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Kiddies Buy Billion
Penny Toys in 1957

Moppets, Sub-Teens Get $10 Million

Worth a Year From 300,000 Machines

By AARON STERNFIELD

NEW YORK—Charms, minia-
ture tovs representing a  major
gource of amusement and an ad- : :
mission to a world of their own [or [overboard on Presley charms. They
yo ngslers from 3 to 14. um!i_ﬂ:l thiat Plf'h1f‘}—ii: i L'_h.trul .*-LI'|_1-
currentlv being automatically ﬂlq_:].i.':{'fi—llmr fall from public favor in
pensed via penny vending machines | 8 matter ol nonthis.

|
last long enongh fo. any of them to |
,-.hrm 'i'|1jh: '1H.,|| |'+:'L'rl1|:-._

Elvis Presley is big now, but few
of the manofacturers are going

CANADIAN TV
MUSHROOMS IN
5-YEAR SPAN

MONTREAL Television
ig five vears old in Cuanada,
introduced in this city in the
all of 18952, Now, 66 per
cent of all homes have a TV
set and 85 per cent nre witli-
in range of a station. The
world's  longest  microwave
network, linking the Pacific
and Atlantic coasts, will be
completed January 1 by the
Canadinn  Broadcasting Cor-
pPoration.

Yule Disk

Key City Survey

By JUNE BUNDY
NEW YOBKE — Altho record

dealers and distributors are still in

No Boom Tabbed

at the mte of nearly a billion u|
year,

Elvis Presley, Davy Crockett and |
Sputniks | and Il all have one |
thing in common: They are part |
of this going penny toy rr‘m?mg
business in the shape of (tems |
bearing their trademarks in some
form

The estimated 300,000 sucl ma-
eliines—the bulk of which vend the
tiiv teinkets for just u copper rut'hi
‘—operating today are munned by
an estimated 2,000 operators, a
sizable number of whom operte
them on a part-time busis. Rouotes
range in size from as low as 150
machip s 1o a3 many as 5,000 .-mfll
niore.

aecrel for the success of the
charm business: Ease ol distribu-
tion, There are virtually no novel- |
ties left which sell for a penny over
a couoter. The vending machine is
the only economical method of dis.
tributing these low-cost items.
Sinee the business is based in
part on fads, big names and timely
topics, the charm momifachirer
s be in tune with the times, he
mist have a ety g_':'mfl idea of
hew long a Tad will last, and hLe
must be an amatenr child psveliolo-
gis! in understanding what toddlers
and sub-teens will like, !
For example, Davy ( m.-'l:r-:rl
noveltie were going strone a vear
aga, and all the manufacturers at-
temptet. to ash in on the [ad
Altho pone in all probahility Inst
money, the Crockett craze didn't

NEW YORK—Mun's attempts
ko conquer onler space is currenlly
the subject of the moment in the
world "ol charms, tiny  penny
trinkets which are vended by some
2,000 operators to millions of kid
ghios une sub-teens

Sputnik has invaded the [lield,
with setellite rings, Sputnik “glow
in-the-dark starstone” rtings, and
aputnik  satellite “space buttons”™
among the varions tovs now heing
suapped up by the moppet trade.

So important is the timely aspect
ol charms that one mannfnctures
anxiously  awalted the Vanguoard
rocket Lest, puised to I.'TJ.:."[.!,I: the
e ot !;i:f 5|:|‘.tll1"_ﬁ. chiarm 1o Vian
gaard if the test prgyed suceesstnl

Lreaches normally its peak of in-

However, manulaoturers are
making Sputnik charms and will
rl“ll]:l.]l]\ I.“||1|||||I'" 1” l][l 1 1] il-il SONme
time. Thev feel that while Davy
Crocket® may have been n passing
fad, the race for conbiol of space
wi's probably eontipne for a few
VEears,

r‘liillllﬂﬂ'r"ﬁ HILS I“"}..h" £ !ll"ll “ COnNes
to churms. Minitatare toy (actually
a more descriptive word than
churm) eveles are seasonal, and
their attention span shiort A charm

in about two months, is
middle-aged jn about {our months,
and is old within a vegr. However,
the evieles  are repeated  every
tivee Hyve are
nevir discarded |

1 Yeurs Old |
The charm business itself
reawched dts mujority this vear. The
first charms,  Tapanese imports, |
were used in vending maochines
back in I1936G. At that time, the |
charms were designed for over-the .
counter sales and were stnng to- |
gether. The sirings had to be ent
||_1. soiscors [n ofder 1o sepiarile 1I||l‘I
clincms for vending maching use, |
First importer of charms was
Kurl Guegenlieim, Tine, eurrently a
(Continued on page 61

fevest
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Pay TV is expected to be
gin regular operations  here
next summer. There i less re-
yistance than in the UL 8, be-
causeé government, broadcast-
ing and public alike feel “na-
tional pride and the promise
of exelusive events, reseiting
somewhat the wholesale [
gramming amport of U, S
ghows, Also, CBC rofuses to
allow private stations to op-
erate in markels where they
might compete with CBC ont-
lets, so Pay TV is considered
the only answer: to manopoly.

The moral code adopted by
hroadeasters here is lar less
stringent than in the U. S
One station, for example, sup.
lies as 1 remalar feature the
||:|L'.11.1'1J||. of |1{a-||'|:r‘ radiar "-'|'lr'1"||:
trap unils. Another carries a
formm show  devoled o pro-
Communist and Socialist talks
on economics and art,

Canada iz unable to reward
native talent on the U. S
scale, so the migration south
of the border continues. View-
ers are nationality-conscious
and e ||i5.l_!: t:lHl-_L:,i o any
U. 5. series which sturs a
Canadian

|lr.||'.nr' that Saint Nick will |3I[IrL_E'T
them another bonanza sales season
this =vule, & survey ol key clties
| last week indicated that—with only
cight selling days left belore
Clirtstmas — the expected holidas
boom has still failed to matedalize.

However, some of those con
tueted  said  that  the  current
“shunp” mav seem worse than it
. actually is. in that dealers and dis
| tribitors have  been  canditioned
(hy remarkable sales increases ear-
lier this vear] to expect such a
| tremendous Christmas pay-off that
anything less than fabulous has to
' be n let-down.

Disappointing Sales
The current disappointing sales
situation is attributed to a variety
| ol events—=many extremely valid—

Lincluding recent lavolfs of :lvf-*llu-u'I

and anto plant workers: President
Eisenhower’s stroke: Sputnik: «dis-
Lponnts and dating deals; the Aslan
| he: an over abundance of LP mer-
chundize: recent Wall Stroet re-
vierses: and the threat of n national
recession. Recession fears were in
ereased last week, via the govern-
ment’s report that more Americans
wiere 1|||.H||:|:|Tl.:'g-m.! last month than
i anv November since 19449

New York City was the hardest

NEWS OF THE WEEK

Stars Without Creative Program
Ideas Canse Music TV Woes . .

Music shows have great diffienlty in stiff TV
anred  rating-wise,
1T
substititing [or programming creativity.,

.. Fape 2

seison,  eritically

blumes the pure reliance

rhanme

eamnings are at least 50 per cent ahead of

14956

The trude
value

Brewers Throw Tonnage, Fast
TV Show Buyvs Into Battle . . .

Aclivily among hrewery SPONSOTS shiows a trend
toward tonnuee rather than program identili-
cation, with beer firms buving more single
markels and more entries in given markets
Theyre also buying varied properties instead

al sticking with one tvpe

" w g pw

Despite previous: denials, Warmer Bros,,
ah Centurv-Fox Studios last week  Firmly
acknowledged they are currently serionsly con-

Poge 25

" EE s

Warners-Fox Confirm
Interest in Label Buy | . .

and

sidering their entrv In the record business.

NDEFARTMENTS

Page 25
AND FEATURES

New License Set-Ups Cue

Columbia Global Expansion . . .

An expansion of Colombia Records’ activities,
plug additional licensing  arcangements, will
give Columbia and E.pic artists moro CXpose
thruout the world, The label's 1957 loreign

Misile Pop Clarts—
Atoom Buying Guide. X2

& iilaEinn Games . L Haopmr ol of  Liis. il
Rl -Aveny .. aa o i Beset Seller Llsts 47
hralenl = o il | Fimi om0 Coming  Tops 52
LITCUE . i BE sa WY | B LTLFAFITaT, Bl
Comiog Evenll sesssess e Parki & Pools....conns LT
a2 2 Clusailied Al . T4 Piped N R e T
SR IJEE ﬂ '._.-\.'-ll'l Mluchime ... i E:.‘ﬂ.l.‘L-_l.—.ﬁ_l.—.—.ﬁ.—.l_m.u.-_:i
Coin Muching Markhet. . 79 T . T
Falra & Baposiilows. ... 72 OB s s b 2 TR
Einal Cairtnbs LB TR o cacrnnes. X
Eariee Tl o T s 'Y Commercinls
Meschaulllie ...onseess T [T L R O 1|
Bbugalss e L T L e S e -
Rlnic Mochings ... ... § TV, TV Film RKeviews., I4

Vending Sachinss Fi: ]
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e

Sales;

Dealers Still Hope

Points Business

Slump With 8 Selling Days to Go

hit last week, since the subway
sirike caused a dramatic drop in
the city’s over-all retail business,
s which reportedly was running from
15 Lo 55 per cent below the normal
level of holiday trade at this Hme,
(Many Manhattan department
stores reportedly refused to accept
any more merchandise.

No Better in Chi

Transportation was okay in Chi-
cago, but business wasnt oueh
better, sccording to Milt Salsstone,
ral M. & S. Distributors, who said
trattic was wvery slow in  loeal
|stores, with both singles and LP
sales lageing, The exee sauid de-
ense plant lav-olls mav have af-
Hected business, but he alsa apined
| that many, dealers and distributors
Lwere “spointed”  beemise business
thas been so great this vear, and
| consequently became  alprmed
| when ﬁ;ll_t'\ dropped “lrom nbulous
to good,

In line with this, Joln Kaplan
of Pun American Distributors, De-
roit, said that business should be
20 per eent better than it is at this
stage of the holiday season. How-
ever, the exec said the record in-
dustry is doing better than most
businesses todav in what he thinks
mayv be a period of slight recession.

Kaplan pointed out that many
dealers who went overboard last
TAugust and September on dating

teals haven't moved enongh pack-
ages to pay up vel. Consequently,
he said, in spite of lngging sales
| (Continued on_page 28)

Local Price
‘War Headache

NEW YORK — Discounts une
| prive wars are pulting many disk
| ontlets here nmII in New Jersey in
il dromic rn-‘.iﬁm. af losing money
or merelv breaking even while Jo-
g stzuble volume of business.

The 15-store Two Guyvs From
Hairison chain has been offering
all 3398 LP's [or $2.47, and Wl
51958 packnges for §3.09: while
the Crovette cham is selling majorc
label LP's for 3239, below the
usiil $2.47 dealer-cost,

New  Jersey branch of  Stem
Brothers has™been offeving all LPs
tor 3269, while the Jabberwock,
New Brunswick, N. ], advertised
all pop singles at 59 cents  Dur-
ing a recent price war among the
Hempstead, Long Island, branches
of Abrahiam & Struns, Klein's and
Crovette, the price for $3.98 LPy
dropped as low as §1.98,
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Crea

tive Use of Stars Is Key
To TV Musicals’ Success

Agencies Worry Re Weakies as Clients

Shop; Finkel Reviews Como’s Pattern

By CHARLES SINCLAIR
NEW YORK——Merely }:lushiug

a famous musical name in front of
a TV camera is no substitute [or
“creativity.” And, the current game
of musical chairs among the tune
shows being played by over.fa-
miliar guest stars is resulting in a
set of off-key ratings.

Those are the hard facts of TV
life currently facing such agencies
as McCann-Erickson, J. Walter
Thompson, Kenyon & FEckhardt,
EgmpEEH-EwnId and Batten, Bar-
ton, Durstine, Osbomn.

Several clients of these agencies
are quietly doing their Christinas
shopping at independent package
firms to scout replacements for
such sagging musicales as those
built around Frank Sinatra, Rose-
mary Clooney, Eddie Fisher, Gisele
MacKenzie and Pat Boone, and
such packages as "Club Oasis” and
even the venerable “Hit Parade.”

Neecless to say, the tigerish
prowl of dissatisfied clients is a
cause for much nervousness at the
ngc:nc‘y level, coming on the leels
of the agencies’ bullish attitude,
earlier this season, toward high-
priced, star-name music series,
most of which are scoring current
Nielsen Average Audience ratings
that are down in the 18%s, with only
s few higher. Now the client pref-
erence is moving even more
strongly to Westerns and audience
participation shows — types over
which the ageneies have little, if
any, creative control, and to which
they make little or no creative
contribution.

Does this mean that “music” is
synonymous with “poison” on TV?

Not at all, program veterans
agree. “The fault is one of strue-
ture, format and ‘just simplv how
you present a music personality,”
says a partner in one of the largest
video package outfits.

Since the mmiti-sponsored Perry
Comeo series is high on evervbody's
rating list—it scores a 40.9 in Niel-
sen Total Audience and is in fourth
spot on the list — The Billboard
sought out Bill Finkel, the show’s
producer, for his music opinions.

“Everything on a music show
should be geared to enhance, not
subtract, {rom the star’s basic per-
sonality,” says Finkel. “The star
should not be made to do bits or
scenes or routines which are mn-
comfortable, and guests should be

Sponsor Signs
Edwards Quiz

NEW YOBRK——Fharmaceuticals, |

Inc., has signed “End of the Rain-
bow,” Ralph Edwards’ new quiz
Rﬂ:’.‘lmge recently “previewed” on

BC-TV, as a replacement for the
Saturday-night “"What's It Feor?”
series. The deal was set with Ed-
wards thru the Parkson Agency,

No starting date is announced. The |

show is a sort of “location give-
away” show, touring major cities.

In a comparable purchase,
Clamorene has signed, thru the
Product Services ageiicy, for the al-
ternate week position ir “Treasure
Hunt,” a new audience ﬁartici]}a—
tion series on NBC. Altho the
show starts December 24, Clamor-
ene won't join until January 28,
when it takes the Tuesday 7:30
p.m. stanza for half of a 35-week
mn.

chosen more for their ability to
match a show’s particular theme
than because they are a ‘name.””

revolving around the TV orhit is a
major problem, Finkel feels. “You
only get a good show when vou
hit that peculiar chemistry of the
right mixture. This often means
blending a semi-name with a big-
name star to touch off creative

The “sameness” of great stars|

ing, Finkel cites the wo visits by
Ethel Mermun to the Como show,
On the first, she paired off in a
routine with Garry Moore. “It's
no reflection on Moore,” says
Finkel, "but it just didn’t work. He
is too easy-going, loo gentle in his
humor.” Next time around, Mliss
Merman was paired with Red But-
tons. “That did it,” says Finkel.
“The combination was sensational.”

sparks, not just gtr?abyﬂg the big-

gest names available,

OTHER WARS

2 Clienfs Ask
Out of "Price,”

.anjnr reason for the continuing

As an example of “crealive” cast- |
I ¥ = [T i

show is its “stvle,” a factor care-

Finkel and his staff feel that a
snceess of what is basically a nusie

fullv developed.

"We try to give the impression
that Perry has been virtuully
pushed out on the stage and is
cdoing an impromptu show. And,
do vou know why he looks so
|relaxed on the show? That's be-
canse we enhance this quality by
keeping evervthing else in the
show at a fast pace. In fact, no
element of the show runs over
about three-and-a-half minutes.”

‘Robin’ Battle

NEW YORK——Two alternate-
week sponsors in one of Monday's
hottest rating slugfests are in the
process of stepping out of the con-
| test,
| Wildroot has served notice on
| CBS that it wants out “immedi-
ately” from its altemate slot in the
1:30-8 p.m. “Robin Hood,” altho
an exit may not be possible prior
to June,

The reason, it’s said, is not due
to the fact that “Robin” has been
routed regularly in the Trendex
listing almost from the moment
“Price” bowed in, according to in-
siders. Wildroot is in the process
of launching a second hair tonic,

and 1'e|};ﬂrtﬂd1}' needs the TV net-
work budget to back spot cam-
paigns.

In Rockefeller Center, mean-
while, RCA has served notice that
it plans to leave “Price,” and NBC
15 out scouling a new co-sponsor
lo take over this spring. Again, the
problem is reported to be in the
budget department, with RCA
| money spread two thinly for their
coomfort.

RCA, however, is working
closeiy with the packagers, Good-
son-Todman, to find a guick re-
!|:-!-.1c~emf*nt. according to sales chief
| Bud Austin,

Still left in the rating duel:
Speidel, the original sponsor of
| Price,” and l]::]mﬁﬂn & Johnson,
' the ariginal client of “"Rubin.”

TV viewers, and not Madison
' Avenue conference, play a key
role in naking minor changes in
|I:he stricture of the Como shows,
according to Finkel. "It was from
our analvsis of viewer mail that we
learned audiences wanted o hear
| him sing a hymn on every show,” |
he adinits.

|

“Angels” Moves
To Live in Jan.

HOLLYWOOD — “Date With
the Angels” will switeh from film |
to live production in  January, |
!i]]!]i'll}f after it moves to a new time
slot on ABC-TV. The change in
| the Don Fedderson-produced com-
edy i3 expected lo give sponsor
| Plymouth more flexibility in co-
Iﬂt‘t]jllillil‘IF programs with commer-
cial pitch, and will also reduce
costs. The series has been using
live-on-film technique pioneered by
Desilu. Tho ratings have been dis-
appointing, Plymouth is committed
to sponsorship thm October, 1958.

All hands have approved the |
threeswav switch which will send
| “Angels” into the Wednesday 9:30-
10 p.m. slat in Januarv, “Walter
!"k"n’inc]u:']l File” moves from there
to Fridavs, 8:30-9 pome, while the
Patrice Munmsel show moves {rom
8:30 to the 9:30-10 pan. berth be-
ing vacated by "Angels ”

NBC-TV HAUNTED

ghost, 3
| Spector is haunting NBC-TV this
 Christmas season. Spector, who is
' M.. Haze]l Bishop, is reported to
be on the verge of canccling alter-
nate sponsorship of the Jane
Wyman show, Tﬁursduy, 10:30-11
p.m,, and giving consideration to
toing the same with alternate
sponsorship. of “M Squad,” Fridays
9-9:30 p.m.

Hazel Bishop already has thrown
in the towel on “"Amateuar Hour”

Bishop Mulls Ax of
‘Squad,’ J. Wyman

NEW YORK — Like Banquo’s | 7:30 pm, time slot. Should Miss
the spectre of Ravmond | Wyman be canceled — its ratings

|
[ |

which started in NBC's Sunday 7- | MCA-TYV,

are far from satisfactory — NBC
lmight be hard put to find another
\client to share th: program with
Quaker Oats. Stotions consequently
might refuse to continue clearing,
which would then allow them to
recapture the late evening half
hour.

“M Squad” has been doing bet-
ter than Jane Wyman, bnt its rat-
ings haven't made the web happy.
Both programs are PH.I’.‘]'EEI.EEEIP ﬁ:}r

www americanradiohistorv com
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ISAACS LEAVES COOKS

IN ‘"MACKENZIE' STEW

HOLLYWOOD——Claiming “constant harassment” by 1oo
many cooks all trving to stir the same pot, Charles Isaacs, pro-

ducer of the Gisele MacKenzie

Show, resigned last week, spat-

lighting a growing problem in the production of television pro-

gl'ﬂ nis.

Isancs stated that "under the pressures being exerted, es-
pecially by Scott Paper and J. Walter Thompson,” it was becom-
ing “impossible to get a show on the air.” On a more general
level, Isaacs indicated, with an alternate sponsor, Schick (Benton

& Bowles), a

production company, J&M Produnctions; a talent

agency, MCA, and the network, NBC, all involved in one way
or another, it was becoming impossible to tell who was calling

the shots.

Isaacs, giving an example of a number of heads pulling in

dilferent directions, said that followin

one week's show. he re-

ceived a highly complimentary letter from Schick. A day later a

representative of MCA told him

that the show would have to be

drastically revised from the one put on the previous weck. When
Lie asked who had ordered it, he was told “they” had done so.
Isanes asserts he never could find out who “the " were. but that
he had finallv come to the assumption that “they” represented

a mythical ogre.

Instead of being able to concentrate on the production of
the show, Isaacs states, lie was called on to “spend several hours
a dav in conferences which are just unbelievable™ and which

amounted to “minor league brainwashin

T

o producer Lias been set vet to rn'rp?nce Isaacs, a representa-

tive of MOUA declared, addi

1
Cornwell Jackson, !.-it:?-prmigmt of J. Walter Thompsan,

that “we were happy with him.”

said

that he had no comment. Several Thompson and Scott Paper ex-
ecutives from New York were in Hollvwood last week, hewever,
resimably to see what can be done abont beefing up the show.
umors of Scott canceling its alternate sponsorship were flving

around here.

PRIME TIME HITS

Some New Shows
Into Winner Circle

NEW YORK —— Which of the
new crop of nelwork prime time
stanzas look as if they are defi-
nitely in the winner’s circle? Ac-
cording to a study of Nielsen's first
November report they are:

(1) “Wells Fargo™ Still not a
vear old on NBC-TV, it is in third
position for average audience rat-
ings with a 36.0.

(2) Danny Thomas: An old
show with a new look, the switch
to CBS-TV has done wonders, Its
AA is 33.5, and it is fourth,

(3) “"Have Gun, Will Travel™:
The new CBS package hit a 31.6
AA and is in 10th position.

(4) “Restless Gun™: The second
of NBC's Monday night touch-
down bwins has an AA of 30.3.

i5) “Bachelor Father™: Doing
mich better on Nielsen than on
Trendex it has a 27.2 AA and 39.8

() “Wagon Train™ NBC’s
wonder show with 0 26.68 AA has
the toughest kind of Wednesday

tshare of audience.

(7)) “Lorros  This  Contender
leads the wav b ABC-TV Thurs-
cdav nights with a 25.8 A,

The snceess of these shows re-
veadl the valne of program pairings.
Dy Thomas precedes the high-
ratcd  “December Bride”; “"Have
Cun.” the Ligh-rated “Guonsmoke.”
“Restless Gim™ and “Wells Fargo”
is another combination, as is

Jimmy Dean May
Be Sustaining, But

He Draws Ratings

NEW YORK—-5till a sustainer,
Jimmy Dean’s show on CBS-TV is
pulling strong ratings, nevertheless,
on late Saturday mornings. The
12-1 p.m. show got an 11.1 Aver-
age Audience rating on its Novem-
ber Nielsen,

The last rating for “Big Top,”
its predecessor, was 7.3. The
show's share of audience is 42.5,
and it is believed to be attracting
more adults than children.

“Bachelor Father™ and "Lassie™
Sunday nights. And the list also
reinforees the success of the West-
ern and adventure shows.

CBS SALES

Florists in

March Buy
Of ‘Person’

NEW YORK —— CBS-TV last
week sold alternate weeks of “Per-
son to Person” to the Florists Tele-
graph Service. Sponsorship of the
Friday 10:30-11 p.m. show begins
in Marcl. when Florists takes over
for Amoco in the East, and Himm's
beer in the Midwest. The adver-
tiser has used the mediuim only on
an occasional basis.

The network alsa last week
placated Mogen David and Helene
Curtis, the sponsors of “Dick and
the Duchess,” by showing them
some new product in the series,
The clients have decide!d to run
| with the sitnation-comedy. and will
|bring over the female lead, Hazel
Court, for a promotion build-up
beginning in January.

Meanwhile,  the  International
Telephone & Telegraph Company
also picked up a one-shot of "See
It Now,” which features Mlarian
Anderson, on December 30,

RUMOR MILL

The two hottest rumors of
the week:

Simon B. Siegel, finaneial
veepee of American Broad-
casting-Paramount  Theaters,
will become president of a
new broadcast division em-
bracing ABC-TV and ABN,
the radio web. :

CBS-TV will acquire a new
owned-and-operated  station
via a spring purchase of
KTVU, a new San Francisco-
Oakland VHF outlet.
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ANY OFFERS?
Only Hold-Up on Instant

TV PROGRAMMING 3

PRODUCERS GET SHOWS
READY FOR NEXT FALL

gy

A

Ratings Is Cold Cash

By BERNIE ASBELL
CHICAGO—=Nothing stands in

the way of a national instantaneous
rating service—except monev. If
clients want onz, and are willing
to pay for one, such a dream rating
service could bz established in a
malter of weeks.

This was the tlat, and not very
optimistic, observation of a key of-
ficial of A. C. Nielsen and Com-
pauyv following the report last week
that Americai? Research Bureau fis
about to offer a local instantaneous
service in New York, based on a
300-home sample at a cost of $30,-
000 per vear per client. According
to the report, ARB also iruiﬁcts
establishing a national quickie rat-
ing of a 1-800-hiome sample at a
cost as yet unquoted, even unof-
ficiallv. The svstem would involve
electronic set meters to transmit
luuinﬁ information to a central
scoreboard in the client’s office via
leased telephone lines.

The Nielsen spokesman revealed
that as fur back as 1949, his com-
pany set up a pilot operation for
an instant-count rafimi in Chicago
and New York. involving just a
couple of dozen homes in each city,

enough to demonstrate that theidistﬂnm lines must be leased for

svstem is workable,

The Neilsen tote board showed
not only how many homes were
tuned to each station, minute by
minute, but identified each home
according to size of family, agla of
the housewife, educational level
and income level,

Nielsen's system {is an out-
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growth of the old Radox system
developed originally by Sindlinger,
which Nielsen bought out nearly
a decade ago. The system has been

in development at the research firm
ever since, altho a step-up may be
launched as a result of ARB's “Ar-
bitron” system,

The only problem in the system
is not a technical one, but of cost.
Since the mujor cost is that of
leased telephone lines, there is no
known wayv to seriously reduce the
cost of the whole operation. More-
over, establishing such a system
necessitates such a heavy capital
outlay that clients would be re-
quired to make long-term contract
commitments to enable a rating
service to move ahead with reason-
able safety. Under existing rating
set-ups, such liemvy advance com-
mitments by clients don’t exist.

Another problem of a national
quickie, system, only soluble by
buckets of cash, is the integrity of
the sample. A system based on
leased telephone lines seems to be
practical—even tho it's still enor-

| mously expensive—if sample homes

are located in or verv near metro-
politan centers. Otherwise, long-
each individual home in outlving,
territories. Under Nielsen’s cur-)
rent Audimeter method of polling
homes, or ARB's diary method, the
cost of polling & country home is
virtually the same as one in the
city, so accurate national cross-sec-
tions are practical.  With a phone-
line system, the tendency would be
strong to concentrate on city homes,
thus throwing the national viewing
picture out of balance.

The Nielsen company has quietly
—but unexeitedlv—kept working on
and updating a method of convert-
ing its Audimeters to the possibility
of such an instantaneous measure.
But according tc the spokesinan,
the consistent reaction Irom po-
tential clients has been one of high
interest and curiosity, and clear un-
wﬂlinflless to put up the where-
withal,

Kent Buys Slof
For "Diamond’

NEW YORK—The P. Lorillard
Company for its Kent cigarettes
has bought Thursday, 8-8:30 p.m,,
on CBS-TV for “Richard Dia-
mond,” which will replace “Har-
bourmaster” shortly, The adver-
tiser will cancel its sponsorship of
“Assignment Foreign Legion” now
being televized Tuesday, 10:30-11
p.m., on the same web.

Indications are that CBS-TV
may turn the Tuesdoy 10:30-11
p.m. half hour back to its arfiliates.
The shift in programs was caused
by the fact that the network enuld
not clear enough stations in the
late Tuesday half hour for “As-

signment.” It ordered 125 stations
and got onlv 40,

Gen. Foods Ups
Sat. Mornings

NEW YORK —— Ceneral Foods
continues to increase its stake in
Saturday mornings, The advertiser
bought alternate weeks of “Ruff
and Reddy,” NBC-TV 10:30-11

a1,
The Screen Cems cartoons are
opposite  CBS - TV's  “Mighty

Mouse,” another show alternately
sponsored by General T'oods. At
11 am. General Foods sponsors
“Fury” on alternate weeks on NBC.

Special Star
Soring Series

HOLLYWOOD—William Mor-
ris Agency is peddling a 13-week
spring series from its special attrac-
tions division, both in 30 and 60-
minute versions, The stanzas in-
clude one-man shows by Jovce
Grenfell, Hoagy Carmichael and
Gracie Fields; music programs by
Fred Waring's Pennsylvanians,
Florian ZaBach doubled with Leo-
nard Feather’s “Encyclopedia of
Jazz" troupe and Robert Maxwell
and his Bhythm Plavers, the Na-
tional Ballet of Canada, the Mar-
ionette Theater of Braunschweig,
Jose Greco’s Spanish Dancers and
the Orfeon Choir of Portugal,

They're all planning to wind up
U. 8. tours in the spring. The
Morris office is also prepping a
fall series showcasing its newly
developed record division, A con-
certed drive in 1957 has netted
the talent firm about 30 upcoming
vocalists, including Ferlin Husky,
Sam Cooke, June Valli, Timmy
Rogers, Rusty Draper and Jerry
i Lee Lewis. The brass felt there's
a “Big BRecord” type of stanza in
its new clients, and it can avoid
that show’s weak points. NBC-
TV will get first look.

‘Wyatt Earp’
Starts 9-Wk.
Serial in Feb.

NEW YORK —— "Wyatt Earp”
goes serfal in Februarv, with a
vendetta ston spanning nine epi-

an experiment by Producer Colert
Sisk to test cliffhanger values with
an eye towrrd a permanent shift
next fall to that format. ABC's
“Zorro,” Disney - produced, has
been flirting with the idea since
its premiere in October, but con-
tinues to supply viewers with a
kind of wind-up each week which
straddles the issue,

The “Earp” story will have
Wyatt swearing revenge on a
group of gunmen who kill two
Indian friends. The marshal tracks
the four villains and captures them
one by one thri the nine stanzas,
with about 14 characters running
thru the series.

Nielsen Points
Up ‘Beaver's’
Viewer Build

NEW YORK —— “Leave It to
Beaver” is beginning to catch on
with viewers. The CBS-TV Iriday
7:30-8 p.an. situation - comedy
started out with a 12.6 average
audience Nielsen rating on Octo-
ber 4. It's last Nielsen AA for
November 7 was a 19.8. This
is a rating increase of better than
50 per cent within five weeks, Its
increase in terms of homes reached
is more than 3,000,000,

There i3 also every indication
that the show's potential is far
from being reached, with a shift
to an 8 p.m. time period, a distant
possibility if the right one opens
up.
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sodes of the ABC-TV Western. It's

HOLLYWOOD—December traditionally has been tha
month when preparations for next™ season’s programming is
stepped up by producers and packagers. This is what happened
in program development last week:

Pursuit—(CBS) a live, hour-Jong anthology series, patterned
to some extent after “Climax,” contracted for its first seripts prior
to kinescoping or taping a pilot.

