,
Magoya and Hokkaido. It bought
Lone Ranger” for Tokyo airing
exclusively,

HLKZ-TV, Seoul, Korea, bought
thres TPA programs, “Fury,” “Ra-
mar and “"Count of Monte Cristo.”

show they would most like to have
remain on the air if all others in
New York went off, a figure more
than twice as high as the next rank-
ing show. A solid 82.5 per cent
of them said that they would find
it “convenient” to watch a particu-
lar film on “MDM", as apgainst a
E_ea]-: of 49.8 per cent for next-

ighest WCBS-TV's “Late Show™
on Friday nights (since most people
sleep late in New York on Saturday
momings),

Of particular interest to adver-
tisers, WOR feels, is the fact that
the . Politz study shows “Million
Dollar Movie” Is particularly strong
in reaching the upper-income (over
$7,000) bracket, with 72 per cent
of viewers in this segment dialin
at least once a month as compare
with scores in the 80's for viewers

earning less.

W | s
- Texas Rasslin will Score with

"% for "TEXAS

You too will have the highest
RASSLIN" is in the "TOP TEN"
and we again admit

IT IS GREATER THAN EVER

For realistic prices and auditions—phone, wire or write.

MAURICE (MAURY) BECK

“Weay ahead of all others”

Your Audience Every Time

ratings
sCore

Riverside 8-2083
Riverside 8-3261
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Film production of all types is
beginning to gather momentum in
New York. The number of films
being shot for TV as well as for
theatrical distribution is on the
increase. At the moment there are
three vidfilm series being filmed:
“Decoy” and “Big Story” are new,
while the Phil Silvers show con-
tinues in production. This is on
top of several million dollars worth
of TV film commercials as a key-
stone.

S['rearhradinp; the drive for more
work in New York Is the Film
Producers’ Association of this city,
which has elicited a notable degree

of co-operation frem the mayor's

Y. Filmers Striving
For City Co-Operation

olfice. The aim of the FPA is to
make it as painless as ible to
produce films here, Alsp movin
along the same lines is the Nati
Television Film Council, which has
enlisted the support of the unions
for its “Keep 'Em in the East”

campaign,
Under TFPA prompting, the
mavor assigned Leo A, Larkin, first

assistant corporation counsel, to
handle producers’ complaints.
Movia rnaEI:'rs have generally
heefed that municipal red tape has
blocked production here. The new
degree of co-operation manifested
by the city was indicated when a

lice detail was assigned to Hi
ﬁ?nﬂfn's independent feature Ffilm,
“Woman Without Shadow.” [Its
ohjective was to expedite location
shooting, and Brown's statement
that twice as manv sites were cov-
ered dailv because of the detail
shows what was achieved.

The detail cleared all police
matters and obviated the necessity
of the producers contacting in-
dividual precinets in whose area
the film was being shot. Much
more, however, remains to be done

Offer New Bread
Open-End Com’ls

COLORADO SPRINGS, Colo.
—A new development of the
“open-end”  television film com-
mercial is being offered to regiona
and local bakers by Alexander
Filin - Company here, using an
award-winning animated series of
spots budgeted originally at over
$60,000.

The light-touch commercials dif-
fer from the usual open-enders in
that it is almost impossible to tell
that they are anvthing but custom-
made for a purchasing client,
thanks toa “personalized” sound-
track sales pitch which makes fre-
gitent, mention, thruout the spots
o> product names and the in-

tegrated use of product shots of
bread wmpp««*s of purchasing
clients.

The series of 20-second and 60-

second spots are available to bakers
in every State except Indiana,
Illinois, Towa, Oregon and Cali-
fornia, areas in which deals have
alreadv been made. Costs for the
16-spot package range, according
to Alexander execs, from about
$1,600 to $4,200, depending on
market size.
. The commercials were originally
developed for one client, but are
released in other regional areas
by arrangements &E::Eped by the
A{exnndf-r firm. Using full cellu-
loid animation, the spots feature
humorous “breadtime stories,”

{ universal use, and the restrictions
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to improve shooting conditions in

New York.
City Sales Tax

The FPA has presented Larkin
with a bill of particulars and is
awaiting his recommendations on
or about Octeber 15. He in turn
has consulted with municipal de-
partment heads to see what they
are prepared to do to cut away
red tape. One of the major prob-
lems is the city sales tax program,
which forces clients to other cities
E-'here un[mill; costs must Em met.

pecifically, the practice of taxin

a full film production if the printﬁ
are made in New York City hasg
priced New York producers, who
rely on print profits, out of the
market.

Among the other headaches are
the 10-copy request forms which
must be submitted to the com-
merce department for processing,
the exorbitant fees charged by the
park department for shooting with-
in its parké, the fire laws in film
studios and buildings, which pro-
ducers consider antiquated now
that safety film has come into

on using minors.

The FPA also wants the mavor
to appoint a commissioner to deal
aggressivelv with the problems of

¢ entertainment industry, and
specifically film in this citv. When
Larkin presents his recommenda-
tions the mavor has promised to
act on them.

Meanwhile, there have been
signs that the FPA and the NTFC
may join forces so as to constitute
a stronger unit and avoid dupli-
cation of effort. Several meetings
between the two organizations
have been held to explore the pos-
sibility of elfecting a merger.

The FPA is beginning to take
steps toward the formation of an
Eastern industryv-wide societv that
would give awards to functional
film—that is, commercials, sales
training and industrial films, This
body would also support the East-

| vet compare in dollar volume with

| THE FALL OUTLOOK
FOR TV COMMERCIALS
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% Packaged Food
i Products

i on Television

Majors Carving Ho"*wood

Slice of Com’l Filming Pie

By BOB SPIELMAN

The major motion picture pro-
ducers are. carving a significant
slice of the TV commercial busi-
ness for themselves. Those that
entered the field approximately
& year ago, e.g. Wamer Bros,
M-G-M, Egth Century-Fox thru its
association with All-Scope, cannot
Universal, which began commer-
cials production six years ago (or
with such producers as Sarra, Hal
Roach, et al), but they have
already outstripped many lesser
production mm‘]ani :
Proportionately they are pro-
gressing far faster in the commer-
cials business than they did when
they first took the plunge into TV
entertainment programming. e
principal reason is, of course, that
they have made far fewer mis-
takes (albeit M-C-M has closed
down its commercial animation de-
partment, finding it more eco-
nomical to farm out animation to
independent producers).

When the majors first moved
into the commercial field there was
considerable skepticism among
agencies as to the quality of
product they could turn out and
as to what its cost would be. This!|
skepticism has now dissolved. The|
majors have proven themselves to
be competitive in both quality and
cost.

Facilities the Answer

The key to their success con-
sists principally, perhaps, of the
tremendous facilities thev can ofler
to an advertiser. An M-G-M or a|
Wamer Bros., witl. 30 sound
stages, rows of standing sets, f[lats
and scenery ad infinitum in stor-
age, and back lots for location
shooting, provides diversity that
no other producer can match.

ern Film industry thru promotional
activities and would set np special
courses to train young people.

