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AN OPEN LETTER

To The Reader’s Digest

The following is a letter written by W. D. Littlelord,
publisher of the The Billboard, to DeWitt Wallace, editor of
Reader's Digest, in reply to an article in the November issue
of the Digest. The article in question—"Rackel in the Juke Box™—
attacks the juke box industry.

Mr. DeWitt Wallace, Editor
The Reader's Digest
Pleasantville, New York

Dear Mr. Walluce:

The current issue of Reader’s Digest does a grave imjustice to
thousands of law-abiding men and women who make an honest living
in the juke box industry and, by a confusion of terminvlogy, it does
an equal injustice to additional thousands who are engaged in selling
merchandise thru vending machines. i

We reler to the article entitled “Racket in the Juke Box™ by
Lester Velie.

Mr. Velie's article misleads vour readers on two scores: Tt takes
a handlul of facts from three Midwestern cities and eoncludes that
these lacts are typical of the juke box business “In manv cities.” Tt
therefore indicts the vast majority of operators in cities where the
imke box business has never been invaded by rucketeers, or. more
important, where juke box people have fought their way clear of
previons invasions by racketeers.

The second basic error is that the article proceeds to group anlo-
mulic merchandising with juke boxes, and, by innuendu, inqﬂI;L-S the
hoodlums are “fencing ofl” the sale of cigarettes, milk, hot coffee,
pastry, enld drinks and other products thru vending machines.

To make anv sort af intelligent reply to Mr. Velie's article, it
is first essential to point out that the juke hox is an entertainment
medinm. The vending machine is a method of retailing merchandise,

We make this distinction beeause Mr. Velie's article moves eflort-
lessly [rom juke boxes to nylon hosiery vending machines, grouping
all of these varions kinds of equipment inte what the article calls the
“eoin-vending business.”

We recognize that the juke box industry is extremely ylnerable
to public attack. To eompletely understand  this vulnerability vou
have to go back to the late bwenties and earlv thirties, when music
nmuichines were installed by slot machine operators in the same locations
where their gambling equipment was situated.  The fact that the juke
hox wuas once wsed as such a front—however innocent the juke
hox was and is—established an atmosphere in which all sorts of allega-
tioms hecame eredible,

AMany facts concerning the juke box business in the three cities
Mr. Velie names were omitted.

To cite one example, Mr. Velie

What's in

U. S. JUKE BOX
EXPORTS BOOM
DESPITE ODDS

By BOB DILTMEIER

CHICAGO, Oct. 22.—The
1. 5. juke box is winning a
hattle against formidable odds
in the world market. It is
setting the world to music
despite severe obstacles such
as tight import restrictions in
many eoontries  and  high
equipment costs caused by
shipping rharges and tariffs.

One of the resounding sue-
cesses of the music machine
industrv, the spectacular
growth of the juke box export
business is all the more re-
markable when viewea againsl
the background of barriers
hamstringing the development
of the market to its true po-
tential,

This is expected to he the
sixth consecutive vear that a
new record for dollar velume
will be tallied for music ma-

Can Sell NSG Pr

By PAUL ACKERMAN
and 1S HOROWITZ

NEW YORK. et 22, Is
encrully athmittedd that the music
wisiness is firmly wedded ta the
Lart of the "hype =50 mueh so thal
| this is an integral part of the trade.
But a quick glance over the song
and record oulput of the list vear
indicates the truth of the old say-
ing: “It's what is in the record
groove that connts.”
© What constilules a hype? It's
the |-=|.|ml:]1i-r|g of tunes and records
with great fanfare and thousands

a Hype?

Nothing, If Material
Doesn’t Have Stuff

No Amount of Song, Disk Fanfare

oduct: A Lot Fail

bon Vietor, the Cavlords en Aler-

cury. the Narivers om P and
CDennis Blale md the Jolinston
| Brothiers (o disks), o [artielonn,

Consider such entrants as Eddie
Fisher’s “A Man Clases @ Gl on
Victor,  This wasr an inleresting
case in point, owing 1o the [t
that the disk’s relense came al the
peak of the publicity atlendant
upon Fisher's romance with Debibie
Reynolds. Here was a top arlist,
top label, ln]; pubilivity—ull with
negalive results,

Not TV Either

chines exported. of free promotional records to disk _Eﬂ! H'-‘i}:'ﬂﬂ. ”!'rt'.-eh F!mn |-ij=_

And this current sales boom, jockevs and juke box operators, | trinmph  with l?-l‘-'}'"_llf-l'fH'L!'!l-
directly affecting the entire | tines which were recorded by top |drew a deuce with “The Bery
musie-record inﬁllﬁln‘, fines artists on major I“'“‘P and” wh."ﬂ Tree. I:‘I'.W.r'- the gigantie TV
U. §. pop, jazz and rhythm 'II'IS]iJiI’[-‘-I_I numerous  “cover”  disks | build-ups can't put a tine or ree
and blues music vving hotly and reams of publ iy, A Hock of nrd aover the tap when il ;I.II.*-.I psin b
with foreign artists, tunes and | big  hyvpes  have faded away |in the groove. An oulslunding ex-

Lignoblyv, Many sold relatively few
disks and virtually no sheet music
and gamered a  minimom of
perlormance money.
List Is Legion

The list is legion, There was
Cliee Chee=0o0 Chee,” for in-
stapce, an entrant from Italy wvia
| the Hill & Range publishing [irm,
| which failed to Ew:' up to its
Htouted promise.  This, despite the
fact that considerable excitement
attended the release of sides by
| Perry Como and Jave P. Morgan

labels,
§1 Million a Month
In 1850, U. S. auvtomatic
phonograph exports were just
$1.8 million; in 1953, volume
topped $6 million. Last vear, |,
21,711 juke boxes were |
shipped out of the country for
a total dollar velume of just
under §11 million. And ex-
rts so far this vear have
een running at an average
(Continued on page 84)

did not report that juke bhox op- |~
eritors in Detroit testified to cor-
rupt practices before both a Con- |
gressional  Investigating  Commit-
tee and a grand jurv. Nor did he

'NEWS OF THE WEEK

report that the grand jury investi-

ample is chantress Joan Weber,
Fresh [rom her Columhia Records
smash, “Let Me Co Lover,” pub-
lished by the intrepid Aherbach
brothers, she recorded "It May
Sound Sillv.” In the professional
parlance, the disk didn’t happen,
The same tume, however, scored
well when done by the MeCuire
Sisters on Coral.

A hivpe of trulv gigantic propor-
tions ocenrred a fev. months ago
and well illustrates the [‘.Ihﬂl!.'-:n'pt_v
that il it’s not in the groove the
publisher, artist and artists and
repertoire man all shonld  have
staved at home. This was |une
Valli's “Kiss Like Yours™ on Victor,

This hype had ity unusnal
uspects: Tor behind the enthusiasm
enerated by Sheldon Muosie and
the record firm was a caleulated

aaling the same sitnation, refused,
on the basis of evidenee presented,
to return indictments. Does not this
indicate that Mr, Velie was tempted
by an eagerness to sensationalize?
Cerlainly other facts he presented
about Detroit indicale he did a
rn.-lt}' thorough research job—that |
w: knew the Facts that would have
revenled Lo your readers that there |
are many people even in the ric-|
Let-ridden cities who are looking |
for and welcoming outside help to
elvive ont the eorrupt minority,
It isn’t possible to calculate the
(Continued on page T4)

Gleason E;!es
Movie Script

NEW YORK, Oct. 22.—Jackie
Cleason’s first feature film since
hecoming a big-time TV comic will |
probably be “"Uncle Ed and Cir-
camstance, . the Frank Gilroy
weript produced on “Studio One
several weeks ago, The movie will
be shot early next vear, probably
here, alter Cleason finishes wark
on the 39 [ilms in his current video
series for Buick., No producer or
director has been set.

Cleason was offered the lead in
the Elia Kazan production of “The !
Arkansas Traveler” but turned the |
yarl down because he didn't think
it was right. He expects to work
wilh Kuzan in the [uture.

