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Announcers Zoom

To $ and

Once Lowly Workers Now Second Only

To Top Stars; Some

By LEON MORSE
NEW YORK, Aur. 6

announcer, once thought of as the
lowest of the low in |_||'||.||_|L_1|H’[j||11,
has risen to a position of eminence
and financial security in TV sec-
ond only to the top stars, In most
cases, top video announcers make
maore money than most of the men
who employ them, They are much
soughit after gents who, almost,
always prove the difference be-

tween suecess or failure of the
sponsor's  video advertising cam-
PaLgns.

The class group among the

announcing profession now grosses
between $150.000 and $200.000
annually, and the day s not far
awny when they will be earning
$250,000 each vear,

Top Pitchmen

Among the top pitchmen in this
earning range are Rex Marshal,
Nelson  Case, Bob  Dixon, Ed
Herlihy and Dick Stark, familiar
Figures to viewers across the nation,
In lower wage brackets, but still
substantial earners, are Ralph
Paul; Jay Jackson, who restricts his
work to one client, Phileo; Don
Morrow, and Bill Rogérs. These
TV salesmen earn between $30,000
and 100,000 yearly.

West Coast announcers do not
generilly make as much as their
Eastern brothers. For one thing
most of the agencies are located in
New York City and prefer an-
nouncers they ean supervise. For
another, there is more live work
here, a type of TV selling which is
]'r.lrllirulm'i}' lucrative for those
pitchmen who can accustom them-
selves to it,

Top Women

The females in the trade do
almost as well, tho li]t'_‘-' are not as
numerous. The top female an-
nouncer is Betty Fumess, whose
income from her Westinghouse
show is estimated at $100,000
vearlyv, Bess Mvyerson, a former
Miss America queen, has ol late,
come into strong demand, and her
vearly eamings are said to range
well above $50,000 for her wark
on the Phileo and Colgate shows,
Female announcers are a TV de-
velopment. In radio, except for
such personalities as Mary Mar-

egaret MeBride, who also handled |
the selling for the client, they |

were never an impartant tactor.
In rmadio, of- course, good
announcers were alwavs well-paid.

Don Wilson, Harry Von Zell and

The

Eminence

Hit 200G Annually

others of zimilar stature were good
for about 50,000 each vear. Both
| Wilson and Von Zell are still

Coast for doing TV commercials,
| The transition from radio to TV,
| however, has not been an easy one
lor many announcers, A large
number of them have not been
able to swim in both ponds,

Among the suceesses are Nelson |

Case, Jay Jackson and Hugh
James. Rex Marshall is strictly a
| TV phenomenon and has no im-
: Imrlaul radio experience, except on
ocal stations. TV, of course, makes
demands on announcers that they
never had to cope with in radio
(and their impact goes well bevond
just delivering a  commercial, as
important as that is.

Company Reps

Announcers have become com-
pany representatives. They travel
to their sponsors conventions, are
used in emplovee relations, on
plant tours, ir. counter displays and
in sales promotion literature. In
actuality, consequently, they have
become symbols for the companies
that advertise on TV,

They are selected very carefully

| collecting importunt coin on the |

| for this reason. As much is fre-
quently  spent  selecting an  an-
nouncer as is spent ulmusing a |
show. Numerous anditions are held,
and the fHeld ecarefully culled
before any decision is made,

Cood announcers, aside from
their impact on the public, are
worth their weight in gold to spon-
sors, because of the money they |

NBC MAY TOUR
‘FAN CLUB" AS
DISK-STAR TIE

NEW YORK, Aug, 6. —
NBC is mapping ont a plan
to road-show its “National
Radio Fan Club™ program, in
a move to establish eloser per-
sonal  comtact with  record
artist fan c¢lubs across the
conntry,

The show is scheduled to
air its first remaote close to
home on August 12, when it
will originate from the Pali-
sades  Amusement Park in
New Jersey, If the first away-
from-home pick-up is success-
tul, the show will then travel
to Detroit, Los Angeles and
other cities. Emsee Bill Sil-
bert will have Joni James,
Georgia Cibbs, Roy Hamilton,
the Four Lads um.; Bill Haley
and His Comets as his guests
for the Palisades show.

Parker Gibbs, who pro-
disces the Friday night 5-10
p.m. show, reports an average
of 2500 fans “register” each
week, with the most mail re-
sponse tecorded for Eddie
Fisher, followeéd by Johnnie
Ray, Alan Dale, Patti Page
and Doris Day., The web is
offering a bracelet and locket
premium as a registration
incentive for listeners,

By JIM McHUGH

NEW YORK, Aug. 6.—Knowl-
ledge that new millions of dollars’
worth of outdoor show equipment
IIH- Ill:“tl.'ll L tl'il.lll'l’r"h l".’ll";'l ﬁi'lrillg
and hauled thru every State in the
Union, often to the extent that
some is untraceable for weeks at
a time, would give the average
| banker apoplexy if he envisioned
his money tiec. up in such an un-
orthodox operation.

But not so the specialists, Tho
nomadie in essence and franght
with the dangers that threaten any
."i-l'.'i.i."iﬂllill Hl:lE['ilT]r.ﬂﬂ, I_Hlti_:lﬂl'.lr E«i!lﬂ"llr'
business, nevertheless, is generally
regarded highly by Firms concerned
with financing the business efforts
of companies aed individuals.
Their experiences thru the vears
d“t”{“l'“t an acute consciousness
of debt on the part of the itinerant
operators and an over-all loss
of investment dollars measurable,

. 1 ¥ L E i L i 3
can save their bankrollers. They Il“;:f:rilrjt:;l & Blleblc putof
can save as much as §500 on 4 | This is not to say, however, that
I“"”: of rehearsal, and on film, by |y,. industry, the thousands of per-
cutting the number of takes sons who make their living in it
needed, they can chop thousands | ,d the millions of dollars they
off costs. Many of them do not spend annually on new equipment
neeidl Telepromptlers, H[tllllllll.‘ good offers an iron-clad guarantee of a
ones keep flubs to a minimum, !rrrulil'nh]-.‘ return on money Jent.

They put on miniature shows of | There are poor aperators, of course,

their own, complete with a sepa-  but their longevity in the industry

(Continued on page 2) |us owners is probably much shorter
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Expect Early Settlement
Of Screen Actors’ Strike . . .

Already an

has already been breached.