The big question, how will the
majors allocate their tremendous
overhead, has apparently
solved by setting & standard over-
head charge for all commercials.
This includes the use of all facil-
ities and departments, unless some
type of special production is
required. -

What, in effect, has happened
is that the overhead charge in
many _instances amounts to less
than an agency would have to
pay for the same services on an
individual basis. For example, a
commercial involving considerahle
production is assigned to M-G-M.
The studio already has a standin
set, permanently lighted, on whicﬁ
it can be shiot. All that is necessary
befare the spot goes in front of the
cameras are some -minor adjust-
ments. At most other studios the

been !

| producer has worked out a newer

and better technique, or that thers
is something lacking in the per-
formance of the first producer. It
may alse be that the product is
changing the style of its commer-
cials 50 that it no longer fits inte
the groove of the studio at which
it had been ghot in the past.

The over-all cost, most agencies
feel, does not vary significantly
between majors and independent
producers on most jobs, There are
exceptions. On small jobs, such
as a single 20-second commercial,
the majors, which have stand-by
crews and can probably maneuver
the spot onto a s::ge already in
operation, can uce at sig-
nificant savings. (On one such job -
a bid bv Universal was one-third
that of an indie.) The other in-
stance is when a commercial in-

set would have to be constructed,| volves large production facilities.

lighted, then torn down again,|

costs which would exceed the
M-G-M overhead charge.

This modus operandi has en-
abled M-C-M to underbid other
producers in many cases, Some in-
dependents now charge that the
majors are deliberately underbid-
ding and taking losses and that
this is the type of competition they
cannot alford to meet.

Cost Variations

Underbidding, however, is an
old practice in the commercials
field which nearly all producers,
both large and small, have used at
some time to attract new accounts.
Altho there are some agencies,
e.g. Leo Burnett, which tend to
give business to the lowest hidder,
most, eg MeCann - Erickson,
Young & Rubicam, J. Walter

Thompson, place commercials with |

producers because of past reputa-
tion and association, whether the
bid happens to be the lowest or
not.

When a product is switched
from one producer to anothier, the
reason is generally that the second

|Canadians Put Up Dollar Barriers

Against U. S.-Shot TV Commercials

TORONTO——Producers of TV, to includes the value of all material | of Customs and Excise with the

commercials in Canada are begin- |
ning to worry abont the compet-
tion from their counterparts in the
United States. To that end a new
ruling about commercials made in
the U. 8. has-been obtained [rom
the customs oflicials here,

Advertising agencies had been
looking increasingly toward U. S.
producers for their commercials. |
But in light of the new ruling,
more work may now stay in
Canada. If not, Canadian pro-
ducers may seek new tariffs against
importation of U, S.-produced
commercials,

Under the ruling, the complete
charge made to any importer for
the tirst print of 16mm. TV com-
mercial made in the U. 8. for
Canadian use is subject to ap-
praisal.

The appraisal is based at not
less than the complete charge
made to the Canadian importer for
the production of the negative,
plus the value of any Canadian
content in the production,

The “Canadian content” referred |

prepared by or on behall of the
importer and furnished to the U, §,
Tilm producer.

Special Appraisals

Filmm made in the U. S8, for a

means of identifving the subse-
quent print importations with the
entrv  under which the prime
importation was made.”

Formerly Ffilms were appraised
not on the basis of the production

There are other advantages the
majors can offer an agencv. Proh-
ably the most important are their
opticals and special effects depart-
ments, which most independent
producers cannot match,

There are other extras, such as
the majors’ ability to make their
stars available, e.g. Warner Bros.
Natalie Wood, but these come
mostly on a job-to-job basis, and
an advertiser cannot count on them
in reaching a decision,

No figures are available as to
whethier or not the majors have

(Continued on page 26)

LVIewer
sketch, revealing no hLint that the

Rowe Loves That
Crazy ‘Carousello’

American sponsors and their

agencies have long argued the
value of hard sell versus soft sell.

| The Italians have a gimmick that

| can best be described as “trick

sell.” The idea is to lure the TV
into an action-packed

result of the action will have a
commercial tie,

Such intriguing commercial ap-
proach has fascinated viewers so
much that a whole program is
devoted to “commercial” Fare. The
seaments of the show are telecast

| frevn Bome and from Naples, Tt's

ealled “Carousello” and has a thea-
ter format—curtain, lights and all.

A chatming hostess does some
| chatter between the takes. With
| her [ade-out, the viewer is imme-
diately  phmged into a  violent
' action such as a couple in com-
' plete desperation trying to kill a

U'. S. company and brought in for' cost of the films, but rather pn, mosquito  during the wee® hours

use by its Canadian division will
be appraised at §9 per linear foot, |
Prints brought in by ad agencies
for reference purposes only are
subject to appraisal at 15 cents
per linear foot, and thev will be
reappraised if imported at a later
date for TV use. |

When the first print is imported,
under either for-use or [or-refer-
ence stipulations, the customs in-
voice must contain a complete
description of the film. Any sub-|
sequent shipments of the same
filn, whien properly identified, may |
then be cleared on the basis
of the appraised value per linear
foot, as detailed by the Customs
Department,

But, said the Department, “It
will be the responsibility of the

importer to furnish the Collector|
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strictly the length in feet of the
Filin as if it were only a print,

Sales Tax

Another problem in importing
ilms into Canada is the matter
of sales tax.

On 18mm. TV film commercials,
the sales tax is to apply on a value
of $9 per foot, the footage to he
the original print on wﬁiuh the
]‘Irmiu:'liuu value is concentrated
as distinct from release prints or
copies.

The sales tax is further to apply
on the actual charge made by the
roducer for the quantity and
ootage of
the original,

The wvalues referred to are ap-
licable whether the firms are
lack and white or color.

prints produced from|

| of the morming. Hitting at the pest
with evervthing handy, thev man-
age to wreck the apartment, The
lisband is driven to the brink of
murdering his wife, when the
'charming  hostess cuts  in with,
' “Don’t let this happen to vou.
! Use such-and-such bug sprav.”

| Then the action goes no, with
| more action shots, many of which
are sports clips spliced before the
' commercial bits. A girl is drown-
ing after a water-skiing accident;
she comes up with a toothpaste
smile.