British TV Film Production Rises;

Outstrips N. Y. in Supplving U, 8. . . .
Great Brituin is already oupacing New York
s a supplier of TV film programs for U, 5. TV
and the amount of production there is on the
upswing, There are now six shows shooting in
Britain for airing or sales here, against five in
New York, This is still a drop in the bucket
compared to Hollvwood, where over 80 film
series are shooling for network and syndication,
A b SR e o A A e . Page 5

‘Colgate Variety Show’ Gains in

Rating: Esty to Solidify Format . . .
Encouraged by the placing of the “Colgate
Variety Hour” on the Nielsen top ten, nnf; a
few points behind the Ed Sullivan show, the
William Esty ageney is laving plans to put the
shovw on a more solid basis with a permanent
emsee amd several theme shows, It faces a
tough challenge, since the show will be de-
prived of the services of Martin and Lewis for
the next couple of months, ..........Page 2

Texas State Fair, With 3 Days to
Go, Is Ahead of 54 Attendance . . .

State Fair of Texas, Dallas, was running at a
record-breaking puce. Thru Thursday (22),
with three davs to po, gale was 2,139,079,
compared to 2041,090 to the same point in
34, previous peak vear. The expo set a single
date gate record Satnrday (15) when it pu]ﬁ:d
JEI 2L, Yl css e e i g s TARS OO

Largest Circus, Largest Camival

Booked for Louisiana State Fair . .

The worlds largest cirens and  its  bigoest
carnivill will plav  alngside of eaeli other
Wednesday (26) at the Louisiana State Fair,

Shreveport, La. The Ringling-Bamum eircus
will be a one-dav ativaction at the [air. The
Roval American Shows are on the midway for

the full run of the fair. covveviiena. Page 53

Boom in Music Instrument Sales
Seen Spur to Sheel Music Income . . .

With musical instruoment sales zooming o an
all-time peak, a vast new markel is opening up
for printed music. Tin Pan Allev publishers,
who had virtually written off regular copy
sales as a major source of income, are discover-
ing the “educational” field. Efforts of schools
to combat juvenile delinguency are regarded a
major factor in the musical upswing , , Page 13

Coin Machine Industry Around World
Looks to Future Expansion . . .

Coin Machine Quarterly international section
spotlights juke box, amusement game and
vending machine business reports from conn-
tries aronnd the globe. International  coin
machine executive board reviews industry
advances and problems in nine countries, U, S,
coin machine exports point to sixth straight

record vear. ....,.. e e Page 84
NEFARTMENTS AND FEATUERES
Amusement Games ... 88 Mapke ... .covvnevnnies 52
Burlesgue .....occiasa 7 ) Merchundise ... _...... 60
Carnival ..vocesenenns L1 Munle Piesssesmeracies 12
e R il Mugle Charls ... .....s 15
Classilied Ads ...oe000. T2 Music Muachines ....,... Td
Coin Michines . .....,. T Parks & Pools ...o.... KO
Coin Machine Morket,. 91 PIDER . .veianns RS
Coming Evenis ....... b Raflo . iiiiiinsnsanss 1I
Drive-In Thentere ..., KR Review Thipes! oo ovnunn. Il
Faira & Expmitions... 5K RInh S s (3]
Final Curtain ., . ...... 52 Rosdshow Repertoire .. b
Gieneral (hatdoor ., ..., 53 Botes ... ..coeeece. 53
Honar Baoll of Hie, .., 2& Teheshdon i ansmnnes. o
Internationul Sales Sec,. B4 T N e e ]
Leglilmale .......cc.0u. ] TV Resiems |, WENCESE |
Letrer LSl vonveennnans L Vemiding Machines .., 79

attempt to ascertain whether pro-
motion on a gigantic level conld
put over a song no malter what
the relative quality of the song ma-
terial or artist. Literally thousands
of disks were issued gratis to oper-
ators, one-stops, disk jockeys, ete,
but nothing worked,
Sheldon did prove a point, even
it was in reverse.
More recently, Tony Marlin's
{(Continued on page 12)

Misses May
Still Earn $

NEW YORK, Oct. 22, — Althe
making the best-selling retail pop
chart is indicative of a reconds
having achieved hit status, it docs
not necessarily obtain that failure
to make the chart signilies that
the disk was a total flop. It is
particularly true in the case of big
pop arlists that a record mayv sell
profitably and make enongh money
to get the dfﬁ!ﬁﬂr}' off the nut,
still not make the hestsellinge
chart.

Such a disk will also be profit-
able from the publisher’s viewpoint
—that of exploiting the copyright
and producing pevformance money,
In the case of lesser arbists. howe
cver, failure to make the chart is
more closely  related to general
ecomomic Failure.
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COLGATE CATCHING SULLIVAN?

Variety Hour, Climbing, Aims
For Half of Sunday Viewers

NEW YORK, Oc. 22—
The tairly good Trendex rating
achieved by the “Colgate Variety
Har™ on last .':i1m:l.1:."5 (16) show
—21.6 vs, Ed Sullivan’s 28.6—is an-
other indication that the program
way be starting to make a come-
back. Trendex ratings this summer
were 30 per cent better than dur-
ing the summer of 1954, another
such ||{:|_!L'f||'| sign.

The ambition of the William
[Lstv  Ageney  which services the
staniza for Colgate—the First year it |
lius done sa—is to split the audi-
ence with Sullivan, iis thinking is
that there are enough viewers |
walching TV Sunduvs 8-9 pom. to|
mahe the show @ good buy, if
about hall the wideo public stays
with it.

Wihien-the aveney took over the
show it waus not unmindful of the
territic following that Sullivan had
already built up and the concomi-
tunt advaotages thut would give
Bim. It koew that to overtake
Sullivan would require ®%eand
ingenuity, 1t was thought that the
deal with York Productions, the |
Muartin and Lewis subsidiary of
Parwwount Pictures, would provide
g imnportant assel,

But things have not turned out

| make it more attructive to

show Tronn Las Vegas honoring the
owner of an importunt hotel—
whicl will also be heavily laden
with tulent.

sty also pealizes that the show
needs a permanent emsee. One is
to be selected next week who will
remiuin with it thru the 1956 sea-
son.,  Ceorge  Murphy was  First
choice Lite this sununer, but Le
relused to tuke the spot.

Another device used to build up

the program is the signing uf talent |

for several appearances so as to
tl]E‘l‘H.l
Harry Belufonte has such a deal,

as have the Hamilton Trio, the
Alberghettis and Cordor Mac-
Craes,

During thie next 14 weeks, how-
ever, the Colgate Variety Hour will
be without the services of Martin
and Lewis, who have done yeoman
work in beefing up its rating. On
their only full-&c'ai!]e show against
Sullivan ihey topped Lim in rat-
ings. Esty realizes that during the
next three months, without their

services, the show will have 1o

mabke pood on its own, and it is
hopelul that the work it has already
put into it will pay off.

Silvers’ Shift May
Nip Berle Position

CBS Comedian’s Trendex Score Shows
Him Strong Foe; ‘Navy Log’ a Factor

NEW YORK, Oct. 22.=M\lilton | pressure, too, on Berle. This sea-

Bere's long-time position as a top |

son’s “Wyatt Earp” continues to

Tuesday night attraction may be | get about a 20 per cent shure of

ir jeopurdy. CBS-TV Is switching |

that wav. For one thing, the fea-
ture tilin company did not release
tany pictures during the summer
and  consequently had no  clips
avatlable, For another, because so
many shows are using filin elips
this Lull, sume of the atlructiveness
has Deen taken out of their dis-
play. unless they are eleverly inte-
gruled bor maximum entertainment
vilue,  And work is being done
along those lines.