Television Educating Public

Pop

music publishers,

terest in country material. .. ..

accomplished  Fact,
Actors’ Guild strike against the TV Hlm pro-
ducers is not ['I[K’L'll."tl to last more than a
week, Reports are already coming in that the
solid front against paving for second runs by
the major TV film production organizations

To Counfry & Western Music . .

record
country & western lield for material.
“Satisfied Mind” now on 11 L
them pop. Other country tunes scheduled for
pap interpretation. Record execs
vision as broadening the genera

$33 per month on each juke box and amuse-
ment game, French coin machine industry
faces gravest crisis in its historv, Operators in
Paris pull more than half of their jukes and
cames from locations, Disk sales hard hit as
L1t L e e I e i e Page 19

thee Screen

Labor Unrest Hurts Ringling

e ne Page 2 In Northwest—Heads to Coast . . .
Ringling Bros, and Barmum & Bailey Circus
showed Minneapolis under nearly normal con-
bebels. =1 ditions last wecek [ollowing a fHare-up at St
ey e Paul, when four executives and bosses quil or

Ditty

i y were fired and property men refused to work
whels, eight of

in sympathy. Walk-out of prop men cansed
cancellation of a perlormance at St. Paul.
Fage 52
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l['.tc:int to tele-
area of in-
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Unions Active in Qutdoor Field:

TV Industry to Study Ratings

Junisdictional Fight in Michigan . . .

Marshall Sets
Up Own Firm

NEW YORK, Aug. 6. — An-
nouncer Rex Marshall has set up
Rex Marshall Enterprises to mer-
chandise his name n connection
with some of the shows on which
he pitches — Revnolds Metals,
“Frontier,” CGeneral Foods, “"De-
cember Bride” and others,

The firm will become a corpora-
tion and also merchandise a do-it-
yourself kit — Reynolds summer
show is a do-it-yoursell show,

Among the other activities of Mar-
shall Enterprises will be the pack-
aging of a radio and TV series fea-
turing Dr. George Gallup lor the
1956 clection. ]

1 Bribish Features on ABC , ..

Networks, important advertisers and big movie
companies are waiting to see whether there
will be a rating pavolf in the British features
ABC-TV s moving in against top competition
on Sunday nights next full. Upon the ratings,
whether lim}* e good or bad, may hinge pro-
gramming pattems for the future in video.

e F FFS TR ST RARFEFARESS AR SFELS

Success of Independent Record
Firms Mirrored at Distrib Level . . .

Heavy activity of successful independent ree-
ord manufacturers has led distributors handling
their product to branch out into subsidiary
operations. The trend is expected to gain
momentum as new labels (such as Am-Par)
begin to line up merchandising webs, Page 20

French Juke, Coin Games
Trade Hit by Tax Crisis . . .

Hit hard by a new tax law levying up o

More union activity marked the outdoor field
this week. In Port Huron, Mich., a possible
jurisdictional fight loomed as the Cetlin &
Wilson Carnival announced signing with the
Retail Clerks International Association while
representatives of an opposing Brotherhood of
Teamsters local picketed. .esens-Page 55

______ Page 9 DEPFARTMENTS AND FEATURES
Amnsmenl GAmes ... 8 Magit ..ovpesnaiiaain =4
HuzlEnie . .oicivascniss 54 Merchandie ope oo 7%
Earmlvil: oo sssnin e s i ! e e e S 14
o= g i 72 Muosic Chars &....00. )
Classiiied Ads . TR  Music Machines ., ..... LA
Caoin Machines .. ....... E1 FParks & Poola ......... B0
Coin Maching Marker. . B3 I e ent s T -
Coming Evenis .ova.. e e T e renson 19
Dirive-In Theaiers | e Heview DHgesd .ooeapi.. i#
Fairm & Eaposiilons ... 7 | AT e e U LI e 14
Elaal Curfain . o K Kaddshow Reperioire ... 74
General  Outdoor . %5 Touies ... )
Hopoi Baoll of Hiw ... 20 TEEWEIlom ot e 1
Eeplifmate  ....c.. 18 ™ Fllm . X, Y
Ll Moules ....u- I IY REVIEWE is:issas |
Letior-LBE e s 4 Vending Machines . .... B§

]

Qutdoor Bucks Tied

Up on Trucks Could
Turn Bankers Gray

But Credit Corporation Says Loans
For Millions in Equipment Good Risk

than it would be in many other
ficlds, And there are the dead-

» | beats, a problem e any. phase of

endeavor,

Not One Delault

The experience of Conditional
Sales Credit Corporation of New
York points up the solid nature of
the business. Spokesman  Sam
Bushnell, who has been in the fi-
nancing business for 20 years, says
"rlmt in none of the credit honses
of his association has there been a

single repossession, Sales he has
been involved in include $3500,000

worth of trallers and nearly
E:I.HU'DJ]H[] worth of mechanical
IS,

Costly eguipment purchased on
time by the outdoor operator fre-
quently ineludes mobile living fa-
cilities in addition to the units with
which he earmns his money and
heavy transportation for the latter,
Thus, il a person qualifies even as
a small operator, it is possible that
he mav be carrying notes on a
24,000 living lr.'iiit‘r. phus an auto-
mobile by which to haul it, a ride
costing around 815000 and a
$7.500 trailer on which to haul it

Estahlished amusement park op-
erations generully are regarded as
solid as whe Rock of Gibraltar ‘and
manifacturers show no hesitancy
about shipping costly equipment to
the funspots. In any event, the
cause for concern over their prop-

~{erty until it is paid for would be

considerably lessened since there is
Lat least constant knowledge of the
location of the equipment.

|
|
|
I A Cash Business
I

Since the purchasers of show
| equipment are in a cash business,
|many of their purchases are made
on the same basis, But when costs
run high, they usually have to rély
on credit.  Despite the nature of
the business, deals can usually be
consummited in 45 hours,

The current rate of interest on
purchase loans is around 6 per
cent, As to the amount of the dis-
count in the deal between the ride
builder and the eredit fivm, this
varies [rom company to company
depending on its size, assets an
financial history, Loans are usu-
ally from 12 to 18 months’ dura-

(Continuged on page 33)

Confusion on
Rating Quotes

NEW YORK, Aug. 6.-It was
erroneously stated in these columns
last week that the CBS-TV sus-
tainer  “Upbeat” has “already
pulled better ratings™ than the twao
regular airers it replaced—the Jo
Stalford and Jane Froman shows—
on Tuesdays and Thursdavs re-
spectively. This elaim was based
on the combined June Trendex
ratings of the Stafford and Froman
shows against the July Trendix for
“Uphbeat,” which hit 7.0. The 4.0
Trendex for the Froman show
pulled the Stafford-Froman aver-
age below 7.0, altho past ratings
on the Statford program consist
rently . topped curment “Upt '
ratings,

B el
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SAG

Some Hope Seen for

HOLLYWOOD, Aug. 6.—The
SAG-TV film producers strike
situation is, today, as besmogged
as the Los Angeles basin, but there
are some indications that the strike
will not last too long., On the other
hand, actors will probably not go
back to work for at least a week.