Since the ending is never tele-
raphed, audience reaction has
een very high. So intrigued are

thev over how a given sketch will
end, that “Carousello” has become
one of the top shows at T pm.,
Rome time,
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COMEDY COMMERCIALS

~ Avoid Confusion by Fusion of Gag

By COURTENAY MOON

Vice-President end Director of
TV and Copy

Guild, Bascom & Bonfigli

Everyone knows at least one TV
coywriter capable” of doubling
you up with the greatest gasser
ever told. He heard it from a guy.
He's a. carrier, not a creator, and
he'll make his money other ways
equally as rewarding, but he won’t
write the stuff,

The ability to create a funny
gituation, turn of phrase, sight gag
or what-have-you, has nothing in
common with the critical faculty

or’ even the possession of the S]earl
no American wants to be without
—a sense of humor. .
The appreciative faculty and the
creative fgcuit}' are two different
things. And herein lies the heart
of the matter, You don’t tum ad
men into humorists. You do it just
the other way around. You can
teach a writer the fundamentals of
selling in film, but vou can't teach
hii'“ to be funny in film, That's a
itt. -
gjl know the use of humor in TV
advertising for food products—or
anything else for that matter—is a
highly controversial subject.

~ And Sponsor’s Ubiquitous Product

Scoffed at by the more sedate
members of the trade, it nonethe-
less remains an effective sales ap-
proach when conventional methods
prove inadequate to stimulate con-
sumer interest. That's because
humor is high in.recall value. What
you enjoy, you remember, and you
remember it in a favorable context.

“Humor” Out of “Sell”

A funny commercial, however, s
NOT one in which the announcer
Hrst drops his pants and then goes
into a straight sell. The humor
itself is not superimposed, shroud-
like, over the y of the sell. Tt
comes out of the sell, out of the

Fmdunt or some circumstance re-
ated to the product, so"at all times
there is a unity of thought. Fusion
is perhaps a better word for it

or instance, we hive estab-
lished Wheat Chex (Ralston Pur-
ina= Company) as the Grown-Up
Cereal from Checkerboard Square.
So we construct a food commercial
in which the humor stems from
the fact that Wheat Chex are big
and grown-up.

We open ‘on.Lee Goodman (an-
nouncer] dressed in conservative
business suit, plus string tie, West-
e hat. He is sitting behind a
fancy Victorian breakfast . table
with candelabra, silver bowl, ete.
The table sits out in what ap
to be an endless plain. There are
a few cactus plants. Back of the
table in a large Eage sits an eagle.

LEE: Howdy, folks. Out here
they call me Tex, and out here’s
where we like things big and
grown-up. My pet canary, for in-
stance (MOTIONS TO EACLE).

THZI MAJOR FILM STUDIO

THAT NEW YORK HAS NEEDED!

Six Editing Rooms

Seven Costume, Makeup and
Dressing Rooms

All Animation & Art Facilities
Opticals & Special Effects
Carpenter Shop & Prop Dept.

medium-sized truck)

168mm) .
® Film Vaults and Storage
I ¢ Air Conditioned

AND

THE FINEST PERMANENT

CREATIVE TEAM PRODUCING

MOTION PICTURES FOR
INDUSTRY, GOVERNMENT
AND TELEVISION TODAY.

26,000 Sq. Ft. of Working Space
MAIN STAGE: 75 Ft. x 100 Ft.
INSERT STAGE: 27 Ft. x 54 Ft.

23 Ft. Elevator (holds large car or

¢ 31 Ft. Projection Boom (35mm &

Caravel Proiadly Presents

P Liaat Leen TR
T e

e m— o . e T

e e

Specially Designed

and Constructed

for the Most Efficient

and Economical Production
of Industrial Films and

its modern, new, one-stop
film production center in the
heart of midtown New York City

MNEW LOOK FOR A
FilM PIOMNEER

Television Commercials

i
PRODUCING BUSINESS FILMS FOR AMERICA’'S LEADING ADVERTISERS FOR 37 YEARS EF_I

WE INVITE
YOUR VISIT

Caravel, a film pioneer and leading producer of
motion pictures for Induostry, Government and
Television for over thiri y-seven years, has con-
solidated Its ereative staff and production facilities in the first new ma-
jor film plant built in New York in over a quarter of a century.
of October 23, Caravel will make available io its motion picture clienis

the largest stage and the most complete one-stop filim production building
operated by an Independent producer in the New York area.

ONLY MINUTES AWAY from the natifon’s busi-
ness and advertising headquarters.

CARAVEL FILMS, INC.

20 West End Ave. (60th St.) New York 23, N.Y. CI

® As

7-6110

And—(SOUND: GROWI
OF HEAVY BOMBER,
VOLUME DURING §
SHOT OF PLANE
QUICKLY UNDER AND 0

ere goes m'boy's model airpl
And for breakfast we go in lﬂﬂ
way for the grown-up cere
“’EI!HI: Chex. Y'see, when
comes to flavor, Wheat Chex
have a real, wide-open
whole - wheat flavor—a flavor
that's got more get-up-and-go thag
vou find in cereals made mostly §
‘he little buckeroos. That's what's
really big about Wheat Chex—the
Tlavor—packed right into these bite-
size little biscuits of toasted whe
and when you fix 'em up with

and sugar they've got a sturdy
whole-grain texture that keeps 'tlll
-risp and crunchy the whole bow
hru. So whether you live in Il:
State of Rhode Island, the State
Texas, or the state of hunger, you
mnstarttheda}rinamiﬁy |
way with Wheat Chex, the gNWli
up cereal from Checkerboar
Square,

Admittedly, this commercial
isn't a gasser, but it's an excellent
example of how humor points u
the Easil: selling idea when
stems from a point of product su-
periority.. In this case, the hum
also blends with the sell. Don

1| ever split the two. That's probably

the most easily broken rule in pro-
ducing this kind of material. An-
other rule, even more inviolate;
never run a gag that's either fey
or fly,

Now, what about produceps?
Best of all are producers mn
themselves have written or
formed and hence have a real fee
ing for pace and timing, the per-
ception to spot & gag that won't
play, as well as the ability to
sharpen one that will. Our pro-
ducers are ex-writers, ex-perform-
ers, who also possess a nice ear
for sell.

Peach of a Turkey

This doesn’t mean we can't pro-
duce a turkey. Ralston was com-
mitted to a tie-in cam ui%u for Ry-
Krisp: Ry-Krisp EIIIEF the Cling
P;;:S'I Association. Problem: How
take the ubiquitous peach salad
served with Ry-Krisp and give the
audience something fresh and dif-
ferent. Idea: We parody the tyvpical
home economist.

We tracked down Jane l‘.'jc-lmell
of “New Faces” and Blue Ange
fame to play "Bertha,” the Home
Economist. Jane's a superb satiris
and comedienne and the materi
as written was a bona fide bur-
lesque of Mary Margaret !'»‘I:-Brid;
ﬂl]li? your Cousin Fanny all rolle
into one, The commercial was

ppered with sell. Jane's per-
ormance was terrific. The com-
mercials fractured us, Actually,
they're among the [mniest we
ever produced. But we never fig-
ured one thing. The female au-
dience took Miss Connell straight.
They thought she was a real char-
acter and thev resented her antics.