Sam  Noarthoross, who  runs
Esty's TV department, las gone
alter  Sullivan  with one of his

weapons—plucing a theme behind
a show whiclh emphuasizes topical-
ity or tieneliness and dressing it up
with marguer value. A pood ex-
ample wus the salute to "Okla-
homa!” ol last week, which did so |
well,  Other upcoming  shows ol
the same puture will be a salute
to Maodern Screen’s 25th hun[rer-[
gury. which stars Joun Crawford
and innunerable movie luminaries
of the pust und present; another
show bused on Cecil B, de Mille's

feuture, "Ten Commandments,” a

Para-DuMont
Confer in N. Y.

HOLLYWOOLD,  Oct, 22.-A
conterence to determine the Tuture
course ol the Puramount-Du Mont
TV setup will be held in New York
nest week, A Parnmount spokes-
iran on Lhe Coust said that execs
felt it was time to re-evaluate the.
rolee e vrganization should play in'
television. i

Its believed by industry  ob-
servers Hut the confub will con-|
sicler policy on Putimount’s full-
scale entry into  the °I'Y  arena.
Then Do Mont the company now
lias thiree key stations in New York,
Woashington, and Hollywood, and
s readying bacilities on the Couast
for both live and filin production

I::Hh' Billlsoard, October hl.

Norwich Buys
Into ‘Ozzie’

NEW YORK. Oct, 22 -ABC-TV
has picked up Norwich Pharmacal
as bauhroller of one-Fourth of its
“Oreciv and Haeriet” stanza starting |
alter the Fiest of the vear.

Norwich will replace Telechron
Dyivision of Ceneral Electric, which
is bowing out after completing a |
two-montle sojourn s one-tourth |
spossut ul Lhe show, '

18 Berle got u 19.8

the Phil Silvers show into the |
Tuesday 8-8:30 time period short-
Uy, and Berde will v come to
Cimmediate  grips. with  strongest

properly he has had "to fight, a]

AUTO RACE IN MAKING

show whicli wus a mere 3.4 Tren-
dex rating points behind him last
week (18). “Nuavy Log” now pre-

cedes Berle.

NBC is aware that Berle is be-|
gitming to be in trouble and said !
in o memo last week  that Ili-i:
“smaller share of the viewing ao- |
dience stems from  the increased
competitive pressure being exerted |
on the part of CBS and ABC., A
stucly of Trendex ratings since the

the uetwork's evalualion is entirely i
correct and thut Silvers is moving
ppward swiftly in the Favor of |
VICWers,
Trendex Picture

According to Trendex, on Sep-
temnber 27 Berle received a 27.4
against Silver’s 141, on October
. his lowest
rating in veuars, as opposed lo Sil-
ver's 16.4, Ouly :'I.I:u'L'hu Rave has
been uble to keep the Silver’s rat-
ing below 12, And ":\;'.1'-.'}' Lug,"
which sturts the hour 8-9 Tuesday,
lises wobtlen ils best ratings against |
Berle, turther substuntiating the
feeling that he may be losing some
of his viewing public.

Cseusomn’s beginning  indicates  that | agreement of far-reaching signifi-

ABC-TV, ol course, is exerting

the viewing audience which is dou-
Lle the amount achieved by
"Twenty Questions.” Berle is said
to be unhappy in Hollywood and
desirous of returning to New York.

FLASH: WOMEN LIKE MEN!

Otherwise,

The success of two national
sponsors in reaching  the female
audicnce s brought out  quite
vividly in the sudience composition
studies of The Billbvard’s TV Pro-
gram  and  Time-Buying Guide,
which begins this week on page
SIX.

Revion thru its “$64,000 Ques-
tion” on CBS-TV and Carter’s thru
“Mr. District Attemey” on a 40-
stution spot line-up ure both selling
L cosmetic products that are of pri-
mery interest to women, and both
these shows prove to be top female
atlrabtions.,

SO §s second only to the
15 Sullivan show in women per
sel, and thes ovely by a fraction.
Andd, of conrse, it trounces Sullivan
in over-all ARB rating, so that the
totud mumber of women it reachies
tur exceeds any other show.

.'#Il'lll'llg H'_'.Il‘l.lllﬂ."il.tﬁ'l.l Hllﬂ'ﬂ'i':";r u_r".I]'..
{ District Attorney” is second only to
Liberuce in its proportion of women
viewers, And theo it beats Liberace
i its national averuge weighted
Pulse rating, In foact, among the
tup 23 shows for women, “Mr.
1. A gets the third highest na-
tiomal averige rating.

How to reach the women?
That's the problem contronting
most TV spousors, since it's the
women who do the shopping, and
many an advertised |:-ru&1.u_'r. is only
lor

their  personal  use.  True,

Chevrolet Leads Move
Into Day Programming

NEW YORK, Oct. 22, — An
cance to the television and auto-
mobive industries wus  consum-
niated this week in the lorm ol the

| purchase by Chevrolet of a quar-

ter-hour segment of CBS-TV's day-
time Garry Moore stanza,

Both CBS and NBC for several
vears now  have been trving to
convince the auto firms to move
into the daytime TV picture in
order to reach the women of the
house, who have a big sav in
the automobile purchases of the
men. Chevrolet’s buy this week,
hiowever, marks the first time in
TV history that an auto Firm has

picked up a slice of a duvtime !
network stunza, Some of the auto |
companies, in their bid to reach |

Cwoinen, have been buying ad space
i women's mamisines,

Competition among auto makers
being what it is, Chevrolet's move,
its expected, will be followed by
gitnilur davtime TV buvs oo the
part of other aate manulucturers.

If davtime TV proves itself, it
Cwill probably not be too long be-
| [ore l

on the duvtime TV bandwagon
in a big way, providing local sta-
tions with a helty increase in their
duvtime billings,

The Chevrolet buvy of Carry
Moore, which will see the Chevro-
let commmercials hitting the air to-
ward the end of November, was
mude  thru  the Campbell-Ewuld
AEENCY .

Congressional Action Seems Only

Solution to UHF, YHF Civil War

Industry, Engineers Deadlocked; FCC

Divided as Pleas

By MILDEED HALL
WASHINGTON, Oct. 20.—Con-

gressional  action now seems  the
ol unswer Lo th
civil war raging on television fronty
all over the country, The Federal
Connundcations Commission s di-
vided on the deintermixture gues-
tioms,  dndustey and engineering
eroups are deadlocked.

Another olim % was reached this
wieek when u blizzard ob petitions

VHI-UH |

hit the FCC from both the UHIE s
and VHE s, Both eluim "gross mis-
carriuge of justee” in the continu-
ing delavs, and both are scuthing

| stluents o

From Both Flood In

sicged commissioners may Lo wail-
ing out the seant two months (or
Congress to reconvene. The 1FCC
itself has suggested that Congress
itself determine major allocation

13), and "'Commissioner \Webster,
speaking of nation-wide TV prob-
lems, hus said: “The questions are
oo big For any seven men to de-
cide.”
Public Demand

With un election veur lowming,
an increasing number of legisla-
tors ure gelting demands from con-
o something about

in comment on the possibility of |areas where TV is lacking because

Lanother “leeese” o any other make-

shilt selution,

The UHIF's ask chiefly [or L'."L""'!
lension of time to comment, now |
that  the deintennixture  policy |
threatens to turn brom all-UHE |
te all-VHE. But time is running
wut. Oulovkers leel thay the be-|

| rulis.

of the breakdown of ill-litting
(Tulk is also current that
il Congress arbitrates the TV wur,
it may put major issues like lee
TV to popular vote.)