The latest and most significant
development is an unconfirmed
report that the Alliance of Motion
Picture Producers, representing the
majors, has offered the SAG 35
per cent pay on second rums. If
this is true, then the actors have
won their primary point.

The SAG has said all along that
onee it has established the principle
of residual pay on second run, the
actual percentage could probably
be negotiated without too much
trouble. On the other hand, it’s
believed that the Alliance of TV
Film Producers is standing firm
against no second-run pay.

A Guild spokesman said today
that the SAG has offered to some-
what amend its terms for producers
of syndicated properties, but that
the film makers turned this
offer down. It's understood that
the syndicators made a counter-pro-

SAG Strike: Film

Men in Fa

HOLLYWOOD, Aug. 6.—Most
TV film producers are not in too
bad shape to withstand the SAG
strike which began yesterday (5),
tho situations vary sharply. In one
or two cases there is no film ready
at all, while in others enough epi-
sodes have already been shot for
the entire fall programming.

Every producer who could ac-
celerated his schedule once a strike
became o possibility, and this was
evident from the very start of ne-
gotiations in June when the SAG
fresented its second-run demands.
Despite the fact, therefore, that the
contract expiration date was such
as to bring maximum pressure to
bear on film makers, most of them
were able to gird themselves to
some extent.

The producer who is probably in
the most hazardous situation is Hal
BRoach Jr. Roach so far does not
have a single film ready for either
“Screen Directors’ Playvhouse” or
the John Neshitt “Passing Parade,”
There are special problems in-
volved in both—especially in “SDG
Playhouse” where directors have
only certain weeks available—
which make it necessary to start

NBC Readies
‘Color” Pitch

NEW YORK, Aug. 6.-NBC-TV
is getting ready to sell "Color
Spread,” its Sunday night spectac-
ular, for the season of 1956-57,
The network this week closed out
the sale of B0 participations in the

program which brought it a gross
of $5,680,000 from the hour-and-
a-half show alone.

Newest sponsors are Kraft
Foods, which bought seven parti-
cipations, and Corning Glass, a
newcomer to network video adver-
tising, which purchased five partic-
ipations. Corning Glass is the

ird new TV sponsor to break into
the medium on this show, United
States Savings and Loan League
and Mn}rhelﬁne being the other
two.

G. E. Buys 19
‘Medic’ Segs

NEW YORK, Aug. 6.—Ceneral
Electric this week bought 19 half
hours of “Medic” to alternate next
season with Dow Chemical in the
0-9:30 p.m. time period on NBC-
TV. The buy is for its small appli-
ance division and thru Young &
Rubicam.

In addition to this show, General
Electric will have its Sunday night
half-hour anthology series on CBS,
its alternate week 20th Century-
Fox hour show on CBS and a
picce of “Warner Brothers Pre-
ents” on ABC-TV.

[ A —

ir Shape

rolling before too long if the pro-
grams are to be available on time.

On the other hand, two other
shows produced on the Roach lot
are sitting pretty, “You Are There”
has completed its fall schedule, and
“The Great Gildersleeve” is almost
thru with its Ffirst 13.

Wamer Bros. Okay

The situation at Warner Bros.
is good, with nine of the hour-long
pix having been completed. TCF-
TV will feel the pinch if the strike
lasts longer than a month. There
are only three or four of the "My
Friend Flickas” and two of the
hour-long “GE Anthologies™ shot.
In the case of the latter, however,

{Confinued on page 5)

NBC-TV Gets
2 Film Shows

NEW YORK, Aug. 6.—Two film
shows were bought by NBC-TV
sponsors this week, Brown & Wil-
iamson and Toni bought a half-
hour film stanza to be emseed by
Louella Parsons. And Swift pur-
chased “White Mane” to replace
Horace Heidt in the Saturday
7:30-8 p.m. time slot next fall.

The Parsons show will feature
interviews with big name Holly-
wood talent. “White Mane” is be-
ing produced in France by Ed
Gruskin. The sole half hour avail-
able for sale on the NBC network
is Wednesday 10:30-11 p.m., and
that has an incomplete hne-up of
stations,

Strike Unresolved But

Peace

posal which would not make a
second run effective until the Him
has been placed in at least 50
markets, but that SAG nixed this
on the basis that it would be sub-
ject to too many abuses.

One clanse which could produce
considerable accounting headaches
for distributors would forbid a pro-
ducer to buy up the residual rights
of an actor at the time a film is
made. This the SAG says it is de-
manding, because producers have
utilized the procedure to pressure
actors in certain ways in the past.

Another interesting aspect is
that, in syndication, banks some-
times do not get their money back
until well into the second run, and
that, therefore, the actors would
have to take whatever is left over.

Signs Four Indies

The SAG this week signed four
large and three secondary inde-
pendent film makers, but this is
not regarded as a significant break-
thru. Inking contracts were Jane
Wyman, Loretta Young, Russell
Hayden (“Judge Roy Bean"),
Charles Skinner (“Sgt. Preston of
the Yukon™), Spectrum Films, and
two Cleveland firms, Discovery and
Cinecraft Productions.

Of the four majors who signed,
all but Skinner belong to the
Screen Actors’ Guild, and all but
Havden are preducing for net-
work airing. The latter'’s series is
spotbooked natonally. In addition,
aﬂnhut Miss Young's show are new
programs, with the producers hav-
ing none or very few new films on
hand. .

They were, therefore, under
considerably more pressure than
most multiple-production compa-
nies.

The new contracts call for 75
per cent of minimum of second
run, 50 per cent on third and fourth
runs combined, 25 per cent on fifth
run, and 25 per cent on sixth. This
is 75 per cent above the old rerun
pay. Minimum was increased from
$70 to $82.50 per day, and from
$250 to $287.50 for weekly pacts.

All of these comtracts, however,
contain favored nations clauses,
which means that the SAG has not
backed itself into a corner, and
may still settle for less with other
producers. There is some indication

per cent would be acceptable.
Would Hurt Some
The SAG is realistic about its

demands. A spokesmuan said that
(Continucd on page 17)

EDITORIAL

The Sponsor Will Pay

No matter how much the SAG and film producers finally
settle for, it's the sponsor who will ultimately pay.

What is it going to cost him? Most talent budgets run from
$2.500 to $4,000 per half-hour picture. With a 10 per cent

increase in basic minimums in

will probably be around $3,500.

e offing, the future median

It now appears that the SAG will settle for approximately

50 per cent over-all increase in rerun

come on the second runm).
$1,750 for talent.

ay (most, if not all, to

This would mean an additional

Contract negotiations with IATSE (18 unions) will run from
September thru November, IATSE will ask for the same residual
terms as the actors (nol, as reported elsewhere, for 5 per cent
of the gross). They really do not expect to get them, but they

will use them as a bargaining point to reduce the
Estimated cost per halt-hour Film,

day week to five days.
$2,500.