But one interesting and, T think,
cogent reason emerged which
helped explain the adverse re-
action. We thought we had mads
the characterization quite broa
and clear in its meaning. But we
found that we had left room for
enough women to identify them-
selves with “Bertha” as a house-
wife. She coud have been taken
as a kind of whacky housew
heavi with the corn-pone talk.
as long as there was some doubt
about her identity, many women
thought she was making fun of
housewifery. Moral: Don't parody
the housewife. And we don't.

Clients Like Humor

Is humor as an advertising ﬁum-
modity a tough thing to sell to
clients? Oddly enough, the answer
is “No.” The more conservative
the client, the more immediate {s
the approval. Maybe it's because
opposites attract. But this isn't #.
Nothing binds like sales. No, ﬂ:r
big problem remains with the tal-
ent, and not the least {s the an-
Nnouncer.

The typical TV announcer wi
his fatuous smile and stereotvpe

ATATATA'A' A" e IRl B IV IRINIVIIVIBNINIIVIRAZA LVIEE]

| (Continued on page 8
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See ‘Personal’ Nature of Filming
As Producer Growth Limitation

By CHARLES SINCLAIR

NEW YORK——Commercial film
producers here may differ on many
issues, but they see eye-to-eye on
one topic, a checkup by The Bill-
board shows—there’s not likely to
be the development of a “General
Motors of Film Spots,” even tho
there’s been some signs of a possi-
ble merger trend in the field.

Here's how some typical film
makers voice it. “This is a business
of finger-tip control,” says Harold
Wondsel, president of the Film
Producers’ Association and of
Wondsel, Carlisle and Dunphy,
“It's a personal business, like the
producing companies in the legiti-
mate theater,” says Steve Elliot of
the Elliot, Unger & Elliot firm.
“For every merger, there are a
couple of guvs who decide to go
into business for themselves,” says
Dave Pincus, veteran head of Cara-
vel, who just opened a new studio
plant in New York. “The field may
ghake out some more, and more
firms may merge, but this business
will never become a complete fac-
tory assembly line,” says Mickey
Schwarz, who recently merged his
ATV facilities with those of MPO,

The kev to the fact that ‘the
total population of the commercial
film field stays somewhat constant
(at around 30 firms in the East)
even tho there have been arrivals
and departures is the word "serv-
ice.”

“Producers are developing defin-
ite styles,” says the head of one New
York film firm. “An agency will
find that a producer’s style matches
what thev want, and then they will
often stick with him thma many
cveles of commercials. But there
are many agencies, many more
products, and an infinite number of

_different commercial needs. No

one company can ever give the
personalized serviee needed for
such an across-the-board treatment.
So, there will always be a num-
ber of different and independent
producers who are supplying these
special services,”
Personal Touch

Producers are willing to admit
that some of these personalized
touches are far from being the
backbone of the business. Agencies
usually assizn about 80 cent of
the New York commercial Ffilm
business among only six or seven
producers, for example. But, it is
in the realm of that marginal 20
per cent that individual creativity
and production style of the smaller
independent—whether it be in
the field of animation, humorous
have-you—makes its biggest mark.

“Some of these specialists are a
bit on the ‘maverick’ side, and are

perfectly happy to run a small and

compact business. They have no
intentions of being a branch of
one of the larger ﬁlm companies,
much less become a cog in the
production process of some Film
giant,” avers producer Steve Elliol.

Making commercials calls for a

rare combination of skill, patience,
film know-

constantly kept in motion by film

- makers who split off from large
o companies—particularly those
* ting larger steadily—to form

et-
1eir
own shops.

“This is one of the rare busi-
nesses where a man can operate
out of a telephone booth,” says
MPO executive Mickey Schwartz.
“Every production facility is avail-
able for rent, from cameras to
cast to lab work to projection.
What's needed is talent and if a
man has it, he can always decide
that he'd rather be in business for
himself.”

New Film Firms

Other producers point out
another factor which works against
eonsolidation into giant companies:

the close link between film pro-
ducer and agency. “It's a little
like the davs in the agency busi-
ness a few years back when ac-
count executives would walk out
with an account and start their
own agency,” says Caravel’s Dave
Pincus, “Few firms are really bi
enough to hedge against this witﬁ
stock options, ‘service-in-depth,’

marginal benefits and so on. So the
door is always open to the man who
decides he can round up some
close friends, warm up his con-
tacts, and make it on his own.”
Agencymen are familiar with
this pattern, Transfilm exec Bob
Klaeger, for instance, formed his
own operation not long ago. Abe

Liss left the same firm to form

Electra. Bob Lawrence, one of the
]arﬁ:ﬂ Eastern producers, was once
wi ]an;y airbanks. Harold
Wondsel of WCD Productions was
formerly head man at Soumd Mas-
ters. Producer Marty Ransohoff
was with Caravel. When Story-
board Productions cut back, sev-
eral former employees started
Quartette. And so it goes, despite
such blending as the MPO-ATV
merger and the absorbtion of the
Five Star group on the West
Coast not long ago by 20th Cen-
tury-Fox.
What Am I Bid?
Another point on which film

producers are making their opin-
ions felt, more and more, is the
matter of film bidding.

“You're usually buying a known
talent,” says one film company
head. “Therefore why shop all over

the industry for bids that may
vary only a few dollars? Few pro-
gram producers or sponsors would
ever dream of presenting the
[ormat of a new show to several
stars, and then ask for low bids

on performing in the series, yet

the same philosophy-is carried out
every day in the commercial field.
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AUTOMATIC COST ESTIMATOR
..YOURS WITH THE COMPLIMENTS OF

| If you produce, buy, sell, or use films, you'll appreciate this
automatic film footage & cost estimator. It's a “'slide rule” for the film
industry . .. a fast, easy way to figure footage, frames, running time,
and processing costs for 16 mm or 35 mm film. The “estimator"’

and instructions are yours without cost or obligation.
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Praducars, fiim Guyars, adito S, advertising agencloes,
TY¥ statica, fitm productien persanael: Kindly uss this

LAt on or winfs on your businass lettarhead,

Consolidated Film Industrias

Send ma your FREE automatic film footage & cost
estimator. No obligation, of course.
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CONSOLIDATED FILM INDUSTRIES
959 Seward St., Hollywood 38, California

HOllywood 9-1441

B21 W. 57th St., New York 19, New York

Circla 6-0210
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HOW DO YOU FILM
*FOOD FOR THOUGHT”

<>

“*Food for thought” is the “sell” in your storyboard
that puts results in your commercial...

ws. 8N elusive element often lost between
‘storyboard and film.

‘We pride ourselves in our ability to translate
'your message into film as you conceived it — through
!meticu!nus care for detail and genuine

creativity guided by your specific sales message
throughout every step of production.

Don't lose your “food for thought”...
don't lose the “sell” in your commercial.,,
put it where it belongs...in the minds
'of your viewers, Contact Guild.