Collector’s Item—(CBS) had its rushes viewed by program-
ming V.-P. Hubbell Robinson Jr. A new half hour nlp a show
first filmed last year about an art collector whose treasures in-
volve him in erime; the series sturs Vincent Price.

My Love Affair With the States of Maine—(CBS) presently
in scripting stage. Based on a book by Frances Goodrich about
the adventures of two young girls in New England.

The Sergeant and the Lady—{CBS) about the adventures of
a male and female team of cops is scheduled to start production
in San Diego this week. Stars are Peggy Castle and Jack Lord.

Bold Venture—(Ziv-TV) former radio series being adapted
for television by Dave Friedkin and Mort Fine. The Fine-Fried-
kin combo, which previously worked on “Frontier” and “Medic,”
was signed to an 18-month Ziv pact to develop this and other
properties.

McKenzie's Raiders—(Ziv-TV) starring Richard Carlson.
Pilot has been completed and placed in company deep freeze for
thawing when needed.

Rough Riders—(Ziv-TV) in preparation, will star Kent Tay-
lor (Boston Blackie).

Flight—(McCadden) is the first supersonic series to get off
the ground since sputnik was launched. Pilot was shot at Norton
Air Force Base, U. 8. Air Defense Command headquarters, and
series will deal with all phases of Hight,

Maggie—{McCadden) Margaret O'Brien starrer filmed last
spring is now center of co-production deal between MeCadden
and ABC-TV,

The Quill and the Gun—{Coodson-Todman, Screen Gems)
originally presented as the last episode in “The Web"” series
this fall will be produced by Matthew Rapf. JeH Riclards stars
in the drama about a Western editor.

Dear George—(GAC, Screen Gems) a comedv based on
Hannibal Cooms Saturday Evening Post stories will be filmed
in January by Harris Shevelson and Robert Morin,

The Gaucho—{Odyssev Pictures) in the works for the past
three years, finally went before the cameras in Mexico City.
Carlos Rivas stars in the pilot for Douglas Fairbanks Jr. and
H. Alexander MacDonald.

People—{Mark VII) interview program filmed by Jack Webb
was previewed Sunday, December 13, over KABC-TV, Los
Angelles, to determine audience reaction to the somewhat un-
orthodox concept.

Wayne King Show—(Filmcralt) is hein§ presented as a live
musical package built around the band leader.

Half Hour to Kill-(Sharpe-Lewis) project originally sched-
uled for last vear but postponed till this season will have Bill
Castle, former Ziv-TV exec, who joined Sharpe-Lewis organiza-
tion last week, as producer-director.

Letter of Credit—(Sharpe-Lewis) based on Jerome Weidman
short stories is presently being scripted for TV by the author.
Show will be an action anthology built around one central
character.

 Three Wishes—(Sharpe-Lewis) comedy series in pilot script
stage. Writer is Robert Crutcher.

Front Page—(Simmons) will be based on the Ben Hecht-
Charles MacArthur play about a tough newspaper editor. Writers
Richard and Edward Simmons acquired TV rights in a pariner-
ship arrangement. "

Flight—(Desilu) no relation to McCadden “Flight” (thera
have now been at least four projected series with the same title)
being written by Frank Moss about Air Force adventures.

Cindy—(Hal Roach) comedy written and produced by Alex
Gottlieb and starring Evelyn Rudie. Pilot set to roll Decem-
ber 26, .

McGarry and His Mouse—(T1al Roach) combines husband-
wife team of Michael O'Shea and Virginia Mayo in series based
ot Mutt Tavlor's magazine detective varns. No piloting date.

Jeopardy; The Feminine Touch; You're Only Young Once—
(M-G-M) are among eight or nine properties being considered
by M-G-M-TV for piloting this season. According to TV V.-P.
Charles (Bud) Barry, between two and four of these will actu-
ally be filmed, with one other, “Min and Bill,” already in the
can,

Louis Prima Show—(Cv Howard) is being prepped for the
band leader and his wife, Keelv Smith, as a musical comedy.

Adventures of Tom Sawyer—ilackson-Weston) juvenile
series based on the Mark Twain book is scheduled to roll early
next year.

Swiss Family Rohinson—{Trans-World Artists) based on the
famous book, stars Will Rogers Jr. Production under direction of
Edgar Ullmer is under way in Mexico, _

Air Line Hostess—(TPA} moved nearer production, with
naming of Milton Krims as producer-writer of the series.

Sorority Girl—(Fletcher Murkle) will be starred in by the
producer’s wife, Mercedes McCambridge, as the house mother
of a sorority house. .

Joan of Arkansas—({NBC) stars Joan Davis in a new m?meg:f
format created by Phil Bapp (producer of “Hiram Holiday”}.
Pilot is set for January G. _ )

Personal and Private (CBS) is a private-eve series being
tailored for Mickey Roonev. In scripting Etﬂ%ﬂ )

CBS Hour Western, as yet untitled, will be written and
produced by Charles Marguis Warren, original producer of
“Gunsmoke.” Warren was signed by the net as a stuff producer
last week to supervise the property, first seript of which has
been written by Les Crutchfield. )

Stories of Doc Holliday (Harris-McWhorter), a Western
starring Mac McWhorter and Carole Mathews, with Austen
Jewell set as director,

The "49'ers (Warner Bros.), another hour-lon

(Continue

Western,

on page 10)
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NBC Gives
‘58 Opera
Green Light

NEW YORK — NBC has de-| &
o ahead with a Iull |[#:5

cided to
schedule of opera plans for 1958-
59, after mulling abandonment of
its opera company concept. The
brass felt that sponsor interest
came too late for sale of this sea-
son’s five telecasts but nevertheless
was a healthy sign that opera can
be spld. (One of the five, “Amahl
and the Night Visitors,” has since
been rescheduled on “Matinee
Theater” to give it sponsorship.)
The NBC Opera will premiere
a new Menotti work, “Maria Gol-
ovin,” at the Brussels World's Fair
next summer, touring it then in
Paris, Vienna, Berlin and other
Eurupean cities, returning in time
for a third annual U. S, tour of
three operas_in repertory. The TV
season gets under way in Decem-
ber with"Don Giovanni” in a new
Enﬁlish translation by W. H.

The TV series, in which General
Sarnoff has a at personal in-
terest, will be offered for sale ear-
lier and more intensively, with
joint efforts by NBC-TV salesmen
and California National Produc-
tions, the NBC subsidiary which
technically house: the “opera-tion.”

Skiatron Pay TV
On Coast by April

NEW YORK — Matty Fox ex-
pects to have Skiatron operating a
wired pay TV svstem in Los An-
geles and San Francisco by the |
middle of April. He made this|
clear at a press conference here in
which Sol Hurok became the head
of the ecultural division of Skiatron.

The Hurok-Skiatron link is a
natural one which will make the
services of a large roster of impres-
sive longhair attractions available
for pay TV.

Fox's Skiatron International also
signed a 21-vear pact with Asso-
ciated Rediffusion. The British
electronics company will install,
survey and supervise closed-circuit
TV for Skiatron, in addition to
putting its important research lab-
oratorv at the disposal of Skiatron.

Hewitt to Manage
CBS Pix in Frisco

NEW YORK — Edward E.
Hewitt was named manager of the
San Francisco office of CBS-TV
Film Sales,

Formerly with ABC-TV spot
sales in San Francisco, he replaces
Glenn H. Ticer, who is retiring
after 16 years with CBS.

Lane Blackwell Goes to

NBC Internat’l, London
LONDON —— Lane Blackwell,

PBritish and European sales manager
for Fremantle Overseas Radio and
TV for the past two years, has
resigned to become European sales
manager for NBC International,
headquartering in London.
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ROBIN HOOD () & ), Wildroot,

4 R N T 4.61
TRACKDOWN (Amer. Tob,,

Gen. Pefroleum, C(BS) ... 4.81
JIM BOWIE (Amer. Chicle, ABC) 4.93

BOLD JOURNEY (Ralston, ABL) .. 5.13
COURT OF LAST RESORT

(P, Lorillard, KBL) .......... 515
CIRCUS BOY (Kellogg,

Mars, ABL) ...........00eees 5.18
SABER OF LONDON ({Sterling, NBC) 5.84

HARBOUR MASTER

(R. J. Reynolds, (BS)........ ... 3590
WEST POINT (Carler, Phillips, ABC) 6.36
IORRO (Seven-Up, Gen.
Mofors, ABC) ..........ccv0.. B.51

L.
1.

w

o NS Ln s

21,
28.
29.
0.

31.
3.
33.
34,
35

. 5GT. PRESTON (Quaker, CBS) ...,

WYATT EARP (Gen. Mills,

P& G ABD . eeinvnnnnanasigldl

GUNSMOKE (Sperry-Rand,

L&MCBS ....... IR Pt cu.

ROBIN HOOD () & ),

Wildroot, CBS) .............. 1.59

CHEYENNE (Gen. Efec., ABD) ... 2.70

RIN TIN TIN (Naf'l

Biscult, ABLY ............... 2.719

LASSIE (Campbell, s) ...... 1.86

WELLS FARGO (Amer. Tob.,

Gen. Mofors, WBD) ........... 3.09
. TEXAS RANGERS (Flav-R

Straws, Sweets Co., ABD) ...... ERA
. CIRCUS BOY (Kellogg, Mars, ABC) . 3.12

JIM BOWIE (Amer. Chicle, ABC) . 3.17
. I0ORRO (Seven-Up,

Gen. Molors, ABD) ........... 3.7
. SUGARFOOT (Amer, Chicle,

Union Carbide, ABC) .......... 3.19

LONE RANGER (Gen. Mills, ABC) .. 3.43

. BROKEN ARROW (Miles,

Ralston, ABC) ... .. 301

RESTLESS GUN ﬂ‘i'mw ﬁlﬂ 3.92

MAVY LOG (U. 5. Rubber,

Union Carbide, AHI:]I .......... in
. MAVERICK (Kaiser, ABC) ....... 399
. IAME GREY (Gen. Foods, Ford,

BS) s 4.01
. HAVE GUN, WILL TRAVEL

Amer. Home, Lever, (BS) ...... 4.13

WAGON TRAIN (Drackett,

Lewis-Howe, Ford, NBO) ....... 4.24
. THE LINEUP (P & G,

Brown & Wmson, (BS) ....... 4.81
. TRACKDOWN (Amer. Tob.,

Gen. Pelroleum, CBS) ......... 4,87
. PERRY MASOM {I.Iml Carbide,

Purex, CBS) ... ieii.... 488
. M-3QUAD (Amer, Tuh

Harel Bishop, NBC) . AT o |
. ALFRED HITCHCOCK {Brislv

Myers, CBS) .... 591

MEET McGRAW (P & E HEE]I s 398

THE THIN MAN (Colgate, NBC) .. 6.05

DRAGNET (L & M, Schick, NBO) . 6.30

HARBOUR MASTER

(R. J. Reynolds, CBS) . .. 1.1

CLIMAX {(Chrysler, oy ... 11

BOLD JOURNEY (Ralston, AB() .. 8.21

THE WEB (P & &, WBL) ....... 8.78

THE CALIFORNIANS (Singer, NBC) B.60
WEST POINT (Carfer, Phillips,
ABL) 1156

TR FEEEREEEEEENE DR

NEWS, SPORTS AND MISCELLANEOUS SHOWS

COST PER 1,000 HOMES
PER COMMERCIAL MINUTE

COST PER 1,000 MEN
PER COMMERCIAL MINUTE

COST PER 1,000 WOMEN
PER COMMERCIAL MINUTE

COST PER 1,000 CHILDREN
PER COMMERCIAL MINUTE

F+Het Avg., 5571 ABC Ave., H.97)
CBS Avg., $8.34; HBC Ava., .58

3-MNet Avy., $4.50; ABC Awvg., 54.65;
CBE Avg. §1.77) NEC Avg., §4.23

J-MHet Ave., $.87) ARC Avpg., $5.40;
CBS Avg., $1.50; NBC .ﬁ\‘lq 532

3-Net Avg., $12.76 ABC Avg. $14.57)

CBS Avg. $10.77T) NBC Avg., $17.07

. CAVAL. OF SPORTS (Papermate,

Gillette, Toni, NBC)

. D. EDWARDS WEWS (Amer.

Home Prods, Brown & Wmson,

Amer. Can, CBS) .......... .. .51
. RED BARBER (State Farm, NBC) .. 2.83
. WEDNES. NIGHT FIGHTS '[Hllﬂ,.

Mennan, ABD) .............. 2.88

PERSON TO PERSON I:Tlm-

Amer. Qll, (BS) .......ovvevs 1.94

DISHEYLAND (Derby, Gen.

Foods, Gen. Mills, Reynolds,

ALY - i e 3.01

MIKE WALLACE (Phil, Marris, ABC) 4.32

YOU ASKED FOR IT (Besl

Foods: ABDY .....oviivevies 5.90
. BOWLING STARS (Amer.

Machine, ABL) ............... 6.60
. JOHN DALY (Union Carbide, ABC) 7.10
. WIDE, WIDE WORLD (Gen.

Molors, NBL) ........ , B.66
. SEE IT NOW (Pan Amer. [ESJ 1'? 51

F
. 5

4.

5!
b.

1.
8.

9.
10.

CAVAL. OF SPORTS (Papermale,
Gillette, Tonl, NBO) ..........31.91

RED BARBER (State Farm, NBC) .. 2.51
WEDKES. MIGHT FIGHTS

(Miles, Mennen, ABL) ........ 2.60
D. EDWARDS WEWS

(Amer. Home Prods.. Brown

& Wmson, Amer. Can, CBS) .... 3.37

DISNEYLAND (Derby, Gen.
Foods, Gen. Mills, Reynolds, ABC) 4.12

PERSON TO PERSONM (Time,
Amer, Oil, CBS) 4.16

MIKE WALLACE (Phil. Morris, ABC) 4.78

YOU ASKED FOR IT (Best

Foods: ABD) .. i e 5.51
BOWLING STARS (Amer.

Machine, ABD) .............. 6.28
WIDE, WIDE WORLD '

(Gen, Motors, NBO) ..........10.08

2,

4,

3.

6.
L
8.
9.
10.

D. EDWARDS MEWS
(Amer. Home Prods., Brown

& Wmson, Amer, Can, CBS) ....$2.43
PERSON TO PERSOM (Time,

Amer. Oil, CBS) ..... A .7
CAVAL. OF SPORTS (Papermate,

Gillette, Tonl, NBO) .......... 3.34

MIKE WALLACE (Phil. Marris,
ALY oo ciRa e cor 3,48

RED BARBER (State Farm, NBC) .. 4.08

DISNEYLAND (Derby, Gen.
Foods, Gen. Mills, Reynolds, AB(C) 5.10

WED. NIGHT FIGHTS (Miles,

Mennen, ABC) ........... e o L
YOU ASKED FOR IT (Best

Foods, ABC) .......... vesnsss 305
BOWLING STARS (Amer.

Machine, ABD) ........7..... 1.68
WIDE, WIDE WORLD (Gen,

Mators, MBCY ................ 8.25

2,
3.
4.
5.
6.
1.
8.
9.
10.

DISNEYLAND (Derby, Gen.
Foods, Gen. Mills, Reynolds, ABL) $2.02

CAYAL. OF SPORTS (Papermate,
Gillelte, Toni, NBC) ....... ... 6.90

RED BARBER (Stale Farm, NBC) .. B.16

D. EDWARDS NEWS (Amer.

Home Prods., Brown &

W'mson, Amer. Can, CBS) ...... B.68
WEDNES, NIGHT FIGHTS .

{Miles, Mennen, ABC) ......... a.11
YOU ASKED FOR IT

(Best Foods, ABL) ............ 958
PERSON TO PERSON (Time,

Amer, 0Qil, (BY) ........ voeis 12,86
BOWLING STARS (Amer,

Machine, ABD) ..............13.83
WIDE, WIDE WORLD

Gen. Motors, NBD) ........... 18.15
MIKE WALLACE (Phil. Morris,

RBEY o v e 29

These listings appear mowhere buf oa thess pages. They mre copyrighted by The Billboard Publishing Company and no reproduction may be made of them
withou! The Blilboards consenl. Requesis lor such coaseni must be submitied I writing fo the poblishers of The Billboard, 1564 Broadway, New York 36 N. Y
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I
COST-PER-THOUSAND
Analyses of Network TV Shows in Class A Time |
L]

Computed by Univac and based on October TV audience measurements of AMERICAN RESEARCH BUREAU

uk’ﬁ‘c«%
.\..- -\.\..-\. ""H.

provided ta The Billkboard en & confldential I!a.ﬁ: AFd Bvorige
show costs owver a 52-wesk pericd,

Since many faclors other than east efficiency aré Inuolved
im determining th=

readers are urged to wibfize this material a1 8 guide rather
than an absclute yardstick In assessing the relative valus

Thu. :I-ar't I§ the ‘l"u' 1-r'JHUIt1"'I gnly guide ta the mnmhl].-
gost  efficiency of Class A time npetwork programi compared

by progeam type and  $ponsof
sidience compagftian,

Each program’s cost Pgursy repressnt tha sponsor’s actual
eost far reachlmg 1,000 TV homes, man, women ar children

group and broken down by

COST PER 1,000 HOMES
PER COMMERCIAL MINUTE

COST PER 1,000 MEN

par  minute :f eommercial time
divlding each show's nat commissienable times mnd talent costs
by Its rumber of alfocated commercial minvtes apd then by
the tetal purnbar of homes, men, women and children Under
18 reached dusing the last rating perfod as determined by
American Research Buresi.

PER COMMERCIAL MINUTE

Thess Flgures reqult from

#ctual

By Sponsor Groups

L

time and talent costa

gl programs,

FOOD & BEVERAGE SPONSORS

COST PER 1,000 WOMEN
PER COMMERCIAL MINUT

Food & Beverage
Drug & Remedy
Automotive & Accessory

warth

of - any. program 3 I3 sponsor,

COST PER 1.000 CHILDREN
PER COMMERCIAL MINUTE

3-Met Avg., $3.74; ABC Avy., 53.91;
CBS Avg., 31.76) NBC Awvg. $3.08

3-Net Avg.. 55.07; ABC Avg., 55.11;
CBS Ava., $5.0% NBC Ave., 434

+Net Avi., $4.13; ARC Avg., 35.30;
CBs Avg., 33.67; NBC Avy. $2.T1

CBS Avy., H.l‘!f MBC Avg., ﬂ-luﬂ

KRON Orders
First Mobile
Video Tape

SAN FRANCISCO—First viden
tape recorder to be placed in a
mobile unit will be one of two or-
dered by Station KRON-TV here.

According to Harold See, station
general manager, plan is to utilize
the VTR to shoot remote footage,
thereby eliminating the time
needed for film processing and sub-
stantially reducing the period be-
tween lensing and telecasting. The
station is considering obtaining a
third VIR unit if the first two
come up to expectations.

San Francisco stations have, com-
paratively, telecast very few live
remotes, partially due to the prob-