For a national sponsor, then, the
will probably rise between $4,000 an

resent six-

rice of a half-hour film
$5.000 before the end

of the year, Local and regional sponsors will doubtless share
the syndicated load. Since the cost of live production has also
risen considerably, the film industry will probably roll success-

fully with the increase.

But, as in all things, there is a point of diminishing returns.

When an indus

receive a share of the

rospers its wvarious components should
efits. It seems, however, that the time

is near at hand, if it has not already arrived, when a union must
ask itself, in effect, whether a wage raise in pay per day will
not ultimately result in a loss of pay per yvear. For, if the fire
is stoked too much, it will blow the strongest boiler apart.

TENNESSEE ERNIE

NBC Preps Hour Day
Show, Sells 2 Quarters

NEW YORK, Aug, 6.—NBC-TV
is convineced tha* it has found an-
other major daytime personality in
Tennessee Ernie, and is making
plans to give him an hour a day
across the board instead of kis
present half-hour strip. Its faith
in Ernie was more than justified
this week when Standard Brands

laced a firm order for two quarter

ours of the show for the next
year, totaling $1,700,000.

Emie may go 11:30-12:30 p.m.,
or 2-3 pm. on the web. He is
currently on 12-12:30. A major
factor in making the Emie sale to
Standard Brands was the selling
job the hillbilly personality does.

Liberace Sold to
British Company

NEW YORK, Aug. 6. — Guild

On | Films this week sold the Liberace
that second-run pav of about 50

show to the British program econ-
tractors thru their Independent
Television Programme Company,
Litdl.

The 52-week deal allows airing
on all three stations.

DOUGH AND EMINENCE

TV Announcers Yie With
Stars for Big-$$ Honors

® Continued from page 1

rate studio where they use separate | sweeten the pie for desirable an-

crews and separate lighting. Of
course, as much or more attention
is paid to commercials by advertis-
ing agencies as is paid to shows,
because it is in the use of commer-
cials that the agency can show its
value to a client.

At one Hme, announcers who
specialized in live commercials did
not want to work on film. They
felt the Screen Actors’ Guild rates
were too low. That problem has
now been overcome. They are
now paid weekly rates for the use

of film, equal to what they wnuldl

be getting were they to do the
commercial live,

Few Exclusives

The going weekly rate for a
commercial on a hall-hour show is
about $500, tho some top pitch-
men can get as high as $750. To

nouncers, advertisers also give
them their radio business to add to
their income. Few announcers
work for sponsors on an exclusive

basis. Clients cannot pay them
enough.- Dick Stark sells for
Frocter & Gamble, Remington

' Rand and other advertisers. Rex

Marshall sells for General Foods,
Revnolds Metals, Procter &
Gamble and Dodge Motors,

The majority of announcers are
closer to businessmen than to show
business personalities. The adver-
tiser does not want to hire anyone
who can be in the slightest manner
suspect. He wants a solid and sub-
stantial gentleman whom he can
trust to carry his name without do-
ing anything to taint it. And the
one who fall into this classification
and can sell soon are well fixed

for life. It is reported in the trade,
for example, that Petty Furness
virtually has a lifetime job selling
for Westinghouse if she wants it.
Agents, Too
As a result of the demand for
these announcers, agents are be-
inning to spring up who can han-
e them exclusively. They make
enough to guarantee a vyearly
salary to agents who are fortunate
enpugh to represent them, The
Music Corporation of America has
a department specializing in an-
nouncers only. Among other an-
nouncers’ agent are George Foley,
Carl Eastman and Lester Lewis.
The latest incentive for TV
announcers is stock deals. None
has been consummated as yet, but
several pitchmen are being offered
stock to sell for companies as an-
other means of tying their loyalty
to their bankrollers.

He uses hillbilly expressions to
pitch his commercials and they are
said to have brought results for
his clients.

The Standard Brands move into
TV on a large scale is long over-
due. The company was a major
factor in radio, but took its time
about getting into TV, except on a
spot basis. So far this season it
has spent more than $2,250,000 at
NBC. Its other buys at that net-

work are three participations in
"Color Spread,” tl?; Sunday night
spectacular, and in  “Howdy
Doody.”
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Ohia, under sct af
March 3, 1878, Copyright 1055 by The
Billboard Publishing Company. The HRill-
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New TV Spot Campaigns—
Who Bought Them Where

A guide for TV siations and adverfisers
on new confracks sef from July 17-23

The following daia is tabulated from a weekly survey of all

U, 5 TV stations made by The Hillboard.

It shows ithe new

putional spol commercial campaigns sei on those siations during

the survey week, regardiess of the starting  air

campalgns.

date of those

NATIONAL SUMMARY

(Campaigns placed im wore than one reglon)

Produci and Advertlser

Chesterfield Cigarettes, Liggett
& Mvers

Coca-Cola, Coca-Cola Co.

Cream of Wheat Cereal, Cream
of Wheat Corp.

Ford Cars, Ford Motor
Gammes Dog  Food, General
Foods

Hamm’'s Beer., Hamm Brewing
L & M Filter Cigarettes, Liggett
& Myers

Product and Adyvertiser

LeHigh Acres, Grant Co.

A & M Candy, M & M Co.

Nueoa Margarine, Best Foods

Pabst Blue Ribbon Beer, Pabst
Ermrin;};

Paint & Varnish, Cook Faint &
Vamish Co.

Poll Parrot Shoes, International
Shoe

Rinso Soap Powder, Lever Bros,

Salad Mixer, Grant Co.

REGIONAL SUMMARIES

Eastern

Anacin, Whitchall Pharmacal

Big Top Peanut Butter, W. T,
Young Foods, Inc.

Blue Bonnet Margarine, Stand-
ard Brands

Bond Bread, General Baking

Bus Travel, Trailways
Chesterfield Cigarettes, Liggett

& Myers

Duffndﬁ Farm Bread, Continen-
tal Baking

Ford Cars, Ford Motor

Gaines Dog Food, General
Foods

Hillmann's Dressing, Best Foods

Hep Aerosal Insect Killer, Bost-
wick Lab,, Inc.

Instant Maxwell House Coffee,
General Foods

Johnsonian Men's Shoes, Endi-
cott-Johnson Corp.

King Fluff, Mangels-Herold Co,

L and M Filter Cigarettes, Lig-
gett & Myers

LeHigl Acres, Grant Co.

M & M Candy, M & M Co.

Mclmnn:ls Candy Bar, Peter Paul,
ne.

Nucoa Margarine, Best Foods

Philip Morris Cigarettes, Philip
Morris, Ltd.