Petitions piling up at the FCC
this week come Ffrom distressed

UHL"s pleading "no rush action,”|

Laned fronn VT applicants demand-

g “lone-overdoe” decisions.  The
whole country is represented, from
the Cull Stules to New England,
land brom New Mexico and Cali-

\chunges (The Billboard, October | [omin 1o Wisconsin,

I New Enelaud, 1oom the Cen-
eril-Tirnes Television Corporation,
(the  New  Brituin - Broadcasting
f.'ullli}.ul} atid the H-ll“pd{'“-

|V Hmpshive Corporation, comes the

plea for the FOC to. 1. Allow
more Line for comment, now that
deintermixture his become part of
a  gencral  allocation  revision; 2,
Consider deintermixture on its own
mierits, jmmediately, regardless of
prospective revision; 3. Work with-
in the sixth report, or “we will
jettison it without knowing whut
we will replace it with”™
LHlinvis-California

From unother “selected deinter-
mixture” arew. Peoria, 1L, and from
(Continued on page 4)

ocal automobile dealers jump |

Chart Shows

“Any TV Format’s Okay

women by and lurge do most of
the TV viewing. But the problem
is how to dominate them,

Looking over the top lenune al-
tractions in this week's chart, no
single Format stands out. Music,
variety, drama, adventure, audi-
ence participation—samples of each
of each of these prove to have
high feminine appeal,

But, on second thonght, there is
one common characteristic to all
these shiows. There is one thing
thut women seem Lo like resardless
of circumstunce: men. Tough or
suave, brave or cov, Hul Muarch.
Ed Sullivin, Perrv Como, David
Brian or Liberice, theyre men and
thev're obviously interestinge spect-
mens to womern,

The shows topped by female
personalities,  such  as Loretta
Young or “Meet Millie” while

getting a goodly shure of Tenule
| viewers, are not at the top of the
| if_ﬁ:.

| Bﬁnsfers_: G_et

Okay of FCC

| WASHINCTON, Oct. 22—
|"H{H}}.‘t[‘r" stutions got w bowsst [rom
[ the Federal Communications Com-
{mvission this week., Ao initial deci-
(sion by an FCCO  examiner would
caneel  cense  and  desist orders
atainst three wunlicensed boustecs
e Central Washinelon Stale.

The unliceused boasters  have
haud & questionable Lale Tanging
over them. But in |_‘u11~.1'LE|.'||'1|1._: thie
Washington commumity elforts to
ablain TV by boosters. the Come
mission came to & kindly conclu-

sion: “Television secvice s thus
provided o muany residents of the
area who  could oot otherwiss

receive it

- Tl'll'
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Tune’ Bounced
From CBS Slot
For Kid Show

NEW YORK, Oct. 22.—A pro-
gramming and probably sponsor-
ship change is slated to take place
in CBS-TV's Tuesday, 7:30-8 p.m.
time period, currently DCE[I[}iE‘E by
Whitehall Pharmacal’s
That Tune” stanza.

So poorly has the show been
doing in the time slot, which is
filled the rest of the week with
kiddie stanzas that have been prov-
ing quite successful, that the web
this week notified Whitehall the
show must go und another kiddie
stania L]I'mi in its stead. Whitehall,
its understood. doers not want to

“Name

ANIMATION USES
GERMAN FLAYOR

HOLLYWOOD, Oct. 22.—
Animation, Inc., is going all
out to give its beer commer-
cials that genuine lager Havor.
Producer Earl Klein is sending
to Germany for the sound
track for the new. spots.

The voice will be that of
veteran actor Jerry Hausner,
now with Radio Free Europe.
Hausner, appareatly, has
picked up that certain knack
of miking people watching
TV develop a sudden thirst.

ABC Lines Up
'56-'51 Shows

sponsor a kiddie show., In all
probability, therefore, Whitehall
will how out of the spot.

CBS is known to have had its
heart set on programming a kid
show in that Tuesday time period
right From the start, in line with its
7:30-8 p.an. kid strip programming
policy switch, Tuesday is one of
the two nights of the week that
('BS doesn’t compete with ABC's
72308 pom. kiddie programming,

Oun  the other night, Monday,
(CBS" "Rohin Hood" stanza s
giving ABC's adult “"Topper” show

a soumd drubbing, Tho it wasn't|

too happy with Whitehall’s deci-
sion to program “Name That Tune”
on  Tuesday nights, CBS went
along with the move,

Motorola Near

Big Rerun Deal

NEW YORK, Oct. 22.—-Motorola
is on the brink of closing a major
national deal for a rerun TV film
series, which it will spot book on
a nationwide basis-reportedly  in
co-operation with jts dealers.

The firm has narrowed its choice
of TV distribution outfits from
which it will buy the show, a
dramatic anthology series, down
o a small number—among them
Sereen Gems, ABC Film Svndica-
tion, MCA and Ziv. Leo Burnett
is the agency,

ECA for NBC
Telementaries

NEW YORK, Oct. 22, — The
Electric Companies of America
will probably pick up sponsorship
of nine NBC-TV telementaries this
season. They inclide “Three, Twao,
One—Zero,” “Nightmare in Red.”
one covering the life of Adolf
Hitler and another about Walt
Whitman,

They will be programmed in
prime time periods during the
week, N. W. Ayer is the agency,

Gallu Plans
Two Series

NEW YORK, Oct., 22—-Twa
new TV film series are being
planned by Sam Gallu, producer
of CBS-TV’s “Navy Log” series.

One, based on William Shirer’s
“Berlin Diary,” will be shot in Ber-
lin and Munich., Gallu is consid-
ering Herbert Marshall or Rex
Harrison for the lead.

The other, titled “Skoal,” is de-
seribed by Gallu as a family series
on the order of “I Remember
Mama.,” Lauritz Melchior would
be the star.

NBC Plans ‘Queen’
For Net in Spring

NEW YORK, Oct. 22 —"Queen
for a Day,” starring Jack Bailey,
has apparently been making quite
a hit on a davtime network of
seven West Coast stations. NBC-
TV has been so impressed with its
response that it is planning to put
the show into the daytime schedule
of the full network sometime in
the spring,

|

For Ad Pitches

NEW YORK., Oct. 22.—ABC-TV
is wasting little time in picking up
properties to pitch advertisers for

the 1936-37 season,

The wel this week reportedly
set a deal with Four Star Produe-
tions, headed by Don Sharpe, for
can hour-long weekly film series re-
' volving around the adventures of
A new spaper reporter.
| The move is in line with the
reurrent  trend  toward hour and
hour-and-a-half  shows, CBS-TV
this week was reported planning
to come up with a weekly 90-
minute live dramatic series that
would originate [rom Hollvwood
next sedason,

Derel Is Alone

On OPC Dedl

NEW YORK, Oct. 22.—Jerome
Feldman, president of Derel Pro-
ducing Associates, said this week
he had made no deal on “Foreign
| Correspondent,” a show to  be
made with the co-operation of the
Overseas Press Club.  His state-
' ment seemed to refer to a recent
creport that Austin TV Associates
was planning to film and peddle
this show. It is Derel that has the
| deal with the OPC. Austin had
been dickering a  co-production
deal with Derel, but it has never
been concluded.

Derel also has three properties
for live TV—"Cap’ Voyage," a kid
show; “I'll Never Forget,” a per-
sonality  show, and “Make Your
Million,” o giveaway.

HELP WANTED: 75G PER. PLUS ULCERS

NEW YORK, Oct. 22.—The cur-
rent $64,000 question in advertis-
ing circles is the name of the new
head of the TV and radio depart-
ment of McCann-Erickson, the
newest entrant in the fight for lop
spot among advertising agencies,
The job is said to pay
a vear to the executive selected,
a stipence which is higher than
any other being paid to an agency
topper except execs in the top
echelon there.