1. GEXN. MILLS (Wyatt Earp, ABC),.$1.91 1. GEN. MILLS {Wyatt Earp, ABC)..$ 2.11 1. BORDEN, AMER. HOME {People's 1. DERBY, GEN. FOODS, GEN. MILLS
2. KELLOGG (Name That Tune, C85),,. 2.27 | 2. GEN, FOODS (Zane Gugy, CBSl..,. 2.98 CRGIEE, NEC)  +suvinssossnnssnes $1.37 (Disneyiand, ABCY o oroer o g 2,02 | €M of microwaving in the hilly
3. GEW. FOODS (2ame Grey, CBSI..... 2.53 3, KELLOGG (Mame That Tune, CBS),. 301 2. KELLOGG [Mame That Tune, CBS).. 1.%0 2. GEN. MILLS [Wyatt Earp, ABC).. 2.17 terrain,
4. GEM, FOODS {Whiting Glrls, CB5)., 2.54 4. AMER, DAIRY (Pérry Camo, WBEC),, 3.29 -, E 3, MATL. BISCULT (Rin Tin Tin, ABC), 2.7 ] T, :
S NATL DAIRY (Kralt Thebtes  NECT, 7 5. PET MILK (Red Shelton c8S.. . 30 | 2 GEN. MILLS (Wyatt Eam, ABD),... 227 RN o mAREL T TN A u: Neal K. McNaughton, manager
& CEN. FOODS (Danmy Thomas, CBS).. 2.89 6. RALSTON (Broken Arraw, ABZ). ... 3.68 4, WATL., DAIRY {Kraft Theater, NBC),, 2.34 4, NESTLE (Ch Susamna! CBSY. . ... . 255 | Of the professional products divi-
b, SCHLITZ (achlite Piay., CBSY. .. ... 2.93 7. NATL, DAIRY i(kKraft Thealer, HBL), 369 5. AMER, DAIRY (Perry Comg, NBCH.. 2.47 6, CAMPBELL (Lassle, CBSh.......u, 2.B& = u ¥
8. DERBY, GEN. FOODS, GEN. MILLS B. GEN. FOODS (Whiting Girls, C85).. Y.B% &, GEN. FOODS (Whiting Girks, CBS).. 2.5 7. FLAV-R STRAWS, SWEETS CO. sion at Ampex Corporation, said
: LE:;E;IH;:,[R?B‘:E sssieersasianes ;g: 1:. gﬁﬁﬁﬁﬁjhIgéuggﬂr'ﬁrtrluﬂﬁrlfﬁsl 1,99 : EI.EI;I‘LHFIDDLEE{h::[It: FIE:.'-, ng:; ,,,,,, 2463 ':T-Ia_m Rangers, ABCH............ 311! that, altho no experiments had
. AMER. : erry Coma, Glaes 3 . + GEN, ¢+ GEN. ; i ne [rey, Vi D67 B. KELLDGG, MARS (Circus Boy, ABC), 212 ¥ :
10. PET MILK (Red Sklton, CBS)...... 3.09 {Digneyland, ABC) .....o.ius.esss 432 | 9. PET MILK (Red Skelton, CBS). ... .. p78 | 9. AMER. CHICLE (im Bm!;mm” 117 hct;; e ld?]wn{ld\*’TRs in a mobile
11. MESTLE (0N, Susanna! CBS}........ 1,05 11. AMER. CHICLE (Sugarfost, ABC).., #.14 10. GEN, FOODS (Danny Thomas, CBS!, . 2.82 9. SEVEN UP (Zorro, ABC)., ... L yqpum vet, he did not foresee any
12, RALSTON (Broken Arrow, ABC)..,. 3.09 | 12, GEN, FOODS (Danny Thomas, CBE). .18 | 11. GEN. FOODS (Dec. Belde, CBS).... 2.95 | 11. AMER. CHICLE (Sugarfoct, ABC),.. 310 |Zreat techniecal difficulties. There
13, BORDEN, AMER, HOME (People's 12, NESTLE (0h, Susanna! €B5)....... 418 | 12, NESTLE (Dh, Susanna! CBS)...... 3,02 | 12. GEN. FOODS (Danny Thamas, €BS).. 3.42 | have been a number of inquiries
Chaice, NBC} ...ievvvursesncssss 325 | 14, CAMPBELL (Lmssie, CBS).,....... 462 | 13. CARNATION (Burns & Allen, CBS).. 3.37 | 13, GEN. MILLS CLone Ranger, ABC)... 3.43 by other stati 1l th
34, AMER. CHICLE (Sugarfoot, ABC),... 3.35 | 19, BORDEN, AMER. HOME {Peapie's 13, GEN, MILLS (Burns & Allen, CBS).. 3.17 | 19, KELLOGG (Mame That Tune, CBS).. 3.49 auons, as well as the
15, GEN. FOODS (Dac, Brids, CBS)...., 3.36 Cholee, NBEL ........ N 453 | 15, LEVER (Gotivey's Seouts, CBSS ... 337 | 15, QUAKER (St Preston, o8, . ... 3.8 | Order by KRON, he revealed.
16, CARNATION (Burns & Aller, CBS).. 3.39 | 184 LEVER (Rosemary Clooney, WBC)H... 4.76 | 1s. PILLSBURY, KELLOGG (Blg Recoed, 16. BORDEN, AMER. HOME (Peonle’s -
16, GEM. MILLS [Burns & Allen, CBS)... 3.39 | 17. GEN. FOODS (Der. Bride, CAS).... #.77 e e R Chahin, NBEY o0 ooy
18. LEVER (Godfrey’s Scouts, CBS)..... 3.52 18, CARMATION {Burrd & Allen, CAS),. 4.99 17. LEVER {Resemary E‘.Ianﬂu:r. NBC). ... 3.52 14, PALSTON (Broken Arrow, .l.Eh:I Rt 1% 1 | »
19, QUAKER (5gt. Praston, GBS, ... 370 18, GEM, MILLS (Burrs & Allen, £BS),, 4.99 18, RALSTOM ([Broken Arow, ABC)..... 3.88 18, ANER. DAIRY (Perry I:.:mu NEBG), .. 4.0 | to HStGII
20. CAMPBELL (Lassis, CBS),..,...... 3.71 | 20. LEVER (Godfrey's Scouts, CAS)....., 517 | 19. CAMPBELL (Lmsie, CBS).......... 375 | 19, GEN. FOODS (Zame Grey, CBS)..... 4.01 |
21. FLAV-R STRAWS, SWEETS CO. 21, QUAKER [Sgt. Presten, CBS)...... 5.38 | 20. QUAKER (Jane Wyman, NBC)...... 3.8 | 20. GEN. FOODS (Dec. Bride, CBS),..., 4.84 |
(Texas Rangers, ABC), (oo viicvians 178 21, QUAKER (lars Wyman, WBD) . ..... 5.38 21, AMER. CHICLE (Sugarfopt, ABL), ... 4,01 21, CARNATION: Byrng & Allen, €BS)., 4 l;-ql New Sut A M
22. AMER. CHICLE (Jim Bowle, ABC).., 3.86 | 23. FLAV-R STRAWS, SWELTS CO. 22, QUAKER (Sgt. Preston, CBS)...... 4.56 | 21, GEN. MILLS (Burns & Allen, CBS).. 4,99 |
2. QUAKER (Jans Wyman, MBI}, ...... 3,95 (Texas PRangers, ABCl....... ... 554 23 AMER. CHICLE (Jim Bowle, ABC)... 9.23 2%, PET MILK (Red Skeltos, CBS)..... 557 P
DRUG & REMEDY SPONSORS hLW YORK — CBS- 'ng will
shortly install new programming in
COST PER 1,000 HOMES COST PER 1,000 MEN - COST PER 1,000 WOMEN COST PER 1,000 CHILDREN |its Saturday 11-12 noon-time pe-
PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE PER COMMERCIAL HIHUTI_ PER COMMERCIAL MINUTE rind to counterpunch the beefed
Mot Avg., $3.51; ABC Avy., $1.75; 3-Met Avg., $4.40; ABC Ava., $4.5%; 3.Met Ava., §3.92; ABC Avq., $4.84) 3.Mat Ave., 54.86; ABC Avg., $6.19 up NBC-TV  Saturday morning
CBS Avg., $1.88; NBC Ave., $1.54 CBS Avg., $1.79; NBC Avg, .01 CBS Avg., $1.71; NBC Aveg, $31.58 CBS Ava., 36.34; NBC Avp., $7.64 line-up. TBS will program its car-
1. PHARMACEUTICALS (Twanby-Dns, 1. PHARMACEUTICALS (Twaniy-Ons, 1. AMER, HOME PRODS, {Mame That 1. J&} [Robin Hosd, CBSY. ... .05.. & seg | bOON Ehnw I_'}f li:'ll-.t season, II.E:EI{Iﬂ
NBCY ot e s T L g MECY ovvnnins R B T Fliok REA L  S $ 190 2. AMER. CHICLE tJim Bowle, ABC).. 3.17 ol la"
2. AMER, HOME PRODS, (Name That 2. MILES (Wednes. Night Fights, ABC), 2.60 2. PHARMACEUTICALS (Twenty-Ons, 3, AMER. CHICLE {Sugsrfoot, ABC),. 3.19 Rm} Jeckle ;;" T:hhe Hhu :30 SIDL
Tune, BBS} uvcsrsssns RS Y 3. AMER. HOME PRODS. (Name That MBET e L R i s 4, REXALL tPinocchis, NBC)........ 3,37 | AN rETuns o e Champion,” a
3. PHARMACEUTICALS (To Tefl the h 1L SR, T 3, PHARMACEUTICALS (Ta Tell the 5, AMER., HOME PRODS. {Name That |lﬂ]f hour later. 'Illﬂ} will replace
T T e s 1.4% 4. WARNER (Restless Cin, NZCML... 316 y T Pl N e 2.1% Tune, CBS) Looivirviarrnanniass 348 |"Sngan’s ‘ilmﬁ and “Saturday
4. AMER. HOME PRODS, (D, Edwards 5. PHARMACEUTICALS (Ta Tell the 8. AMER, HOME PRODS. (D. Edwarts b, MILES (Beoken Arraw, ABC)...... 391 | Plavhorse.™
News, CB5) \ivuurrnnrnssnsanaas 251 Tristh, CBS) vvvvevenarresanans 319 News, CB5) . .ucvverrennnrenrs 2.43 T, WARNER (Restiess Gun, NBC).... 3.92 s "
5, WARNER (Restiess Gun, NBC)..... 2.84 6. BRIST-MYERS (Alfred Hitcheack, 5, Eﬁ;if;ﬁﬂmuﬁﬂ (Bob Cummings, 8. AMER, HOME (Have Gun, Wil Travel, Thinking is tha* “Heckle and
6. MILES iWedres. Night Fights, ABC). 2.88 SR e A A A R A S i e i R 413 o
7. BRIST.-MYERS (Alfred Hitcheack, 7. AMER. HOME (Hawe Gun, Will Trave, B, PHARMACRAFT i(Steve Allen, NBC), 2.93 9, LEWIS-HDWE (Wagon Train, NBG!, 4,74 JE"E]-E‘]E "»I“]}ni ’hfl more f-“:'mPﬂhHIE
BRGE ool e R 2.90 PIERY i el e 3.30 T. LEWIS-HOWE (Wagen Teain, NBC).. 3.04 | “10. PHARMACRAFT (Stavs Allen, NBC). 4.3 | WWILD ighty Mouse,” now in the
B AMER. HOME (Have Gum, Will Travel, 8. AMER. HOME PRODS, (D. Edwads 8. PHARMACEUTICALS (What's It For? 11, PHARMACEUTICALS (Twspty-One, 10:30-11 half hour than was
4 ) SR . B News, CBE) L .......... beduhiase 3.37 MBEY oiiciivir i enn i smies 108 NBC) wvoiivsrnserisronrrasrens 5,44 “":iuq;ufq Shmu.r” And it iz also felt
%, MILES (Broken Arrow, ABCY...... 3.09 9. LEWIS-HOWE (Wagon Train, NBC).. 350 9. AMER. HOME tHave Gun, Will Trawl, 12, PHARMACEUTICALS (Ta Tell the thit “Climbion™ will b
10, EHESEBROUGH {Bob Cummings, 10. PHARMACRAFT (Steve Allen, NBCY. 3.64 CBE) vuvennrnsrnarerenasnneren 3,12 Truth, CBS) .ieivinnnns 5.B5 | E € more ap-
NBEE vvoivrevnernssnrsaviosess 338 | 13 MILES (Broken Arrow, ABZY...... 348 | 10, WARMER (Restiess Gun, NBC).... 325 | 13 BRIST.-MYERS [Alfwd Hitcheock, |PF“]|“E to }E"-l“"nt‘T‘-i than was
11. J&J (Rabin Mood, CBS)........... 318 | 12. AMER. CHICLE (Sugarfool, ABC).. 414 | 11, BRIST.MYERS (Plaghsuse 50, CBS). 3.10 BEgY L ceeavereons 891 "Saturday  Plavhouse™ Major
12. LEWIS-HOWE {Wagon Teain, NBC),, 3.18 | 13, CHESEBROUGH (Bob Cummings, 12. MILES (Broken Arrow, ABC)...... 3.68 | 18. CHESEBROUGH (Bob Curmings, = : T R
13. AMER. CHICLE (Sugarfoot, ABC).. 3.33 WS o e s et 434 | 13 AMER. CHMIGLE fSugarfoot, ABCY. ... 4.01 N M T T T e 6.74 '::'}”"EE made b}r NBC was the slot
14. PHARMACEUTICALS (What's It Fai? 14, PHARMACEUTICALS (What's It Far? 14, REXALL (Pinoechio, NBE)........ 407 | 15 AMER. HOME PRODS. (D. Edwards ting of Screen Gems cartoon show
T R O T T NBE} .uenscavrmnsrnrrassrassas &b2 | J&J (Robln Hood, €BEY,....iueernes Wbl Mews, CBS) vvvvvvvevvvnnesro.. 868 Ruff and Ready” in the 10:30-11
15. PHARMACRAFT (Stzve Allen, NBC).. 3.81 | 15 J&J (Rebln Hood, CBS).......... 498 | 16, AMER. CHICLE tJim Bowle, ABC),, 493 | 14 MILES (Wedner, Might Fights, ABD), 931 a.m. slot to do battle with the
18, BRIST.-MYERS (Playhouse 90, CBS) 3.84 | 1&. BRIST.-MYERS (Plaphouse 80, CBS). 5.40 | 17. MILES [Wednes. Night Fights, ABC). 520 | 17. PHARMACEUTIZALS (What's It For? “Mightv M »
17. AMER, CHICLE (Jim Bawle, ABC).. 3.86 | 17. AMER. CHICLE (Jim Bawie, ABC).,. 5.50 | 18, WARNER (Tie Taz Daugh, NBC),.. 5.29 NBE) ..... vineeraeaes 10.48 | MHEHEY BlOuse.
18, REXALL (Pimacchis, WBCI......... 4.5 18. REXALL (Pinocchio, MBCY........ 553 19. STERLING (Saber of Londom, WBC), 5.84 18. CARTER I:W-s: Pmn':, .tE-I:I o v o 1156
19. CARTER (West Point, ABC)....... 5.57 | 19. CARTER (West Palmi, ABCI..... .. 6.9 | 20, CARTER (West Point, ABC)...... 6.36 | 19. STERLING (Ssher of Londan, NBC), 11.96 | .
20, WARNER (Tic Taz Doogh, NBC)... 5.69 20. WARNER (Tic Tag Dough, NBL), .. 7.93 21. BRIST.-MYERS (Alred Hitchceck, 20, BRIST.-MYERS (Playhouse 90, CBS). 1371 | CIIEHII-S Tu rn Su “I-u
1, STERLING (Sabsr of London, MBC)., 5.84 21. STERLING (5ahes of Londar, NBC).. 7.97 BN, i e e a.45 21, WARNER (Tic Tac Deugh, MWBCI,.. 1T.99 |
22. P, LORILLARD (Assign. Farelgn 22. P, Leorillard {Assign, Forssgn Legian, 22, P. LEIRJLLMIJ tAgsign. lein 22. P. LORILLARD fAssign, Forelgn
Legion, EBSF......iscecasessans 10:53 . L 3 R TR R AR R EN T LR ) Laghomy CBS) . .ouiviiinneaniss 1008 TR TR e R T a1.sa-HEIpers fﬂr Puur
NEW YORK——Santa Claug has
AUTOMOTIVE & ACCESSORY SPONSORS arrived _ early st Jack = Pear's
“Tonight.
COST PER 1,000 HOMES COST PER 1,000 MEN COST PER 1,000 WOMEN COST PER 1,000 CHILDREN In a rush of Christmas season
PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE PER COMMERCIAL MINUTE Ellﬂp[};;;g, SpOonsors fhai'.'ﬁ sna p[_ﬁﬂ
. - - up 100 per cent of the available
: H 4 Al 3-Met Avg., $3.74; ABRC Avg., 33.% FHet Avg., $5. B . 1 o . 7 .
T e e s Ay a RS Ave, $1.08; MBE Avor, $5.23 TBs Ave. $310; NBE Ave, $in3 CBS Avy., $6.90; NBE Avs, 938 | participations in the NBC-TV se-
3. BHORE O N ARED s1.21 | 1. UNION CARBIDE thahn Daly, ABCL.S 129 | 3 UNION CARBIDE (shn Daly, ABC),.§ 9a | 1. URION CARBIDE (ishn Daly, ABC).S 2.39 | [1oor tired to operate at the rate of
: U T T e ; 2. DODGE (L. Welk, ABCI.......... 2.13 AL e e by S 2, DODGE (L. Welk, ABC)......... 1.09 | ix per hour. Now, there’s pressure
2. DODGE (Welk's Top Tunes, ABC).... 181 | 5 popGE (Walk's Top Tunes, ABC).. 2.2 | o DOPGE (Lo Welk, ABGH.......o.. e 3, GEM., MOTORS (Wells Fargo, NBC). 3.17 |on to extend the number of avail-
3. CHRYSLER (Cilimaw! CBS).......... 2.08 4, LIN.-MERCURY (Ed Sulllvan, CBS). 2.57 3. DDOGE (Welk's Top Tunes, ABC).... 1.69 4, GEN. MOTORS (Zorro, ABCLI...... 319/ 4h]a spets up to eight per hour for
4. LIN.-MERCURY (Ed Sullivan, CBS5).. 2.06 8, GEM. MOTORS (Wells Fargo, NBCI,. 2.62 4. LIN.-MERCURY (Ed Sullivan, CBS5).,. 1.80 %. UNION CARBIDE (Sugarfoot, ABCl.. 3.97 tl till-climbi h hich
8. FORD (Erale Fard, NBC) 5 20 6. CHRYSLER (You Bet Your Life, s, CHRYSLER (Climax! CBS).. ..., 1,94 6. U. 5. RUBBER, UNION CARBIDE M S COTNMIE SUUW-SHICT. Giee
; y ' MES LRI S, O o1+ I S T ' ARG N (Mavy Log, ABL)....... veiveres. 398 only the most courageous admen
6. CHRYSLER l¥ou Bet Your Lie, NB), 2.21 6. FORD (Ermie Ford, WBC).......... 1.95 .
7. FORD (Emie Ford, NBE),,,.eewe, 2.68 ¢ ¥. FORD [Ernie Ford, NBC).....ss.s !‘??m.r;mter,] to hm
7. GEN. MOTORS (Wells Farge, WBCI,. . 2.31 B. CHRYSLER (Climax! CHSY. ....ees, 2.98 7. CHRYSLER (Yoa Bet Your Life, NBCY, 2.57 B KAISER IMdaverick, ABCl......... 4,01 ol " ¥
8. FORD fZane Grey, CBS)........... 2.53 9, FORD (Zame Grey, CAS). ......... A3 B. AMER, OIL (Persan to Person, CBS), 2.7 9, FORD (Zane Grey, CBS)......... 4.02] The sell-out situation will last
9. AMER.OIL (Person to Person, CBS),, 2.94 | 10, KAISER (Maverick, ABLI......... 360 | o popp (Zane Grey, CBSH 27z | 10 LIG-MERCURY (Ed Sullin, C851. 424 | for at least the next two months.
: 11, FORD (Wagon Tran, WBC)....... 3.86 ' " PR ATy 11. FORD fWagon Train, NBC)........ 4.77|
10. FORD {Wagon Train, NBCl........ 336 | 39 ) ‘¢ puaBeR, UNION CARBIOE 10. GEN. MOTORS (Wells Fargo, NBL).. 3.08 | 13 DOOGE rWelk's Top Tunes, ABCH,. 4.87
11. UNIQN CARBIDE (Sugarfoot, ABC).. 3.33 (Navy Lag, ABC).......... vesss 414 | 11, FORD [(Wagon Train, NBC)......... 3.44 13, GEN. PETROLEUM (Trackdown,
12, U, 5, RUBBER, UMION CARBIDE 13, UNION CARBIDE (Segarfost, ABCY, 415 12. GEN. MOTORS (The Big Record, 8 A R e g e L o .83
(Nawy Log, ABC)......eeessseess D44 | 14. AMER, DIL I:P;run ta F;rmn. CBS). 4.70 SBEY el Gttt TR E;'m CARBEDE (Perey Blason, 5nl
is e 15, FORD (Edsel Show, CBS1. ...iz.e. @&T3 : e R R L R ATl o |
13. KAISER {Maverick, ABL).......... 367 | 300 o e m“ Mmm 13, FORD (Suiplcion, NBCH.....evsiss 363 | 5o CHRVSLER (o Bet Your Lify,
14. FORD (Suspicion, MBC). .....ce.... 3.72 BBEY Luiun e esiees 76 1 14. FORD (Edsel Show, CBS).......... 166 1 IR M i 5.97 !
15. GUODYEAR (Goodyear Theater, NBCI. 3.98 | 17, FORD (Suspiclon, MBCI........... 492 | 15 GEN. MOTORS tPat Boone, ABC)... 3.86 | 14, GEN, MOTORS (Pat Boons, ABC).. 7.23 fil h f
16. GEN. MOTORS [Pat Boons, ABC)... #.05 | 18. GODDYEAR (Goodysar Theater, NBCI, 5.55 | 15, KAISER (Maverick, ABC).......... 397 | 17. CHRVYSLER iClimax! CBS).....,... 8.23 moshew tor
17, GEN. MOTORS (The Big Record, CBS) 4,04 19. GEN. MOTORS (The Big Record, 17. GOODYEAR (Goadyear Theater, NBCI, 4.0 18, FORAD [Edsel Show, CBS).,.....,. B:36 E"'ﬂr Pruduc"
18, GEM, PETROLEUN (Traskdown, CBS). 4.16 EBS] .u.vwssciiiieesssinasiess 558 | 18. UNION CARBIDE (Sugarfoot, ABC)... 4,08 | 19. CHRYSLER (Date With Angels, ABCI. 9.06 Y '
19, UNION CARBIDE (Perry Masan, 20. GEN. MOTORS (Pat Boose, ABC).. 549 | 19, UNIOK CARBIDE {Perry Mason, CBS), 8.35 | 20. GEN. MOTORS {Tne Big Record, E'un‘r Murkel,
L R S e 818 | 21. GEN. PETROLEUM [Trackoown, 20. U. S. RUBBER, UMION CARBIDE . L R TR e 12,45 |
20. GEN. MOTORS (Zorro, ABC)....... 4.39 BBSY oioiisanmrsbinaniinsaatins 6.10 (Navy Log, ABCY..........p-os.. 487 | 21. GOODYEAR (Goodyear Theatsr, NBC). 12.86 | § Every Hudgel
21. FORD (Ediel Show, CBS).......... 878 | 22. GEN. MOTORS (Zorro, ABC)..,... 866 21. GEN. PETROLEUM (Trackdown, CAS), 5.64 22, AMER. OIL {Person ta Person, CB3), 13.58 { |
22, CHRYSLER (Date With Angels, ABC). 5.82 | 23. CHRYSLER (Date With Angeis, ABZ], 10.08 | 22 CHRYSLER (Date With Angels, ABC). 841 | 23. FORD (Susplicion, NBC),......... 1815 Offices in  Jaog s
23, UNION GARBIDE {Jahn Daly, ABC}.. 7.10 24, GEN. MOTORS [Wide, Wige Warld, 23, GEN. MOTORS (Zarre, ABC),...... B.25 24, GEY, MOTCRZ (Wide, Wide World : priacipal citigs b
24. GEN. MOTORS (Wide, Wide World, NBC) oovvvnnnnnenrsonransannss TLTY | 24, GEN, MOTORS (Wide, Wide Warld, NBEY . e F it wik die anis e ncne 19.22 2 'Ef_l""ifﬂ‘“;ll”l‘_ﬁ‘f :
MBE o e e e e L i B.5& 2%. FIRESTONE ivaice of Firesions, ML) s S R e e o - T 23. UNION CARBIDE (Dean Martin, .
15. FIRESTONE (Voise of Firestone, L I .. 1223 | 2. UNION CARBIDE (Dean Martin, NBC). B.83 MEGY orvaswd i o st st b 4418 67.06
WBGE e R e B R 9.10 25. UNION CARBIDE (D#an Martin, 25. FIRESTONE (Volce of Firestons, 25, FIRESTONE {Valce of Firestone,
B6. UNION CARBIDE (Dean Wartin, NBT). 9.6 MBR) LiSivivianiisisennes ke L A sananssaiassaswinnieesias IKBE ABLH suvrvaremsarssnrnnsasanas &7.06
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BATTLE IN SUDS

Beers Peg Survival Fight on
Fast, Heavy TV Maneuvers

NEW YORK—Analysis of the
stepped-up TV activities of beer
advertisers in the past six months
reveals five provocative facts:

(1) Beer firms are generally go-
ing after tonnage, rather than
program identification.

(2) Larger regional companies
are swallowing up smaller ones in
order to compete with national
firms.

(3) Beer companies credit TV
with the continuing upward spiral
ef sales.

(4) The trend toward syndica-
tion buys holds firm and fast, with
network buys slightly down from
last year and essentially confined
to s g events.

(5) In avoiding long-term com-
mitments on first-run properties,
beer firms are taking what they
can get, resulting in more one-
market buys, more buys within a
single market and more diversifica-
tion of programming types.

Exceptions

“Schlitz Playhouse™ is a notable
exception to the network rule, with
Hamm’s about to retire from “Per-
son to Person” and the only other
weekly web buy being Miller Brew-
ing’s co-sponsorship of “All-Star
Golf." Last spring, Pabst retired
from ABC-TV’s Wednesday fights,
is currently confined to participa-
tions in “Tonight” and sports spe-
cials on regional networks,

In syndication, consolidation is
on the upgrade. A sampling of
current activities shows Gunther
absorbing Fort Pitt to expand in
the Pittsburgh area, now sponsor-

ing “Silent Service,” “Gray Ghost™ |

and bowling shows. Falstaff has

Kearney Quifs
ABC Film Post

NEW YORK—Don L. Kearney
has resigned as sales veepee of
ABC Film Svndication to become
director of sales for the Corinthian
Bmadcﬂslir%{ Company, effective
January 2. Kearney has been No.
2 man at ABC since its inception
in August, 1953, Prior to that time,
he served as national manager of
spot sales for ABC-TV and TV
sales manager of the Katz Agency.

Also departing ABC Film is B{:i:
Marcato, Eastern sales manager,
who moves to ABC-TV January 35
to head up daytime sales. Mar-
cato came to ABC Film from NBC-
TV last spring. No replacements
have been set by the syndication

firm as yet.

absorbed Griesedieck and its "Si-
lent Service” six-market buy.

A different approach lo the bat-
tle with nati competitors is the
saturation of single markels. Piel’s,
for example, has nine shows in
New York plus 14 weekly spots,
three shows in Philadelphia with
13 spots and five shows in Hart-
ford, Conn, Jax Beer has 10 pro-
grams each in Houston and Dallas,
plus spots. Gunther has nine series
in both Baltimore and Washington.

Many Buys

Hand in hand with the attempt
to blanket the given market by
varving the buys has come a bi
jump in the average number EI%

uys of different programs. TJax
has gone from two properties to 13,
Piel's from four to 11, Esslinger
from one to six, Blatz from two to
eight, all in a year.

The over-all brewery sales staved
about the same from 1955 to 19586,
but the companies heavily in TV
showed healthy increases. Thus,
in 1957, the top 15 companies (by
barrels sold) upped their total
number of TV markets and total

number of shows, Auheuser-Busch,
which led the industry until 1954,
is inrnir‘u.jg:1 on the TV heat to dis-
place Schlitz, the current leader.
Mickey Spillane’s “Mike Hammer,”
the MCA-TV mystery, is its newest
buy, for its Budweiser in five
States, its Bavarian in three and
other brands in six. It also bought
“Sea Hunt,” “26 Men"” and “Silent
Service” this year.
Burgermeister Dip

Burgermeister, whose sales de-
clined in 1958, also has plunged
into more diverse buying, picking
up “Silent Service,” “Boots and
Saddles” and “28 Men" within two
months, each for but a handful of
markets. The chief example of the
large regional buy is Olympia,
which just ordered 35 markets for
“Target,” but even in this case, the
advertiser is eying variety, going
alternate weeks in 25 of those mar-
kets to add other series and other
markets,

What's happening s summated
by an exec of Stegmaier, which
just returned to TV via “Boots” in

(Continued on page 24)

IN SUMMER, ONE

CNP May Issue 2

For Janu

HOLLYWOOD—California Na-|
tional Productions plans to release |
two series for syndication in Janu-
ary and another probably in the
summer, Earl Rettig, newlv named
president of the NBC subsidiary,
said last week,

At the same time the company
will be streamlined to some e-xtc-nt.1
with primary emphasis on syndica-
tion and MEr::Eand:'sing. First
move -along these lines will be the
splitting off of the NBC opera com-
pany Irom CNP. Devision as to

ywhose jurisdiction the opera will |

come under hasn't been made vet. !

Tanuary series CNP will have!
available are “Union Pacific” and
“Medie."

The “UP" show is a new one,
based on the building of the trans-
continental railroud. Some 16 epi-
sodles are now m the can,

“Medic,” a [airly successful series
on NBC for two seasons (it bucked
“Lucy”) has been off the air for
almost two years. There are some
B0 half hours, starring Richard
Boone, available. With Boone's
new popularity in “Have Gun, Will
Travel,” and the considerable pe-

ary Synd.

riod that has elapsed since “Medic”
was last telecast, the property ap-
ears to be the most valuable to
iave come off the network into
syndication for some time.

The summer show is expected to
be a new skein of 39 “Silent Serv-
ice” half hours. The submarine
series, which kicked off the CNP
operation a year ago, is almost cer-
tain to go into a second cycle, ac-
cording to Rettig.

CNP, meanwhile, set seven mer-
chandising items for “Boots and
Saddles.” The licensed items are
plastic figurines, cavalry hats, caps
and bugles, kerchiefs, colorin
books and a replica of Fort Luwe]E

TPA Names

Armer East
Script Editor

NEVW YORK—Teicvision Pro-
grams of America last week hired
Frank Armer as its East Coast story
editor, The script supervisor who
will report to Leon Fromkes, the
TFPA production head, will search
for writing talent in two [fairly
virgin fields — among magazine
writers whaose plotting talents have
been nfg]t_‘ttcj‘ and in journalism
schools.

TPA also pacted Robert Maxwell
to a production arrangement in
which he will act as a producer
and production consultant. The
contract includes Rudy Abel and
Peter Frank, producer and asso-
ciate producer of “Lassie,” which
Maxwell created.

MGM Plan Eight
For Next Year

HOLLYWOOD—MCM-TV ex-
pects to have a4 minimum of eight
telefilm series shooting on the lot
next season, Charles C. (Bud)
Barry, the studio's vice-president in
charge of television, said last week.

Of the eight, two are expected
to be ont-and-out MGM properties.
Two will be produced in conjunc-
Hon with independent producers
(there are 10 such dealers under
discussion now, and two will be
culled from these), And negotia-
tions are under wayv with four pack-
ilgfrrs for leasing of facilities on the
al.

At the same time, Barrv thinks
MGM-TV will produce one or two
series for syndieation. This depends
on conclusion of a satisfactory co-
production arrangement with Cali-
fornia National Productions, which
would handle distribution.

On the plavning board are an
hour Western, an hour mystery
drama, and an adult science-fiction
series, providing the cost problem
on the latter can be licked. Other
possibilities are “Teopardy,” an An-
drew-Virginia Stcne psvchological
thriller, and “Min .mR Bill,” pilot
of which is in the can.

The MOGM leature package is
now in 73 markets, Barry stated,
and Fh:u are to continue sales un-
til all areas have been saturated,

ABC Takes Further
Sales Revamp Steps

NEW YORK —— ABC-TV con-
tinues its sales reorganization, with
Bob Marcato, Eastern sales man-
ager of ABC Film Syndication,

ZIV SETS THE PACE WITH

4 0ur oF Top §
SYNDICATED SHOWS
- IN SAN FRANCISCO

#1 HIGHWAY PATROL

#9 MEN OF ANNAPOLIS

#7 HARBOR COMMAND

#4 SCIENCE FICTION THEATRE

Time atter time in city after city

ZIV SHOWS RATE GREAT

ZIV TELEVISION PROGRAMS INC

ARB. Oct '57

www_americanradiohistorv com

arriving January 5 to head up day-
time sales. Effective immediately,
Henry Hede, Eastern sales man-
ager for the weh, will assume the
duties of administrative sales man-
ager, while Eugene Wyalt, na-
tional sales manager, ~replaces
Hede as Eastern sales manager,

The post of national sales man-
ager, No. 2 - ot in the network’s
sales department, will remain va-
cant “Tor several months,” accord-
ing to an ABC spokesman. At the
same time, it was learned that the
departments of sales development
and research are being placed
structurally under the sales divi-
sion,

Further arganizational and per-
sonnel changes are contemplated
befo.e the fall selling season goes
into high gear in mid-February.
Hede will function as liaison be-
tween sales and sales developrient
and research, while Tom Moare,
newly namcd sales veepee, and
Jim Aubrey Jr, programming
veepze, will work together at the
highest level for closer wunity
between their respective depart-

ments.

!

]

AT ABC PIX

‘26 Men'
Now Sold to
150 Marts

NEW YORK—ABC Film Syn-
dication made four sales of “28
Men" last week to put the Western
in a current total of 150 markets,
New stations are WEWS-TV,
KWTV, Waco, Tex., and WMT-
TV, Cedar Rapids, la., for Drew-
erys Beer,

The sponsor breakdown of “28
Men"” shows a high percentage of
beer and auto dealer advertisers in
addition to food products, which
always ranks as the No, 1 category
in syndicated buving, according to
ABC, The series has 10 regional
beer sponsors, seven auto dealers
and six petrolenm, with 21 food
advertisers representing 36 markets.

American Research Burean fig-
ures for November put the adven-
ture series among the top 10 syndi-
cated films in every market where
it made a November debut., Those
ratings included 21.4, in Seattle-
Tacoma; 20.1 in Cincinnati: 45.8
in Johnstown, Pa.; 32.9, in Jefferson
City, Mo., and 24.0 in Little Rock.

Liv Confinues
Beer Relations

NEW YORK—Ziv-TV is contine
wing its long-term client romance
with Drewrys, Ltd., the regional
brew firm. Having sponsored Ziv
shows for as far back as “Favorite
Story,” hosted by Adolphe Menjon,
Drewrvs has completed the circle
by signing “Target,” 7Ziv's newest
ssndication package, for 14 mar-
kets. The caontract is thru the
MacFarland, Avevard agency, with
markets including several key Mid-
west centers thruout the Drewrvs
distribution area and with an air
date of March.

It's the second big heer sponsor
to buy the aithology series hosted
by Menjou, Olympia Brewing hav-
ing signed for 35 West Coast
mirkets, .

UA-TV Names
Banker Expert

NEW YORK——United Artists {s
taking another major step into the
financing and  co-production of
telefilm properties with the signing
of Herb Colden, vice-president of
Banker’s Trust and a specialist in
video film deals, as the new presi-

dent of UA-TV.

Colden will step into the newly-
crea*ed post after January 1, be-
coming also v.p. in charge of oper-
ations for UA and a board member.

Bruce Eells, moving in from
Television Programs of America,
will function as executive veepee
as previously announced, and as
“top operating executive of UA-
TV,” according to Arthur B. Krin,
president of the parent company,

Sub Ready If
Sinatra NSG

NEW YORK —— If the Frank
Sinatra switch to Thursdays, 9:30-
10 p.m., doesn't work out, ABC-
TV has an entry ready to go Jan-
wary 16, with the sustainer
"0, 8. 5.7 exiting for syndication,

“Win a Million,” a quiz with a
top fTiEE of $1,000,000 and cer-
tain lottery elements acceptable to
TV, is the new property earmarked
for that slot, But it won't be a
Friday entry, should Sinatra vacate
that night,
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® TV Commercials in Production

A Guide to TV Spot & Program Plans
Of Competing Sponsors by Indusiries

This weekly chart lsts commercials produced duoring the iast full
preceding month, with all indoesirles covered over the course of a month's

iGaLey
[ A=Live Action;
Speciml Effects: J—JXingles:
MA—Moi available.

The following symbaols designete the types of commercials listed:
FA=Full Animatlon;
M—Muslc;

SA—S5emi-Animation: SE—
S5—5Slides: ID—Station break;

(Continued from last week)

Bponsor, Prodoct & Agency (Show W any)

TRANMSPORTATION
Automohlles, Aeccessorles, Equipment
Chrysler, D Soto, BEADEC (Groucho

Mars, L. Welk, News, clC) «oun
Dodee ...
Plvmouth ....

Aike Persia Chevrdlel, Thos Contoy ...
General Motors, CHdsmohile, D, P
Brother (Big Record), ...

Ford, 1958 Cars. J, W Thompson ......es
Chivsler & Imperial Div,, McocCann-
Erickson (Climax!) ,...

Dodee Division, 1958 Cars, Grant ...
Mercury Dhivision, 1938 Cars, Keavon
& FEckhardt (Ed Sulliven) ....

Cheveolet Tricks, Campbell-Ewnld

(LR

General Motors, Kuodned

Goodvear Tire, Young & Rubicam ...
CGasoline. Lubricants. Other Fuels
Marionn! Carbon, Presione.
Wm. Estv ....

Eveready, Wm. Esty ....

Shell 0¥, Thirect
Richfield Oil, Hixsom & Jorgenson ....
Gull Oil. Gulf Crest Gas, Young &

Rubicam ,...
Esso Standurd, Imperial Esso,

MacLaren ...
Cities Service, Tatham-Laird ..........

Civies Servive, ENigton & Co. oovvrvnnns
Esso Standard Oil, McCoann-Erickson ...

DRUGS AND TOILETRIES
Tolleickes and Toilet Goods
Procter & Gamble, Prell, DF&S ......
Camay, Leo Burmeti ....

Schick Shavers, Benton & Bowles ... A

Grove Labs, Fiich Shampoo, Cohen
& Aleshire (Todav, Pacific

Panorama) ...

Colgate, Brisk. Fosler .....ccvvivuvans
Wirner-Lambert, Sportsman. Norman,

Craig, Kumimel ..,
Clear-D-Dan.  Agua  Lotion,

E. Mogul ,...

Lever., Lilebuoy Soap, S5CER .., .....

Revian,

Chesebrough-Ponds,  Vuseline Hair
Tonic, MecCatn-Erickson  {Giail
Foothally ...

Sution Suick. Deodoranl. Gumbinaer ...
bealorih Div, of Prince Matchabelli ...
Procier & Gamble, Prell, Benion &
Boles ...
The Jergens Cn,, Lotion, Fuller,
Smith & Ross. ...

Bristol-Mvers. Ronalds Advp. ..........

Beauiy Curl & Bliss. F. H, Havhurst
Procier & Gamble, Camay, M¢Cann-
Erickson (L. Youngi ,...
Charles Antell, Formila 9 ... vrtinnss
Procier & Gamble, Camay, F. 1L
Hayhursl ....
Pharma-Crafl, Fresh, Coldene,
J. W, Thompson ...
REemingtog-Rund, Shaver, Young &
Pubicamy ., ..
Drugs and Hemedies
CGrove Labs, 4-%Wav
Cuohen

Cold Tablels,
& Aleshire ....

Smuth Bros,, Cough Drops, 55C&B ....

Blowk Drug, Rem, Gumbinner ...... P

Rem Rub, Gumbioner ....

Vivk Chemical, Coogh Syrups, Morse, ...

Vapo-RBub, Marse ...

T:mp-l}. Morse B

Pasiillas, Morse ....

Rromo Seiteer, F. H, Havhurst ....cees

Block Drug, Mytol, SS5CEB ....oviinans
Luden's Cough Drops, J. M. Maihes

(sugarfool} ....

(Confinued

Mo, (Seconds) Tipe Commercials
(T -Calor) Froducer

B0 el LA LG

[ 1 ) SR % | TSI s RENGRe) k11 17 1 ¢ - |

FARD | asessedB niansasssas.Universal |

LAY caaawirdB Rl v b s MPA

L (30, 1 (253,

1 (500 1 (8D),

1™ ... LA (C, BEW)Y ....Video

& (10, & (200 . FA v s uanas s Playhouse

1 {15%, 5 (30,
{60 e LA o ireeinnee . ¥an Praag
B 2D sansssssbA ciivasnmesss Yan Prang

209N T (1200,, 5E .esiwvensss ¥an Prang

4000 3020, LA . ..ccainicn Van Praag

1 (IRDD L « M, LA CY. .. . Van Praag

1 {140y, 1 (RO).. M, LA (C, BEW)......
vi e neasnesvan Preag

Rating Losses
For Summer

Sponsors 27%

NEW YORK——What did sum-
mertime exposure in 1957 cost
sponsors in ratings? A drop of
about 27 per cent for shows in

prime time periods—that is, 8§-10

ceveeeo-Universal i p.m,—according to a comparison of
the Junuary American Research
| Bureau ratings with those of Julv,

The study was made bv CBS-TV
Film Sales.