NOW IN PRODUCTION

NOX LEMPERT, exec. producer

® WELCH'S TOMATO JUICE
® RONZONI ® CLAIROL
® TOOTSIE ROLLS ® SUCCESS WAX

contact:
NORM ALPERIN

GUILD

COMMERCIAL & INDUSTRIAL FILM DIVISION

480 PARK AVENUE NEW YORK 22 HNEW YORK
MURRAYHILL B-B5385

FILMS

CORPA WY (sl

| values bringing backgrounds into

Second FPA Workshop Will -
Bolster Let-Us-in-Early Plea

L1
By BOB BERNSTEIN

Film producers, waging a cam-
paign to induce ad men to let
them participate at an earlier
stage in commercials, are experi-
menting with numerous devices |
and combinations and are develop-|
ing techniques to lend creativity |
to their thesis, Out of this ‘n.'r'iﬁ-i
come the commercials of 1958-59,
according to members of the Film |
Producers’ Association of New |
York.

At the second TV Workshop in
New York’s Avon Theater on
October 29, FPA's 30 film-pro-
ducer members will demonstrate
their creative prowess. This semi-
anmmal event, attended by hun-
dreds of ad agency exces, has as
its theme this month “experimental
techniques with film for TV."

Trend-spotters meanwhile pick
the following as newly emphasized
this fall and likely to be discussed
at the FFA meet:

Location shooting, with scenic

more Prominence,

Unity of design, with scenery
and costuming Eﬂeuvfilting from
fashion experts and designers, and

rogram commercials tying in with
ocale and style of show content
to a much greater extent.

More uze of the Roloscope,
which combines live action and
animation in a single seguence,
since animation has been proven
an attention-getter but products
look better live.

Frequent use of musical combos,
with instruments given specific
characterization paralleling  ele-
ments of the product.

Name tomposers, lvricists and
musical directors to ensure higher
quality jingles, segues and sophisti-
cated music forms.

Shooting Board

Wondsel, Carlisle & Dunphv, |
Inc., will probably show its “shoot- |
ing board,” a super-elaborate story- |
board with sketches [ramed “in
true proportion,” apticals, camera
movement, sound cues, ele., adding |
production values at a pre-produc- |
tion stage, “Its a treatment instead |
of an outline,” say Wondsel brass,

Transfilm has invested thou-
sands to develop what it calls
“double-image superimposition cin-
ematography.” Exeec Veepee Wal-
ter Lowendahl describes it as
“trick photography highly adapt-
able to production of commercials,
using live actors in live settings

rather than rear screen projection,
roducing location shooting at
ome.”

The FPA clinie will fall into five
segments. Part One will feature
experimental photo techniques,
Steve Elliot co-ordinator. Pro-
ducers have been given three sub-
jects, a still life, a product in
motion and a  curvaceons TV
actress, to interpret as their

Cimagination dictates. FPA is mull-
Cing theatrical release of the results

as an art shortsubject.

Part Two features experimental
animation techniques, Morey Fautz
co-ordinator. Producers have been
given a cartoon character named
Carrie Nation and must show de-
velopment of same via animation.
Part Three features practical ap-
plication, (Dave Pingus  or-ordi-
mator, and it is here that producers
will exhibit new commereials,

New Color Process

Fart Four will be a demonstra-
tion of results<-of the new inter-
negative color printing facilities in
New York., This is a fast method
of printing “together” instead of
three separate times. Bert Hecht is
co-ordinating this and Part Five,
devoted to recent developments in
technical services, highlighting op-
tical and recording means. '

FFA is made up of producers
who do 90 per cent of New York's
commercials, New Yark in tum
accounting for 75 ]Izuir cent of the
nation’s commercials. Its ecurrent
mission aimed at copy, production
and creative personnel of the eity’s
agencies is expected to have an
overflow audience into a second
presentation of the workshop pro-
griam.

Tho actual results of the experi-
mentation and what new directions
will be indicated mav not be re-
solved for months, FPA has a

strong case in the very fact of its

experimenting for ad agent)l* solons
to panse and foens, To underscore
the industry position, the workshop
will eliminate all specific credits.
What Madison Avenue will see is
“the progress and ereativity of film
producers as a whole.” ;
The first workshop, last April,
thzew light on the implications of
videotape for TV commercials,
stop-molion puppetry, paper .~:cqu-
ture, adaptations of the theatrical
approach, limbo photography, jew-
elry and a hindred scattered areas.
This time producers have been

asked to narrow the focns to su

rt the thesis that they should
rought in at the verv beginnin
in the planning of a L‘ﬂml'l'lﬂ'[‘iEﬁ
and its content. The unusual de-
vice of a competitive challenge, in
giving them all the same subject
matter, should prove how many
ways they can help clients get
away from stereoly pes, uc-mn]:ing
to an FPA spokesman,

Other FPA Activities

The fall theme is being echoed
in FPA's other activities, its speak-
érs bureau; government, education
and industry sereenings, and liaison
with other trade associations.
October 30 will see a debate
before the Industrial Andio-Video
Association, a group limited to film
execs of 50 top U. S. manufaec-
turers., The TAVA Convention will
also attend the workshop presenta-
tion. FPA will present a paper on
color film in TV and highlights of
its workshop at the November 20
meeting of the Association of
American Advertising Agencies.

The FPA let-us-in-carly cam-
paign -has been meecting with
generally good but cautious agency
response,  We must naturally and
inevitably turn to the 111:?11(:~Ers
for creative help, since thev're on
top of the latest technigques and
often Empfny nimble minds that
equal if not outrank our own,”
savs & MeCann - Erickson  exec.
“Why not invite them in at the
ground floor?s TF their ideas are
useful, we're hetter off. If not, no
harm is caused,” savs a Lennen &
Newell spokesman.

On the negative side, one adman
thinks producers have privite axes
to grind and will pnsh for their
pet tE{'hniqn&q or most pmﬁlnhiu
processes. And another thinks no

roducer with manv aceounts can
as close to an advertiser’s needs
and problems as the most junior
-member of the agency team serv-
icing the accomnt. “If we want to
keep New York as the center of
commercial production.” answers a
| Benton & Bowles acconnt exec, “it
| is to our advantage as well as the
producers’ that we practice the
two-heads-are-hetter-thun-one phi-
losophy. It can only result in bet- -
ter commercials and profits for all.”

Whatever their opinions to date,
the ad men are E‘hpt"1_‘tt*[] to turn
out en masse for the FPA pres-

entation this month.

selling
the finest in foods
with the finest in film

- - . e W

; We're proud to highlight among
: our fine food photography
- such good names as:
i
' ARMOUR'S
i
' Frozen Turkeys
BORDEN'S

Ice Cream & Dalry Preducts

CHEF BOY-AR-DEE
Beoforenl & Pizza Pie

DUNCAN HINES
Coke Mix

GENERAL FOOD'S
Jelly Chifion Pieo

NATIONAL BISCUIT ’
Uneeda Instont Fizz

MNESTLE'S
Instont Cocea

PROCTER & GAMBLE
Big Top Peanut Butter

—and meny more renownad pred-
wets of Americen Industry.