But whoever is selected must
be of sufficient prestige and ability
not  omly to service present
‘accounts, including  the latest
' §15,000,000 plum, Coca-Cola, but
to attract cigarette or soup com-
pany hillings to send it solidl
ahead of McCann’s rivals—]. Wal-
ter Thompson, Young & Rubicam
and Batten, Barton, Durstine &
Oshorn. And he must also be fleet-
footed enough to run in the com-
pany of such [ast-steppers as
Marion Harper, Bob Healv, Terry
Clyne and Emerson Foole.

pay $75,000

McCann-Erickson Weighing Top
Ad Brass for TV-Radio Topper

That such a man will not be
easy to find is obvious. The agency
has gotten along for the last sev-
eral months with Terry Clyne and
Hank Boorem overseeing  the
broadcasting operation. But
Boorem has lelt to go to C. ]. La
Roche, and Clyne’s major responsi-
 bility is to his own accounts.
| A name which has been re-
pettedly mentioned for the job is
Hubbell Robinson, wveepee in
charge of network programs lor
CBS-TV. McCunn and Robinson
have worked closely together—es-
| pecially on Chrysler’s TV programs
—und so 4 mutual admiration so-
ciety is already (unctioning, And
' Robinson  has the heavy agency
experience needed.  Were Robin-
son given the nod, it would fur-
‘nish an ironic note since it was
'he who tapped Al Scalpone, Me-
CCann’s lust head of its AM-TV
| department, to mke over the CBS
Coust operation. NBC-TV's Syl
vester (Pat) Weaver has also been
| mentioned, but it is believed he

XEW YORK, Oct. 22. — The
roblems that Pontiac has been
aving over the years in getting
itself established in network tele-
vision were brought into sharp fo-
cus this week with the Firm’s mys-
terious and sudden bow-out from
its sponsorship status on NBC's

shanFas.

The reasons for the firm’s deci-
sion  to wash its hands of
the documentary spectaculars, de-
spite  sigmed contracts with the
webs, have not been disclosed. The
networks themselves were com-
pletely flabbergasted by the move.

mystery may be obtained, how-
ever, by a look at what could be
considered one of the best exam-
les of bad Juck a national sponsor
as yet had with the medium.
Pontiae’s hard luck story begins
with its sponsorship several vears
ago of NBC's Dave Garroway
| stanza, which slid from its previ-
‘ous hot-shot status into oblivion
| shortly after Pontiac picked up the
| show, Last year, Pontiac's jinx
| showed again, this time with the
‘Hed Buttons stanza, which saunk

HOLLYWOOD, Oct, 22, — TV
film. costs are heading for another
upward spiral.  Negotiations  be-
tween [ATSE and the majors were
concluded toduy establishing the
principle of the five-duy week in
the industry for the Ffirst time.
Workers were also granted a pack-
age increase of 30 cents an hour,

The best estimates are that the
new contract will raise under-the-
line production costs by about 15
per cent. Tulks between 1ATSE
amdd the Alliinee of TV Film Pro-
ducers begin next week, and it’s
expected that this pact will not
dilll'n:'r too much from that signed
with the majors.

Writers' Guild of America, in the
meantime, has sturted on a whaole
new round of negotiations, expected
to up scripters’ fees from 20 to 25
per cent. Primary demand of the
writers is ownership of properties,
with residuals also plaving an im-
portant part.

Actual hours worked are reduced
by 10 per cent in the IATSE pact,
Pay of most TV techuicians is now
based on 34 howrs worked in six
days, and this will change to 48.6
hours in five davs, Other buses are
switched from 60 hours to 54,
and from 48 to 43.2.

Beginning Januarv. 1958, Satur-

days will be counted as 1'2 times,

TV FILM COSTS HEAD |
FOR ANOTHER BOOST

and, a year later, as double time.
A 25 cents hnu:ig.- pay raise was
agreed on, with pension and health
and welfare fun
5 cents,

The contract runs till Januvary
30, 1939, with an additional 2'%
per cent wage increase becoming
effective in 1958,

Most TV film companies are
now operating on a six-dav week,
shooting two half-hours back-to-
back. The general opinion of pro-
ducers is that they cannot film
two pictures in five days, and there-
fore will have to go into over-
time.

The writers are negitiating with
the nets for film TV now. The

November 17 and the one with the

Alliance on February 20. The new |
minimums demanded are $1.100:
for a half-hour seript and $2,000

for an hour one.

Reruns being asked are 75 per
cent of minimum for the second
thru fourth runs, and 50 per cent

for each run thereafter. At present

there is no second-run pay.
Principal demand, however, is

that the writer be allowed to main-

tain' TV, as well as all other,

rights to the property alter it is
ﬁﬁnﬂd.

“Project 20”7 and CBS' “See It Now”

Some insight into the Ponbac |

adding another B

contract with the majors expires

Jinx Still Follows
Pontiac TV Deals

Lsimilwely into the abyvss of oblivion

alter NBC enticed him wway [rom

CBS and sold the show to Pontiac,
Seeming Comeback

Pontiace then came back strong
this season with what shaped up
as a powerful property—the Fred
Coe produced "Plavwrights '337
stanza on NBC alternate weeks.
The jinx, however, held firm—for
the new stanza found itself smack
up against television’; hottest show
in history, “The $64,000 Question”
on CBS, The failure of NBC's
recent attempt to lure “$64,000
Ouestion” away from CBS, a move
that would have eased the pres-
tsure on Pontiae, can be considered
the latest demonstration that the
jinx is still alive.

According to some observers,
Pontiac’s dropping of the NBC and
| CBS spectaculurs may have been
| triggered by the bad spot in which
it found itself with the “Play-
wrights” show. Pontiae had been
l:r-.nﬁ.ing on that stanza to deliver
its commercials on a regular basis
to a large segment of the public,
Now  that  "Playwrights” shows
signs that it will not do that job,
the company may feel it cannot
afford the luxury of sponsoring the
mammoth documentaries but must,

fContinued on page 4)

AMERICA’S

WLl ik 0@

LT

I ameiLrromnd

1 . ‘-m.:h'

instead, find another regularly [J['J."_I-1

would not like to return to huck-
stering.

Another who is said to rate well
with the top dogs at MceCann is
Young & Rubicam’s Nat \Walll,
who runs its radio and TV de-
partment from the West Coast
Woltf is said to preler the Far
West and that Factor might mili-
tute against him.  Others being
mentioned are Rod Eriekson, also
of Y. & R.; Harry Ackerman of
CBS, Wick Crider of Kenvon &
Eckhardt, IDun Seymour, a recent
shift from Y, & R, to ]. Walter
Thompson; Art Duram and  Bill
Tuttle of Fuller, Smith & Ross,
Bob Ballin of J. Walter Thomp-
son, il Tom MeDermott of Ben-
ton & Bowles.

A not unlikely speculation is that
MoCann may seleet a tap Holly-
wood movie exec or agent and
bring him East as in the manner
of Wolfl's employment by Y. & R.
An interesting commentary in this
search for a TV topper is the
scarcity of names to capture the

imagination of clients,

Because so much of the . pro-
gramming is produced by the net-
works, agencies are not producing
as many heavyweights as were
Hourishing in the fut days of radio.
J. Walter Thompson has been Jook-
ing for a top executive for several
months to take over for the re-
cently deceased John Reber. Scey-
mour was hired to supervise a few
accounts and take charge of new
program  development.  Whether
McCann can find the man it is
seeking is still .an open question,
It may have to function by com-
mittee, as is done at present, both
at J. Walter Thompson and at its
own shop.

Granik Gets N.Y.
Files for Video

NEW YORK, Oct. 22, — The
City of New York has Ffinally
opened its Files for use in TV
film series. Mavor Wagner re-
cently issued a directive oecdering
all department heads to co-operate,
The plum was snatched by Ted
Granik's New York TV Produoe-
tions. Granik, produce of the
“American Forum of the Air,” is a
long-time friend of the mavors
and a member of his former law
firm,

This move may vet get opposi-
tion from some department I]Le-a{ls,
especially the police. Past attempts
by Granik and others to get TV
rights to any New York City files
have consistently failed.
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News in Brief

EDITORIAL

ADVISORY
EOARD

CBS WGULD BUY
ARMORY AS STUDIO . ..

CBS-TV reportedly is negotiating for the purchase of the Nutional
Cuard Armory at 34th Street and Park Avenue in New York for
conversion to TV studios.

FORMAT, TITLE CHANCGE
FOR ‘TRAVELERS' . . .

e i i b

el

A format change in CBS-TV's “Welcome Travelers,” which
takes effect next week, will result in the title beidg changed to
“Love Story.” Up to now only a segment of “Welcome Travel-
ers,” the new format will have singer-host Jack Smith interview
couples about the way they met and then put them thru a quiz

-
routmee.