Poll Parrot Shoes, International
Shoe

Froctor Irons & Toasters, Proctor
Electrie

Rad-White Crystal Bleach, Rad
Products

Rinso Soap Powder, Lever Bros.

Salad Mixer, Grant Co.

Servel Refrigerators, Air Condi-
tioners, Servel, Inc,

Taool Sha er, Grant Co.

Webster Saw, Grant Co.

*Vhitman's Chocolates, Whitman
& Son, Ine,

Southern

EHE.EII.IH. Dry Beverages, Canada

C]D‘.E‘]Eaf Dairy Products, Na-
tional Dairy Products

Coca-Cola, Coca-Cola Co.

Ford Cars, Ford Motor

Insurance, Allstate Insurance

Kelvinator Refrigerators, Waler
Coolers, Kelvinator Division

M é& M Candy, M & M Co.
Pabst Blue Ribbon Beer, Pabst

Brewing

Paint & Vamish, Cook Paint &
Varnish

Remington Arms & Ammunition
Remington Arms

Rinso Soap Powder, Lever Bros.

¥

Midwestern

Chesterfield Cigarettes, Liggett
& Mvers

Chick Startina, Ralston Swina

Cream of Wheat Cereal, Cream
of Wheat Corp.

Dash Soap & Flakes, Procter &
Camble

Derby Qil, Derby Refining

Dromedary Food Products, Hills
Bros.

Dusorh Cleaner, Dusorb Co.

Ford Cars, Ford Motor

Gaines Dog  Food, Ceneral
Foods

Griffin’s Coffee & Tea, Griffin
Grocery Co.

Hacksaw Kitchen Kapers, Graut
Co.

| Hamm’s Beer, Hamm Brewing

Joy, Procter & Gamble

Kool Cigarettes, Brown & Wil

liamson

LeHigh Acres, Grant Co.

M & M Candy, M & M Co.

M-O-Lene, Grant Co.

Mrs. Tucker Shortening & Salad
Oil, Mrs, Tucker Foods

Pabst Blue Ribbon Beer, Pabst
Brewing.

Paint & Varnish, Cook Paint &
Varnish Co,

Reader's Digest, Reader's Digest
Assn,

Ringling Bros.” Circus, Ringling
Bros.

Roto-Broil, Roto-Broil Corp.

Salad  Dressing, Kansas City
Wishbone, Salad Dressing Co.

Salud Mixer, Grant Co.

Tam-O Shanter Golf Tourney,
George S. Ma

Tenilhist, Coug
hist Co.

Tool, Grant Co.

Vel, Colgate-Palmolive

ZLerone-Zerex  Anti-Freeze, Du-
pont Co.

Svrup, Tenil-

Southwestern

Country Club Beer, Goetz Brew-

ing
E-Z Pop Popeorn, Top Po
Products Co. P P
Ford Cars, Ford Motor
Gasoline & Qil, Standard Oil of
Texas

Miller High Life Beer, Miller

Brewing

Poll Parrot Shoes, International
Shoe Co.

Salad Mixer, Grant Co.

Rocky Mountain & West Coast

Aunt Penny's White Sauce, Sun-
nyvale Packing Co,

Au{n{Tﬂhilﬂ, Sherwood Motors,

td.

B & B Ball Pens, B & B Fen Co.

Bardahl Qil, Bardahl Mfg. Co.

Coca-Cola, Coca-Cola Co.

Cream of Wheat Cereal, Cream
of Wheat Corp.

Fisher Blend Flour,
Flouring Mills

Fluffo, Procter & Gamble

CGold Shield Coffee, Lang & Co.

Hamm's Beer, Homm Brewing

Heaters, Quincy & Monogram

Kellogg's Cereal, Kellogg Co.

Fisher

Kendull Dog Food, Standard
Bramds

l\i:itEi Shoe Polish, Kiwi Polish

0.

L and M Filter Cigarettes, Lig-
gett & Myers

Mars Candy, Mars, Inc.

Nucoa Margarine, Best Foods

PIT:I,-,E Food, Amhalt’s Grocery

Rath Meats, Rath Packing

Robin-Hood Flour, International
Milling Co.

HnEin Hood Shoes, Brown Shoe

0.
Shrine Circus, Shrine Bros.

WEB PROBE
Magnuson Rap
At FCC Ends

Honeymoon

\WWASHINGTON, Aug, 6.-A
slight cooling in the honeyvmoon
between the Commerce Commit-
lee TV network probers and the
Federal Communications Com-
mission is evident in Sen. Magnu-
son's recent report (2) announcing
Junuary 17, 1956, as the open-hear-
ing date for the wide-scale broad-
cast investigation. The closing re-
marks in the senator’s release take
the FCC rather heavily to task for
“delavs” in formulating a decisive
de-intermixture policy,

In the probe report, Committee
Cliairman Magnuson (D., Wash,)
noted that the hearings would in-
clude comment on the Bricker Bill,
(5. 8325.) which would author-
ize the FCC to regulate networks.
Adding that FCC's special com-
mittee of commissioners McCon-
nanghey, Hyde, Bartley and Doer-
fer have begun work on their broad-
casting study (Billboard, August
8), Magnuson tossed in a reminder
that as chairman of the Appropria-
tions Subcommittee, he was re-
sponsible for the $80,000 allotted
to the FCC for its survey. (Mag-
nuson is also sponsor of a bill
which would increase salaries of
FCC commissioners, among others,
to $21,500 from the present
$15,000.)

In contrast to earlier comment
(Billboard, July 2) largely exoner-
ating the heavily burdened Com-
mission for the allocation situation,
Magnuson issued a eurt reminder
that “many months have passed
since the question of selective de-
intermixture was raised.” Admit-
ting that FCC has a “knotty prob-
lem” in the allocation tug of war,
Magnuson, nevertheless, stated:
“Every day the Commission delays
such a pronouncement, large sums
of money continue to be invested
by the public in converting or pur-
chasing wets so that UHF signals
may be received, The FCC has
been informed time and time again
that the Committee’s study and
inquiry is not to be used as a de-
vice for delaying the discharge of
its responsibilities in regulating the
broadeast field in the public in-
terest,”

KCOP Boosts

Power, Hypes
Programming

HOLLYWOOD, Aug. 6.—KCOP,
Los Angels indie station, will make
one of the biggest power jumps in
the history of any TV outlet Sep-
tember 12 when it boosts its power
to 170000 watts, six times that of
its present signal, to make it the
most powerful in Southern Cali-
fornia, The new signal will boom
into both San Diego and Santa
Barbara.