Sample Reel Available , . . Ask to See |t

we know how
WE CaN D>

RN

A
s

S

Wondsel Carlisle & Dunphy, inc.

Modern ' Air-Conditioned Sound Studio
in the Heart of Manhattan, ot . . .

1600 Broadway, New York 19, N. Y. @ Circle 7-1600
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T. V. spot editor

A column sponsored by one of the leading film producers in television

MNew York:

200 East 56th Street Chicago: 16 East Ontario Street

How to humanize roller bearings® Sarra makes them act! Via stop motion
a Timken roller bearing rolls, then zooms into stirring shots of the product
in-use . . . in planes, trains, farm equipment. A switch-back to stop motion
at the end underscores the Timken slogan: “At Timken, we have a word
for it—betterness.” An exciting commercial that opens and closes the
Timken show. Produced by SARRA in Eastinan color and in black and
white for The TIMKEN ROLLER BEARING CO. through BATTEN,
BARTON, DURSTINE & OSBORN, INC.

SARRA, INC.

Neip York: 200 Eaaf 58th Sireet
Chicago; 18 E. Onforio Street

Here's how a spectacular 5-minute spectacular for Rheingold does a triple
job. It introduces the 1958 Miss Rheingold contestants, urges the public
to vote in the country’s second largest election, subtly sells via the ballot
boxes—and makes a musical comedy of the entire s]_jrut Marge and Gower
Champion—working with a special musical score—sing, dance and “emcee”
the show. The htgihght of a park scenic design is a stvlized carrousel—a
device that makes. possible three natural and interesting presentations of
the 1958 contestants. Produced by SARRA for LIEBMANN BREWERIES,
INC., through FOOTE, CONE & BELDING.

SARRA, INC.

_ New York: 200 Eaxt G&G8ifL Sireet
= Chicago: 18 E. Ontario Street

This 60-second spot, one of a series for Zenith Radio Corporation, forcefully
demonstrates how beautiful a Zenith Hi-Fi set looks, and how realistic it
sounds. Decorator planned interiors enhance Zenith models. So that anyone
can see how the component parts of a Zenith Hi-Fi set operate, the various
elements are popped in—in sync with voice over. Here technical informa-
tion is delivered with seeming simplicity. Produced by SARRA for ZENITH
RADIO CORPORATION through EARLE LUDGIN & COMPANY.

SARRA, INC.

New York: 200 East 58ih Straet
Chicago: 18 K. Ontario Sireet

This commercial for Knox Celatine brings statistics to life—with hands!
Hands moving against a black background demonstrate how 7 out of 10
women with splitting, breaking fingernails can benefit from Knox Gelatine.
3' also create enough excitement to hold interest high for the convincing
uct demonstration and close-ups of package that follow. The entire
m.']F of Knox Gelatine-for-fingernails is packed—with apparent ease—into
20 seconds. Produced by SARRA for CHARLES B. KNOX CELATINE
CO., INC,, through CHJ‘LRLES W. HOYT COMPANY, INC.

SARRA, INC.

New Tork: 200 East 36th Street
Chicago: I8 E. Ontario Street

Even a cracker can be dramatic—the Sarra way! In fact, the cracker
is the entire cast in this 60-second Nabisco commercial which combines
outstanding stop-motion sequences with high-key live action food
shots. The artistry of this spot stems from startling lighting and optical
effects achieved right in the camera to emphasize the “Golden Glow"
cracker. Produced by SARRA for The NATIONAL BISCUIT COM-
PANY (NABISCO) thmugh McCANN-ERICKSON, INC.

SARRA, INC.

New TYork: 100 Bast B8ih Stresd
Chicege: 14 B. Ontaris Biresd

www americanradiohistorv com
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running all over the_map_ for your commercials:
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GENERAL MILLS ' (

|
650 N. Bronson Ave., Hollywood 4, California - Phone Heollywood 2-7141
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Spotlight on FOOD Commercials
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Feoturing:

LS QUARTERLY 21

® Do's and Don'ts of selling food by television
® Ad Agency Seminar on how to sell food products by TV

® Where leading food companies ran spot commercials
® Who shot food commercials at what studios In 1957
® Pictorial checklist of some current food commercials
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A PICTORIAL CHECKLIST OF FOOD COMMERCIALS

This page starts a
category, in this instance FOOD.

Below are stills from a sampling of cur-
rent TV commercialg

It is apparent from this selection that
there are certain themes that recur thruout
the food field, mﬁﬂlm of the specific
brand. One is the

Thomas' Protogen Bread has fape-measura
markings to signifying the protection this
product affords the lady's waist line. The
commercial was produced by Flimways
thru McManus, John & Adams Agency.

MACARONI—This versalila macaronl prod-
wet, Mueller's Sea-Shells, is here shown
a5 used as the basis for a salad, Elllot,

Ungar & Elliot shat this commercial, and

the agency Is Calking & Holden. Product
Is regional bul big TV user.

ial sub-section
to TV commercials in one p

food category.

y in the kitchen.

BREAD—The band around the package of

Sty
& e : _:_"&
BISCUITS-—This lovely young homemaker
raveals that her cupboard Is crammed with
all manner of Mabisco products, Grahams,
Rit, Uneeda, Oreos and Snow Flake

Saltines. The scene was shol h{ Caravel
thru McCann-Erickson, Inc., N. Y.

live ftable-tlop commercials are produced
by the J. Walter Thompson agency; Harry
Herrmann, producer, and Alan Andarson,
director. They do 14 of fhese live 2
wosk o “Kraft Theater,” daytime shows.,

can be sure she i3 no

his own. kitchen.

SOUP—The latest film commarcials for

Campbell's Soup use abstract seflings of
humorous fouches. The copy siresses the
appefite appeal and nourishment value.
Elliot, Unger & Elliol produced this ane
from storyboards by BED&D.

=

ROLLS—Plilsbury's Quick Cinnamon Rolis
ara demonstraled hers by Billie Burke.
In olhers In this saries the endorsament is
delivered by Edward Everelt Horlon, The
serias was shot in color by MGM-TV thru
Campbell-Mitham, Minneapolis firm,

CEREAL—The “Breakfast of Champions”

sits In fhe trophy bowl In fhis standard
frade-mark shot for the Wheaties commer-
cials. Robert Lawrence Productions (N, Y.)
shot this set-up, and the agency for
Genaral Mills on this job was Knox Reeves.

e et

SHORTEMING—They're fasting the French
fried polafoes Just made with Procler &
Gamble’s Crisco, which siresses “digesti-
bility.” The kitchen Is the usual scens of
Crisco commercials, as per this one pre-
duced by Fllmways thru Complon.