KTLA PUBLISHES
COLOR RATE CARD ...

KTLA, Los Angeles, has published a color rute card outlining the
additional costs to sponsors airing color shows on the station It calls
for 300 over and above the regular ime and facility charges for a
color show of 30 minutes or less, and $750 additional lor an hour-long

coloreast,

EDUCATIONAL SHOW
PRE-EMPTS "OMNIBUS . ..

The first of three 90-minute CBS-TV public alfairs programs
that will pre-empt “Omnibus” this season has been scheduled
for November 27. The stanza, which will deal with educution

in the U. S.. is for sale.

REVLON CLINCHES
‘G40 PANEL DEAL. . .

Revlon s deal with CBS and

Panel” on Sundays, 10-10:30 p.m. has been set. Bevlon next week
moves into the time spot as co-sponsor of “Appointment With Adven-
ture” For several weeks. The “Adventure” show will then be dropped
anel the other guiz put into the spot. Another Sundav programming
change—this one daytime—is also in the wind at CBS. The web has
an order from Brown and Williamson for ni:‘iu% of “Penny to a Million”

Sunduyvs at 4:50 E.m. Acceptance

vither the network or the sponsor coming up with another alternate-

week bankroller.

Lorillard to air its new “S64.000

of the order reportediy hinges on

Congress Action

® Continned from page 2

other Hlinois and California sta-
tions came identical requests.

From the Culf States came a
dilterent tyvpe. Pleas for the as-
sipnment of new VHFs to the
small Gull cities and transfer of
hard-pressed  UHF's to the new
chavnels came [rom KTAG-TV, of
Lake Charles, La., and WPFA-
TV, of Pensacala, Fla. “In the
Cull Coast. in small cities, UHF
can t survive with even one VHF
in the area.”

The UHEF Ineustry Co-ordinat-
ine Committee and a nomber of
other UHIFFers repeated their re-
quest for more time and consider-
ationn, made at the October 14
meeting with the FCC commis-
S1ONCLS.

On the other side of the de-
intermix no-man s-land came fire
Fromm outruged VHF applicants, A
swnpling: Badio Wisconsin told the
1'CCC its application for Madison's
VI facility has hung fire since
April, 1948, In Peoria, Il., WMBP
ashed the commission to ignore the
UHE  petitions holding up final
awird of VHF Channel 8. Call-
ing the delay a “gross miscarriage
of justive,” WMBP asked, let us
kvow if Peoria is to be deprived
of VIIF—and if not, who will get
it}

Meanwhile, from the besieged
commission, comes no formal reply,
but continned  promises to act
“soon,”  Also, a new manual for
comparative  broadeast hearings
has been issued, designed “to pro-
mote unilormity™ in matters con-
cerving the use of «vidence in the
procecdings.

| at MacManus, John & Adums.

Events at ABC-TV
Signpost Growth

NEW YORK. Oct. 22.—Twa de-
velopments this week marked the
steady growth thut ABC-TV has |
been wmdergoing,

Early this weck its parent com-
pany, American Broadcasting-
Paramount Theaters. issued a stock-!
holder report wherein it stated that
the ABC division came up with o
profit during the third quarter of
this year as compared to a sizable
loss chalked up [or the sume period |
in 1954.

At the end of the week ABRC
disclosed that it was splitting its
station  relations and co-op  pro-
gram departments iuto sepurate ra-
dio and television operilions.

The only departments that have
been split to date luwe been pro-
gramming and sales.  All other de-
partments have been intograted so’
that the personnel in eucl work on
both radio and TV, |

Al Beckman will be director of
TV station relations: Robert Curran
will be manager of the TV co-op
department,

Pontiac Jinx

® Continued from page 3

ammed show thruo which it can |
iit the public continuously week |
after week,

Another theorv is that Pontiac
feels pretty bitter ubout its experi-
ences with network television and
may turn its money iuto other

The topic this week is production of com-
mervials, When do you prefer live commerciuls?
When do you prefer Hlm? How do you expect
the advent of color TV to affect vour choice?
Next week the problems of client-producer re-
lutionships will be considered.

In general, film was overwhelmingly pre-
ferred over live. With 36 voting in favor of
live and 35 checking no preference, a total of
71 did not favor film. Against this, 131 voted
in favor of film. In only one category did the
non-film  voters approach the film advocates,
thut was the ad agencies: 32 of them voted for
film, 30 did not.

When it came to forecasting what their
preference will be in a color medium, most re-
spondlants stuck to their guns, stating that color
will muke no difference in the reasons for pre-
ferring one or the other.

But, whereas 167 members had definitely
virledl for either live or film under present condi-
tions. only 143 stated definitely that their choice
would or would net change when they go to
color. In other words, about 24 who have a
definite choice now do not ‘know which wav
theyll go in color. A totul of 52 suid thev don't
know which theyll prefer in color. The main
reason given for this indecision is that color
TV still has technical problems to be solved.

Based on Guesses

Among the few ad agencies who said
their preference will change when they switch
to color, the reasons were vague or frankly hased
on guesses. Three of those who said they1l change

voted for live commercials at present. Only one -

of them gave a reason. A small Western agency,
he stated, "Believe that color can better be con-
I::.'lullf':l by filming. Results will be more dependa-
Lhle.' :

The other four favor film now. A Los An-
geles ageney said merely that color will make
chunges. “There will be more animation for cer-
tuin products, more live action for others.”
Another said “More live commercials as well as
[ilm because of new stage values” As Far as
these two are concerned, then, the switeh will
not necessurily be from film to live.

The other two? A Boston agency said,
“Probubly at first product color more eady lo
handle dramatically in live.” A Dallus agency:
“Actual photography in color naturally is tops
for presentation.”

There was little recognition here of the
claim of some top film producers that under
present technical conditions the best eolor con-
trol is obtained by animation techniques, and
hence there should be more film used for com-

and film company.

meretils in color. Only three agencies and two
producers touched this point.

Color Reproduction

As to which will give the better color
reproduction, film was slightly favored in the
over-all voting. Eight agencies and six stations
said they fuvored film for this reason. Six agencies
and two stations Favored live production for
better eolor, Two agencies pointed out that pro-
ducing live color commercials at local stations
will pose a tough technical problem.

Reasons for preferring film at this stage: 20
agencies, B sponsors and 14 stations prefer film
because it entails less chance of error, better
mechanical control, better effects and because it
mukes possible the use of backgrounds from all
over the world,

Reasons for preferring live: 12 agencies,
T spousors and 3 stations said live com-
mereinls are better for their realism, freshness,
fexibility: to market trends and  last-minute
changes, immediacy, intimacy and personality
uppeal, .

Twelve stations said Flm costs less to air
as far us thev were concerned. Ten stations
saiel it's easier to operate and handle. Four sta-
tions suid it saves manpower, Seven ad agencies
siitd film is more economical because the pro-
duction cost can be spread over several markets.

HOW THEY VOTED

I, From yYour company’s poinl of view, do you generally
prefer live or Mlm commercials?

Mo
Live Fllm preference

Slerworks and S@ilons L. eeiiees R 44 14
Ad Apendles ... civecimsssssss 1T az 13
WNetwork Sponaors ..., wemm 3 5 |
Hegional, Locu! & Hpad '
Addverilsers” ., ..o cnciesriannanns ik 10 1
PYstributeors .. ceeinnercunnnnsse 2 21 1
Producers, Labs, Equipment .... 2 1% 5
Grand Tolal .....coceevsnnissssIB 131 5

1. Do you expeci fhut the establishmeni of color TV as
a mass mediom will change your preferences In TV
commerclils as to live vi. flm or anlmation vs. live sction?