At the same time the program-
ming structure is being revised to
give Coast viewers panoramic live
shows in the daytime, with em-
phasis on variety, documentary,
educational and news shows. Night
programming will consist primarily
of syndicated TV films,

TPA Blooms
In Alien Lands

NEW YORK, Aug. B8.—Televi-
sion Programs of America has sud-
denly blossomed in the foreign
market to the tune of $650,000.
President Milton Gordon just made
a deal with two of the British pro-
gram contractors for “Lassie,” jI:Ehis
show was already sold in Canada
and Australia. Gordon also just
sold “Ramar of the Jungle” to Au-
diovision Belg in Belgium.

. Gordon just got back from Eu-
rope last week and is retumnin
next month, at which time he wi
set up an office in London and a
special subsidiary in Rome.
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Sponsor and Industry Breakdown
Of New TV Film Commercials

Produced Since Junme 1

This weekly chart Is one pari of a month-long study of TV flim
commercials produced during a full month. [t offers a slgnificant
puide to forthcoming spot TV campaigos and program sponsorship.
Each week, the commercial production of a difféereni industrial group

ol sponsors 18 Hsted.

The [ollowing symbaols are osed to designate ypes ol commef-

cials listed: LA—Live Aciion;

FA—Full Anmnmmation;

SA—5eml-

Animation; SE—Special Effect; J—Jingles; M—Music; S5—Slides;
ID—Station Break: MA—Nol Available.

Sponsor, Product & Agency (show, i any)
(Contintued from last week)

OTHER FOODS AND FOOD STORES

Stewart's, Department Store, Direct,.... 1
Armouf & Co., Frankioriers,
Tatham=Laird. .

Fed (], Stores, Savage Lewils . ooineens

GASDLINES & OILS

Standard Oil. Gas & Oil, [V Arey
Union Carbide & Cerbon. Presione Anti-
Freese, Wm, Ewuy.. 3§

HOUSEHOLD APPLIANCES

Dormes er. Applisnces, John W, Shaw, ., 18 ...

Freezer-Refrigerator,
O'Grady, Ander-en & Crroy. .,

Maninow og,

JEWELRY AND ACCESSORIES (Watches,

Camersas, efe.)
Anson Jowelry, Ansongram,

Grey Advg, (Stop the Muousich.. 1 ...
Bulova Waich, Walches, Travey, lLocke.. 18 ..
Barr’s, Jewelry, Tracey, Locke.......... |

LAUNDRY SOAPS, CLEANERS (Pulishes,

Synthetle Detergents, elc.)
Procter and Gamble, Dash,

Compion Advg... = ....
Boyle Midway, Aerowax, Geyer Advg. .. E ..

Mupikisy, Bug Cleaner,
Daoris Greenwood. .
Armour Chiffon, Liguid Deterpent,

bk

John W. Shaw.. 1 ....

TOILET REQUISITES (Tollet Soap,

Cosmetics)

Bristol Myers, Vitalis,

Doherty, Clifford & Steers.. 3 ....

Helena Rubinsiein, Beauty Washing

E i s ]

L= ]
"

Fype Commercials

Mo. Seconds (C-Color) Producer
vers 20 ,... FA, SA ., Ken! Lane Filma
SB0 L.y LA L. siessGRling Film
vee 90 .uue LA ..isssss-Kling Film
—_ . FA .iwsassse-Rling Film
[ E-ﬂ 1 Lﬁ lllll'ililil'i“]t“; Fltm
Sy, 1 T FA ,...ce0:00:.Transfilm
. B0 . Bk i i s Transfilm
N | b o FA ..icisssssssTransfilm
. 4 HA ----------- Klll‘l,g Fﬂ.m
. &0 . LA wuwin ve.s-Kling Film
MPREEER || BTG O R GR e gl Kling Film
60 L., LA L eeeee..Rling Fllm
.60 ... LA ........Video Pictures
o 30 .... LA, SA ...Dynamic Films
o B ... LA ... Dynamic Filima
ceso 120 . SA L L......Dydamie Films
— ... MNA _,... ATV Film Prodns.
3% 60 .. LA ainiea Video Pictures
Tepr. | TRARESR i Y e D Kling Film
ﬁ'ﬂ TR I_.Ik -..-l-||+|.i--l:-Fir-|I Fﬂ-m

. FA .....Bill Sturm Studios

Grains, Ogilvy, Benson & Muther.. 1 .... 60 ..., LA .,ievvues..IMPS, Inc.
Colgate Palmolive Co., Halo, Carl S
Brown (Variety Hour, Modernm Ro-
munces), Glance, Cunningham &
Walsh.., 6 .... 60 ..., LA ........Video Pictures
I oL... BO . LA ........Video Pictures
PUBLICATIONS AND PUBLISHERS
Mew York Daily News, Cunningham &
}I 51 F 1“!"-“1"'“-- — g - " !_A- -------- Li}i:? & I—ﬂ"l.
PFUBLIC UTILITIES
Mew Yoik Telephone Co.,
Color Phones, BBD&AO.. 1 .... 60 ..., LA (C) .........Transflilm

= Lk i
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Enter my subscription to The Billboard for a full year
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EDITOR AL

ADNISORY
BOARD

Consisling of one key eascl-
tive f(rom each ol 550 lead-
ing  pdvertisers, advertising
apencies. TY broadcasiers and
Hilm companics,

ADVISORY BOARD SURVEYS:

Madden

Young

Is Network Control of Shows
Good for Trade and Public?

During the wyears of TV's

goodd for the public and the
meteoric growth the networks

trade, nine stated they had

on the networks having all the
creative

talent, which they

have made an ever stronger im-
print on the %rngnm‘ts that the
American public sees on its

home screens. Not only are the

networks  exercising  an  ever
greater influence on the guality
of the shows they send out, but
they have steadily inereased the
quantity of programming that
they originate.

The Billboard csked the TV
Editorial Advisory Board, a
cross-section of trade opinion,
what it thought was the effect
on the industry and the public
of the network’s control of pro-
gramming.,

By a vote of eight to five the
Board registered its approval.

A breakdown of the voters
indicates that the stations are
most favorable to network con-
trol of programming, the adver-
tising fraternity is only slightly
in favor of it, and the producers
and  distributors of Film shows
are  strongly  opposed.  More
specifically,  the stations ap-
proved it by more than four to
one; the advertisers and agencies
approved it five to four, and the
producer and distributors  are
opposed five *o three.

The stations cited the net-
works" ability to provide top
showmanship as their main rea-
son for approving the networks'
control, However, of the 40 who
indicated they thought it was

NEXT WEEK

The TV Editorial
Advisory Board will tell . ..