Slis i3 not necessarily an attractive lady.
roduct  In fact, she mav be well along in years,
Whether voung or old, comely or not, vou
glamor gueen. Rather
she is a neat, simple person such as any
man may possibly or even probably find in

This lady may or may not be wearing an
apron but she seldom wears what you'd call

chic fashions.

she is

satisfaction.

; oy it -
;-
i:-'\.'\-'"-.- i -_ . .3

DIL—The Mazola Oil commercials are

straightforward  kilchen demonsirations.
This season they will emphasize that ihis
Is an unsaturated fal, a fact thal some
researchers say make |1 bater for health,
Transfilm produced thew €. L. Miller.

up the sandwiches that go inlo the daily
lunchbox in this commercial for the Best
Food producl. Dancer-Fitzgerald-Sample is
the agency, and the film was shot by Elliof,
Unger & Elliolt from thelr storyboards.

L

MOLASSES—Take i from the prefiy young
lady, Grandma's Molassas adds zest lo @
bow! of baked beans. That's the story in
this kitchen commercial prepared by
Charles W. Hoyt agency and produced by
Caravel Films for spot TV usage.

e

. i

FROZEN FOODI—Tha Wyse Agency of Cleve-
land Is frylng lo give this producl o
premium food aura without snob appeal.
The commerclals, produced by Elllol, Unger
& Elliot, siress the handsoms package

design for consumer sys appeal.

www americanradiohistorv com

She may be accompanied
by her children or neighbors when the cam-
era comes upon her. But, most important,
. always using the sponsor’s product,
right there on the table in front of wyon, box,
and she likes it. Indeed, she's smiling with

Another recurring element—a food com-
mercial basic—is package close up. You can’t

e and ¢

get away from it.  However alluring the

product may appear when in use, the

can only act on her desire for it when she

sees it on the market shelf in its jar, can or
The package picture has to

over larg %

be gotten

this check list that producers take infinite

Snow Crop commarcial is baing shol and
you'ra almost sure fo run info the litta
white polar bear that is the brand's merry
frade-mark, This is how fhe litia fellow
was caughl 0 Caravel's kilchen film sef,

BABY FOODS—Thase commarcial
Gerber's sirained baby foods show the
ingredients in their natural splendor.
Roberl Lawrence Produciions shol tham for
the D'Arcy agency. Stress is on Gerber
specializing In baby food.

FRUITS—The Association of Apple Growers
Is now preparing thess 20-second station
breaks fo go on the air In the fall, Bili
Sturm Studies is producing fhe carloon
commercials. The agency for the apples
is Charlas W. Hoyl, Mew York City.

DESSERT—This Wondsal, Carllsla & Dunphy
closeup shows lofs of lusclous, hard fo-
photograph “texture™ in ple slica made
with Jello Chiffon Pis Filling. Sponsor
Is General Foods Corporation thru Young
& Rubicam, loc. Filmed in N. Y,

FOODI—Visit the set where a

GINGER BREAD—To the accompaniment of

pains fo make it as scintillating as possible,
whether filming for spot TV or network.

ICE (REAM—The girl is showing what
appetizing sundaes you can make at home
with Hood's ice cream. The commercial
was produced by Caravel thru Kenyon &
Eckhardt, Sponsor Is a leading Mew Eng-
land concern and TV user,

KETCHUP—H. J. Heinz of Canada has this
zippy carfoon commercial for one of Helnz's
most famous products, fomato ketchup,
Shamus Culhane Productions did the ani-
mation production. The Heinz agency In
Toronte Is Mclaren, a leading firm.

o o o o
protein content of Kellogg a
Coreal, which has twice the protein of the

avarags cereal. Placed thru the Leo

Burnetl Agency, this commerclal was shot
by Warner Bros. In Hollywood.

a Jingle, this commerclal’s storyline fea-
fures a group of kids playing pirate whe
all slide down fo where mother Is baking
cookies. For Pillsbury Ginger Bread thru

Leo Burneff, by Ray Patin, Hollywood.

viewer

ear, and it is obvious from
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Ever try
to catch a
waiter’'s eye 7

NATIONAL BISCUIT CO.
THE COCA COLA CO.
GENERAL FOODS CORP.
ARMOUR & CO.
PABST BREWING CO.
KRAFT FOODS CO.
PILLSBURY MILLS CO,
THE KROGER CO.
NATIONAL BREWING CO.
QUAKER OATS CO. -
JOHN MORRELL & CO.
CAMPBELL SOUP CO.
THE H. J. HEINZ CO.
OSCAR MAYER & CO.
CARLING BREWING CO.
GENERAL MILLS, INC.

P e e o T 1 11" )

It Isn't siways easy, but Animation,
Inc., has been successful in catching
the public’s eye.

Our recipes for sales producing
television commercials have delighted
millions.

In the feod industry alone,
we have served the following clients:

animation Inc.
B564 MELROSE AVE. HOLLYWOOD 46, CALIF.

rrenm mm S g——

L]
. 3

TILEVISION AND IMDUSTRIAL

733 NORTH LA BREA AVENMUE « HOLLYWOOD 18, CALIFORNIA = WEBSTER B-37L4

i

SELL YOUR PROSPECT WHEN HIS MIND IS ON

TV PROGRAMMING— The Billboard falks programming . . . croales the
perfeci ediforial almesohere for TV adverfising.

A SYMPOSIUM

£ g """-._- : }h i

On this page a number of top
ad agency executives responsible
for the creation of TV commercials
discuss the basic problems en-
countered in selling comestibles
ia the sight-sound-motion me-
dium,

What are the main points that
have to be gotten over and what
specific difficulties are involved in
presenting them on video, live or
film? What are the techniques of
imparting flavor and succulence
via an odorless medium? How to
implant identification? How to
cover the essentials and still get
freshness. And what new ap-
proaches are foreseen this season
in the teleselling of food?

For the most authoritative
opinions on these problems, read
L1 H -

KENYON & ECKHARDT

The ‘Sell’ Part Should
Be Straight & Simple

The *“lead-ins” to actual prod-
uct selling in food commercials
can be as imaginative, varied and
tricky as the agﬂnc}r and producer
can contrive, but once the “sell”
portion has been reached, the pitch
should be straight and simple with
a strong emphasis on demonstrat-
ing the product in use,

Thisﬂﬂin :E}slence, isdmlfy pmduci-_
tion philosophy voice one o
the t};p TV execs of Kenyon &
Eckhardt, an agency whose food
clients range from Liguid Spry of
Lever Bros. to Milk Bone Dog
Biscuits of Nabisco.

“The most efective way to sell

a food product is usnally to show
just what the merchandise ecan
perform,” says the K&E execu-
tive. With a bow. to a neighboring
agency, J. Walter Thompson, the
veteran TV man cited that
agency's live commercials for
Kraft as “virtually classic examples
of the demonstration commercial
for food products.”