The largest evening rating losses,
about 43.3 per cent, were suffered
by earlier programs between 7 and
8 p.m. The smallest drop was dur-
ing the late evening hours, 10-11
E.m. wlhen ratings were depressed

v only 10.6 per cent. Summer
ratings all thruont the dav were
down substantially, except for the
12-1 p.m. soap opera strip on CBS-

I a3y, 1 (119 —— i

1 (144), 1‘ (180, I'V, which was up 9, per cent.

P ARRORRCTRPRN (> WS- ~ - SR | 1) Roach Another interesting fact derived

T T [ TR AEAREE Wilding | from the study was that kids watch
more in the summer during the

I (90, 1 (60, early momning hours, as do mothers

L2001 {705 ..LA ...... Robt. Lawrence | @nd fathers. Good weather is ob-

2 (900 2 (200 ..Puppets ..... L ﬁ:carnkl'lr'imlih' an 1 lucement to et up

PO LA L Robt, Lawrence | earlier to watch TV,

(30 sasa.ia.LA, FA | Robl, Lawrence

D300 10200 LA .overiins Roger Wade 5

LOI, 120V . .FA coviverinnss Playhouse WTVJ Dom|nutes

L (200 1 (08 ..FA .......0....Ac;ademy
2060y ciac. o FA L oieiies. Academy
AR TPRPISNRPRNRR . | WSETNRIIE S, | s [ [ [ [ |
By .....,..LA ....... .G;y-OReilly
Iigm, 2 200 ..LA, S& , Wondeel-Carlisle-
Dumphey
TR L, vo: L&, Elliot, Unper & Ellicd
}60) ... LA SAIC, BAWY . ... :
............ Linlversil
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NTA Enters
L-A Market
Ll

film Assaciates has entered the
sales of “Sherill of Cochise,” Span-

PROGRAMMING -
the key fo successtul TV adverising

THE BILLBOARD-—
the key Jo successtul programming

ish-dubbed seven-cartvon package
sales and deals in Cuba and Puerto
Rico for 20th Centurv-Tox feature
filins.

Sam CGaug, NTA foreign rep,
reports the use of U. S, product

continnes to imcrease in  South
America, Mexico and the West In-
dics. This last is conlirmed by

ABC Tilm Syndication, which has
(sold five series to Bermudu’s First
station for its |anuary debut and
| o hias its entire catalog running
‘in Puerto Rico and Cuba. Cang
- leaves next montl to open up Aus-
‘tralion and IMar Eastern markets.

veeens..MPD | work  entries

South Fla. Market
In November ARB

MIAMI—WTY] here continues
to dominate South Florida over
nine competitors, according to No-
vember figures of American Re-
search Burean, with 70 per cent
of gquarter hour rating First and an
average 51.1 share of audience.
The formula of the CBS-TV aftili-
ate; Live local programming con-
fined to news, weather and sports.

Half-hour syndicated properties
programmed as three strips, 5:30
a.m., 3:30 pm., 7 pm. All net-
carried.  First-run
feature films at 11:30 nightly,

UNDER NARTB CODE

WGN Cuts Blurb Use
On Features by Third

CHICAGO—WOCN-TV is plac-
ing & ceiling on the number of
participating commercials in fea-
ture films, one-third below the
number allowed by the NARTB
code., The unusual self-restriction |

takes effect Thursday (19). Tt will|:

apply to 10 p.m. movies on Thurs-
days, Fridavs and alternate Mon-
days, as well as Sundav’s 8 p.m.
theater. On other nights, movies
are sponsored by single advertisers,

The inove culminates an effec-
tive clean-up of commercial policy
gradually  brought about  since
Ward L. Quaal’s arrival as man-

ager August 1, 1956. The policy
has led to visible benefits in station |
ratings, prestige *nd revenue |

Commercial breaks. Quaal said,
will be allowed at approximately |
15-minute intervals, the exact spot-
ting of them to be dictated by the
story line of the film. Two spols
per break, plus an oceasional l[}~|
second stition 1D, will be the top
limit, |

While the new show policy will
not require the dropping of anv
current business, it will cunse some
shifting around of spots now sched- |
uled, |

“In pur opinion,” Quaal suid,
“the present (N ARTB) formula per-

AAP Control
Fight Put Off

NEW YORK — The battle for
control of Associated Artists Pro-
cdu tions will most likely be settled
in late lYecember or alter the be-
ginning of the vear. Justice Owen
MeGivern, of the New York Su-
preme Court, last week reserved
decision on the various motions
made by National Telefilm Asso-
ciates, AAP and the Harris group
of minority stockholders,

He asked that additional briefs
be submitted by all parties, He
will rule again on December 20,

mits too frequent interruption of
the plot of these dramatic presen-
tations. . . . At the time the code
wis conceived, there was no way
of anticipating the tremendous
[:-ugulnrit}' of movies on television
and their subsequent sponsorship,
in nminy cases, on a participation
basis,

“Where the furmula of one com-
mercial announcement for every
ive minutes of programming, as
provided by the code, is very prae-
tieal within the framework of a live
participation feature, such as a
cooking school or a variety show,
for example, it is impractical in a
feature film Dbecause of the fre-

quent interruption of the story
line.”

CBS-TV Film
Sales Refires
‘Range Rider’

NEW YORK — Much talked
about but never done—the retire-
men' of syndicated properties for
a limited period —will finally ba
accomplished by CBS-TV Film
Sales  with its wveteran “Range
Rider.”

The svndicator will retire tha
vidfilm series from the market for
the period »of a year beginning
Junuary 1. The Western is now
i o3 markets, and as its contracts
lupse thev will not be renewed.

CBS Film Sales expects to pre-
serve the value of the property by
retiving it from local sale. The
show has had an extremely suc-
eessful eareer sinee it was made
available more than five vears ago.
When it is refurbished and brought
back to TV, the series will un-
doubtedly have a new title.

— wwWw americanradiohistorv com

In This $ BILLION-PLUS Sales Empire
WREX-TV Is the KING Salesman

The Rockford TV Area—Illlinois’

15t market outside Chicago—is
400,195 families strong, with
$2,357,080,000 income.

It em-

4k
)

Chicago and Milwaukea—90 miles away—don't influenca
this market. WREX-TV is the sales window throygh which
the area’s over 250,000 TV families prefer to view — and
‘be s0ld on — your product,

J. M. BAISCH, General Manager e

braces rich farm counties whose
cities house industrial giants
like General Motors, Fairbanks-
Morse, Parker Pen, Burgess Bat-
tery, Sundstrand . . . and show
sales indexes like Rockford's
158, Beloit's 151, Janesville's
153, DeKalb's 184, Freeport's
176, Dixon's 203, Sales total
$1,706,962,000, average $4,265
per family—3%447 above average.

The most recent viewership
survey again shows WREX-TV F
as the favorite, by better than
3 to 1. It's favored by adver-
tisers too . . . for its consistent
results, at much lower cost per

i

5GQS-NB5-K282
Represented by H. R. TELEVISION, INC.

f cuannerJ ;P rockroro


www.americanradiohistory.com

TV PROCGRAM RATINGS

THE BILLBOARD

DECEMBER 16, 1957

PULSE FILM RATINGS
for September

For complele information on programs, ratings, audience alia or coverage,
1% W, dfth St

please consult The Puiee, Lne.,

The Pulse Audience

New York, N, Y.

Composition Studies

® Syndicated Film Western Shows

SEPTEMBER RATINGS AMONG WOMH: "
Avg. omen Per
Raok Show & Distributor H::. : 100 Hodies
1. Il}fdlh E‘;l]e}; DH}'I ]? ; Bank Show &f [;hh{l;utn-l Tuned In
(U. S Borax). . ......- R - 1. Stories of the Cenlury
1. Sheriff of Cochise (NTA). ... 128 (Hollywood) ........... I V.
3. Frontier Doctor {Hull:rwmuh ] L8] 2, Frontier (NBC) . ..vvnnnnne-il
4, Cisco Kid (Ziv).ooveenniins 10,5 3. Death Valle 1.I.'.'I;: 5
5. Cowboy G-Men (Flamingn), . 10.2 (U, S, Bnr.u!:r:l } ........... 78
6. Annie Oakley (CB5)....... . 86| 4, Frontier Dm:mr {Haollvw und]l .75
7. Steve Donovan, Western 5. Sheriff of Cochise (NTA). . ﬁ::
Marshal (NBC) o vvvvvnvnans 8.5 6, Gene Autry 2 Hour {{:B‘i,'l .
B, Frontier (NBC). ........... 79| 7. Annie ﬂnu{'} (EBSY s esan ;-'1
9. Wild Bill Hickok (Kellogg).. 7.6| 7. Gene Auntrvy 1 Hour IFH‘HL veaid
10, Last of the Mohicans (TPA). 7.4| 7. Mopalong Cassidy 'z Hour =y
ANBLIY  Ch i e e L 5
AMONG MEN 10. Hopalong Cassidy 1 Hour
‘I’rn 'F'r {EBE} ------------------- lli"']
o0 H
Runk Skaw & Distribulor 1'umndm;:l AMONG CHILDREN
1. IJTmt]l Valley Days “:.-‘-F;;:::
2 ettt i i i S N s, st |
3, Frontier (NBC) ....... e T . Kit Carson biwoociicp s n S
4. Stories of _i!he :Ii:{'ntm'!r’ 5 ‘i I!‘:..Mt Ug}ﬂﬁ “F}l‘!ﬁ:{“ {TPAL. . .E;.ﬁl
[Hollywood} oo savani 73| 3. Annie Qakley (CBS), .. ...... .1 2
5. FT{JIil?:riE[ Doctor (Hollvwood!. .65 4. Cowboy G-Men (Fluminga!, -”E!
6. Hopalong Cassidy 2 1lour 4 g :‘l,“]LL? EK;-il }{lf“lrc}k e ‘-!.;
INBEY i o s a s e ] . Wi i ickok (ke H_'..,E.-..-- E
7. Wild Bill Hickeok (Kellogo). .. 39 7. Hopalong Cassidy "2 Thor E.”I.!
N. Range Rider (CBS)..,.......58] f\ECJ T e s e T 2
4, Eisnﬁe Kid {Ziv]. . ,}- CrvemaEardt] e BADEY Rider (GRS}, . L 1
9 Gene Autry %2 Hour (CBS5).. .57 9. Gene Autry 'z Hour _LH."«_I. .82
9, Hopnlong Cassidy 1 Hour ) Iinpéi:llung Cassidv 1 Hour -
L T e . 57 CB - . .
8. Hfﬂﬁ'ﬁjr}{hﬂmﬁ:lﬁ. Waestern | 9. Steve Danovs an, Western |
Marshal (NBC). ... 0w 57| Marshal (NBC) . .52 |
® Syndicated Film Misc. Sh |
yndicated Fiim Misc, JNOWS |
-i
SEPTEMBER RATINGS l AMONG WOMEN 1
A'rl.l- Women Per |
Rank  Show & Distrib, Rig. | | 100 Homes |
1. Kingdom of the Sea (Guild), , 10,7 Rank ~ Show & Distrit, T e |
2. Stars of the Grand Ole Opry | 1. Rosemary Clooney (MCA). 56|
: : ' 2 Frankie Laine (Guild),...... 45
(Flamingo} ..... i e 106 <
L w (MCA) g7 = Patti Page (Screen Ciems), .. 85
i. Eusmum{l {‘Zium:y (1 : 7. Pis {1 4. Stars of the Grand Ole .uwk_

. Popeve (Assoc, Arlistsh ... Ha A EBETTTTTYTLov ) [ P Si)
5. Looney Tunes (CGuild)...... T.4| 5. Liberace (Guild) ........... Tt
8. Victory at Sea (NBC)...... gal A Victory at Sea INBCL ... ... 63
7. Patti Page (Screen Gems). ... 44| 7. Kingdom of the Sea lr—'“ﬂ‘ b6
8. Little Rascals (Interstate). ... 3.9| 8 Bowling Time (Sterling]. . ‘
9. Championship Bowling 5, fl_;.l‘ﬁ""{“m“h;i'—' Bowling 2

t‘,{ ]’I"P.II-"IHI‘Ir"J‘l et T e '% !'i SUMWITIMIMery < <. .. 4 h e PR ;_-:|” |
10. Bowling Time (Sterling). .... 3.1, 10- Popeye (Assoc. Artistsh.......2
I AMONG CHILDREN
AMONG MEN Kids Pe
AMen Per 1H H:ut:
100 Homes | Rank Show & PDistrih. Tuned In
!.“E} Shaw "i m";:h' ; el r 1. [j:m]nf‘:{' Tunes (Cuild, Assoc, gt I
1. Championship Bowling ATBYE) v rmgci
(Schwimmer) ... ..covevivean 81| 2. Popeye (Assor. Ariists}. ..... 97
2. E'iclrilry atr!:iea {?éﬂﬂii. : } Sl .Tg :;:r i_.itﬂli: Hu.l'-:ral.t UI:'l[El‘T.‘i:]H';tE]. - ;:;1'
3., Bowling Time (Sterling).....7 . Frankie Laine (Guiid)...... )
B o oo 68| 6 Rowmry Cloaney (MCAY. . 17

. rrankie e (Lt . Hosemary Clooney (MUAR . L
B, Patti Page (Screen Gems). B8 7. Stars of the Grand Ole Opry
b7 A Fif?am af t];e Crand Ole Opry gding LhF“limingn} D }ﬁ

lamingo) ... T . Victory at Sea {(NBCH .. ....
8. Kingdom of the Sea (Guild). . .65 9. Championship Bowling l
<, Pnpe}re (Assoc, Artists), .. .- 26 {SChWImmMer) . orvs o ememses {
€. Liberace (Guild} .......... L2010, Liberace {(Guild ... ...... )
SHORT SCANNINGS
Werbert B. Lazarus, veepee. Clarence Eldridge, veepee of |

secretary-general counsel of Ameri- |
can Broadeasting-Paramount ‘l'lw—
aters for 24 vears, has resigned 1o
enter private law practice, . . .
BEKO Teleradio Pictures has made |
these appointments: George Rup- |
pel. treasurer:
Charles Drayton, complirollers, and
Philip Wissman  amd  Herberi !
Maves. assistant comptroflors,
James H. Craham. aceount =‘~.FFI
for  Pontiac, has been clecied
veepee af the ad agency.
Telemeter is setting up a perma-
nent demonstration unit of its pay
TV system in the Paramount Build-
ing, New York. . . . Jack Benny will
be violin soloist at a benefit con-
cert in Chicago on January I2.
The American ssneiation

F

ol |«

' Batten,

George Frv Associates, as rmh]u.:
u

velations consultant.
H. Bower, geaernl
Barton, Durstine
horn, has  received t]nre
Richard medallion for °

'I'll..l'll-‘lﬁf

&

the Philadelphia ad cluly.

Frank R. McMann lias

. appointed research associote a

Emil  Mogul  Company.

Ch.lrlns

¢ of |
Os-

Poor |

L'm!.'-.hhmf i
Oscar Nittel and | ine leadership in advertising” from

heen
t the
Len

with MacManus, 1]11]111 & *’ichw Blake joins Grev h]v:.*rl.mllg a5 A

PULSE LOCAL RATINGS FOR OCTOBER

THE TELEVISION INDUSTRY'S MOST COMPLETE INDEX OF TOP LOCAL TV PROGRAMS

ALBANY-TRQOY-

SCHENECTADY, N. Y.
3 TV STATIONS—1539,100 TY HOMES

Feparted By The Pulse In the ared surveyed

Markel Statistics:

mt reported by Sales Management’s “Suroey
of Buying Power.”” These figures ere st
fnclusive of entive TV coverage ares, but
embrace  Metropelitan  Counly  area  making
up the eenber of pepalation.

Pogulation=<=547,030 (40th n U, §)

Buying Income—5945.741,000

L3 75hi

Retail Seles—5%701 B99.000 (351h)

Fosd Sales—5164 051,000 341k}

Crug Sales—-%16 380,000 (53th!

Automotive—ET 15 681 000 (47thi
Ao Nigures include following countes:

Albany, Rensselaer, Schenechedy.,

TOP HETWORK SHOWS

1. Standacrd OH Show, WRGH,

BB v P R e e R dd. %
1. Perry Comn, WRGH, 8. ...... . 40.8
LB w!l" El.l']]'. wnﬂ!‘ F. l--i-r-ir3'1"d
4. Pioncchio, WRGE, Su. ......... M5
E. Edsel Show, WCDA, Su. ...... 308
6, Grouche Mary, WRGE, Th, ,...32.2
1. People Are Foanvy, WRGE, 5 ..3.9
K. Gunsmoke, WCDA, 5 oL, 3LT
B. Steve Allen, WRGH, Su. ...... 199
10 Erote Ford, WRGH, Th. ,...... 295
i, Father Knows Best, WHOGEB. W.. 205

TOP MULTI-WEEKLY SHOWS
1. ™ewureel (10:00 pom.),

WRECEB, M.-F. ... ... a0, 16.9
1. URS News-Edwards, WOIDA,

e g R e e L PR s e 159
1. Early Show, H‘CI}A WM.-F."....154
d. Popeve, WCEDA, M..F, .
5, Weanlher, Sports (11:15% nm.!,

WRGEB, M.-F. .....ciiruivenana 14.3
B Chaeen for a Day, WRGH, M-F. o142
T Mews, Wenther {5:45 poml),

WROB. M-F. oo iaiiaaisas 11.R
B 1th Hour Mews, Weather,

WD, MR e e s 113
g, showesse, WROB, M-F, .,.... 12K
1 Caroon Cireuas, WRGE, M.-F, ., 12,2

TOP FEATURE FILMS
Once-Weekly
1. Movie, WRGH,
84545, 10:00-8fpn OFF. . 133

1. Hollywood Film Theater, YW ITHI,

FoBd0-9:3 .. ... 0000cnaramss T2

i l"rl'mlt'h.- Performance, “Tli‘l,.
D0 -Sien OFF .. ... i e 4.7

d, Futlrdlj Fralure Theusler,

WTRE S.-&:00-T:30 ., ......... )1
£ Six Gun Playhonse, WTHI,

LI T 1R G 1.B

Multi-Weekly

1. Early Show, WCDA,

V.-5.-Varipos Thmes L., ..00-.. 106
1. Cinenin 6, WHGH,

M.-F.. SusVirfous Times .., ...52.4
A Late Show, WA,

Moe-SusVarkous Times .. ..., LI

. Hollywood Movietime, WTRI,
¥.-F., Sn.-Viarloas Times ...... Je

E. Mid-Tway datines, WTRI,

MeF-LM-2:30 ., 1.8

TOP SYNDICATED FILHS

1. Stade Trooper (MCAY), WRGH,

b I | 1 6.5
1. Hizhway Patrol (fv), WRGE,

Th.-ti:38 ..., S e .
1. Harhor Lummund lfltl “H{:H

W.-Tih ., : o+ 1.
4, Slleni h'ﬂ'kt rWH’LJ-.

WCDA, F-0d . ... ... 0....21.9
5. Bonty und Szddles (NBCL,

WRGE, T.-7:00 .. ... ... .... . 19.8
. Fawo Golden Plavhouse (0O7f-

viall, WRGE, Th-7:08 ....... [E.9
7. Foreign Legionnaire (TPAY,

WRGE, Su-1:00 ,......00c0e.. 1R2
. Last of the Mohbicans I.IFA.r

WHROGH, S0-5:30 ... ceeieiin 18.0
2. Men ol Annapolis (v,

WEDA, WaT30 . chiesaas 179
9. The Fafcon (NBC), WERGH,

o T 1 B 1 e e A G SRy 51 |
11, Ciene Autry (CBS), WRGH,

T Gl | AT
12, Mir. Distrizt Anorney LEWL

WODA, Su-900 . 159
13, F5ky King {Mabizco), WRGH,

b T LFE 1L T O el 14.7
14, Popeve (Assoe, Arndses), WCDA,

s s R R | R Qg 14.6
15, Badec 714 1MBCY, WTRIA,

PR R R o e PR 125
ih, Fomoues Fuchis (Wemky, WIKL

WM e e b s 18,7
17 Champlonzaip Bowling (Waller

Schwimmeny, WRGH, 5.-12.50, 10}
Pa. Uaodde Three (ABC), WLEDA,

b N et Ly W e e e 4.2
9. Busie (TPAN WCDA,

MAF-100 L aesis—as BA
20, 03, Henry Mavhonse l‘i-lm.h-

Krasme), WIRI, T-10:30 L. ..... B3

DENVER

4 TV STATHONS—215,900 TV HOMES
repocied by Tre Pulte in the drea surveyed

DETROIT

4 TV STATIONS—9B6,700 TV HOMES
reported by The Pulse in the ares guridyed

Marke! Statistics:
a5 reperled By Sales Management's “Survey
of Buvirg Power.”  These figures are not
incluzive of enlire TV covermge wrea, bot
embrace  Melropolitan Courdy area  making
Lp the center of population.

Pogulation—725.100 (26th in U, 5.}
Buving Income—51 247 924 000
[ 28h}

Retail Sales—5927 431 000 (24th)

Food Sales—3210,722.000 (24th)

Drug Sales—346,729,000 (15th)

Automotive—52 14,609,000 (21s1)
Above figures include following counties:

Adams, Arapahog, Derwer, Jefferson.

TOP NETWORK SHOWS

1. Wyatt Farp. KBRTY, T. ........ .45}
&, Fdxel Show, KLE. Su, ......... 434
J. Perry Coma, KEOA 5. o oeeie.. T2
4, Pinocchio, ROA, S .. ........ 5.4
4, Standard O Show, KOA, Su., . 354
h. Person Lo Person, KLES, Fo ..., 120
7. What's My Line? KLZ. Su, ....31.9
E. Your Hit Marade, KOA, §, .., .. 0.9
9. Studre One, KLE M. L. ...."91
10, $6a,000 Quewtion, KLA, T, ... 189
T0P MULTI-WEEKLY SHOWS
I Mickey Momse Club, KRTY,
sl i A e TR e 11.9
2. Channel 7 Reparting (10 p.m.),
RLE W-F. o dva il e i%a
X Sheriff Scotty, KETY. M.-F. ...18.6
4. Clubhonse Ganz. KBTY, M..F., . 183
L. Weather., Sports (10:15 pom.i,
KL%, M.-F, u . 1587
B News, "-"n..l.':lwr (-0 'FII‘I'I'I
o i O 1.5
T Adademy Theater, KOA, M.-F... 110
B, Qucen for a Day, KA,
g 3 Y e 1.2
9 Dick Lewiz, RLE. M.-F, . .... 07
Y. Yerdwt Is Yours, KLE, M-F, .. 9.7
TOP FEATURE FILMS
DOnce-Weekly
i. M. ¥, Furnlturé Theater.
KRTY. S-10:00-5gn 4T ,..... 1.4
1. Warner Brothers, KOA,
S0 30-11:30 L, . 152
3 Premiere Firfnrmnnﬂ. hT‘i"H
Qw0 M-Slgn OF ..., .. .. .00, 14.04
. Fwndzan Theuter, KLE,
b B | ol e S 13.4
L Command Performance, KTYVH,
B-RioM-10:15 D S 10.4
Multi-Weekly
I. Academy Thenter, KA,
AL-S-Yoarfous Times ... ... P16
. M Acudemy Theater, KikA,
W.-The. S.-Varfoous Tioes ...... 7.1
S Late Show, KTVR.
M.-S.-Various Times .. ...c0... &1
} AMG-M Theater, KTVR.,
M.-F.. Su-Yarlous Times . ..... 61
£ Sarr Motinee, KL,
WAF 200300 .. e 5A
T0P SYNDICATED FILMS
i, Sherifl of Cochise (NTA),
RES, T.%:0 .. ... i1.2
1. Highway Pairmld (L), I-i'l'll.-'t
F-x . D6,
A Vhirlxhirds '|Lﬂ.'¢i| IL[I
R i e e e 15.%
4, State Trooper 1MICAL
KBTIV, M-T:W ... .. .. . . 0 iesis 11.%
£. Popeye i Assoc, Arilsis), KBTY,
T L R e 0.5
A CDemb Vailey E‘:l,u:. -!t g,
Borax), KEE. M-S0 ..o 19.4
7. Guy Lombarde (MCAY, KLTE,
b 11 L 1 . 19.1
T. Sadip 57 (MCA), KLE,
A el L P L 61
9. Annie Chakley (CBS), KBTY,
F. -G B e R e R 18,2
1, Mickey Eooney i'm.rr.m-:'rlm
BB TN s T s S s iy 8.5
11, Fromter Dr, (Hotbowood TV,
ELF Fh-Ra00 .. vesnns 11.7
12, Your AN <:ar Thes uﬂr fhuereen
Giems), RIE, Th-w:30 ., . ...... 17,4
I3, Capt Deavid Givded oGanild),
o 5 S e e e TR 7.2
4, Science Fiction “healer (i,
KBTY, T-%MW _. .. .. 158
14, Parade of Sturs I_"'-'H."i hl_..{
WRaD L AT b
T4, ir, Hodsen's ‘-.r.n.:rrr |'::|=|.:ITI'II|
IMICAY KL, P e o 159
17, Harkaor L:v.Jn:ai:-.u'lﬂ ifiv], KLY,
T,=2:3) e 15,7
ik .FI-'II]i.-: B Er..m '."nn'mn; r.l‘I!'l1
KBTW, F-RAMN . ... tciinanea 140
18, Sun Frunciseo Beat oOBS),
KTWER., Sm-10000 . .o ey 4.9
20, isky King (Nahison), KBTY,
LR R e T 1,

Markel Statistics:

a reported by Sales Managemenl's “Survey
ef Buying Power,” These fgurex zre not
inelasive of ertire TV coverdge ares, hul
embrace Metropolltan  County area  making
up the eenter of pepuiation,

Pogulationr—3 625900 154k i U 5}

Buying Income—57,5%6,374,000

15thi

Retail Sales—34, 758 E£32 000 15th)

Feod Sales—%1.003, 140,000 (5th

Drug Sales—5203, 163000 (4th)

Automotive—5 1,007 B17.000 14tht
Above figures include following countias?

dacamiby, Caklard., Wayne,

JOP NETWORK SHOWS

1. Edsel Show, WIBK, Sw. ,...... 43,1
1. Perry Como, WWJ, 5, L
A, Gunsmoke, WIBK, 8. .......... 379
4. Standard 0§l Show, WWI, Se.. . 3.0
L. Playhouse 90, WIBK. Th. ..... . 230
6, Wyatt Earp, WEYZE T, ......3112
7. Lawrence ‘Welk, WXYZ & ... L%
B Pinocchio, WWJI, SBu, ... .. ... 3R
9. Hiphway Patrol, WIBK. T. ....J89
8. What's My LineT WIBK, 5. .. 2859

TOP MULTI-WEEKLY SHOWS
1. Popeye, CKLW, M.-F. ... .._. 253
X Michey Mouse Club, WXYFE,

MAF., ... R

X 12 o Clack l:unlﬂ, 'l'f\‘li.",.

M.-F. 14,2
4, ‘HMHM [ﬂ:lrl'f HI nmh

WwWIlK, M.-F. .. 11.8
X, Guiding Lighi, “Jllll'- 'H F .IJ!-I
6, Search for Fomorrow, W}Bh

1 B PEN TP TR o ol )
7. Captatn h‘..mmrnﬁ \\'IHH.

o e Y e T ] bl ot doe 1.3
E Love of Lite, WIARK, M.-F. .. .. LS
9, Howel Cosmopolitan, WIBK,

M R T e s e e e e Lo
8, The Price 1s Hiﬂhr VoW,

MW, Bl et g TR
9, Queen for a Dax. "|."."rH M-Fo. LT
TOP FEATURE FILMS
Once-Weekly

1. Hoellywood Showcase, WIBK,
S0 30-01008 . . L. e, 17.%
1. Premlere Film Parade, W% W1,
SosPe M-I L. 138
Y. Holliwood Film Thenier,
WXYZE, F-T:30-R:20 ., ... P53
4, Hﬂlimlmd Screening, H\‘l'-l'.
B.-11:30-Sken OFF ...........00. 7.5
%, Sondov Showiime, YWIDK,
Sw.-2i30-4:080 ... . o o |
Mulh-Wqu
1. Bz Show, WXYZ,
M-FoB:309:M am., ... ,....... B4
1. Nightwatch Theénter, “.iﬂhr
M.-S.-10:30-5pn CHF ... ....... K1

3 Million % Movle, CKILLW,

M.-F.. Su~%Yariows Timee ,..... 6.1
4. Charm Theater. WXY T,

M, T-1:00-2:00 ., .. R o
%, Fllmland's Finest, “r“L

5., Su-11:30-Siga OF ... ... 4.4

10P SYEDICATED FILMS

1. Hizhway Patrol (Fiv), WIRK,

T.-9:30 o, ; 189
2. Popeve | Assoc, .ll.rth.h} CRLW,

MaSa6:0 ... .., I A1 |
Y. Dr. Christian (2iv) 'I-H!H

Thlll:. . aoevr ws i, cain 1.1
4. Amaos ‘m" Andy (CHBS), W],

W=l ..o 4 P |
. 5. Donovan. Weitera Marvhal

iNBC),, WWWI, S-10:M LA
B, Men of Anpapolis (£iv],

WIBK., T-10:00 . .. vieiaws 9.5
T, Swadio 57 (MCAY, WW],

WA e ewe 1R
E. Badoe 714 1NBC), \'rlB'I\.

b 1 1£.%
9. Captain David Grief H.:lllh!!'

WIBK, T=10:30 . 0 oeigainis 162
0. Racket Squad (ARC)Y, WIRK,

i T P PR S 159
10, Mr. Dhstricl Aftormey I.En:-

WIBE, Th-Ihal . . eiivaan 159
1, Copfidential File (Guild),

WXYE, MLk )
13, Avnie (hakley of" H':-r “H"I-.l"

L B I i A8
13, Dhon Ameche {TPAL ‘|.HEIJ!~.

M-tnzon L, ... R, 1
15 iD3eath Vallew l.hu-:«. ||. _'i,

Borand, Wil M-1nn | P
16, Whirivhirds (CB%), "-"-”'-"-'.F

W10 30 14,7
17. Your AL Siar ‘lh-:.m:r |€-.1-:t'n

Gems), WXRY A T-1o L, ... 142
18, ENery. Queen (TFA)Y WIHK,

B U L 14.0
14, Rwar Performance -l..H!"..".:Ir,

WEYS, S-%M i 14.0
20, Cruseder (MOAT, WWI,

Tl v s e iy ; 149
20, Celebritvy Plavhouse lS-..rE‘En

Gems), WIBK, F-8:30 .. ..... 139

Dick Jacobs, newly-signed

CWilliame Morris Agenev, has

to wife Elaine Whalen,
re- l:u:n:r for Emil Mooul. .

| seniur copan viter. ... Anderson F. p]ﬂmd Den Walker  as ;Hmn.‘r_ll Young, TV staffer of Unttml Art-|

Hewilt, senior veepee of Kenvou | director of NBC's “Hit Parade.” . .
& ]1.1;]-.'[1.111& has been elected to! John r
the agency's executive commitice, | veepee of N. W, Aver & Son, died ; stein, sccount rep fur ABC-TV's
and K&E veepees William hmg.HH-vthr L i Tucson, Ariz

ansel, retired

exocutive  of a son, Howard,

ists, and wile Rebecea ure parvents
. Bob Perl-

Cstation  clearance  department, s

Jr., and Howard M. Wilson were | Bill Brendle, ABC flack, and mfe' father of a boy.
elected to the hoard of directors.