Tan't

e Yes Mo HKnow

selworks and Stations  .ceeeseeea. 12 11 14

A Aﬂi.‘-'m.'i'!"- rrsrrEEd bR A REEREE RSN 1 35 18

MNelwork SPONSors ... .cccsasmenssnne = 6 2
Hegional, Locil & Spoi

MUVETHIRETSE it iiaee e 1 ] 4

BT R 1111 1] b T e G EE S - 13 &

Producers, Lubs, Equipmenl ...... 3 I8 4

Graned Tabkal | oiiieienaiinnsnsnrsanly 118 52

media,

Pontiac’s dropping of the “Sce |
It Now” and “Project 20" stanzas |
comes hard on the heels of the !
resignation of Paul Folev, vice-!
president and Pontiuc account exec
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AGENCIES AND ADVERTISERS SAY . . .

NICHOLAS KEESELY SER..
vice-president, LENNEN &
NEWELL, New York: “Filin
commercials will be even
more expensive in color =
whereas live color costs will
be comparatitely easily con-
trolled.”

DALE ARVIDSON. TV di-

rector, GRUBB & PETER-

R i SEN, ?immlpuig?.] IHL: “The

cost of color lilm iz not

KEESELY much higher than black &

white. We prepare our sets, ete., in color anyhow—
so cost 15 alinost the same.™

JACK MOHR, vice-presi-
dent, LENTHERIC, INC.,
New York: "Live, because
the principal talent of the
show has an influcoce over
his audience. By live. we
mean the piteh should be
made by the stur.”

W. E. WENDT, pn:_t;idrnl‘,
WENDT ADVERTISING,
=5 Great Falls, Mont.: "VWe
MOHR prefer film because in our
arca there are few men

capible of doing good live spots.”

V. L. MORELOCK, television director, VINILUS-
BRANDON, St. Louis: “l do expect less emphasis
on animation with the advent of color. The ohject
of color is to be actual . . . this needs live action.”

STATIONS SAY . ..

FRED M. THROWER, vice-president, WPIX, New

York: “Film—less costly to handle. No chance of

advertiser not liking—he's already approved.”
PAUL L. LOYET, vice-president, WIIO-TV,
Des Moines, la.: “Live—sells better to locul
audience who know and believe the local
spicler,”

RICHARD E, JONES, vice-president, KXLY-TV,

Spokaae, Wash.: "Expect color will open the door

to nuiss department stere vse of TV—with live com-
mercials.”
J. MICHAEL BAISCIH, general manager,
WREX, Rockford, 1L: "Film will retain con-
stuncy of color values and animated film will
puck a tremendons wallop in color!”

DEITRICH DIRKS, president, KTIV, Sioux City, Lu.:
“Extra cost of live color will be difficult to recover.”

PRODUCERS AND DISTRIBUTORS SAY ...

BERT L. COLEMAN, associate editor, UNITED
PRESS-AMOVIETONE NEWS, New York: “Anima-
tion certuinly will come into its own in color TV , . .,
and live action, with proper imagination and inge-
nuity, should sereen better than mediocre film."”

HARRY 5. GOODMAN, general manager,
HARRY & COODMAN RODUCTIONS,
New York: “Better control with film when
used in spots on various stations,  If network—
best tulent conld be live and cost less than
filin,”

EMERSON YORKE, EMERSON YORKE STUDIOS,
New York: “Basically, color must be of even quality
thruout a production. How can you reconcile a color
TV film commercial produced independently to hit-
and-miss color standurds to be compatible with live
color TV images?

R. A. PHEELAN, manager, STOCK SHOTS
TO ORDER, New York: (Hlm provides)
“Wider latitude in backgrounds; authentic
locutions, more perfect results, particularly
with intricate or tricky bits of business; and
then the convenience of replays is a significant
consideration,”

WALTER LOWENDAHL,
TRANSFILAL, [INC., New
York: “Color will canse a
great swing toward anima-
tinn becanse of the superior
color control it  affords.
Hencee, fewer live commer-
ciuls”

BERNARD HOWARD,
p[r,rsil']t:nl, ACADEMY FILM
PRODUCTIONS, Chicago:
(for preference) “See the
name of our companyl”

LOWENDAHL

NEXT WEEK—in the TV Editorial Advisory Board study

HOW TO DO BUSINESS WITH PRODUCERS
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BIGGEST PLANNED

$8,000,000 Stock
Issue From UM&M

NEW YORK, Oct. 22.—5till an-
other TV film distributor is plan-
ning to float a stock issue. This
one is far the largest capitalization
ever acquired in this  business,
$5,000,000. UM&M, Inc., is re- |
Eurgcd to be working on such a|

eal,

There are now three publicly-
owned companies in TV tilm dis- |
tribution: Official Films, Guild |
Films and National Telefilm Asso-
ciates. The stock of the first two
15 sold over the counter. NTA is
on the American Stock Exchange.
The flotation on each of these was
to the tune of 5$1,000.000 to
$ 1,500,000,

It is generally understood that
it takes at least 52,000,000 to start
a distribution operation these days.
The major outfits gross around |
$5.000,000 a vear, but their net
Emfit is only a small [raction of

htl.

For UM&M this issue, if
it comes off, will, of course, mean
a major expansion. But just what
form it will take is not yet known
since nobody is talking.

300,000 SHARES

Stock in Conne,

Stephens Firm
For Public Sale

HOLLYWOOD, Oct. 22.-Stock
im a television production company
is being offered on public sale for
the First time as result of reorgan-
ization of Conne-Stephens Produc-
tions. The company has been in-
corporated under California law of
300,000 shares at $1 par.

Conne-Stephens until early this
year was headquartered at Amer-
ican National Studios, in which it
held a one-third interest, While
there the firm filmed such series
as “T-Men in Action” and “Man
Behind the Badge,” but became in-
active shortly after sale of the
studio to Ziv-TV.

Distribution-production compan-
jes like Cuild Films and Official
have previously issued public stock,
but, as far as the record shows, this
is the first time a firm engaged
strictly in production is doing so.

=

Shooting on a 26-segment an-
thology series is scheduled to start!
December 5. Other properties al- |
ready acquired are “Mammon,” |
“The Sheriff,” “Arabian Nights,”
"Doc  Saunders,” “"Alonzo Mec-
Tavish,” “My Most Frightening
Moment,” “Lawyer,” and “Amer-
jcana,

Officers are Bill Stephens, presi-
dent; Harry Maizlish, vice-presi-
dent; Jerome Weber, - secretary;
Alice Blackburn, treasurer, and Ed
Conne, chairman of the board.

UME&M was formed in October,
1954, by a working arrangement
among United Film Service of
Kansas City, Moo Motion Picture
Advertising Service of New Or-
leans, and Minot TV. It was or-
ganized to distribute a pgroup of
film shows, the distribution rights
to which were owned by Motion
Pictures for Television, Ine,
headed by Matty Fox.

At that time it was understood
that MPTV was committed to de-
liver additional shows to UNE&M,
But this has never happened, and
UM&M has been showing signs of
wanting to make its own distribu-
tion-production deals.

UM&M utilives the theatvical
spot salesmen of MPA and United,
giving it a corps close to 200 Fnd-
ers tor TV sales. Its president is
Charles Amaorv, head of Minot.

TPA Casts New

Western Series

HOLLYWOOD, Oct. 22 —Pre-
liminary casting has been started
by TPA for a new western series,
Program would deal with earl
American history rather than wiLﬁ
development of land beyvond the
Mississippi. TPA previously an-
nou two projected titles, “Last
of the Mohicans” and.."Daniel
Boone,” but chances are that the
‘new show will bear neither of these,

"TPA this week closed & deal
with Jack Chertok whereby the
latter will wndertake production of
“Tugboat Annie” at General Serv-
ice Studios. He expects to choose
two stars in another week. This is
the second TPA-Chertok deal
within a month. TPA bought the
reruns of his “Private Secretary,”
which it is selling as "Suosie.”

ol e i
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Britain Outproducing N. Y. as
Supplier of U. S. Video Film

Hollywood Still Biggest Production
Center, But England Gaining Fast

NEW YORK, Oct. 22. — Great!
Britain is becoming an increasingly
large supplier of TV [ilm shows |
for U, S. telecasters. While the |
amount of current British produc-
tion destined for U, 8. TV is less
than one-tenth that of ”{J]]}'“ oo,
it is still a little more than New |
York. More important, it appears
to be heading for an upswing. |

Sheldon Reynolds revealed here |
this week that he is planning to!
move into England an

has begun |

biggest studios there. He indicated
hie was working on a production
deal here, which, [or the first time,
would have him shooting more
than one series at a time. It was
reported that Official Films is the
pariy he's  dic L'u}:ring 'L'l.'ilh.r but
neither the producer nor the dis-
tributor wonld ponfirm this.