One trend noted by the K&E
exec in the food field is that there's
likely to be a much more limited

Open letter to:

TED BATES & COMPANY, INC.
BENTON & BOWLES, INC,
DOMAHUE & COE, INC.
WILLIAM ESTY COMPANY, INC.
FOOTE, CONE & BELDING
CREY ADVERTISING, INC.
LENNEN & NEWELL, INC.
MacMANUS, JOHN & ADAMS, INC.
McCANN-ERICKSON

- FLETCHER D, RICHARDS, INC.
THE WESLEY ASSOCIATES, INC.

Thank yeu for vour confidence in our organization.

Sincerely,

et

® TELEVISION AMD INDUSTRIAL FILMS

FILM PRODUCTIONS,INC.

1600 BROADWAY, NEW YORK 19, N. Y.

JUDSON 2-5730

www americanradiohistorv com

ADAGENCY COMMERCIAL
MEN DISCUSS FOOD

use of the masculine “scene

okesman” in film commercials,
that is, the announcer who’s stand-
ing somewhat uncomfortably hold-
ing the client's product and
delivering the spiel. Instead, the
concentration is likelv to be “much
more on close-up demonstration
glamor shots of the product, and
voice-over sell.”

Clever Tracks

At the same time, sound tracks
are becoming more important in
food commercials, the K&E official
beliéves, with a strong emphasis on
clever new musical  themes that
involve small combos rather' than
large orchestras. “Instead of just
providing a bland background,
weTre starting to develop arrange-
ments and instrumentations that
accent the sales points of TV-sold
products,” says the K&E executive,

There's likely to be more of the
“soft sell” around in food com-
mercials this fall, altho most of the
commercials in the food field will
probably be slicked-up versions of
what is actually fairly straight sell,
predicts the advertising agency-
man.

One other interesting possibility
forseen by the K&E executive:
“There may be some changes
this fall in the housewife prototype’
used in food commercials. So far,
we've avoided any identification
with national groups and have
leaned over backward to make her
‘typical.” To freshen up the ap-
proach, there may be a swing from
this. Not an extreme shift, mind
vou, but somewhat more variety
in commercial casting.”

BENTON & BOWLES |

Softer Presentation of
Hard Sell by Efficiency

“Basically, we're saving pretty
much the saume things in food com-
mercials we said six or seven years
ago, but today we're saying them
much better. The casting, delivery
of lines, structure, photography,
and general technique of film com-
mercials has steadily improved as
producers understand us better,
and we understand their prob-
lemis,” savs Ray Lind, vice-presi-
dent in charge of commercial pro-
duction of Benton & Bowles.

Lind, who ‘estimates .he has
turned out or ridden herd on several
thousand TV commercials, cites the
theme of many of his agency's fall
food commnercials in terms that
seem a paradox. Our trend is to-
ward a softer presentation of hard
sell,” he says. However, Lind ex-
plains his point of view thusly;

“I think TV audiences toda
appreciate a more adult approac
in commercials. Therefore, we try
to maintain a ‘method of selling’
on many national food products in
which we keep the selling as ef-

ficient as possible—thru an ever-|P

inereasing number of basic tech-
niques—and at the same time make
them as pleasant and digestible as
possible. We believe strongly, for
example, in demonstration com-
mercials for food, but try to in-
clude only the most important copy
points. We try to get the ‘cam-
paign flavor’ of the over-all adver-
tising into the film commercials,
but we also try to inject intan
bles like good will toward the
product, into the TV commercials.”
‘He takes no sides in the éurrent
controversies * over whether TV
film commercial production’ will
reside mainly in Hollywood or

New York.

| hunt  to
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“We shoot commer-
cials, or parts of commercials, in
both East and West,” he says. “I
think there’s room fer both, We
have certain facilities requirements
for certain commercials. It's a case
of who comes up with the best”

Lind also sees no general trend
in food commercials toward “abso-
lute integration” with the show in
which they appear. “We do com-
mercials sometimes which are
‘semi-integrated,” using program
cast members, as in our Borden
film commercials for use in “Fury.”
At the same time, since most com-
mercials do duty in spot cam-
paigns as well as programs, total
integration with programs would
limit their values.”

_ BATTEN, BARTON,
" DURSTINE & OSBORN

Pleasant Folks on Nice
Set Make Ideal Com’l

“We're known as an ‘Easy Sell’
agency, says top BBDO com-
mercial producer, “and our present
fall commercial plans call for a
continuation of this hi]mn;’)hy,
particularly in the fn-}cf field.’

“Ideally, a good TV commer-
cial shows pleasant people in
pleasant surroundings, with an
easy and convincing sell bein
done in conjunction with ’h-eauiifxﬁ
Fmﬂm‘.‘t shots. This is what we try

or.
“The main problems come in a
be more creative. In
other words, how can we tell a
basic product story a bit differ-
ently? says the BBDO exec.

Part of this is likely to come at
BBDO in the form of special at-
tention to what might, at first
glance, seem like relatively minor
portions of TV  commercials.
‘We're constantly exploring new
uses for prepared food products,
such as a campaign plugging
Campbell’s Soups as the ‘one for
the road’ on New Year’s Eve,” the
BBDO producer avers. “In the
field of musie, we look now for
off beat instrumentations, such as
a hmg:aichnrd being featured in the
sound track. Settings can be
straight, but they can be effective
under certain conditions where
they are stylized, such as a kitchen
cupboard hanging in space against
a plain background.”

Not Arty

Such commercials are not, the
adman points out, in the “arty”
vein. “We've tested a number of
such film commercials on audience
Einels, and have found that the
ave high remembrance values, It's
a matter of avoiding the usual
commercial paths and striving for
originality.”

Incidentally, one of BBDO'
rize food commercials was held

off the air recently, thru no fault
of its own. The agency whipped
up a -new set “Chiguita
Banana”™ spots that were novel and
high in memory score. But the
banana crop, it seemed, suffered
this year from the result of hurri-

canes and bad weather, leaving a
limited crop. Rather than create
consumer resentment, the client is
holding off on the use of these
spots until the supply of Chiquita’s
versatile fruit catches up with
normal demand.

“We can hardly wait,” says the
BBDO official.

(Continued on puge 24)
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THINK OF ANYTHING... Your wildest dreams for
commercials are practical and attainable at MGM-TVI

SPEND LESS AND GET MORE!

YOUR DOLLARS GO FARTHER AT..... MG—M-—T VE

SETS? Anything from a castle to a Caribbean islel
PROPS? Pick them from a warehouse of 160,0001
coSTUMES? Over half a million!

MAKE-UP, SOUND-EFFECTS, MUSIC—anything you might imagine

or require is here. ... under one roof, within the fabulous walls of
the M-G-M studio.

And every dollar in your commercial production budget goes twice as
far because it commands the creative and technical know-how of
hundreds of experts. So think big!

A SERVICE OF
LOEW'S INCORPORATED

WIRE, WRITE OR PHONE

Ric