Frances are parents of a third
. Bob Foreman, TV-radio veepee | child,
at BBD&O, has been elected to aneia

A daunghter,

Brign. . . .
has heen homn

to Jav |

Bob Cumniff *leaves the NBC
' Opera staff to pen a TV ecolumn
for NEA Service, Ine. . Guild

Advertising &gﬂnmfs has cngftgt:dilh.lt agency’s executive committee, Whalen of the Katz Agency and Films promotion exec Bili James

www americanradiohistorv com

chiel time |

. duddy |

is featured as an actor in "Street
of Sinners,” now plaving neighbor-
hood theuters. “Toduy™ re-
porter Dick MeCulchen is in South
Afriea filming a report on segrega-
tion there, ... Ellen Carr has won
the ABC cuntest to find a hostess
for “Do You Trust Your Wife?” ...,
Rin Tin Tin amd Pal Busty (Lee
Agker) will guest star at the Fat
Stock Show in San Angelo, Tex,
March 6-10.
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DECEMBER 16, 1957

THE BILLBOARD

TV PROGRAM RATINGS 9

This weekly chart covers the [atest Pulse retings In key local markets. [t includes network, focal lve
sod locally originated film shows, By polnilng out leading programs, the chart provides s ready guide

to outstanding apot adjacencies In cach market.

Market statistics shown are derived from Salsa Management's current “Survey of Buylng Power,™
and cover only each market's metropolitan areas, as defined by

government speciflcations. Altho they

thus cannot include compicte IV coverage of trading lt'tll:l. they du provide comparitive statistics for the
chisl population centers of TV stations,

The symbol + I8 for fllm series booked on e natlppal spol basis, The symbol “0" indicatées » UHP

3.0 or better in the market under stody.
consult The Pulie, Inc, 15 W, 46 5t, New York

outlet. The symbol *'&" points oul programs originating in an overlap market, yel securing ratings of
For complete program and auodience informatlon snd analysis,

M

HOUSTON-CALVESTON

3 TV STATIONS—338,700 TV HOMES
reported by The Pulse in the area surveyed

Markel Stalistics:

a: reported By Sales Management’s MSurvey
of Buying Power,”™ These Ffigures ace naot
imefusive of entire TV coverage area, bul
gihrace  Metrooplitan Counly #rea  making
wp the cenior of population

Populat ion==1,076,200 {15th in 11, 5.}

Buying income—%1,937,5385,000

(1 5th

Retail Sales—51, 340,018,000 (14th)

Food Sales—%308.,506,000 (15th)

Drug Sales—340,807.000 (17th)

Automotive—5281,344 000 (14th)
Above figures includs following counties:

Harris

T0P NETWORK SHOWS

1. Edsel Show, KGUL, So. ... . .4R.9
. Stundard 1 Show, KPRC, Su...39.9
Pinocchio, KPRC, Su. .........3.1
Godfrev's Talent Sconts,

KODL, Mo oosiiiiecnaanns.294
Perry Comauo, KI’HC. B. iiciese:293
What's My Line? KGUL, Su. ,.29.0
£64.000 Question, KGUL, T. ...282
Burns & Allen, FIGI.IL M. ue27.0
Climax! KGUL, Th. M K
Gunsmoke, KGUL, “.5- S . T

TOP MULTI-WEEKLY SHH‘HS

1. My Little Margie, KGUL,

ot e Rl

Som

I\I-l"F TELIEE] 11-.1
X Laie -Ehd"r "‘"I!t’.q. KG[ rlq
AM.-Th. .... suisassnellal

Ji h.ﬂlf h“ﬁ'p KF“E_I M F- FEWEE I“"
id. Dueen for a [Day, KPRC,

MaF. s A
!. Rﬂ" Hﬂﬂﬁi KFHE. “‘_l..l BEEE l]u-d'
f. MNews, Misc, (10:00 pom.,

KTRE. M., T. .... i |
7. World Turj.j}r—spnﬂ: {Er p m ]Ir

KPRC, M-F. ..ccvevirnnsnarnns B3
B Newsreel, Weather ifE— H |.1-r'|1 1,

KPRC., M-F. i . 3.2
8. Modern Romances, hFRE
M.-F. ... e ik bpea G

i0. Final Enjl.'mn "-'Ilsr.
(10:30 p.m.), KPRC, M.-F. ..... 84

TOP FEATURE FILMS

Once-Weekly
1. Award Theater, KGUL,
-9M-11:3 ......ccivvieumesaclTh
1. Million § Movie, KPRC,
E-II.-".::M-!:H --------- -|-||-|!l-|:|ltlH
¥ Weekend Theater, KGUL;
F.-10:30-%ign OFF ..............10.4
4. Yourr for the Asking Thealer,
KGUL, Su.-3:30-%5:00 _......... %3
F. Weslern Sinr Hﬂ:hnuw, RGUL,
Be-12100-0100 . .....ccuncevinnsn BB
HHHI-WBEHF
i. Late Show, KGUL,
M.-Th.. 5.-50.-Yarioos Times ., .13.3
Movietime U, 8. A,, KTRK,
M-F., 5a.-Varlous Times ....... 7.0
Early Show, KGUL,
“ F-r'\-] ﬂ'ﬂ‘-*"lﬂ re = d mma R EEE W 5-'1
M-G-M Thealer, EFEH:..
M-S -Varions Timed _.....0ees. 5.9
Moxke Date, KPRC,
MF-11M0-12030 .. ... .einises 53

TOP SYNDICATED Flllﬂ

L Highway Pairol (Xiv), IIZGUL.
T.H:3 ..... LM
2. Busie {TPA), EI’IH:. Fiu -ﬂ-jﬂ 7
3. Crosscurrent (DfTiclal}, HGI.I'I.
Fi

pode

‘_-'

Th-Tll oo iiaiihes o 21
. Youir All Star Theater (Screen
Gens), KTRK, F-T:30 . _..,....18.1
E. *Death Yalley Darx (U1, 5,
Borax), KETRK, AM.-%:00 ........18.0
& My Little Margle (Official,

KGUL, M-F6:00 .. .00 17T

7. Stars of the Grand Ole Opry
Flamingo), KTRE, 5.-8:30 .., . 158
B. Sheriff of Cochise {NTAY,

KPRC, H.-%:00 . 55
¥. Men of -'n.nna.:m-]l:! {EL'-'I KPHC

M = o G e e e 140
10, Silent Service (MBOC),

KPRC, F.-9:00 ... LT
11. City Drelective fMEA'i KGLFI.

'1-ﬂﬂ'u' Bob R R FrdhmEEEE I‘I'ﬂ

12, Moartin Kane I.‘I{'-':l. KFRC

% P [ L1 T T e k|

1. Crussder :'HEA.}, h".h LTL
T o i e e T
11. @, Henry iflavhouse E{imﬁ—
Krasne), KPRC, Th-%:30 .. ..... 137
15, Whirlybirds (CBS), KPRC,

-0 ... A28
16, Purade of '?-urs {MCM KTRR

M.-9:30 23
17. Code Thmn {ABL}. HFRC

T3 ... PR, . -
18, Captain David Grmf {l:'n.u]dr,

EPRC, F.-10:00 EEERRELPORES & B 1

19. San Francisoo E#.".'lt I_EH-S:I.
ETRE, S 9:3 ... cvecive.... 108
20, Championship Bowling MWalt
schwimmer), KITRK, 5.-10:00.. 106

JOHNSTOWN, PA.

4 TV STATIONS—54,800 TV HOMES
reported by The Pulie in the area surveyed

PORTLAND, ORE.
3 TV STATIONS—245,000 TV HOMES

reparted by The Pulse in the prea suresysd

SEATTLE-TACOMA

4 TV STATIONS—313,700 TY HOMES
reported by The Pulse in the area surveyed

SPOKANE
3 TV STATIONS—73,600 TV HOMES

reported by The Pulse in the area syrveyed

Market Stafistics:
a5 reported by Sales Masagement’s “Survey
of Buying Power,”  These f(igures mre mol
imciusive of entire TY coverage area, buk
embiace Metropolitan  County srea  making
up the ceater of population.
Population—293 400 (77th in U, 51}
Buying Incame—S%308% 819,000 (96th1
Retail Sales—3250 168,000 (10%9thi
Food Sales—560,992 000 197th]
Crug Sales—%4.991,000 (170th)
Automotive—347 .81 1 330 1102th!
Above figures include following counties;
Cambria and Somerset

TOP NETWORK SHOWS

1. Drugnet, WIAC, Th, _......... L
1. Groucho Marxy, WIAC, Th. ....553

3. People’s Cholce, WIAC, Th, ...533
4, Ernle Ford, WIAC, Th. ........5L8
L Twenty One, WIAC, M. ,.....5820
6. Life of Riley, WIAC, F. wavus.505
7. Perry Como, WIAC, 5, .seeess.00.9
8. Court of Last Resor,

WIAC, F. . iiiiiiiirnnananss 5.8
9, Goodyear Theater, W |.-‘-'C s BT | B
10, Lux Show, WJAC, Th. ........50.]

T0P MULTI-WEEKLY SHOWS

I 1ith Hour MNews, “ﬂther.

WIAC, M.-F. . L ]
1, World Mews I'ﬁ- l:: |l in. h

WIAD, M.-F. ... . .
3. Sporls Page, 'I-!r:-uﬂm

6 pom.), WIALD, M.-F. ........14858
4, Comedy Time, WIAC, M. -F. . -.H.l
5 HBreide and Groom, YWIAD, M.-F. 18.1
» ueen Tor o Day, WIAC, M-F. 16T
It Could Be You, WIAC,
., B o e e A e il T 165
. Tee Tae Disiink, W.l.-’uf M. -F 65
. Matimee Theater, WIAC, T, P 6.0
Festure Theates, WiaO, M-F. . 153

TOP FEATURE FiLMS

Once-Weekly

1. Penn Plashouse, WIAL,
Foeollil58iem OFT ... euinn 4.3
Allegheny Playhouse, WIAC,
S.-11:d5-5lgn O ....... A 10
3. Dismond Theater, WIALD,

TII li.':.’l"qiﬁu “" e d-lll.d-‘l-r:
4. Sun. Night Maovie, “ML

Su.-11:15-50ga OFF . A L |
5. Wednesday Night 'r'lmru

WIALC, W.-11:15-58gn OFF .,.... M08

Multi-Weekly
1. Fenture Theater, WIAC,
MI'F-.-"’.:-.}D‘IT:"“ |||I1|rl-llrlnulsl3
1. Blg Movie, RDEA,
MLFAT00-2:3 ., iciaeena, B
3. Eltlim]r Siudio, HI}Hﬁ
M.-Th., 5.-80.-Varous Times. ... 4.3
4, Worlds Best Movies, WIBG,
M.-Se.-Varlous Times . ......... A3

TOP SYNDICATED FILMS

1. Mighway Patrol (Fiv), WIAC,
O e Ky o i ity 11 A §9.8
1. Esso Golden Playhoose
(O ekely, WIAC, Su-10:3 ., 453
3. Studio 57 (MCA), WIAC,

Se-a >

w.-lo:x L., .. iieessokd
4, 7Death Valley Dmﬁ ﬂ.-. .

Borax), WIAC, 8.-Tu ......... 40.8
5. Celebrity Mavhouse {Sereen

Gemsi, WIAC, M.-T0 ... .. LS
B. State Trooper MMCADL w,r.q.c

£ [ 0 BN e
T. Public [Defender (lmierstimied,

WIAC, 5600 .. ..o iciqanas 3.8
B. Dr. Christian (Zivy, WIAC,

] 18 L] i R R e S P g e et 3.8
9., Public Defender {(Inferstate),

WIAC, T4 (o s o
10, Waterfront (MOCAY, WIAC,

W30 L. e LN I |
11. Hopalong E*-:x*,ar.l]. fhﬂc

WIAC, M5 s crnrinns 6.8
12, Sherill of Cochive (NTA),

Wiac, T.-5:30 , o263

13, 5. Donoyan, w::-‘.lem ‘n’[arﬂnl
(NBC), WIAC, W.-5:10 ,......25.5%
14. Victory at Sea (MNBCH,

WIAC, So=5:30 ......ci0iiscs P T
15, State Trooper (MCAY KDKA,

B ADAD  ca  mAE B3
16, Silent Service (NBC), KDEA,

10 ]|+ R s . RO
17. Capinin David Grief {Guildy,

EDEA, T-10:30 .. ..oiveina. GO
18. Star and the Story (Official),

KDKA, F-9:0 ...... chay BB
18, Oirient Express (NMTA, WAHD

5, 600 ... RER A

18, Ray Miiland {H.I:*n hﬂh-"t

h“rl 15 AR L L L jﬁ
18, Popeve [Assoc. Arl:ilﬂ!.

WEBﬁl h’f-'F.'h ':H-I wE R EE R 51!

Market Statisfics:
azx reported by Sales Managemsnt's "Sureey
of Buylng Power,”  These flgures are not
intlusive  of enkire TV  coverage area, but
enmtardcd  Meiropelitan  Cosnly dred  making
up the cemtzr of popolation.
Population—3E5,600 §22d4 In U, 5}
Buving 1ncame—3531,301,021 003
{26th
Retail Sales—399% 480,000 i23d)
Food Sales—F231, 416000 (20th)
Drug Sales—3%23. 877,000 (32d)
Automotive—3 185,512,000 (24th)
Above figures Include following countiss:
Clackomas, Multnomah, Washington;
In &tate of Wash.: Clark

TOP NETWORK SHOWS

Edsel Show, KOIN, Ju. :....... o, |
Standard M1 Show, KPTY,

q—“r - EE S s EFRATETFE H:.r!
F‘irrl:u:chh:r, ILFI'\’ Eu. L X ]
. Climax! KOIN, Th. P . X
. Wyatt Earmp, KGW, 1‘. T . ¥ |
Danny Thomas, KON, M. ... 289
Sugarfoot, KOW, T. .ciiieain AB.5
Grouche Marx, KPTV, Th., ...27%9
. Perry Come, KPTY, 8, ... .....765
Playhouse %0, KOIN, Th, .., ...26.3

TOP MULTI-WEEKLY SHOWS

1. Mickey BMlouse Clob, KiGY,

Pﬂ?HP“PH b

S

MBS Snisasiiai L . 1.9
1. Clty Desk, 'r'lis:. ﬂﬂ ,‘!ll p.m,},
KOIN, “wl- - A28

. Cartoon 'I‘Imr. KUIN '.-L-F ...12a
4. Armchafr Theafer, KOIMN,

L e e B T e BT 120
5. Mightbeat (203 pm'_l. [-il'i“',

) P R TR s A .
6, Queen for a D-ﬂ-. I{PT"-'

M.-F, ...... - L 107
7. Garry Mnnm I-n‘.)l"t "n-'I-F P
B, OCBS MWews, KON, M.-F. .. .1{!.2
E. Mewsbeat (6:30 pomy, K'Er"l.'u"

M-F. .... .- 10,2
10, Art llnhlet'r:r. KDIN M-P .o 9.0

TOP FEATURE FILMS

Once-Weekly
I. Sob. Night Show, KGW,
BaT:Meo:00 ....... 163
1. Hollywood Film 'Il:lﬂiier, I{GW,
F-8:3-3:3 .. ..... eees- 151
3. Two Gun Phﬂnuu Il;ﬂlni
5#1:#5‘13‘5 P R - BT IJI--!'
4. Maosle 13, KPTY,
F.-10:00-5ign Off .............13.0
5. Endy Show, KPTYV,
Su.-12:30-2:08 . ..... e MES
Multi-Weekly

1. Channel B Playvhouse, KGW,
M.-Su-VYarfous Times |, ....... 9.5
1. Showtime on 6. KOIN,
M.-S0.-Varioos Times ,,....... %3
3. Academy Thenter, KPTV,
pi., Th., Su.-Yarioos Times ... 64
4, Mumlul; Movie, KGW,
M.-F.-10:00-11:38 ... . 60
5. Yaoour Afteriioon Ihﬂt-z-r EP‘IT
M., T., Th, F.-2:00-9:30 ,...... 2.3

TOP SYNDICATED FILMS

1. Sheriff of Cochise (NTA),

HOIMN, Th-Tel ............... 1A%
Y. Annig Oakley (CRS) F-T:0D .. 11.%
X Harbor Command (Fiv),

KGW, 5..7:0 ., _..............21.5%
&. Whirdsbirds (CHB5), KOIN,

B8 ...... |
X I Search for ﬁ.d’rtnlurt [E.i.znlll;l.

HOIN, Th-T:20 ., .. 189
6. O, chr_lr Plavhouse f{}r&ﬂv

Krasne), KOTN, F.-6:30 | s
T. Highwuy Potrol (Ziv) REW,

B || R e e e 16.%
B Lust of the Mohicons TTPFA),

KGW, TAAM .. .....c00000.. 162
E. Star Performance {{JII'I'u.:.M_‘r+

KOIM, Tl & oeireiiensness 16.2
10, Dir, Hudson®™ Secret Jourand

MMCAY KEPTV, Th-%:00 ...... 150
11, i5ky King (Nabiscol, KGW,

B T e o e s A SN 155
12, Man Hehind the Badge {MCADM,

F:-Fl‘l _Tm B hmddhme koA i+F1ISr1
13, Jungle Jim (Screen Gcma:.

KEGW, Th-600 ... 00000, L 149
14. My Little Marpic (ﬂffu:[u]'l

EPTVY, T.HX . oiiaiiaianans 14.5
15. Smdlu:r 5T IMCAY, KON,

"Iﬂ'l:":. R R A --14-:

15. Honeymoanars (CHSI, F.GW

Su-600 ... 4.2
15, Men of hnnap-:lhs i.i_'n",l.

EOIN, M-10:00 ..., PRFRISASE | r |
15, Badpee 714 (NBC), HFT"Ir’

N e s e 14.2
19, Captain David Grief {Gull:lh

KGW, M.-7:00 ...... s i

20, Kit Carsan H'-'l{‘hfl, KF‘T\"

0 L TR T | AR ........I?..ﬂ-

Markel Stalistics:
a5 feported . by Sales Management's “Survey
of Buying Peser.” These figures are not
inclusive - of eniire TV coverage area, bat
embraes  Metropolitan  Coundy  aréa  making
bp the cenler of population.
Population—==T82, 100 24th in U, 5.)

Buying lncome—51,70%,129,000
§ 204k
Retail Sales—5%1,129 831 000 122d)
Food Sales—5239,252.000 (21st)
Drug 5ales—536.655,000 (25th)
Automative—5 161,127 000 (261h
Ahﬁyc figures include following counties:
irg

TOP NETWORK SHOWS

1. Disnevland, KING, W. ........ 360
1. 'ﬁj‘all Mmi hiNG, T. ..... H!
A, Twenty-One, KOMO, M, ......352%1
i 4. Pinocchio, KOMD, S ... .u... 58
B Lawrence Wik, HING, E. S o
6. Sugarfoor, KING, T. ... 00eal?
1. Danny Thomas, KTHT, M. 1
K. EIL'-EI Ehﬂ'ﬂ'q KTHT. 51.]., EEEEE IR,
9, Perry Come, KOMO, 5 ......2
0. Rin Tin Tin, EING, F. ....... z

TOP MULTI-WEEKLY SHOWS

i. Early Edhlon (6:30 p.m.),

KING, MoF. o iciieiiiiaas, R4
L. Mickey Monse Clob, KING,

MeE. Ciin iicianaaveed b e s 17.0
3. Stun Boreson, KING, M.-F. ..144
4. Cartoon Festival, KING,

MF b i el e s 112
5. Yundes Wunda, KING, M.-F. .. 1L.5
b, World Today, WNews (10:30 p.m.),

KING, MoF. iiiiiiinnnnnnas 11.1
T. Deadiine, News (6:30 p.m.),

KOMO, M-F. .. oii00:2::009
B. Mickey Rooney, HUMU,

M., W T |yt s AR | &)
g, NBE W:wa K{]MD "-'T . X
10, Kino's Fed[nm'-m'lu, i{I‘«iG

MaF, i i iaibiaiaaas rva BB
TﬂP FEATURE FILMS
Once-Weekly

L. Dr. Kildare Thealer, KING,
B-Tid0-9:00 .. ..evinriiininniean 15.1
1. Premlere Performance, KTNT,
S.-10:30-Slgn OFF .......co00r.. 11.2
3. Nightmare, KTNT,
Th.-11:00-Sign OO0 ... .. RO B
4. Bar Five Theater, KING,
S.-12:30-2:38 .., cesanss BW

5. Armchalr Theater, HING
Sop-100-2:30 ... ... ieeeeas.. BE
HulllwWHEHr
1. King's Performance, KING,
M.-S-Varions Tiues ..........104d
2. All Star Movie, KTNT,
ML-W., F-10:30-8len OFF ...... 8.2
3. Midday Matinee, KING,
M.=S.-%Yartous Times ., ...i06e. T3
4. King's Kumers, KING,
MaF-LM-2tH ... .ceneness 6.3
« Dueen's Mowle, KING,
M. -F.-H’I:naﬂ tM ........ . B8

T0P SYNDICATED I"IlHS

1. SHent Service (NWBC), KING,

W.-T:30 ... 4.8
2. Highway I’Hrul II.IN ltll.'lh'lﬂ
Th-T0 ... 30.1
X [ Search for -llhﬂlure ll].nj:rlﬂlr..
ETMNG, M.-T:080 . ... .. . ..i0uns 184
4. Studio 57 (MCA), KING,
| P v BT
8. Sheriff of Cachise (NTA},
KING, 5-T:00 ... P . N |
6, Code Three (ABC), KI"*-.G
F.-8:30 Ferie ---.,..12-5
T, Twenty-Six \-Trn HLHG]
KOMO, MaTA00 0.0 ciinnns 0.8
8 kit Carson {MCA), KING,
b HM e E 18.9
2. Last of the Mohicans (TPA)Y,
BING, M. GO . viimmrinees 8.4
I, Annie Oakley (CHS) KING,
Th-&:00 .. . vrasrss =179
It [, Christian i?u‘.l KiHG
F200 .... PSR b7 .
11, Budpe TI4 I.'I"H.B{'_.]. I{i"*-.ﬂ
TR | e S PR i
12, Whirlybirds {CB5), KING,
Thi=T00 o0 inivnnniaes PR T ] [
13, Frontier (MBC), KTNT,
UYL e 17.3

15, Judge Roy Bean (Screencraft)y,
KING, W00 ..o, 164

16, 7Death Valley Davs |_’L- 5
Borax), EOMO, Th-9:00 _.....16.3
17, Kingdom of the S5ea {Gm!d‘.l
KOMO, T-T:00 ...... oo 156

18, Waterfront (MOAN, K.I""T'l

P i imin e s e R . F |
19, ), Henry Plavhouse {Gmn.m

Erssne), KETHNT, W.-1l:00 ... 147
2, Little Hascals {Tniersiate),

ﬂ-lnﬁj M1-F-4:3U Bad s B EES !l--l'ﬁ-ﬂ

Market Sfatistics:
a5 reporied by Sales Management's “Survey
gt Buying Power,” These figures are not
inclusive ot entire TV coverage ares, but
embrace. Metropolitan County pred  making
up the center of papuiation.

Population—2361 003 (BTth in U, 5.1
Buyipg Income—=S485 TAS,000 (T6th)
Retail Sales—5336,760,000 {74t
Focd Sales—570,420,000 (515t}
Drug Sales—510,059,000 172d)
Automative—E62 OTE,GD0 (751
Above figures include following countios:
Spokana -

T0P NETWORK SHOWS

1. Edsel Show, KXLY, Sup, ......50.1
1. Perry Como, KHQ, 5 L |
A Standard Od Show, hHI:]. "iu. ]
People Are Fonny, KH{Q, 5. ...37.8
This B3 Your Lie, KH{, W. ..37.5
Piocchio, KHOQ, S0, .. 0vwenees 37,0
Top Tunes & MNew Talent,

KREM, M. . oiiniiniinreree 361
Wiyalt Earp, KRF'&-‘I T et 35,3
S64,000 Question, KXLY, T, ..145%
Climax! KXLY, Th. .......... 318

TOP MULTI-WEEKLY SHOWS

Mickey Monse Club, KREM,
MoF. .oiinacs T A ey ] W
2, Kit Carson, KREM, T., Th. ....23.5%
A, Queen Tor a Day, KHQ,

B EEs  damisinssnminiries I
4. Popeye, KREM, M.-F. . _.....151
5. Modern Romonces, KHI),

- e

=

G e e e e B D 14.1
6. Truth or Consequences, KHO)

M.=F. ..ociss B B e e 123

Late Movie, KHOQ, T.-F, ...... 131

e =

Comedy Time, KHQ, M.-F. ...126
Malinee Theater, Misc.,, KHQ,
M-F. .. RN g, i [ )
. Ne M—I"hi!lir'i. Epur1a

(6:45 p.m), KREM, M.-F. ....121

TOP FEATURE FILMS

Once-Weekly

1. Western Theater, KHOQ.

Boel:-1:80 ... .00 ciiiagns 20.8
2, Millian 5 Theater, KHEH,

5.-10:30-Sign OfF ... veeesaTHB
3. Plavhouse 2, HI?EEH

F.-£30-0:30 . .. PRy | W
4. Sun Mutlnce, EHE“

Su-300-4:3 ... e 1A0
5. Western Roundup, HM Y.

S-300-5:30 ..... —— L 5

Multi- Wuhlr

I. Late Movic, KEHQ,

T-S-VYarlons Times ........... 131
2. Matinee on Six, KH{,

M-F-X00-4:30 _.............. 79
3. Channel Two Theater, KREM,

NL-Wo-T0:00-Kign O .......... 7.7
J, Lute Show, KXLY,

M.. T., Th-5.-Various Times .. 7.7
£ 5:00 Maovie, Mise., KHGQ,

M.F-5:006:080 .. ,............ 54

TOP SYNDICATED FILMS

1. Whidyhirds (CBS), KHOQ,

M- L. IR |, . |
2. Sherllf of 'Lu-l:hlsl l.l"l"l'ﬁ.i

KXLY, F-230 ... viiininiins 158
3. Highway Patrol (Ziv), KHQ,

Wedn L. e L |
d, 1 Seoarch For Ali'l'ﬂlure l,!ngn:.]]r.

KXLY, Th.-7:08 .............. 4.3
5 !-ru.ﬂtler (NBC), KHO,

5T ., ... s+ 24.5
fi. Siwiec Trooper -["-IECI EHI‘.},

ML s rsdrsss s 24.3
T. thky King (Mabisca), KREM,

M.-f:00 s 2B
B, kit Carson I'MEA}, I{REH

T.. Th-f: .. .... i .
9, II.ernr Command l{IHrL 'I'-EH{;I,

WY s T e el 218
W Rosemary Clooney {(MCA)Y,

EXLY, T.-%:30 . R
. Kil Carson !'hil:'.'.'r 'E-..R'E,h-'l

r '? n'ﬂ -------------------- LI -11.-!
12, Silent Service (NBC), KHO,

FoAllilel . iiinercncancaas L1898
15, Badpe 714 (NBC), KXLY,

Ton DB vy e m s ar e e’ 19.0
13, Kit Carson I'ML"HL}. EREM,

WaTl ... PRSTR |F 1
15, Frontier Dl:n:lnr [l-lnllmwuud T\r":l

KREM., T.-T:i .iuiiecinniina 8.8
15, Kit Coarson (MCA), KREM,

Sth=5:3 ... 1B
17. Ray Milland {M[,A}, I-n.RI::"ﬂ

Su 600 ... .. S |
1B, kit Carsom {MCM, I-.'.REM

S-5000 ..., ..,...IT.B
1%, Men of mmﬂputin. i.?['l. :|,

RXLY, F-B:30 ...... vanas IT3
20, 5l Erwia (OfElciall, I-.Hﬂ.

5650 ... PR . |
L Captain David ﬂ'ffﬂ'f ;’Gu]]d'l

KHO, Th-900 ... ivainicanin 6.8

STATION SIGNALS

The third annual National Asso-
ciation of Radie & Television
Broadcasters Conference of State
Asgociation Presidents will be held
in Washington on February 18-19.
« « « KPIX, San Francisco, becomes
the first U, 8. station to carry

Australian cartoons, with its [mu'-l

chase of Rowl Greenhalgh Produc-
tions' 52 new color animation
shorts. . . . WNDU-TV, South
Bend-Elkhart, Ind., has sold two
public service shows to SpOTSOTS—
one a bank, one a County Bar As-

spciation.
KYW-TVs attempt to flm

Traffic Court proceedings in a
Cleveland suburb was thwarted by

1the Cleveland Bar Association

which called it “violation of the
canon of judicial ethics.” The
Mavor sayvs he'd like to let TV
into courtrooms but not without
the bar’s permission.

KGHL-TV, Billings, Mont., has
bought the first antenna, ﬂmc’fnped
by RCA, of a new type traveling-
wave ftransmission. It was de-

www americanradiohistorv com

signed for “economical high-power
VHF telecasting.” reports RCA. ...

Jetferson Standard Broadeasting |

has petitioned the Federal Com-
munications Commission to grant a
third VHF channel in Greensboro,

N. €. Jefferson, which owns

WBTW, Florence, §. C., and
WRETV, Charlotte, N. C., aims for
a full complement of gutlets.

Richard W. Schappa has been
appointed promotion - merchandis-

a

ing manager of WWTV, Cadillae,
Mich. ... Alired Di GCiovanni has
been made an account exec nt

WPIX, New Yok, .. . A.la.nd]
joins Peters, Griftin & Woo ward
station reps, as assistant director of
promotion and research.... Pat
Bradley is the new production di-
rector at WMBR, Jacksonville, Fla,
... WCSH-TV, Portland, Me., has
signed Lamy Gﬂﬂghtr 88 NEWS
director.
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TAPE

PUT TO USE

ON COMMERCIALS

Shooting of ‘Climax'

Blurb First; Type

Of Filming Offers Number of Advantages

HOLLYWOOD — An indica-
tion of the new vistas being opened
by television tape was demon-
strated by Chrysler Corporation,
McCann-Erickson and CBS-TV
here last week. Commercials for
the December 19 "Climax” were
shot on location in the San Bernar-
dino Mountamms Monday (9) and
recorded a hundred miles awayv at
CBS-TV City for use this week. |

It marks the first time tape has
ever been used for location shoot- |

ing, either for commercials or en-
tertainment production. It's omly
the second occasion on which com-
mercials have been pre-recorded on
tape for integration into a telecast
later on.