HOW NETWORK
OPERATION
AFFECTS THEM

reservations about the netwarks
taking up so much time. While
some stutions were not overly
enthusiastic about the networks’
programming, several said they
could think of no better alterna-
tive. Four said they definitely
preferred to have programming
power in the hands of the webs
rither than the agencies and
advertiser, as was true in radio’s
hevday.,

The advertisers, on their part,
did not show any great desire to
re-ussume  control of program-
ming. Said Bill Brewer, of the
R. ]. Potts-Calkins & Holden
agency in Kansas City, “Let the
advertiser and his agency stay in
the ad business and leave show
business to those who should
know it best,”

The respondents in the adver-
tiser categories were sharply
divided on whether network
domination of programming was
good or bad. However, those
that opposed it mainly centered
their attack on the webs centrol
of so much time,

The independent producers
and distributors on the Board.
for the most part, didn't like
network influence on program-
ming. “This places a premium

don't actually  have,” said a
West Coast producer, "It is in
direct _ contracdiction to  what
Congress had in mind when it
estublished public control of
broadcasting,” said a New York
distributor,

Note, however, that this sur-
vev made no assumption that
the networks were actually pro-
ducing all their shows. The
definition of network control of
quality was given the Board in
the words of Pal Weaver, NBC
president. In his speech at the
NARTB convention in  May,
Weaver said: “1 console myself
with the realization that as
against the radio pattern, we do
control our own programming. |
do not mean that we produce all
pur own programs. We believe it
is intelligent to have as many
creative groups as possible pro-
duce programs for us, But
where thev are scheduled, and
how they are sold, and to whom,
and how they follow our polic-
ies, mot just in what theyv leave
out that might be offensive, but
what they put in that will be
helpful, that increases infor-
mation content, that helps up-
gracdle American taste and stand-
ards . . . all that is our business.”

HOW THEY VOTED

What do vou think is the effect ol the networks” control of time and
program content on the TV industry as a whole and on its public?

No
Cood Bad Opinion

The Networks & Stations ............40 T 2
Ad Agencies ........ R TR 11 2
Network Sponsors ... ... ie i e . 3 -
Regional, local and Spot Advertisers ... 7 5 1
RGO s S e e s e T 11 1
Producers, Labs, Eguipnwnt TR 14 -
Crang Total . ccvuenss REVONERR _ 1 5 G

FOR QUOTATION

STATIONS .S5AY. . .

OWENS F. ALEXANDER, tclevision mmnager,
WSLL Jackson, Miss.: “There are drawhacks—too many
option hours in prime time—but this is overshadowed
bv topflight programs TV necds and which are
unavuilable to stations otherwise.”

ALBERT D. Johnson, general manager,
KENS, San Antonio: “Too much control in
gny place is not good, but this is better than
the radio-agency pattern.”

RICHARD B. HULL, general manager. WOL,
Ames, Towa: "More control is needed by the net-
works., Until networks like newspapers control their
program and all shows are “house shows,” the industry
will always be immature.”

G. BENNETT LARSON, president, KTVT,
Salt Lake City: “"When better programs are built
u_l—thﬂ networks will have the money to build
them."”

ROY E. MORGAN, exccutive vice-president, WILK,
Wilkes-Barre, Pa.: “This is a double-barreled question

WALTER SCHWIMMER,
SCHWIMMER CO., Chicago: “The networks own too
much local time and the stations actually dont have
any choice in their progrimming.”

ADVERTISERS AND AGENCIES SAY . . .

RUSSELL B. YOUNC, TV director, RUSSELL
M. SEEDS CO., Chicago: "It amounts to censorship.
Also they tuke advantage of their position to impose
. hard conditions on the advertisers. For instance vou
have to buy summer to get winter time. They tell you
what programs theyll accept, and it's almost always
their oown pﬂuk&g -
ED JONES,
ADVERTISING ACENCY, Svracuse: "1 prefer
to think thut the networks have not assumed
but rather “responsibility  for”
their programs. As for the “control” of time, |
believe here too the wornd is misleading in that
it implies an iron-handed type of operation,
Is it not rather a control wf-:
the stations and public alike?™

“contral of”

residdent, WALTER

TV director, BARLOW

ich is sought by

and a difficult one to answer, it seems to me, Actually J. M. ROSENFIELD, advertising manager, ROSE-

the effect on the progriam content might be very good
from the public point of view. However, so fur as our
industry is concerned it might well result in making
us the pawn of the networks.”

PRODUCERS AND DISTRIBUTORS SAY. . .

NEALE H. OLIVER, television director, UNITED

FILM SERVICE, Kansas Citv: “"Network shows are
sometimes forced on a market even though, due to
certain peculiarities of this market, the show does not
huve the appeal it does elsewhere. This is illustrated
by the wide variance in relative ratings ol net shows
market by market.”
-  EDWARD D, MADDEN, geoeral manager
MOTION PICTURES FOR TELEVISION, New
York: “The networks are -willing to back their
show judgment with  blue chips. Extremcly
few :I;d]'lr’E:I'ﬁHt"l'ﬁ are willing to do this.”

slmwuuu
of it.

it too Far.

industry,”

FIELD PACKING CO., Alameda, Calif.; *
run it will adversel
few networks will

that will be available, Onece they have made a talent
investment they will make every effort to force the
¢ public in order to get

In the long
affect quality. A few men in a
etermine the type of programming

their money out

EMIL MOCUL, president EMIL MOGUL
CO., New York: "There is no doubt in my
mind that the networks should exercise a certain
amount of control and that this is necessary
und desirable. But 1 believe they have earried
There has been an  indiscriminate
“bumping off" of long-time clients from de-
sitable time slots anc
programs, In my opinion, the networks have
carried this much too Far for the good of the

wilh reasonably pgood
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JUDY GARLAND TO DEBUT
 ON NEW JUBILEE . ..

-News in Brief

Judy Garland will make her TV debut on the debut of CB5-TV's
90-minute extravaganza series, “Ford Star Jubilee,” The date is Satur-
duy, September 24, 9:30-11 p.m. The show will originate in Hollvwood

Cand will be aired in color,

WESTINGHOUSE TO COVER
| 1956 POLITICO STORY ...

Westinghouse Electric will
did in 1952.

delivered by Betty Furness,

BURNETT HEADS BOARD,
HEATH NAMED PRES. . ..,

again sponsor the presidential

conventions, campaign and elections on CBS-TV in 1956, as it
The price it is paying for the whole package is
reported to be 85,600,000, The commercials will, of course, be

Leo Burnett this week was elevated to board chuirman ol the
bizg Chicago ad agency that bears his name., and Richard Heath,

executive vice-president, who has been with the ageney 19 vears (it
was founded in 1935 with three accounts), was elected president,
Last vear Burnett's TV billings were over $15,500,000. It ranked fifth

in TV billings.

HART TO SUCCEED KOBAK
' AS ARF PRESIDENT . ..

, William A. Hart will become president of the Advertising
. Research Foundation on November 1, suceeeding Fdgar Kobak.
| Hart is retiring as advertising director of du Pont after 31 vears.