Harry Alin Towers was here
this week to complete a distribu-
tion deal with National Telefilm
Associates on “Lili Palmers Thea-

dickering for space in one of thelter.” It came out that they are

Close RKO-GT Tie
Seen in Shake-Up

NEW YORK, Oct. 22 —A massg
of firings at Mutual-General Tele-
radio in the past week is seen as

'a harbinger of a closer working

relationship with RKC Radio, It
also is expected to mean. some
changes in the command of GT's
Film division.

Since: GT bought RKOQ in July

it has contin to operate as
separate organizations. But now it
ap that several key GT offi-
cials will ‘assume major responsi-
bilities in RKO and that a numbe;
of employees will be servicing both
operations. = -
- It is wunderstood that Dwight
Martin, who has been heading the
GT Film division for the past vear
and a half, is out of that now and
will be given an assignment in
connection with RKO.

It was reported that Pete Roe-
beck would be named president
of the Film division and take ac-

tive command out on the West

Coast, Reached in Chicago yester-
day (21), Roekeck said he didn’t
know anything about this, that as
far as he wias concerned he was
still general sales manager.
_ 60 Cleared?
GT is understood to have cleared

out the TV rights to about 60
RKO features. Roebeck and others
in the Film division are understood
to have been feeling out the sta-
tion market for this group and
[uture bundles of like size.

But nobody knows what the out-
come of all this will be, For at
the same time, dther GT officials
are still discussing the possible sale
of the TV rights to outsiders such
as Malty Fox. And still another
platoon is wnderstood to have been
peddling national sponsorship of
RKO titles.

It seems to be a race as to
who will come home Ffirst with
the maost.

WHO HAS A MAP?

Path to Consolidation of TV
Film Distribs Long, Rocky

NEW YORK, Oct. 22.—Theo the
business conditions motivating con-
solidations in the TV film distribu-
tion field become more pronounced
every dayv, the road to consolida-
tion often proves long and rocky.
Serious negotiations have been go-
ing on in numerous cormers of the
trade over the past few months.
But none of these deals has been
closed. The biggest one of them
all this week collapsed completely.

Television Progrims of America
and Screen Gems, which have been
having an on-again-off-again court-
ship since August, this week de-
cided to give it up. Milton Gordon,
president of TPA, announced he

WCBS ‘Late,
Sales Switch

NEW YORK, Oct.. 22.—WCBS- |
TV's "Late, Late Show,” which up!
to last week had only a few par-
ticipation sfmts sold, is now 80
per cent sold out as a result of a
new sales policy switch by the
stabon,

The feature [ilm stanza, which
hits the air seven nights a week
at approximately 12:30 a.m,, is
now chalking up $6,000 per week
in billings. If completely sold out |
—and it looks as if it will be in
chort order—the station will he
pulling in $7,500 per week from
the show,

This miraculous type change
was accomplished by throwing
overboard the participating spon-
sorship approach and, instead, sell-
ing the stanza in segments. The

Late’
Pays

show is broken_up into live nightly
segments and sold to bankrollers
as a weekly package. «Each bank-
roller mnst buy one segment per
night across the board, He's per-
mitted two commercials per sep-
ment—or 14 commercials per wee
—al @ vost of $1.500 per week.
Four of the five availuble seg-
ments on the show were sold this
week to Revlon, Block Drug Com-
pany, Brown & Williamson and
CBS Columbia on a 13-week Brm
basis,
' Cost Per Data
Translated  into  cost-per-com-
mercial-aired  figures,  advertisers
are now paving shightly over $100
per commerciul vnder WOBS-TV's
new policy. Under the recent par-
(Continued on page 52)

was withdrawing from negotia-
tions.

Another consolidation that a
peared to be very close two weeks
ago since run into stumbling
blocks and now seems a long way
off. National Telefilm Associates
had presented an attractive propo-
sition to Associated Artists Produc-
tions whereby it would take over
sales of the AAP catalog. This was |
actually the third time that NTA |
had approached AAP with such a |
deal. This time AAP was frankly |
interested. But a number of legal |
complications have cropped up to|
snarl the whole thing. '

On another front, Standard Tele- |
vision been in negotiations l'r:rrl

some Hme with M. & A. Alexander
Productions to turn over the TV

rights te its 20 pictures, but they
have been having considerable
trouble closing the deal.

A merger of Unity Television
and Hygo Television Films was
rumored all summer. The two
tirms Finallv resorted to the most
ractical method of union, com-
ining their siles forces and cata-
logs without making any legal,
corparite merger.

Hygo and Unity thus avoided
the long complexities of a legal
merger while getting many of its
benefits. This was undoubtedly

(Continued on page 52)

also discussing an option on an
hour-long film series that Towers
already has in production.

Dauglair, which will soon start
shooting a fourth vear of “Douglas
Fairbanks Presents,” is wnderstood
to be preparing still another scries
at the sume time, “Bulldoz Drum-
mond.”

Right now there are six shows
in prodoction in Britain that are
either on the air or in the market
here in the U, 8. Revnolds, Tow-
ers and Tairbanks among  them
could ill.-it about double thas if
these plans jell.

Coast Production

This still doesnt begin to ap-
yoach TV film production in Hul-
:,‘W:J:J{L where there are an esti-
mited 50-0dd  shows currently
shooting for network airing and
another dozen for svndication, But
it will put Britnin far out ahead of
New York, where there are now
only five shows being filmed, in-
raluiing the two by Electronicam.
There is no TV film production on
the European continent at this
moment,

But the potential increase in
British production is nol at an end,
A number of distributors here have
openly confessed interest in British
production deals. Screen Gems,
Flamingo and CBS-TV Film Sales
are among those. Television Pro-
grams of America has just moved
production of “The Count of Monte
Cristo” to'England,

And Official, of course, has defi-
nite plans for three more British-
produced series this season, two of
them adventure and one comedy.,
This was even before it began talk-
ing to Reynolds.

A prime motive in producing m
England is that it eases a sale to
the commercial lelecasters there,
It also seems to make it more at-
tractive in Canada. Thus, the
show could be put on the murket
here with a quarter of its nut al
ready paid back,

Towers Key Figure

A key figure in the British pro-
duction situation s Towers. His
firm produces the Pulmer series
and “The Scarlet Pimpernel.” He
is involved in the Filming of
“Cristo.” He is a major Factor in
the Independent Television Fro-

am Company, under whose aegis
Robin Hood"” and the future OFfi-
cial series are produced.

ITP, in turm, owns a controlling
share in Associuted Television, one
of the two program contractors for
London, and Towers is its pro-
gramming head. He also is in-
volved in Associated-Reduffision,
the other London contractor. ATV,
which until three weeks ago was
called Associated Broadcasting,
now has a co-production arrange-
ments with the Birmingham con-
tractor.,

Further, Towers has an interest
in a couple of studios and controls
the Elstree studios, where one of
his tenants now is Fairbanks.

e e

To pull in big TV audiences,
get in lovch with « « «

ST. LOUIS, roirue s

ZIV-TV'S CISCO KID is an old hand
at stopping runaway buckboards and
“reining in" big audiences for adver-
tizers. .. for example this strong 23.7

in the three station
St. Louis market,

CINCINNATI CHICAGO

NEW YORX HOLLYWOOD
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