Helming the project was Bud
Cole, producer-director for Me-
Cann-Erickson. Byron Avery rep-|
resented Chrysler, with Howard |
Meighan, CBS-TV v.-p. in charge !
of West Coast operations, provid-|
ing the network okay.

All commercials for the Decem- |

ber 19 telecast, some six minutes
in all, were taped in one day, Cast
and crew were assembled at the
location, Santa’s Village, at 6:30
a.m. the day of teletaping.

Our 12th Anniversary |

Thank You All

American Telephone &
Telegraph Corp.

Auto-Lite

Beech-Nut Gum

Bristol-Myers Co. .
Campbell Soup Co.

Cantrell & Cochrane Corp.
Charm Magazine
Colgate-Palmalive Co.
Duffy-Mott Co.

Enders Razor

Ford Motor Co.

General Foods Corp.

General Mills

Gunther Brewing Co.
Richard Hudnut

Jamaica Race Track

Kellogg Co.

Metropolitan Life Insurance Co.
National Biscuit Co.

Ocean Spray Cranberry Assn.
Penn Mutual Life Insurance Co.
Peter Paul, Ine.

Philco

Procter & Camble, Inc.
Schaefer’s Beer

Schmidt's Beer

Shell Oil Co.

United Fruit Co.

United States Rubber Co.
Valley Forge Beer

PAUL J. FENNELL (0.
ANIMATION SPECIALISTS

404 N. La Cienega Bivd.

Loz Angeles 48, California
OLympia 2-2612

“ the
‘wonld have cost anywhere from

CBS provided the remote equip-
ment, four cameras, and the crews.
A microwave link was set up to
Television City, where a VT Re-
corder, with an engineer standing
bv, was held open for the entire
dav,

The three comimercials, two min-
utes in length each, were rehearsed
in sequence. When the first was
ready for production. power was
turned on, a’signal flashed to TV
City and the VTR put into oper-
ation,

Cole, sitting in the director’s

' chair in the remote truck at Santa's

Village, picked the camera shots
he wanted just as he would in the
studio. The air shot was then re-
corded on tape at TV City,

Four takes were shot on the first
commercial, four on the second

cand three on the third. Production

wound up at 5:30 p.m., the last
couple of takes requiring lights,
Altho final cost figures have not
vet been computed, best estimates
is that they will be in the neighbor-
hood of $14,000. To have produced
same commercials on  film

523,000 to $40,000.

Theme of the spots ties in
Chrysler cars with Santa’s Village,
a well-known Southern California
showplace, in a sort of Christmas
package. Regular "Climax” an-
nouncers Bill Lundigan and Mary
Costa share the spotlight with
Santa Claus,” as the cars are pht
thru their paces in front of a rustie,
sninw-blanketed background.,

Concept for the commercials
originated several months apgo
when the agency first requested
VTR use for commercials taping.
The network turmed down the re-
quest at that time because of a
jammed schedule on the recorders,
but consented when reapproached
later on,

In the meantime, Chrvsler had

|
successfully produced remote com-

mercials from the Douglas Air-
craft plant for one program, and
in another, a few wecks ago, had
prerecorded the studio commer-
cials for “Climax” on tape several
davs ahead of the show., To Cole
the wedding of remote prodnction
with tape seemed a natural devel-
opment,

Cole is a strong proponent of
both live production and remaotes,
especially in automobile commer-
cials. He believes that the locale
creates viewer interest in the spots,

| and that the fact that they're done
live, especially in the case of

demonstration commercials, raakes
them more believable to the public.

The advantages of tape in com-
mercials production are fourfold:
1) It cobviates the possibility of
error, just as film does; 2) it per-
mits shooting of several takes with
final choice of whichever is best:
3) it does these things at less than
half the cost of film; 4) it has the
gualil—y of flexibility, which film

oes not.

The Chrysler commercials are a
good illustration of the latter point.
Many times an agency has hesi-
tated to put an automobile spot
on film because, in the auto in-
dustry, the copy needs to be
changed constantly (e.g., Plymouth
has been kinescoping commercials
for integration into the filmed
“Date With the Angels” series),

Tape can achieve the same
quality as Film, vet the commercial
can, theoreticallv, be produced the
same day as the show is scheduled
to go on the air,

Because of the union problem
tape cannot be edited vet, altho the
teclhinical hurdle has bheen over-
come (Billboard, December 2).
Electronie editing, as well as some
experimentation, e.g., live music
over, is being done, however.

| station, said last week.

ARB'S TOP 10 FILMS IN 15 KEY MARKETS

By Type Program for October

All retings lsted were In

15 KEY MARKETS SURVEYED EVERY MONTH BY ARB

ARBs Top 10 for 0Olm wd
petics in the markeis shown. ) g - E g 7=
2 E|lg2| g g | = £ 2|2 2
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= vee =
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- COMEDY SERIES
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AMOS N ANDY—CBS . ......... wilamilmm 'se i Faaihee:(08]| swrbiilies i oo e | =
THE HOMEYMOONERS—(BS ........ — 1347|125 — | — | = |—= | 99| — [19.0[180[205| — |14
LIFE OF RILEY—MC vl i om o Toe Vo om bas b ] i Fis P Tisml e b s
LIFE WITH FATHER—CBS ........ eilaben T P FPas beetes ] sadens gl es 1650 s -
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MR, DESTRICY ATTORMEY—LW ..... | — |—= |— |= |=]=]|=]|=] = |H0| = |=|= | = |—
RACKET SQUAD—ABE ............ = i e e S = b Y o T L {im [ P ] e
WESTERN SERIES
ANNIE OANLEY—CBS ............ = e = Pl =R =] = i = S ==
BOOTS AND SADDEES—MMC .......| — |— |— |= = |=|=|=]| = |=[—= [11.8]t68]| = | —
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FRONTIER—CBS ................ — (M8 UB| = | = = | = | = | Wl =|=|=]|= i_ | —
FRONTIER DOCTOR—H-TV ... . el 5 [ [ == A = | 1010 = = ] et
JUDGE ROY BEAN—SCREEN(RAFT ... | — |— |— |— |= |= |=|=| — = <= EEl=
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CAPTAIK DAVID GRIEF—GUID ... | 113)— [185]| — | — |— | = | =] — | = | == | — | = | — ,
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RIGHWAY PATROL—IIY ... ....... 2131279 17.9{150(23.9 281 41.0(33.6| 128|147 |20.4|19.1 254 238189
MEN OF AMMAPOLIS—IIV . ... .. —_ (4l = | = | = | = | = |[215] 126] = |— | — |183|229 /123
SCIENCE FICTION THEATER—IIY .... ] 15} | — | = |—= | = |= | = |=| = | = [ = | = [W83]| — | —
SEARCH FOR ADVENTURE—BAGNALL. . | — | — | — | — | — |— |—= [—= | 154| = | = | = |219]258 ) —
SHEEMA OF THE JUMBLE—MIC ... | WM | = |— = | = |[— |= |= |t |=|=[—=|—]— |18
SILENT SERVICE—MBC ........... [ 13.1[178[182({215| — [258| — | — | — |— |10.2] — [17.5|19.3 130
STATE TROOPER—MCA ........... | 11.8] — [180(317 | — | — | — L — | — [175]| = |[1d2|— | — |108
SUPERMAM—FLAMINGO .......... - B == | == == === 2] = | ==
Uy | (R DR (| D 0 G R I (O N, S S -
WHIRLYBIRDS—CBS ............. — | — |213[11.3]300| — — | 188 = | | |- [208] —
DRAMA SERIES -
ALL STAR THEATER—SCREEN 6EMS.. | — | — | — | — |230| — |— |— | = |=|=|=|=|= | —
CELEBRITY PLAYHOUSE—SIREEN GEMS | — | — |— | — |— | = | = [M9] —= | = | = |= | = | = | =
DR. CHRISTIAN—ZIVY ........... W T T N S P (W T (R [, B S S P
SOLDEN PLAYROUSE—OFFICIAL .... 1 — |—= [1Bd| = |= |=|=|=] = |=|= |07 |=|=|—=
F YOU HAD A MILLION—MCA . . .. N | T e O T Tl (Lol 1 | [Ny W Sy
0. HENRY PLAYMOUSE—6ROSSMRASME ] 217 | — |— | — | — | — [167| = | — [110| = | — [194| — | —
SAN FRAMCISCO BEAT—CBS ....... WL U N () S SO (W I SN DL N 1 | & o N S .
SECRET JOURNAL—MCA .......... [ 7 (R [ | (S Y e P PR U < | T N L] P
STAR PERFORMAMCE—OFFICIAL ....] — |— |00 = | = |=|=|=]|] = |=|=|=|=|—=]|—
STUDIO ST—MCA .............. — [179] = | = [225/208| — [200] — [f4t|— |[118]— [167]| —

KCOP’s Buy Set;
New Film and Live
Programming Due

HOLLYWOOD-Money will be
funneled into both new live and
film programming for indie Station
KCOP now that the purchase of
the station from the Copley inter-
ests has been JI]I‘JJ!‘EI".'EE. Kenvon
Brown, incoming president of the

In the changeover, Al Flanagan
assumes the duties of general man-
ager, replacing Tack Heinz, who is
retiring.  Another executive addi-
tion is that of Basil Grillo, former
v.-p. of the defunct Bing Crosby
Enterprises, who becomes secre-
tary-treasurer of the station.

WwwWw americanradiohistorv com

Producers

® Continued from page 3

Prep for Next Fall

pilot of which will be shot January 15. Show, not vet cast, deals
with gold rush days.

Cimarron City (Revue Productions) is a property de-
veloped by Producer Felix Jackson, who'll film it for the MCA
subsidiary. Planned as an hour-long frontier Westem.

Personal Service, show in planning stage by World Tele-
vision Enterprises, formed by Zsa Zsa Gabor and Robert Svd-
ney. Miss Gabor would star in role of personal consultant,

Pete Kelly's Blues being revived by Jack Webb as TV
series, with possibility of Bob Croshy in lead role (Webb, Janet
Leigh stnn‘eg in feature two years ago). Other Mark VII projects
are Fighting Marines, produced along lines of “The D.L" fea-
ture, and The D.A.'s Man.

Minerva (Screen Gems), situation comedy starring Myrna

Loy and Lee Bowman, Company is also readying a comedy
series for Donna Reed.
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CHI DEAD? NO!
SAY FILM EXECS

$3 Mil in Commercials This Year
Due for Windy City Lensing

By BERNIE ASBELL

CHICAGO — Film producers
here are battling, and with consid-
erable success, to lure a growing
number of advertisers to this city
for production of their commer-
cials. About a vear and a hall ago
an exodus to New York end Hol-
lywood set off a few fire alarms,
but now the business is drifting
back healthilv, mainlv on the basis
of three sales arguments:

(1) A unique brand of “know-
manship,” born out of the history
of film production in Chicago, and

artly inspired by the so called
‘Chicago stvle” of TV;

(2] The importance of close con-
tact between the film producer and
the agency and/or the client him-
self. No matter how the entertain-
ment aspects of TV may move
eastward or westward, the indus-
trial Midwest is firmly grounded
as a client center:

(31 A given film often can be
produced here for 10 to 20 per
cent less than in the other major
centers,

Chicago film men grant that Hol-
lywood's superior facilities are be-
yond competition and that the Cal-
ifornians have the advantage in
certain phases of technical know-
how. But these factors, the Chi-
cagoans argue, are not the critical
ones in a suecessful commercial,

“Sure, if the storvboard calls for
a sweeping staircase,” sayvs Hilly
Rose, of Kling Films, “we’d have
to build one and Hollywood's al-
ready got one, But 90 per cent of
commercials stick to tight shots,
These don’t present a problem of
elaborate props but utp care and
understanding of the advertising
problem.” PRose adds, however,
that Chicago is equipped to meet
some very  demanding  facilities
problems. For a Grevhound com-

mercial, Kling recently rolled 20 |7}

outsize buses into a single stage.
Products as Stars

Fred A. Niles, another major
producer here, elaborates further
on the importance of tight close-
ups. “After vears of background
in.producing theater features, it's
hard for Hollywood to accept a
can of tomato juice as the star of
the show. You need vears of com-
mercial production to understand
an agency's concern with details
of a label, to understand and ap-
preciate why for one product the
advertiser wants to play up the
‘U. §. Government Inspected’ la-
bel, and [or another Emduct he
wants to play it down.

Chicagoans claim to understand
the cowmercial problems—to think
like agency people—because their
background is rooted in advertis-

ing. They were “born in it,” ac- |7
to the claim, whereas Hol- | & 2
people had to convert to|

cordin
hywoo
commercials recently after the
down-trend in feature film produc-
tion forced them to shop around

for something else to do. Chicago’s |

main studios, Kling, Wi’[dinﬁ{. Niles,
Dallas Jones, Filmack Atlas and
others, grew up in the industrial
film and sale training fields, in-
jecting “sell” into their celluloid

from the beginning. For talent they
inherited the vast pool of trained
people disemploved by network
radioc when it shifted awav from
Chicago and from the early ex-
amples of “Chicago stvle” TV,

There is no casual attitude to-
ward a deadline, as the Chicago
men claim is often the case in
Hollvwood. Tt takes an advertising
trained man to get vsed to the
fact that while a release date for
a feature might be flexible, an air
deadline is not.

The ‘Chicago Styvle’
Traces of “Chicago style™ cre-

ativitv creep into commercials here |

when the client seeks it. Niles re-
cently copped an award on an ani-
mated satire of “Meet the Press”
for Ideal Dog Food, and another
for the spots introducing the Ad-

‘SPECTACULAR’ COMMERCIALS

Admen Spend More in
New Quality Step-Ups

By LEON MORSE

A better quality commercial
seems to be' appearing on TV -this
fall. The step-up in quality is at-
tributed to three factors. (1) More
spending by advertisers to see that
1eir commercials do not suffer by
comparison with the numerous
spectaculars programmed this sea-
son. (2) Creater co-operation be-
tween agency producers and film
roducers on the creative level.
3) And a greater knowledge and
awareness of how to produce com-
mercials at agencies aided, of
course, by the eumulative weight
of their experience. This is the
concensus of the Film Producers
Association and of a large number
ot commercial producers at major
advertising agencies,

The influence of the spectaculars
on commercials can be seen in the
publicity given the Ford “Around

(Confinued on page 12)| the World” series of film commer-

LY

cials, which is costing an estimated
$1,000,000. Less costly but no less
ambitious is the series of location
commercials being shot for Delco
Batteries. This uses as its theme
the performance of the product and
all kinds of conditions and ties in
with “High Adventure,” the Lowell
Thomas travel documentary, spon-
sored by General Motors' Delco
and United Motors Divisions. “The
Storv of Energy,” the 12-minute|
animated pitch by Transfilm for
Standard Oil’s recent 50th Anni-
versarv special, rated a two-page
spread in Life magazine.
TV Rivalries

With such pace-setting commer-
cials to compete against, virtually
everv sponsor and agency are tak-
ing more pains with their product
s0 as not to arouse invidious com-
parisons.

Cenerally, the trade does not
see any strong trend toward any

Music Must be Integral Part,
Not Stepchild, of Filmed “Sell’

By RALPH PORTER

More and more agencies, clients
and film producers are boarding
the musicaf train in hopes that this
will be the fastest, most entertain-
ing way to travel the TV viewer-
circuit.

Never betore have so many prod-
ucts been viewed with musical in-
jections of one lorm o another.

But upon closer examination of
the current TV spat scene, the same
old contradiction of audic [ighting
video is still evident.

There are jarring. inarticulate
jingles that strain to rhyme—
whether or not the music and
words apply to the visual image.
iere are nebulons mood pieces
that linger unfulfilled referring to
nothing in particular, least ot all to
the product. There are the mu-
sical fads like “ealvpsoe” and “rock
'm’ roll” that lose the product or
message.

The problem of balancing eve
'spot “is no difterent from music

and ear ellectivelv remains greater
than ever—even with more music,

Among the vast array of produe-
ers, musicians, jingle writers and
sound experts, stand many who
are aware of this problem, Music,
they say, unlike the spoken word,
expresses only abstract sentiments.
The sale of a product condensed
into a snip of time leaves little room
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for a musical theme to soar along
with variations. The inevitable re-
sult is a compromise jingle with a
stock melody which springs from
A warm-up session.

The one-minute slot is a creative
straight-jacket for the composer. In
sixty seconds or less he must create
music which, at once, captures the
immaterial fancy of the viewer for
the very material product of the
client.

Musical Opinions

Phil Frank, ol Caravel Films, a
musician in his own right. expresses
Hiusly his tyvpical concern over the
use of music in the TV spot;

“Too manv pecple use music in-
discriminately. As much thought
as goes into other parts of Flmed
commercials should g into music.
The tendency is to rely upon the
jingle as a eonvenient way out of
the TV spot dilemma.”

Lee Blair, TV Craphics producer,,

feels that music in a one-minute

in a longer piece of film. It can,
in its skil of communication, in-
duce the viewer to identify himself
with a given situation.”

Jerry Jerome, musician, com-
pser, arranger and producer of
mndreds of jingles, suggests five
basic requisites to integrate mu-
sical concepts in the TV spots:

1
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BEER COMMERCIALS—
COPY, PROBLEMS, USE

' IN THIS SECTION:
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“What makes a good jingle
writer?” Jerome asks, and lists these
ANSWErs:

1. He must have a good jazz|
background, because jazz is the|
most adaptable jpirgon for the quick
impressions needed in TV spots.

2. He must be a smart arranger
because simplicitv. strong punctua-
tion at cadence points, pleasing
contrapuntal lines and new sounds |

one technique for ecommercials,
Producers generallv take a fune-
tional approach and if animation
is a good solution for their prob-
lem, they resort to it, Otherwise,
they use commercial techniques
which do the job. The only fairly
new technique coming into play
is Mobilux, ?.he live, semi-animated
process already emploved by Chev-
rolet and Mentholatum,

There seems to be a greater re-
liance on original music (see other

| storv this issue) as well as an em-

hasis on modermity and high
ashion in photographv. The Ffilm
trade is also pretty well agreed
that the quality to be striven for
in most commercials is simplicity.
There doesn’t seem to be any
agreement as to whether copy lines
are gelting stronger: in other
words, whether the hard sell is
coming into play. Young & Rubi-
cam sources seem to feel there is
a desire to establish a happy,
friendlv atmosphere in most com-
mercials. Other agencies feel more
hard sell is on the wav.

The Y&R commercial for Proc-
ter & Gamble’s Cheer, which fea-
tures Martha Wright, is a notable
example of the soft sell in one
field, package goods, where it is
almost never used.

Among other trends visible I3

| the location shooting emploved by

most cigarette companies as well
as antomobile sponsors. In a con-
tinuing search for new ideas and
new art treatments for commer-
cials, agencies also are becoming
more and more interested in shoot-
ing on colorful foreign locations.

]. Walter Thompson has made

will make the music sell the prod- | 4 Ponds commercial in  France

ucl.
3. He must have a good adver-

to be a marriage ol the melody
and the lvric tha! gets the product
across at the optimum piteh level.

4, He wmust appreciate show
business because entertainment,
sense of lmmor, [lair for the drama-

which stresses high Ffashion. One
of Y&R's more imaginative com-
mercials this fall was also made in
Paris, but for economy, not loca-
tion. It vses the strobo copic cam-
era to sell _[ﬂrynsnn aral Johnson's
band-aid. and in a memorable
manner which packs the commer-
cial with an interesting density

tic. are imperative for capturing| of copy.

and holding interest.

5. He mwust be a diagnostician

Abstract Art
Animation is relving more and

because he must interpret the needs | more on  functional abstraction,

of an agency which often eannot
communicate those needs in mu-
sical terms.”

About to celebrate their 10th
vear as jinglers, Lanny and Ginger
Grev, one, of the most sought-after
Fingte teamns, emphasize entertain-
ment. “The once lowly jingle has

risen to its rightful place in the
vast electronic entertaimment induos-

(Continued on page 14)
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both in shape and sound. In many
cases sounds are used without mu-
sic. Two of the more widelv her-
alded commercials are for Maltex
cereals Mavpo and Top Top
Bread's Emily Tipp series.

The Mavpo series has already
done sales wonders for the client
who is using them only as spots,
Mavpo lias achieved distribution
in manv areas where the product
was not sold. The animated com-
mercial produced by Storvboard
pitches the sell to the kids, and
softlv, bv stressing mainly humor
and reality. The Emilv Tipp series,
produced by Graham, Elliot and
Coulding. is a female version of "
Bert and Harry, tho with a stronger
sell and less personality.

Some interesting commercials
have been produced by agency
executives with complex messages
to sell. The Fuller, Smith & Ross
series for Alcoa, for example, sells
both the use of aluminum, an in-

| stitutional pitch and the man

(Continued on page 14)
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® Continued from page 11

Say Film Execs

miral portable TV, Two other Niles
spots for a local sponsor, Okla-
homa gasoline, won  widespread

praise after intensive use as inserts |

in baseball telecasts. The striking

thin

wurﬁ was spoken, vet the message |
had dramatic impact. One was a
fancy animation of the Oklahoma
trademark against the musical
background of “Sabre Dance.” The |
other was a tightly edited run-
down of services performed on a
car when it rolls into an Oklahoma
station, all the film cuts edited
rhythmically to go with the music
background of "Fiddle Faddle.”
Each of these highly effective com-

about them was that not a |

mdustries centered here. Kling
claims a specialized knowledge, for
example, in the tricky field of hair
photography, developed to serve
their clients, Toni and Helene Cur-
tis. Food and appliances have also
kept that studio active. Wilding
Iilms, covering a broad range of
products, has set up a studio in
Detroit for specialized service to
the automotive industry, They also
were first to be equipped here
with Mitchell rear-screen photog-
raphy, thus are enabled to lprt}-
viSe backgrounds from anywhere
in the world. For speed Wilding is
equipped with its own processing
and printing laboratories,

mercials cost the client 83,500, in-
cluding music clearance.

Proximity to the client has en-

abled Chicago producers to huild |

special skills to meet the needs of

These potent sales appeals have
‘helped bring an estimated three
‘million dollars in commercial busi-
ness here, and that volume seems

o be nudging vpward steadily.

AVOID ‘TWO-FACED' ADS

By DRAFPER DANIELS,
V.-P., Creative Departments
Leo Burnett Agency

Agencies who started out by put-
ting TV copy into a separate de-
partment now feel that they know
exactly how to solve the problem.
They are combining TV and Print
copy into oue department,

Agencies who began with TV
aind Print in one department have
a solution to offer, too. They are
dividing TV and Print into separate
departments.

RIH]]}F dyed-in-the-wool  print
writers will tell you positively that

that & TV commercial Is just a
conlinuity ad with moving pictures
and copy that vou listen to rather
than read,

Dedicated TV writers will say
with equal positiveness that tele-
vision is a unique blend of show

business and marketing to which
ordinary crealive yardslicks can-
not be app]{ed.

Boiled down, what both are
really saving is that it is easier to
be ordinary than to be original;
easier to be sensational than
sound, and easier to turn out some-

lelevision is just another medium, | thing that will sell to the client
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Yest. we have a hivron our hands — facilities that E;‘ & our clients a Euarantee

of the best possible producrions for their Industrial Films and Television

Commercials.

CARAVEL offers the finest permanent staff of crearive talent fu:u_' prﬂducfn £

motion pictures for Indusiry and Television —dn its production center speci-

fically designed and constructed for the efficient and economical production of

YOUR films,

® 24,000 5. Fi. of werking spoce

® [meerl Stoge: 25" x 54'

® Seven Costume, Moke-up ond
Dressing Rooms

s Dpiicalt ond Speciel Efech

@ 313" Elevotor Thelds large cor or
medium sized fruck)

20 WEST END AVENUE (60th ST.)

www americanradiohistorv com

THE MAJOR FILM S5TUDIO
THAT NEW YORK HAS LONG NEEDED
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CARAVEL
FILMS INC.

NEW YORK 23, N. Y." « Clicle 7-6110
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® Main Sioge: 75" x 100°
® 5ix Editing Roams
o All Animation and Arf Focilifies

# Carpenter Shoep and Prep
Depariment

# Projection Reom (385mm & 1émm)
% Film Yaulls and Storoge
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Tell Same Basic Story in
TV, Print, Advises Agency

than to turn out something that
will sell to the consumer.

The TV writer will tell von that
a TV commercial is different be-
cause it must offer a reward to the
viewer. What kind of nonsense is
this? Did vou ever see a good print
ad that didnt offer a reward to
the reader?

The Print writer who tells voun
that most TV writers deliberately
ignore the selling base too often
supplies a selling base which could
not be read in less than 30 seconds
by Walter Winchell under a full
head of steam. This may give the
TV writer some problems if all the
TV advertising consists of 20-sec-
ond spots,

1 think the real problem we're
dealing with here is something far
more basic than the problem of
keeping TV and Print advertising
on the same selling base.

It starts, I believe, with the fact
that there are far too many so-

called advertising writers who
havent the vaguest idea of how
to build an ad from scratch for
TV, magazines or matchbook
covers.

Basic Ideas

This business has grown unbe-
lievably since World War IT. And
it hasnt grown creative people
who understand the complete anat-
omy of advertising fast enough
to do the creative work that must
be done. As a result, we have a
lot of people, many of them
actually in executive or semi-
executive creative jobs, who don't
know the difference between a
basic idea and an idea for an ad.
Neither do they understand the
difference between basic ideas and
techniques.

Judging from my own experl-
ence there are more of these people
writing TV than print. This is com-
pletely understandable. TV has the

lamour which attracts the creative

ginner. Young people got un-
paralleled opportunities in TV at
the start by the pure and simple
process of default. By this, I mean
that many agency managements
and many able agency copv people
looked upon TV as an amnoving
upstart that would never bhe a
truly national advertising medium.
TV  writing assignments were
handed to kids and second-line
writers in far too . manv cases.
There was a definite tendency to
duck TV whenever possible and
dog it on TV assignments that
lconldn’t be ducked.

The novelty of TV and its tre-
mendous sales effectiveness helped
to compound the felony, The mere
fact of advertising on TV was
enongh to sell in itself in the earl
days. It didn't matter too muc
what you showed or did. The set
owner sat in a darkened livin
room with as many friends nng
neighbors as conld crowd in, and
all of them watched with a wide-

ed stare everyvthing put hefore
them on the TV screen, That day
ended several vears ago. Today
what vou say on TV is as impor-
tant as what vou say in anv other
advertising medium. And with
more adverlising than ever before
in history assaulting the eves, ears
(and too often nose) of the con-
sumer, it seems important that TV
and Print talk out of the same
side of the advertiser'’s mouth,

The Same Base

I guess I shonld have added “in -
most cases.” Obviously, there are
and should be exceptions. For ex-
ample, if children are an Impor-
tant influence in the purchase of a
product, as they are in re&d:.:-m-
eat cereals, it makes good sense to
use the commercials on kid's TV
storv that have a copy base aimed
at children whereas magazine ads
on the same product aimed at

(Continued on page 18)
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. V. spot editor

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

SARRA

Mew York: 200 East 56th Street Chicago: 146 East Ontario Street

“[ll take the Sportsman type...

any time [

“The secret ingredient in Chock Full O'Nuts Colfee is monev.” This theme
is beantifully portraved in a series of 60, 20, and 10-second spots starring
Jean Martin who sings of that “heavenly coffee.” Dramatic effects of money
showering like rain or money pouring from a counting machine point up
Iyrics built around “Better coffee no millionaire’s money can buv.” Pro-
duced by SARRA for CHHOCK FULL O'NUTS CORP. l:hrnn;h GREY

ADVERTISING AGENCY, INC.
SARRA, INC.

New York: 200 East 56fh Sireat
Chicago: 16 E. Outaria Street

The dual purpose of this live 60-second spot for Sportsman is to appeal
to women from the gift angle, and to encourage men to buy the products
for themselves. The device: a beautiful woman in a glamorous setting,
telling the viewer how much she admires the type of man who uses
Sportsman Crooming Lssentials. Each product is identified and followed
by the black and \\.‘ﬁilﬂ silhouette of the Sportsman girl to tie in with the
sponsor’s  print advertising. Produced by SARRA for SPORTSMAN
DIVISION OF BRICHARD HUDNUT through NORMAX, CRAIGC &

SARRA, INC.

New York: 200 East 5&6ih Slreet
Clhiicago! If E. Ontario Sireei

Three well-known television characters—Kukla, Fran and Ollie (and some
of their hriends)—talk and sing about S&H Green Stamps in a series of
live 60-second and 20-second commercials that sell much harder than meets
the eye—or the ear! Fran's chats with her famous friends make a lively
story of each spot. For a change of pace Fran is left out of some and the
puppets do the entire commercial. “Wherever possible the "S&11 Distin-
ished Merchandise Catalogue” or the familiar-S&H Shield is worked
ogicallv into the action. Produced by SARRA for THE SPERRY AND
HUTCIIE"\’SDI’\ C(}"u‘.IPﬁ‘H.‘L through SULLIVAN, STAUFFER, COL-

SARRA, INC.

New York: 200 Eaxt 56th Sireet
Clifcaga: I E. Ontario Sireet

The problem here was to devise a series of TV commercials to sell Molson's
Export Ale in the Provinee of Quebec. (The law does not permit showing
bottles or product-in-use.) Sarra’s solution: 60-second and 20-second spots,
in French and English versions, that underscore enjoyment. In tull anima-
tion, a friendly, svmpathetic little character struggles lhmup’,l: evervday
predmame-nh until the Molson label assures him that “Life Can Be
Pleasant.” For further identification, the label appears full-sercen at the
close of each commercial. Created by SARRA for MOLSON'S BREWERY
LIMITED through COCKFIELD, BROWN & COMPANY LIMITED.

SARRA, INC.

New York: 200 Eaxt 5dth Street
Chicago: 1§ E. Ontaria Stree

VIDE-O-RIGINAL is a quality-controlled motion picture duplicate, made
exclusivelv by Sarra as an additional service to Sarra clients. Produced
in Sarra’s own phlotographic laboratory, a VIDE-O-RIGINAL protects
your TV commercial investment, No matter how many vou order, each
print has all the spark of a Sarra original because it's custom made for
maximum fidelity on the home TV screen.

SARRA, INC.

New York: 200 Easzt 56i0 Street
Chicago:; 168 E. Onfario Sireet
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. ; . can never be a healthy sitvation.” |fore the idea goes In front of the
MUSIC Cun nOt Be a Sl'e Chlld Sam Morgenstern, noted com-|camera.”
poser, t'l::nr.il]ttﬂr_ and author, has Two Music Types
® Continued {rom page 11 this to say: “Music is essentially an | 4 o1 fhvolved in creating

expression of feeling and emaotion,
try. We begin each jingle as tho on, “that heavy concentration on|that we must find new forms,” he |It, therefore, mwst cater to the {Eﬁ] ﬁiﬂﬂt aﬂﬂ?ﬂ:ﬁg :};E;Enf;;

it is a pleasin ular song.” the visual side of any commercial | savs. feelings and emaotions of the view- g *

Herg Mnssg, ];?pﬂutham Record- |. . . very often leads to a dangerous| Don Wright, popular charal ar-|ers. E\"."hﬂu coupled with nthﬂlﬂumm&mm}st the jingle and back-
ing, believes that the audio portion | 'snubbing’ of the equally important | ran Erantlii.'ngie writer, adds, “The | forms of expression like maotion |ETOUNC THUSIC,
nlﬂ TV spots have not been given |element of sound.” fault lies chiefly in the sponsor’s|pictures it must not ‘take over' but| The jingle depends npon words
a fair shake. “Most large ad agen-| Jack Shaindlin, veteran com-|unwillingness to change his attitude | must be fused together with the and cute catchy melodies to capture
cies today . . . are staffed with a|poser-conductor, stresses experi- |toward music and fingles. We are|picture. It must grow out of the interest. This form, however, is
vecording director. At film and | mentation. “We must move out|delighted to try out new techniques | general theme—the product. It is Dot ’“"‘Tiﬂtﬂﬂ music within the
recording sessions this well-trained | of the accepted doldrums of jingles | —but not at our own expense.” this product-theme which excites |framework of a product or “prod-
sound expert is forced to fight for |and into the realn of mature mu-| Phil Davis, jingle writer, ex-|the composer's creativity. The best |uct-theme.” The same jingle mel-
equal rights as far as time spent'sical interpretation. It is precisely | presses a similar thought. "Many way to consummate this fusion ufiﬂdb' with a twist here and there
on audio is concerned. because the TV spot forces npon | agencies expect us to work out new | music and picture is to invite the may easily be “‘IF'[-'_I“"?l to any other

“There is no doubt,” Moss goes us limitations in time and theme ' musical gimmicks ‘on spee.” This|composer to express his views be- product as well.  Or, as in some
spots, the melody is not an original

-3 one, but a popular or recognizable
tune. There is nothing wrong with
this kind of music if done well and
if the words are clever and clearly
stated. But it seems that most jin-

ﬂ:ﬁ depend upon words to explain

2 product rather than upon spe-
PROBLEM: ) cific music which can be recognized

How to provide large quantities of 16mm release prints in color from original as an identifying theme for that
C il il ; product, (Pepsi-Cola has such a
16mm Kodachrome Commercial...at lower cos theme. Whenever peaple hear the

musical phrase “Pepsi-Cola hits the
gspot . . ..~ they usually antomatical-
| ly think of the image “Pepsi-Cola,”)
| Background music, on the other
‘hand, seems to come closer to the
‘kind of integration composers
mean, when they say “a blend of
tvisual and aural™ This kind of
music may perform many functions.
It may be the motivating lorce be-
hind cartoon movement. It may
‘ ) , : A set a proper mood for accepting a
| Camera rigimal . 16mm I 16mm certain product which might other-

16mm _ [ Inlermediate | Kedachromae wise fall flat upon viewers ears.
::i-;::: | H::.l;:r:r;ﬁl;s ST E:?::; :;',,"' It may injectfiﬁmi]r into the selling
T _ . : a atus. And it mav ereite an
e 2 - [ Efg?r closer emotional identity with
the product than the spoken word
does.

The solution to the problem of
audio-video contradiction can best
be found within the structure of the
TV spot itself. There must be a
recognition by agencies and clients,
a growing number of [ilin men feel,
that 60 seconds of pictire cannot

Fure birth to 60 seconds of unre-
ted music accompaniment,

‘Admen Spend

SOLUTION: | - |Tu Up Quality
New Eastman Kodak Color Internegative (type 7270) and Eastman Color Positive (type 7382) | @ Continued from page 11

products which are made of the
metal, The slogan “It’s Care-Free"”
is an additional plus.
Kenyon & Eckhardt produced
; an interesting animated commercial
NEW METHOD: to sell color, The commercial had
to create an illusion where none
existed before and this it did by
having objects in a landscape pop
in and pop out.
! - i In live commercials one of the
Camera Griginal 16mm ' 16mm Face-scttem is still the Westing-
L EX Color ; EX Cotor wuse “Sand Test” for automatie
Kodachrome Internegative Release washers. McCann-Erickson claims
Commercial Type 7270 roR. that this commercial alone in-
enw Lot o creased the product’s share of the
market by 50 per cent. Other ad-
| vertisers too are throwing their
weight behind the live commercial
since this TV sales form generally
works even better on spectacnlars
and is influencing the fonn of [ilm

spots.

In general, it has been a yvear of
growth and developmeut for film
commercials.

SIOCK SHOTS

Right now, film producers can photograph on 16mm Kodachrome for
Commercial . . . and get 16mm release prints with the added brilliance DQCUMENTARIES

and realism of Eastman Color Positive. Credit for this important Over 6,000,000 Feetr of Classified

processing advance belongs to the new EK Color Internegative. Multi-Subject Footaga
With it, laboratory technicians can now achieve individual c P .
scene-to-scene color correction, integrate all effects, assure full

protection for original footage, and provide clearer, . 333 West 5Ind 30, New York 19, N. Y.
more luminous release prints. . . all at lower cost! CONSOLIDATED FILM INDUSTRIES CIRCLE 6-4821-22
For details on how to make the most of this new method, write $59 Seward St., Hollywood 38, California « HOllywood 9-1441

or call Consolidated Film Industries in Hollywood or New York. 521 W.57th St New York 19, New York - Clrcle 60210 PROGRAMMING—
e key bo mccosshul TV adveriising

THE BILLBOARD-—-
fhe hey fo mccosshul progromming

www_americanradiohistorv. com o moma &
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we've made an Impression in our first five months/

Impressive fiimed messages on television are being produced by

Filmercial! Leading national advertisers are using Filmercial's effective and con- .
venient one-stop production — L&M Cigarettes, Chesterfield Cigarettes, Lux, Oasis
Eigarﬁ.ttes. Wisk, Lifebouy, Elgin Watches, Raleigh Cigarettes, Gold Medal Fluur,'

Post Cereals and Bardahl.

-

At your lingertips are Casting, Art Direction, Props, Sets, Set Dressing, Directors, Crews, Stages,
Wardrobe, Makeup, Hair Dressing. Sound, Editing, Opticals, Animation, Choreography, Music, Lab,
Titles, Special Effects, Film Vaults, Transportation and Film Shipping — all part of tha famous

Filmercial one-stop production|

fi lm er c'i’ al Jamas H. Chapin, General Manager, 650 North Bronson Ave., Hollywood 4, California=Phone HOllywood 3-F143

sommaerclal division of filmasters

— 5w WWW ameficanradiehsierneom—m——
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was one of the nations top two
producers of television commercials

last year.

T

Your clients

// deserve the BEST
"-~. .
@_ﬁ*\}'ﬂu seen "'f"\

-
—

KLING'S news .~/
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KLING FILM

PRODUCTIONS

1058 W. WASHINGTON ST.CHICAGO
14716 N. LA BREA AVE. HOLLYWOOD

* Billboard Scoreboard « FiLM PRODUCER CREDITS
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« | micks and lyric changes on a

DAY’S NIGHTMARES

Jingle Writer Bemoans
Five Agency Errors -

By Gordon M. Day
Writer-producer Gordon M, Da

is a former agency copywriter wit
a flair for music composition which
caused him to form, in 1949, his
own jingle firm with his wife,
Carol, herself a former Madison
Avenne ad gal. Their jingle credits
include film spots for Alcoa, Ameri-
can Tobacco, Block Drug, Mazola,
Northcool Suits and Sacramento
Tomato Juice, among many others.
Days work, naturally enough,
brings him in close contact with
many agencymen who are well
versed in jingle-crafting—and a few
who are not.

As a professional practitioner
of the gentle art of jingle-making,
I am occasionally stopped cold by
the requests of ad agencies who
want “something different” in the
way of a TV jingle for commercial
impact. But 1'd say these are the
five agency mistakes we encounter
most often,

1. The Be-Kind-to-Talent-Week
Jingle, Some agencvmen are unin-
tentional hiIanthm]Jists. Minimum
union scale for a solo singer is §70
(TV-off-camera) per spot per 13
weeks (national). The experienced
jingle writer-producer, given a
ll-ree hand, glances at the right
side of the menu and pre-plans ma-
terial with as few versions of the
basic material as possible. But
some admen will tack extra gim-
in-
finitum. I know of one bread ac-
count which found itself saddled
with 20 TV spots. In a year's time
the solo singer's fee alone was well
into five figures, and the budget
was increased twice. Des Moines,
Philadelphia and Atlanta had to
be dropped from the broadcast
schedule. (Perhaps the account
man was h{:-pipF or a plagque from
the Lamb's Club?)

2. The Buckshot Bit. “I have
a little list here of the copy points
I want vou to put in the jingle,”
the agencyman told me, handing
me a two-page, single-spaced copy
briefing for a nice, simple product
like noodle soup. 1 was thrilled to
learn, for the first time, the true
facts about carrot dicing and ruta-
baga culture, and I enjoved read-
ing the heart-warming anecdote

about the founder’s daughter serv-|
ing a plate of soup to President!

Polk, but when will people learn
that you can only get across some-
thing like three firm copy prints in
any 20-second jingle?

3. The Broadway Musical Ma-
nia, A certain soap jingle (this one
was written by an expert) was
turned over for production to an
agency group intent on out-doin
Handel's “Messiah.” Dig this=2
fiddles, 12 brass, four flutes, 15-
voice choir, lots of percussion.
When the commercial went on the
air, it was just possible to hear
the first, 13th and 25th words of
the sponsor’s copy through a vast
haze of hi-fi noise.

4. The Do-It-Yourself Type, Not
long ago we missed (the first time
around) an assignment to do a
jingle for a beverage firm. The
account executive, it seemed, had
decided to do it himsell with the
aid of the copy chief and a tuba
Eia er he happened to know. He

ad no worries; he was an ex-
Whiffenpoof, Yale, 1924. While
the restﬁll'in try-out of the jingle
didn’t exactly cause the account
to exit the agencv, it was a fairl

close thing. Moral: E{ingles arent
as simple as they look. Use a pro-
fessional.

5. The Imitative Urge. Agency-
men often clarify their assignments
to us by saying “Give me some-
thing like ‘Chiguita Banana’.” Un-
fortunatelv, when vou get on a

| musical bandwagon, the band's al-
ready gone thataway—playing a
new musical style. And, if you
slavishly imitate, vour jingle will
be run-of-the-mill while vour prod-
uct stands on the shelf gathering
dust. Don't copy others!

STOCK SHOTS

for

LIVE TV SHOWS

Over 6,000,000 Feet of Classified
Multi-Subject Footage

333 Wesl 52nd 51, New York 19, K. Y.
CIRCLE 6-4821-22

film graphics Inc;

INDUSTRIAL FILMS

telovision grar

IS Inc.

TELEVISION COMMERCIALS

245 W. 55 ST., N.Y.C. / JUDSON &-1922



www.americanradiohistory.com

DECEMBER 16, 1957 THE BILLBOARD TV COMMERCIAL QUARTERLY 17

. .'“'-. ."«.
ee -. ;f? ﬂxhh Lmk ..\-:b-.‘-
' I I | S A i, . i £t
. = . . . ‘ﬁ"\-\. l:'?:-... - M"! e l. ""'-. l:'."\.
t ii O ® ® 9

one...

o ;
r S
f LS P
| w
i i -
o 14
x
i e i

You have just seconds to make your commercial pay off!

Just seconds to sell your product - and the company
behind your product. Every one of those precious
seconds must be picture-perfect. That's why your
television spot...whether 60, 20 or 10 seconds...

deserves the skillful craftsmanship of HAL ROACH STUDIOS.
@

FIFTY MILLION VIEWERS AGREE

“The General Motors
commercials were a

HAL ROACH COMMERCIALS ARE A HIT OF THE SHOWI

That’s why the nation’s most
exacting advertising agencies and
their clients are consistent users
of Hal Roach Studies’ skilled
craftsmen and unequalled facilities.

work of art.”

—Helm
Daily Variaty
Mov. 18, 1957

18 acres of complete production and service facilities for live or
animated filmed commercials » storyboard creation and art direction for
pre-production planning « entire departmentalized functions for studio

or location photography, unexcelled insert photography, titling and optical
effects » music, sound recording, re-recording and editing « laboratory
supervision, film handling and shipping.

HAL ROACH STUDIOS

The Nation’s Most Experfmced Producers of Filmed Television Commercials

HAL Hﬂl[:“, JR., President

S. S. VAN KEUREN, vice Pres. & Gemeral Manager
JACK REYNOLDS, Managing Director of Commercial Division

BB22 W. WASHINGTON BLVD., CULVER CITY, CALIFORNIA ® TExas 0-3361

Fraank Shea, Director of Eastern Operations, 729 Sevanth Ave, New York City » lamas E. Anderson, Director of Midwest Operations, 221 N. La Solle 5t, Chicage

e — o www americanradiohistorv com
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itdke this opportunity to
thank you for the grivilege of repressnting
your £ine product FUPWEISER BEER. The
:I.nfrcﬂlmﬂ story @i your label makes our
;u & very plessant vne. All we have to

¢ is read the label.to let our friemnds
know thet BUDWEISZR .BESR ls made from the
eholoest hope, rien ATH Mend
We hopa you enjdy -Hut

a8 moh 88 we[dn {8

Sincerely yours, :

¥r. Pettigrem .
Mr. Unclius i

¥.3. Whers thed

7142 SUNSET BLVD.
HOLLYWOOD 46, CALIF.
Phone: HOllywood 7-8151

Tell Same Story

inTV,

And Print, Advises Agency

® Continued from page 12

adults ean well be built on an en-!

tirely different m'ﬁ)}f base. But let’s!

assume we are dealing with the

rule, rather than the exception.

What then? How do you go about

l;EEp;ng TV and Print on the same
ase!

What I'm going to suggest [irst
will sound pretty cornv, but we've
found that it works. Whether vou
have one central department or two
separate departments, the TV and
Print writers should start out even
and work together. And vou need
someone in charge who knows what
a sales base is. Before any ads or
commercials are created, there
should be agreement upon what
vou want the advertising to do.

If all advertising were reason
why or news, the rest would be
easy. It is somewhat mere difficult
in these days of brand image, as-
sumplion and devious prods at the
consumer’'s sub-conscious,

I'd like to talk about Marlboro
cigarettes. Here we've managed
to stick to the same sales base in

TV, radio, newspapers, magazines,
and outdoor and make enough of
the opportunities offered by each
medinm to win at least one na-
tional award in each.

Marlboro Pitch

At the time we went to bat on
this, we were making satisfactory
headway with our tattooed men,
our simple and, we trusted, be-
lievable story of “the filter doesn’t
get between you and the flavor.”

We wanted to continue project-
ing the wvirility without vulgarity
personality. We wanted to con-
tinue to tell people that we had a
filter cigarette that tasted good.
In addition, we knew competition
was Fning to come out with erush-
proof boxes so we wanled to make
sure people thought of Marlboro
as the filter cigarette in the flip-

top box,
You get a lot to like=[ilter, fla-
vor, flip-top box . . . this was

our basic Print story,
TV copy was ready with story-
boards that did a good job of

telling the same story for TV, but
we felt that we could make use
of some extras which TV offered
and which print did not. S0 we
asked TV to devise a jingle which
would present the basic message in
strong and memorable rhyvthm.

A few Saturdavs ago I got an
idea that this was working fairly
well. It was between halves at the
Cornell-Princeton game. The
Princeton band formed a filter
cigarette and began to plav the
march version of the Marlboro
jingle. All around me people in
the stands began to sing the jingle.
I tell vou it was almost enough
to make a man wish he'd gone to
Princeton,

I still haven't answered the ques-
tion that I am sure some iconoclast
is going to ask—at least mentally,
That is, is it important that TV
and Print advertising be on the
same selling base and, il so, why?
I think it is important and this is
why,

Mr. Daniels recently presented
his views on the relationship ﬂ£
Print and TV media in New Yor
at @ workshop meeting of the Amer-
ican Association of Advertising
Agencies, and it is from this that
the aboce is drawn,

N. W. Ayer, Inec.
Ted Bates & Company

Baiten, Barton, Durstine & Osborn, Ine.
Bentoin & Bowles, Inc,

Leo Burneit Company, Ine,
Campbell-Ewald Company
Campbell-Mithun, Inec.

Compton Advertigsing, Ine.

Cunntingham & Walsh
Dancer=-Fitzgerald-Sample, Inc,

D'Arcy Advertising Company, Ine,
Doherty, Clifford, Steers & Shenfield, Ine.
Doyle, Dane, Bernbach, Inc.

William Esty Company, Ine.

Gardner Advertising

Grey Advertising Company, Ine,
Kastor, Farrell, Clifford & Chesley, Inc,
Kenyon & Eckhardt, Ine.

Ediwcard Kletter Associates, Inc.

Kudner Agency

Al Paul Lefton Company

Lennen & Newell

Earl Ludgin & Co.

Richard Mahoff

Maron, Inc.

Emil Mogul Company
MeCann-Erickson, Inc.

McKim Advertising, Lid.

North Advertising

Ogiley, Benson & Mather, Inc,
Sullivan, Stawffer, Colwell & Bayles, Inc.
J. Walter Thompzon Company

Wesley Associates

Warwick & Legler, Inc.,

Erwin Wasey-Ruthrauff & Ryan

The. enfire sfaff of
MPO thanks all of the
people af all of

these greal adverfising
agencies for having
helped fo make 1956
our busiest producfion
year fo dale.

MPO TELEVISION FILMS, INC., 15 East 53rd 5, Mew York 22. MU 87830

Julian Bergman
Tony Brischler
Tony Brooke
Andrew Corallo
Nan Culleilo
Dan Erickson
Barbara Foerst
Norman Gewirtz
Maox Glanbard
Sandy Greenberg
Gary Hayes
Paul Heller
Walter Hess v
Jerry Hirschjeld
William Hustog
Dick Juacobs
Ernest Jones
Arnold Katser
Jerry Kleppel
Joseph Kohn
Ben Kranz
Arinond Lebowitz
Norman Leigh
Barbara Lewis

Young & Rubicam, Inc.

Larry Mezey
Bill Molyneauwx
Shirley Morningstar
Al Mozell
Charles Okun
Jeanne Osen
FPaul Petroff
Judd Pollock
Sam Robert
Dave Roland
Marvin Rothenberg
Robert Rubin
Irving Sachs
Jack Safran
Diclk Saiewitz
Reva Schlesinger
Werner Schott
Mickey Schwarz
Hortense Sie
Jerry Siegel
Milton Siegel
Victor Solow
Bill Susman

Jim Suydam

We again look forward
fo the privilege of
feaming our skills

with your falenis for
the best fv commercials
in the year ahead... -

Frank Madden Zoli Vidor
Larry Madison Arthur Weiss
George Marvin Jim Young

Ira Marvin Betty Young

Neil Matz

r  WeWW americanradiohetiorr oy i
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A COPY CHECKLIST FOR BEER COMMERCIALS

Little is left to chance by BAR in the
preparation of its reports. The aundio
tracks of TV commercials are recorded
on magaetic tapes made in special “mon-
itor locations”™ in a total of 22 cities,
ranging from New York City to Dallas,
and from San Francisco to Miami, and
then carelully transeribed for publish-
ing in special reports by the BAR firm.

The boxes below comprise a special
report on one of the “basics” in advertis-
ing and selling beer on television—crea-
tive copy.

The source for the actual air copy
used by the nation’s 50 leading brew-
eries is Broadeast Advertisers Reports,
Itic., which gathered the material for its
"Commercial Copy Guide” TV service.

As the six boxes show, the most popu-
lar obvious slants in beer TV spots are
those of “flavor,” “lightness,” and “slow
aging "—all fairly well geared in the di-
rection of the viewer's taste buds, Newer
copy gimmicks, however, are making
their TV appearance. singly and in var-
ious combiuations, in TV commercials,

These include a calorie pitch, beamed
al weight-conscious feminine viewers and
those 7. S. males who worry about an
expanding waistline. Others have a slight
snob  appeal, pushing the miraculous
qualities in brewing of local water, or
pushing the location of the brewery, or
the good looks of packages and labels.

listed above. on the air today.
Mostly, the copy gets at the theme

full feeling afterward,” to drive the

TV paint home,

able—along with the purest waters

H’Fl FI 'I' ' rr rr " . rr

| | |

THEME:  FIner riavor dsié THEME:  JOIT )€ IMMICKS

Brewers using: Carlings, Falsfaff, Hamm's, Ruppert, Labaff, Molson's, Narraganseft, Brewers using: Burgermeister, Dubois, Frankenmuth, Grain Belf, Gunther, Kingshury,
Pleifler, Rheingold, others Orllieh, Piel, others
- - - L] L] . " » [d .

Oddly enougn, the simplest pitch like this, ad agencies usuallvy trick it In this field, the Piel spots with there in TV land! Every man Jack of
of a]]:—- It tistes good™—is uctnalﬂy ﬂze up with cnte adjectives — such as Bert & Harry have already become  you” in a frank echoing. L
fm'ﬂfrte of most of the lareest firms in Hamm's apt use of the word “crisp” legend, E::!:ulﬂmi?iu_g Il!.E lwo animated New tvpes of commereial pitches
Hliff md'llﬁtl‘}'-lﬂﬁ_ﬂ E’ilﬂﬂﬁ‘f‘ at the blue-  j, describing its taste—and work over characters as d”*'t““;'l'l‘t_'f-' personalities  are coming into the beer field. Ort-
chip roster above shows. the idea in jingles, cartoons and “to- in the minds of TV dialers. lieh. fe1 instance shows pictures of a

A typical sampling of the use of  ouhemess” spots. But Piel no longer has a monopoly sizzling steak, and urges “guess what
this theme is the Carling pitch of “the Such a musical stunt is bopified by 2 theroft Dt “soik el Kang-bucy "-'l[:“ ““Ii' ‘lr_rI“l of refre f" 11.1 ol
fine flavor of Carling's Black Label e Neelbi ST q ; il; o Beer in the Middle West, for ex- E}Lt b's Premi ? L g 1"“3":" "'_‘_" ’
is winning more and more new D€ Wel-known o land  we Rl ample, uses TV spots with the I-f_ings- Shye TN - Sifed: NECH. Btk
friends,” or Falstaff’s “Smooth, satisty- bered) Ruppert jingles for Knicker- bury TV Bears (“Good for a king”) and the “wet” point thruout the spots.

I ing and so refreshing to vour taste,” or  bocker Beer, which are built around G mther Beer lus a “Codfrev Gua- And. : packaging is important as
Labatt's “no other beer is so relaxing, the copy line of “Satisfv vour beer ther St. and Jr.” who exchange dialog a "sell” point.  Dubois-Budweiser
so clean tasting, delicious as crystal.”  thirst  better,” using  soloists  and quips, with Junior urging “We must  punches home its seven-ounce bottle

With a simple and obvious theme  chorus. b. forecful, positive! Buv it, von out  as “the nost sensible container.”
g » d 1L rr
THEME:  Lighter Less Fillin " -
;LG ] THEME:  Pure Waler Is Use
Brewers using: Brading, Drewry, Duquesne, Esslinger, Gluek, Griesedieck, Siroh, i . ;
Valiey Forge, and others Brewers using: Coors, Goebbel, Iron City, Rolling Rock, others
Never have so many Americans i indiveet fushion, such as the Ess- :":h'.r '“: 1'nm'f.llh;;;|"|r jl:"fl ? lll}.dl]in- ]"“E‘“;' [_” 1}'_{" htgwmg u;f’ihm{' _
Been so conscious of those'extra nchies  Jiriger Beer spot. that plagi “soifi gen-anc-oxvgen combination lo the  Other.. Towever, muke a pr odie-
i Gt o o A LR brewer. Just as the mountaim steeams  ton out of it. One such is the Denver-
around the waistline, So, in another pletely satisfies vour thirst without af ‘Soatiind: Jenid thoie o fang ¢ D CoaR Beee. Al 10 the M
e : P : : ’ Scotch, the purity and mineral con-  tain States, A typical Coors spot starts
fearing a tumning-away from beer on  gh60ther. more refreshing flayor.” : : ; ST khe
a national scale in favor of the No- : : AHIRE LA tent ol water is a source of worry to  right out with this theme, and stays
St i A But. Drewryv's [aces up to the prob- beer lirms—and a source of pride. with it 2
Cal-+vpe solbt drinks and non-fattening 1 _ _ : ; S : . 5
hE\'Pruges em squarely on oceasion, pligging Many Hrms make minor mention of The reason Coors tastes rofres)i-
, j : CE ol “Drewry's, the lighter, drier beer that the purifving processes at the brew  ingly different is that it’s brewed with
Mot that beer is the enemy of slim- - 5 2 . : ; : 3 i
ness. However. in ke mﬂuitm:ing BAR put-refreslies them all” and later add- plant in eommercials, such as the tvp-  Rocky Mountain Spring Water, That
tu_[']',“_‘d “p lhETh]_]‘-_E]]mEHSH ﬂ]ﬂfné nq ﬂ_ jng “Drﬁ\vr}"s Er‘:‘hlﬁi‘l‘rﬂ PIGHEE hT‘F“'I! Ef'ﬂ-.[ ll'li'lll Cjt!ll? 1:[.:}{}[! E.'{}['._\-' “I‘JL‘: IH:I-IE*-E i."'ﬁl(i_ !1[“.“']":!.“ EﬂfL"‘ LI‘L““"HE" S.D'lj.“g
. L ; . the favor in. sud the pweetness ont is truly perfection in a glass, perfec-  Water, nsed exelusively in the brew-
major or minor part of many a beer : ’ . e : : . S
TV commercial, particularly those to give vou wonderful flavor with no tion resulting from a perfect I:lr:nld g, gives Coors 4 {in{lﬂﬁut, naturally
of the choicest malt and hops avail-  refreshing flavor,” with the commer- |

cial tagging on a lightness theme,

tHeMe: * Tradifion . .. Skill . . .

Methods

Brewers using: Busch Bavarian, £ & B Heileman Oid Shyle, Jax, Meister Brau,
Mational Bohemian, Siroh, oihers

Somehow, the picture of an old-
time tavern and old-Fashioned beer
seems to make America thirsty on the
spot. “o, one of the most popular
themes—at times slanted for real snap
appeal—in beer copy today is to paint
a word picture of tradition and Old-
World brewing skills,

Also, brewers like to make wse of
special methods they may have, such
s the Stroh point of “fire-brewed at
2,000 degrees to bring forth the finest
flavor,” or the Piel pitch, the exact
opposite, of “cool-brewed Piel's.”

An out-and-out snob pitch is made
by Busch Bavarian Beer (the rich
contsin  to Budweiser), which shows
gemullich scenes of skiers with such
copy as "Bavaria, paradis: of the
skier, blazing blue sky, sweeping
stnoke, great warm batches of triendly
sun. And, at the mountain lodges, a
special kind of beer, rich in bodv and
flavor, real beer drinker's beer, the
same kind that's scoring greal here in
America.” Then, the Busch Bavarian
“with a taste of Bavaria” is Lrought
into the TV selling smoothly.

THEME:

‘Milwaukee Brewed”

Brewers using principally: Schiitt Brewing, Blatz Brewing

Milwaukee has long been identified
as a citv with fabulous Cerman cui-
sine, and a fabulous eapacitv to con-
snme an enormous amount of beer.
The citv’s two biggest brewers, natur-
ally enough, make a fairly big point
of the Jlilwaukee origin of their beers,
in addition to using the standard ap-
peals af taste, quality, brew skills and
th- like.

“Some brewers lrhlLL- one beer for
bottles and cans. and a different beer
for the taps. But not Milwaukee
Blatz,” savs Blutz, "Blatz has become
AMilwaukee’s ana Wisconsin's Favorite

premimm beer,” is a similar line.
Schlitz, on the other hand, is very
forthright ubout its birthpluce. 1t is
TV-sold as * . , . the beer that made
Ailwankee famous,” even in commer-
cials that feature {as one caught by
BAR did} a new brewery in California.
Not to be canght ofl-base, however,
Schilitz plugeed, in the sae commer-
cial that BAR maonitored, the copy
point that nearness of broewery to
California viewers "is the reason you
can enja Schlitz [or enlv a penny

fnre.
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10 ZOOMING YEARS OLD

First Film Major in Commercials,

Universal Has 30-50% of All Biz

Universal Pictures Company,
whose commercials division cele-
brates its 10th anniversary this fall,
has developed a mammoth, ever-
busy organization with mult-
million dollar annual billings, de-
liberately avoiding publicity and
rarely breaking the shroud of
silence which surrounds its deal-
ings with a hundred blue-chip
clients,

Competitors estimate that Uni-
versal accounts for anywhere from
30 to 50 per cent of all TV com-
mercials, Its client list includes
many direct rivals, like Colgate and

' Lever Bros., Coca-Cola and Pepsi-

Cola, General Motors, Ford and
Chrysler. Its 16 sound stages in
Calilornia are kept active by a staff
im New York, with 20 series cur-
rently in production.

The whole neat trick is turned
by the maintenance of a TV-
trained staff and an emphasis on
client rapport, according to Nor-
man E. Gluck, general sales man-
ager who heads up the commer-
cials division. “"Motion picture peo-
ple are not qualified to make TV
commercials,” savs Gluck, "so we
look for staffers who have specific

TV training in Ediﬁllg, oplicals,
etc. But what motion pictures can
offer, and we have it, is space and
facilities.

“The Universal lot of 400 acres
and 40,000 stock sets saves clients
money. The casting department,
costume and prop warehouses, re-
search library and music experts
are gathered in one place and are
fully available,” Gluck continues.
Universal goes on location, of
conrse, particularly when shooting
incdustrial films, but the Hollvwood
production center is a big adver-
tiser Jure.

L)

)

CONSULTANTS

LIGTECIPR ANIMATION )

&ﬁfm Aource co’q:)
1657 BROADWAY NY.19 NY.
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“SPECIAL EFFECTS JEARE
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Commercials

the animation
in §0 Days”

“Let me know when the show is over.
‘ I want to catch their commercial again!”

It is possible to create commercials that
add to the “entertainment” of a program.

that become conversation pieces

can sell a lot of product too. Our designs for

sequence in “Around the World
have been hailed by critics* as

the best part of a great show. The same talent
can make your next commeredal a standout.

animation, inc.

8564 MELROSE AVENUE
HOLLYWOOD 46, CALIFORNIA

*Philip K. Scheurer, Drama Critic L. A. Times
Edwin Schallert, Film Critic

CLympia 2-3540

New York » Chicago = Detroit

www_americanradiohistorv com

As United World Films, a Uni-
versal  subsidiary, the division
started operations late in 1947 with
a single client, Lux. Then a pio-
neer, the company fought uphill to
establish the West Coast as a feasi-

ble, let alone desirable, place to
make a TV commercial. By 1950,

Schlitz. Contract playvers from the
parent company starred in most of
the spats.

The fiscal vear which ended this
past October 31 saw 1,000 cam-
paigns in work at Universal. Secur-
ity blankets allow competitive ac-
counts to use the company simul-
taneously. The most hush-hush
films in TV are automotive, but
last fall Universal produced com-
mercials for Dodge, DeSoto, Ford
and Chrysler cars at about the
same time, and this fall Plymouth,
DeSoto and Ford, with plenty of
tarpulins and not a leak.

“We take our cue from Ceorge
Bole, our top production man,”
says Gluck. "He compartmentalizes
himself and his projects with ease
and accuracy; it's an ability one
can acquire,

Tha Universal execs demur at
trend spotting, they admit the firm
has been more and more successful
working exclusively with the soft
sell. “It's the ad agency’s business
and we never fool with a concept,”
states Gluck, “but they all seem to
prefer a gentle approach.” The
only time Universal interferes is to
tell a copywriter “This just cannot
be photographed.”

Storvboard ideas sometimes don't
transmit  pertectly, GCluck has
found, to the copyvwriter’s disap-
pointment. so technical conferences
with the ad agencv are in order at
an earlv stage. “But, unlike the
very early davs, each ageney man
knows what he's doing artistically
and mechanicallv; he knows the
other guyv’s job because he has to;
st co-ordination takes place earlier
and better.”

Color isn't a big factor al Univer-
sal, which shoots 92 per cent of ils
work in  black-and-white. Cluck
doesn’t expect the ratio to change
much in the near future, partly be-
cavse color is 33 per cent more
expensive and partly because the

its clients numbered eight, includ- |
ying Eastman Kodak, Tintair and

human margin for error is too nmch
for present color processes to take.

“We do pitch to agencies when
we hear they have a new account,
but mostly we wait for them to eall
us,” says Al Mendelsohn, assistant
sales manager. “Many of our
clients are of long standing and the
rapport we work for has made them
friends of ours both in business and
personally. So we feel we can
count on them.” Universal seldom
shoots a single unit (and then for a
big client), preferring to concen-
trate on large accounts with large
plans.

Blue Chip List

The result is the current on-the-
air roster of all the Pepsi spots, all
the Marlboro spots, all the Hit
Parade spots and so on, including
Schick, Oasis, Scotch Tape, Parlia-
ment, Beechnut, du Pont, Rice
| Krispies, Camay, Philip Marris and
| U, S. Army Recruiting. The next
three months will see the comple-
tion of exclusive and entire cam-
paigns for Chevrolet, Hills Broth-
ers, Kellogg Corn Flakes. Burger-
meister Beer, Chrvsler Imperial,
Nutrilite and Dow Chemieal,

Universal has kept out of the
East-West struggle, tho it resigned
from the Film Producers Associa-
tion of New York last season be-
cause “they're trving to move all
production away from Holh-wood.”
“There’s too much work to be done
and enough work for evervhody,”
says Gluck, "so why raise issues of
economic attrition, stagnation or
price-cutting by fringe firms?”

The same rosyv-glow philosophy
made Universal welcome Warner
Bros., MGM-TV and 20th Century-
Fox into the TV commercials field.
| “There will alwavs he roomn for
producers, major or independent,
iregardless of geographv,” Gluck
declares. A

Frobably the top TV grosser in
commercials  production  (Gluck
and Mendelsohn believe so), Uni-
versal shuns columnisis and press
agents. But its storv is best told in
last week’s announcement of a cor-
porate dividend of 25 cents per
share of stock plus an extra divi-
dend of 25 cents. “That extra divi-
dend came from the commercials
division,” muses an exee from the
theatrical film side. “Next vear, it'll
|be 50 cents.”

Regional and local hbreweries
who must compete with the top
beer brands have often found
themselves in a tough spot:
budgets are limited, vet they must
come up with TV commercials that
are as effective and punchy as the
custom jobs developed for the Bud-
weisers, the Schlitzes and the
Rupperts,

At least one film producer—New
York's ]. Armstrong & Company—
has tackled this problem and come
up with an answer. It's in the form
of “basic” beer commercial series
which can be shot, using the beer
sponsor’'s own products, %‘al:re‘]s and
so forth, fo. a variety of brewers.

“These are not ‘open-end’ com-
mercials. The product in all cases
is part of the action, whether it is
animation or live action, and
there’s plenty of sponsor identifica-
tion,” savs producer Joe Armstrong,

The secret is deceptively simple.
An old hand at making commer-
cials—Armstrong has been turning

'Pre-Fab’ Beer
Spots on Upbeat

lout TV spots since 1949—the Arm-
|stmng outfit designs a series of
commercials around certain basio
ideas, then goes looking for spon-
sors to buy them. Production is
therefore made possible by oper-
ating on an assembly line hasis.

e same series of actors and
sets, or animation, will be used for

(Continued on page 23)

|STOCK SHOTS

for

COMMERCIALS

Over 6,000,000 Feet of Classified
Multi-Subject Footage

333 Weal 5Ind 51, New York 19, K. V.

| CIRCLE 6-4821-22

JJ'I'IEI'IF aur L lr=fli

Adam Hatf
Barricim

Food Fair
Blatr Bee:

e o e e e e e Save this now tor lafer refersnce:

*JINGLES -
that don't JANGLE"

SULN] ANNY & GINGER GRE

EINGING COMMERCIALS
18 Eoar 501k Sreet
Meow York 33, M, Y.

EMright 9-7777F .

NEW Tailor-Made Jlnq!e: al a Syndicated Price

Chase Bank
Duaker State D
Minule Maid
Almay Cosmetics
Yonkers Raceway

« %y and many oithers.
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This cerial shot shows

just one of the six MGM
lots and includes —

MEW EMNGLAND FISHING VILLAGE
MISSISSIPPI RIVER SHOWBOAT
[ TROPICAL JUNGLE
& : et et R By f= TR on vy

? # R s e A e : OCEAN TANEK
i*' _ i SR 3 5 % . i o FOREST

RODED GRANDSTAND

MOUMTAINS
SUBURBAM STREET SCEME
EUROPEAMN VILLAGE SCENE
WESTERM STREET
RAILROAD STATION
SMALL TOWMN MAIMN STREET

*ﬁi S ‘“ "’ : .' i _

All the famous, fabulous facilities of the Culver City studi
187 acres of sets, 29 sound stages and more than 100,000
set possibilities—are available to you when MGM-TV films

your television commercials.

OsS—

ANIMATION,

Schlitz Brewing Company is among the many leading adver-
tisers who have taken advantage of MGM-TV's animation
resources. These are the same talents and the same facilities

that turned out the prize-winning Tom and Jerry cartoons NG INL
and many others. And, of course, also available to you! LOEW'S INCORPORATED

Wire, write or phone
Richard A. Harper, General Sales Mgr.

AMONG THE CLIENTS OF MGM-TV ARE THE FOLLOWING: 701 7th Ava., Mows York 36.N. Y., JUdson 2.2000
RCA * Eastman Kodak * Helene Curtis » Knickerbocker Beer » Maybelline m;:::-m i i e
Pure Qil Company * Schlitz Beer * Standard Oil of Indiana | - el R g0, i, RAndolp
Houbigant Perfumes * Bell & Howell ¢ Richard Hudnut = Pillsbury MGM Studios, Culver City, Calif,, TExas 0-3311

warrrr—=erreanradichistorv com -



www.americanradiohistory.com

TV COMMERCIAL QUARTERLY

THE BILLBOARD

DECEMBER 16, 195)

BAR Lists

TV Spot Campaigns

How do the major national and
regional beers use spot television
campaigns to sell their products?

A comprehensive guide to spot
campaigns placed during the third
quarter of 1957 follows, the most
extensive such list to appear in any
TV business publivation. Under the
name of each advertiser is the list
of markets vsed, and the number
of spots and programs in each,

e information in this list is
derived from the Television Spot
Index for the third quarter of 1957
prepared by Broadeast Advertisers
Report, Inc. It is based on BAR's
market-by-market studies, made by
monitoring all programs and com-

Top Beer

kets studied include: Baltimore,
Boston, Chicago, Dallas-Ft. Worth,
Minneapolis, New York, Philadel-
phia, Seattle, St. Louis and Wash-
Detroit, Los Angeles, Hziwaukee
ington, D.C

For permission to publish this
material we are greatly indebted
to BAR. the only source for com-
plf:l:f: and accurate information de-
'rived from monitoring off the air,
by tape, the complete schedules of
all radio and TV stations in prin-
cizal markets. BAR produces many
studies of TV and radio advertising
and programming, including net-
work, local market and spot film,

236 East 47th Street, New York 17,

N. Y.
BEER & ALE

ALTES BEER
Detroil-i45 spots)
AMERICAN BEER
Baltimore-(7 pgms.)
BALLANTINE BEER & ALE
Baltimore-{1 pgm.}
Boston-{1 pgm.)
Hartlord-(1 pgm. 2 spots)
New York-(4 pgms. 18 spots)
Philadelphia-{4 pgms.)
Washington-(1 pgm. 19 spots)
BLATZ BEER
Chicago-(E spots)
Detroit<{7 spots)
Milwaukee-(B pgms, 11 spots)
BRADING ALE & CINCI BEER
Detroit-{1 pgm.)
BUDWEISER BEER
Chicagl={1 pgm. 11 spotg)
Dallas-Fort Worth={12 spots)
Denver-(14 spots)
Los Angeles-(pgm. 29 apois)
St. Louis-(23 spots)
Washington-(38 spots)
BURGERMEISTER BEER
Los Angeles-(4 pgms, 3B spois)
Seatfle-[16 spols)
BUSCH BAVARIAN BEER
5t. Louis-(3 pgms. 9 spois)
CARLINGS BEER & RED CAF ALE

COORS BEER
Denver{1 pgm.)
COUNTRY CLUB BEER
Los Angeles-(10 pgms. 7 spois)
CROWN & ANCHOR BEER & ALE
Detroil-{1 spot)
DREWRYS BEER & ALE
Chicago-{1 pgm.)
Detroit-i1 pgm,)
E & B BEER & ALE
Detroit,i2 pgms.)
EAST SIDE BEER
Los Angeles-{61 spots)
ESSLINGER BEER
Philadelphia-<(5 pgms.)
FALSTAFF BEER
Baltimore-1 spot)
Dallas-Fort Worlh-{3 pgms. & spois)
Denver-(2 pgms.)
Houston=(3 pgms.)
Los Angeles-i1 spoi)
S5t. Louis+{7 pgms. 6 spots)
FRANKENMUTH BREER & ALE
Detroit-(59 spols)’
GETTELMAN BEER
Milwaukee-E spols)
GLUEK BEER
Minneapolis-(1 ppma.)
GOEBEL BEER
Detron-<2 ppms, 4 spots)
GRAIN BELT BEER
Minncapolis<{1 pgm. 11 spois)
GRIESEDMECE BROTHERS BEER
51, Louis<{1 ppgm. & spois)

MOLSONS BEER & ALE

Deetroit42 pgmas.)

NARRAGANSETT BEER & ALR

Boston-{5 pgms, 4 &pols)
Hartford-(2 ppms, 10 spots)

NATIONAL BOHEMIAN BEER

Baltimore-(10 pgms. 1 spot)
Detroit-{4 pgms.}
Washington-(4 pgms, 4 spols)

MNEUWEILER BEER

Philadelphia-{11 spots)

OLD READING BEER

Philadelphia-(11 spots)

OLD STYLE LAGER BEER

Milwaukee-{19 spots)

OLD TIMERS ALE

Chicago-{3 pgms.}

ORTLIEE BEER

Philadelphia-{f spois)

PABST BEER

Los Angeles-(19 spois)
MNew York-(1 pgm.)

PEARL BEER

Dallas-Fort Worth-[2 pgma, 16 spote)
Houston-{2 pgms. 23 srh:bti:r

PFEIFFER BEER

Detroil-{15 spots)

PIELS BEER

Hartford-(5 pgms.)
MNew York-(9 pgms. 14 spois)
Philadelphia<43 ppmi, 13 spoi]

RAINIER BEER & ALE

Los Angeles-i7 spois)
Seattle-(3 spots)

) " 5 3 qnh- - .1 3 !.EG'AL r-‘LE HEE“
mercials in each of the markets| For additional information, or| Baltimore(17 spots) Washington-(3 spots)

GLUNTHER BEER Los Angeles-(40 spots)
during a one-week period in the | for complete campaigns of all beer Eﬁﬁjﬂ T;;ﬂ; Baltimore-(9 pgms.) RHEINGOLD BEER
third quarter of 1957. The r.ar- |sponsors, please contact BAR at| Washington{l pgm. 5 spois) Washington-(9 pgms.) Chicago-(1 spot)

NOW in the East rt's... MOVIELAB

ummmumu

HAMMS BEER
Chicago-{4 pems.)
Dallas-Fort-Worth-(1 pgm. 5 zpots)
Deaver-(] pgm. 5 spots)

Los Angeles-(1 pgm. 48 spots)
Milwaukee-(2 pams.)
Minneapolis-(3 pams, 3 spots)

HAUENSTEIN BEER
Minneapolis-{& spois)

HEIDELBER{G: BEER
Seatile-15 pgms, 10 spots)

HEILEMANN OLD STYLE LAGER BEER
Chicago-{19 spois)

JAX BEER
Dallas-Fort Worth-(10 pgms. 1 spot)
Houston-( 10 pgms.}

KINGSBURY RBEER
Milwaukee-(7T spois)

ENICKERBOCKER BEER
Boston-{pgms. )

Hartford<{3 poms. 3 apots)
Mew York-(1 ppm. 57 spots)

LABATT BEER & ALE
Detroit-(21 spots)

LONE 5TAR BEER
Dallat-Fort Worth-(25 spois)
Houston-(13 spois)

LUCKY LAGER BEER
Los Anpeles-(2  spais)
Scattle-i3 spois)

MEISTER BERAU BEER
Chicago-(1 pgm.)
Miwaukee-{14 spois)

MILLER HIGH LIFE BEER
Denver-i2 pgms.}
Wishingion~{3 pgme. 4 spois)

Hartford-(1 pgm.)
MNew York-(11 pgms.}
SCHAEFER BEER
Boston-(1 ppm. 11 &pots)
Hariford-(3 pgms, B spois)
MNew York-i6 pgms 1 spot)
Philsdelphia-i1 pem.)
Washington-(1 spot) -
SCHLITE BEER
Baltimore-{7 spots)
Chicago-(2 pgms. 6 spols)
Dallas-Fort Worth=-(1 pgm. B spois)
Denver-{1 pgm. 2 spois)
Houston=~(9 spols)
Los Angeles-{82 spois)
Milwaukee-{1 pgm.}
Washington-{3 pgms, 1 spot)
SCHMIDT BEER
Minneapolis-{19 spots)
SCHMIDT BEER & TIGER HEAD ALE
Hartford-{1 pgm.)
Philadeiphia-(7 pgms.)
STAG BEER
5t. Louis-{2 pgms. 3 spols)

STROH BREWERY COMPANY PRODS.
Detroit-(2 pgms.)-

VYALLEY FORGE BEER }
& RAMS HEAD ALE
Washington-{4 pgms.)

¥YAN MERRITT BEER
Chicago-5. spots)

WEST BEXD OLDD TIMERS EEER
Milwaukee-(1 pgm}

WURZRERCER EEER
Chitago-(10 spots)

Negative- Posifive Processing
» Staffed by experienced COLOR
tecnnicians.
« Alsp KODACHROME and ANSCO-
COLOR Printing.

MOVIELAB BUILDING, 813 W. 54th 5T, NEW YORK 19, N. V.
JUDSON 6-0380

COLOR CORPORATION

Producers of the Finest in Films...say...

Thank You

to Our Friends at

The Advertising Couneil

N. W. Ayer & Sons, Ine.

Baker Advertising Ageney, Lid.,, Toronto

Ted Bates & Co., Ine.

Batten, Barton, Durstine & Ocborn, Ine.

Benton & Bowles, Ine.

Calkinsg & Holden, Ine.

Complon Advertising, Ine.

Cunningham & Walsh, Ine.

Donnhue & Coe, Ine.

Doxle, Dane, Bernbach, Ine. =
Erwin Wasey, Ruthrauff{ & Hyan

Fuller & Smith & Ross, Ine.

Norman Gladney

Grant Advertising, Ine.

McCann-Erickson, Ine.

Morse International, Inec.

Norman, Craig & Kummel, Ine.

Seagram Distillers Co.

Raymond Spector Co., Ine. i
Sullivan, Stauffer, Colwell & Bayles; Ine.
Sun il Co.

Young & Rubieam, Inec.

I Wondsel Carlisle & Dunphy, Inc.

1600 Broadway, New York 19, N. Y. Clrcla 7-1600

‘-. od bdered @{'
the ﬁ?ﬂfm‘f
ngredients
02 -fﬁe I_P?{?'J
ry ‘AAnemalion
Sl f/?af A

ot conmerceald

cere niceele o}"

You've given us a good
year of 1957,

May we wish you a
healthy, happy and
prosperous 1958.

CagE '= .\,.:-s

i PALL
PRGDUCT]ONS

EEEB EHHSET BEHI.E"M.HB
HOLLYWOOD 28, EALIFHHHIA
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Court Nixes

Oberstein
Stock Claim

NEW YORK—An action filed
in Supreme Court, New York
County, by Commercial Trading
Companv  against Eli  Oberstein,
has been decided in favor of the
plaintiff, according to a declara-
tory judgment handed down this
week by Judge Owen McGivern.

Basis for the action wag a loan
of $30,000 which Commercial
Trading took out, with its stock in
five music firms, including Encore
Musie, Jewel Music, Allied Mu-
gic, Robert Lee Music and East-
West Music, as collateral. The
plaintiff averred that it owned 100
per cent of the stock. Later, when
publisher Cene Goodman was
about to acquire the music firms’
stock lield by Commercial Trading,
Eli Oberstein allegedly interfered
with the sale, claiming that he
owned 50 per cent of the securities.

Coodman, repped by Jay Ray-
mond Levinson, sought a decla-
ratory  judgement that Oberstein
was not a stockholder of the firms.
In granting the motion, Judge Me-
Givern held that Oberstein failed
to estublish his claim of ownership.
Oberstein was represented by Wil-
zern and Halperin.

Macleod Exifs
British EMI

NEW YORK — John N. Mac-
leod, managing director of Electric
and Musical Industries, Ltd., of
England, is no longer with the
company, according to information
received by Dario Soria, for the

ast Five years president of EMI
U. 5. Ltd. (Angel Records).
Angel was recently acquired by
Capitol Records.
"~ Macleod lad been responsible
for the formation of Angefoin the
United States, and for EMI's pur-
chase of Capitol.

No replacement has been named
for Macleod at EMI, altho it is
reported that J. F. Lockwoad,

(Continued on page 57)

Merc Hikes
Olympian LP’s
To $4.98

{COLUMBIA INKS

MITCH TO NEW
5-YEAR PACT

NEW YORK——Mitch Mil-
ler, Columbia’s pop artists and
repertoire chief, has signed a
new five-yvear pact with Co-
lumbia Records. The pact,
specifving that Miller will
head up the entire pop divi-
sion—singles and albums—is a
combined a.&r. and artist
paper,

Miller has had an outstand-
ing vear in the singles field,
and recently was also given
the label's pop album a.&r.
operation. Currently, the
colorful a.&r, chief has five
records on The Billboard's na-
tional best selling pop chart.
These are Johnny Mathis' two-
sided hit, “Chances Are” and
“The Twellth of Never”; Ma-
this" new twao-sided hit, “Wild
Is the Wind” and “No Love
But Your Love”; the Four
Lads" “Put a Light in the Win-
dow"”; Marty Robbins' “The
Story of My Life,” and Jerrv
Vale's “Pretend You Don't
See Her.”

Goodmans Get
Bally Catalog
Sans Johnson

NEW YORK——Cene and Harry
Goodman, co-mahofls of the Are
and Regent Music axis, have ac-
guired the catalog of the defunct
Bally label. The purchase does nol
include masters of Betty Johnson.
All material bv Miss Johnson ont
of the Bally catalog has been se-
cured by Csida-Grean Associates,

Plans of the freres Coodman for
the more than 300 masters, which
includes over a dozen albums, were
not disclosed, but some tradesters
speculated that the pair, thru their
connections  with  the Chess-

(Continued on page 57)

£

Columbia Records’ activities over-
seas, plus additional licensing ar-
rangements, will give Columbia
and Epic - artists more exposure
thruout the world. This has been
indicated bv Arnold Berrv, Colum-
bia’s Iirector of Foreign Opera-
tions, and Nat Shapiro, co-ordinator
of International Artists and Reper-
toire, who puiuted out that Colum-
bia's 1957 foreign earnings are at
least 50 per cent ahead of 19386,
New  licensing  arrangements

been  concluded  covering
Chile, South Korea and the British
West Indies. This is the first time,
in fact, that South Korea, with a
population of 20,000,000, has been
concluded covering Chile, South
Korea and the British West Indies.
This is the first time, in fact, that
South Korea, with a population of
20,000,000, has been opened to the
disk business. The deal was made
with Hong Chan, who becomes the
First record masufacturer in that

country  In the British West Indies,

Everybody
On Disk S

NEW YORK—Everybody's get-
ting into the disk survey act these
days both on a local and national
basis—most recent entries in the
futter Feld being the American
Broadeasting Network and Mutual,
while new local tabulations serv-
ices are being readied by Trendex
and Monitor Radio, Inc., which
covers Cleveland.

Meanwhile, a group of local
Denver dealers who met last week
to set up their Denver Record
Dealers Association, said one of
their primary objectives would be
a close serutiny of survey methods
utilized by lo~al radio stations in
compiling “Top 40"-tvpe program-
ming lists.

Coming on the heels of similar
protests by dealer groups in Dallas
and Detroit about disk survev tech-
nignes of radio stations in their
cities, the Denver move would

Fox-Warners

HOLLYWOOD — The 20th
Century-Fox and Warner Bros.'
studios are currently seriously con-
sidering their ==utry iz the record
business.

. Despite previous denials from

CITICAGO — Following similar 20th sources and from Herman

Confirm

Interest in Label Buy

to begin this week with President
Spyros P. Skouras, Vice-President
Joseph Moskowitz, Excentive Vice-
President Williatn Michel and other
top brass in atteadance. Ted Cain,
business manager of the studio mu-

Wants In
urvey Act

seem to indicate that "Top 407
charts compiled independently by
local radio stations will be sub-
jected to a serions appraisal by the
disk industrv and consumers next
vear. Certuinly it is regarded as
opening np a vast new targel for
P‘ Uggf'i'."i.

ABN, which recently inangn-
rated the policy of spotlighting
live renditions of best-selling tunes
exclusivelv on ils network shows,
(based on the web’s own compila-
tion of various trade charts) came
up with a new “Hit Preview of the
Week"” feature this week, wherebv
the network will attempt to predict
and introduce one new potential
“hit” tune each week.

ABN
plien LaElm:-:l:i believes this is the
first time a network has instigated
such a fealure on a regular basis.
The tunes, which will bhe selected
by a weeklv vote by all personal-
ities, singers, music directors and
producers of ABNs seven live
shows (all emphasizing live music)
will bé rescored by ABN arrangers
and featured on the network for
one week.

Each tune will be billboarded
from 10 to 20 times during that
period. Labunski said the feature
represents an atlempt by ABN to
broaden the local station’s “Pick

'Hit of the Week” concept by put-
ting it on a national basis.
Meanwhile, Muatnal has  ang-

rogramming veepee Ste-|

price increases in classical package Starr, major domo of Music Pub-
rnndu by RCA Victor and Capitol,  lishers Holding Corporation, spokes-
ast week Mercury announced a|men for both lirms last week firmly
hike in its Olvmpian series of clas- acknowledged that numerous dis-
sics from $3.98 to $4.98, cussions concerning the advisability
i The change is effective February | of getting into the record business

be made until then, Irving B. proposals have been mulled.

Green, president, said, so dealers. Twentieth Century-Fox has the
will have time to build up inven-: subject on its agenda at upcoming
tories at the lower price, high-level studio talks schedule

Ivory Joe Hunter Judgment
Sparks Interesting Facets

NEW YORK — Cleffer-chanter lishing rights and performance
Irr‘n']. ]r_w- II||1|I:*1' !m:-: WO A 'iilll'lg- : J'.D}'::L[[IL*:-: o011 o fj:['tj.’-fjfi.}' l',l-lltij:ip
ment against St. Louis Music in a'  The question before the court
decision handed down in New York ' was whether Hunter's later direct
Supreme Court by Justice Samuel | contract with Broadcast Music,
S. Coleman, The court also dis- | Ine, and his monevs received there-
missed  a  counter-claim  against | from, precluded him from holding

No public announcement will have been held, and that several|

sic department, will also attend |
the meetings.

It's an open secret here and in
New York that Roulette Records
is among those firms known to have

(Continved on page 29)
been discussed by 20th. Morris
| Levy, prexy of the Roulette firm,

.% | M-G-M Makes
is reported to be en route here for

| {Condinued on page 29) 4"K‘vai‘I Tie_Up

NEW YORK—AIL-G-M Records

Cap to Unveil i ican vivoe o Hl
1958 Projects

tion nvolving the pie, “The Bridge
on the River Kwai,” and the Art

HOLLYWOOD——Capital Rec- | Mooney disking of “Colonel Bo-
ords will unveil its plans for 1958 i{t‘}'," from the picture. The diskery
this week (13-21) at a serics of top- | has arranged for 100,000 ticket
level sales and merchandising meet- | envelopes to carry an imprint plug
ings between home office brass and | for the Mooney disk. RKO neigh-
field toppers. borhood theaters are plaving the

Label's district sales managers Mooney disk in lobbies as weil as
will meet with Cap President Glenn | using the disk for recessional mn-
I'\Wallichs, Vice-President Llovd sic. Patrons buving premiere tic-
| Dunn, Sales Director Mike Mait- | kets will get a sample of the
| land, Merchandising Director Bud  record.

imf.'lﬂﬂi its regular “America’s Top
Tunes” service (which features best

New License Set-Ups Cue

Columbia Global Expansion

Spread Includes Broad Outlets
In Burgeoning Foreign Markets
NEW YORK——An expansion of | have

the agreeoment was concluded with
Rov Sampath.

In Enrope, Philips, Colinhia’s
licensee, is starting a new label,
Fontana, Latter, with the same
price tag as Philips. will debut
Januvary 1 in Englad, and by
Apri. will be available in Switzer-
land, Austria. Spain, Italv and
other countries.

Shapiro and Berrv pointed out
that Philips could not absorb all
Columbia and Epic artists. Hence
the Fontana label will ease this
situation by providing exposure,
Most new Columbia artists not vet
on  Philips will be released in
Eunrope on Fontana, The execs
stated fhat Fontana will use about
T3 per cent American arlists—and
in some countries even 100 per
cent. The label's Number One
prommation will be Johnny Mathis,
Isaae Stern und Rudolph Serkins,
of Epic, will also appear on Fon-
tana, as will Colombiu's MNuarty
Robbins and Jerrv Vale.

Fhilips, which has experienced
big sales increases in the last two

(Continued on page 57

Meyerson to

Join Decca
A&R Staff

NEW YORK——Hurry Meverson,
Lenrrently artist and repertoire chief
with M-C-M Records, will resign
that post to join the New York
a.ber. statf of Decea Records about
the first of the vear.

Meverson, a veteran in the busi-
ness, has been with M-C-M since
its beginning in 1947 and formerly
was with both BCA Victor and
‘Decca. Morty Craft will move in
ta the M-C-M fold shartly to take
nver pﬂp H.-'ﬁ{'l'. 'E']'I{]I'E'H l'I!!I'IE'T ﬂ"lﬂ‘
label's new chief, Arnold Maxin,

Muzak Mulls
Commercial

Disk Label

NEW YORK—DMuzak, the pio-
‘neer transcription firm, reportediy
is mulling an entrv inte Lhe com-
mercial disk field.
| Altho Muzak officials  denied
Jast week that anvthing definite
Dhad been decided on that score,
it is known that the management
regards the Muzak name as some-
thing of a household ward which
might carry considerable weight in
the commercial disk market place.
Muzuk recently was purr'ima'ed
by Jack Wreather, wealthy oil man
who also owns such properlies as
the Lone Ranger and Lassie.

Jubilee Adds

‘More Talent

L NEW YORK——Tubilee Records
s signed ]]EIHIH:.' Bovel and Pat
| Kellv, Bovd was formerly under
conlract to Columbia, while Kelly
lis a rockabilly warbler from Nash-

Hunter Filed by St. Louis. St. Louis to the m-iginal agreement, Fraser and CRDC Sales Manager On another front, the diskery I‘n.'i”{‘. .

The action involved Tlunter's|Justice Coleman held that: “It is| Max Callison. announced that its well-known Li-|  Meanwhile the Tabel  released
tune, “I Almost ‘Lost Mv Mind.” | plain that BMU's obligation to the Scheduled to attend the confer- | onel Eu_rry.'nu-rt-_ :dlui_m tr:[ Du-kf-n.w |HII'H_’ new LPq.f. lfm.t week="Love
According to the complaint, Hun- | plaintiff was a separate and inde- | ences are district sales managers "A Ej]ﬂ:'-‘i*tllmltH {_-ill'ﬂl. will h{-‘ aired | Letters,” by Fostini, Lamons |ﬂ‘|*fﬂ
ter and the St. Louis firm signed | pendent one,” adding that “the | Andv Miele, George Gerken, Col. lover CBS radio network Smnday | letters read  aguinst mood music
a contract in 1949 and a modified | question of whether the plaintiff | Wade Pepper, Larry Owens, Fetr_-rrwﬁunﬁ 22, It will mark the background; “Holding Ilunds,” by
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