He is a past president of the Association of National Advertisers.

MACY'S, A&S TAKE TV
| STAB VIA WRCA-TV ...

Two major depurtment stores in New York are going to tuke a
| stab at TV on WRCA-TV. Macy's and Abraham & Strauss will start
special 10-week campaigns on August 15 designed to test TV's potential

for retuiling.

CHRYSLER. CBS-TV PLAN
| ‘A CHRISTMAS CAROL’ . ..

Chrysler and CBS-TV plan to do a repeat of the version

of Dicken’s “A Chiristmas Carol,

" starring Fredric March, on the

| “Shower of Stars,” which falls on December 22,

CANNAWAY-VER HALEN PIX
TO TRY '‘BOOXNE AGAIN . ..

series, shooting to start in Mexico

There’s going to be another trv at a “Daniel Boone” show. Canna-
wuy-Ver Halen Pictures, Ing., are going to make a movie and TV filin

on August 15. Bruce Bennett will

be the star, Mickey Rooney Enterprises last vear made a “Danie]l Boone”
pilot, but the Williwm Morris Agency is still trying to sell it.

i"(Ihet:k Plan’ at
(CBS Adds Fire
To Spot War

| NEW YORK, Aug. 6.—On the
leve of what is assured to be its

!grv;m‘st season so far, the spot TV | 4

' business is right now staging its
hardest selling campaign vet. With
| the Television Burean of Advertis-
ing spearheading the attack, the
stations and their reps are stll
coming up with new plans and
services to get even more blue
chips into spot schedules.

CBS-TV Spot Sales this week
unveiled a new plan by which cer-
i of its clients will be able to
chieck the results of their spot cam-
paigns at no cost other than the
\time expenditure, Tagged the
| “Spot-Check Plun,” it entails hav-
Cing The Pulse do before-and-after
Csurvevs on any aspect of the cam-
paign that advertiser wants.

At the same time the four CBS
'o&o’s launched a new discount
plan to promote still further the
| oppoertunities to get frequency on
a medium budget. Labeled the
“Six Plan,” it gives a 25 per cent
discount to advertisers using six
announcements a week in time
|other than Class A or AA, which
means dayvtime. This is an exten-
sion of CBS' “12-Plan,” which went
into effect in 1952, Two adwver-
| tisers have already bought the “Six
Plan,” the Florida Citrus Commis-
'sion thru Benton & Bowles and
' Toni thru Weiss & Geller.

As far as is known, the “Spot-
' Check Plun” is completely unprec-
|dented in TV. The advertiser will
be able to test either the actual
| sales results of his commercials or
| the effectiveness of the sales mes-
suge. Pulse’s sample will be a min-
imum of 500 homes in the test
markets and up to 500 homes in
any control market, The results of
the studies will be eompleted in
20 to 30 days.

Du Pont, which starts a new
13-week spot campaign on August
29, is the first client to take ad-
vantage of this plan. It's available
to any bankroller buying at least a
| 13-week campaign at certain mini-
mum expenditure per station.

50 UNUSUAL

Live Animal
Show Tries
Syndication

NEW YORK, Aug. 6.—Another
crack at the syndication of a live
local show will be taken by pack-
ager John Dougherty. The pro-
ucer has a kiddie show which
consists of wnigque animals, They
are a goat that dances, a chicken
that answers arithmetic problems
and other such unusual bipeds and
quadrupeds. One of his animals,
"Willie the Wonder Bird,” is now
guesting on the Jaek Paar show on
CBS-TV. He predicts the weather,
spells and  does other unusual
tricks.

The animals are being whipped
up into a stunza to run a half hour
or an hour which will be called
“Willie’s Wonderland.” Tied inta
it will be a display of the animals
which will be housed in a structure
in the town seeing the TV show.
Young viewers will be asked to
pay admission to the display of
animals not seen on the video pres-
entation, The idea, ol course, is
to use the video show to ballvhoo
the other animals, Dougherty fig-
ures he can make money from both
sides,

O'Keefe and
Davis to NBC

NEW YORK, Aug. 6.—Two to
TV production executives this week
joined NBC-TV. Donald Davig
will take over the production reins
on “Producer’s Showcase” for the
network, replacing Fred Coe, who
will produce the alternate week
“Pontiac Theater™ at the web,

And Winston O'Keefe has been
hired to handle easting and the
development of new literary prop-
erties for the network on its new
hour davtime strip. He will work
with Eﬁwl Frank, the program’s
story editor, and report to Albert
McCleery, its executive producer,

Ste, ... insures Billboard
= * readers of a high
r o standard of wseful

LT editorial servicea
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Film Men in Fair Shape

® Continued from page 2

since the filmed program alter-
nates with the live “U. §. Steel
Hour” anyway, some of the shows
could undoubtedly be done live
without too much trouble.

Screen Gems is well along on all
of its series, with “Father Knows
Best,” “Ford Theater,” “Rin Tin
Tin,” "Tales of the Texas Rangers”
nn{lk"{,‘.aphlin Midnight” leading the
pack.

Most new series, such as “Gun-
smoke,” “Whyalt Earp,” “Fury,”
“Navy Log” and “It's Always Jan,”
each have about six in the can.

In the case of programs return-
ing to the air this fall, producers
are not too worried. Such series
as the “Bob Cummings Show,”
“Medic,” “Ceneral Electric Thea-
ter,” et al., aren’t too far ahead,
but there is plenty of rerun film
available, and enough new half
hours to make it interesting.

The syndicators, who provide

the core of resistance among the
producers, are almost without ex-
ception in strong positions. Ziv-TV
is far ahead on of its series ex-
cept “Highway Patrol,” and it has
a good number of these filmed al-
ready.

MCA-TV has no worries on
“Waterfront,” which is within three
films of completion, nor on “Sol-
diers of Fortune.” “Dr. Hudson's
Secret Journal,” the fall offering, is
about halfway thru its 39, or more
than four months ahead.

NBC Film's “Steve Donovan,
Western Marshall,” is in fine shape,
All of Official Films' new product
is being produced abroad. Guild
Films' “Confidential File™ is about
two-thirds thru its 39. There are a
number of “Ina Ray Hutton Shows”
completed, albeit none of the other
musical skeins have as yet resumed

filming.

Crosley Shift
Of Personnel

CINCINNATI, Aug..6.—James
E. Allen, publicity and promotion
director n? the Crosley Broadcast-
ing Corporation, this week became
director of special projects for the
organization, which includes WLW
Radio and four WL\-Television
outlets,

James Bruce assumes the posi-
tion formerly held by Allen. Pre-
viously, Bruce was program man-
ager for WLW-T, Cincinnati. Mary
Renn, who has been production
co-ordinator for Olvmpus Films,
former WLW affiliate, becomes
WLW-T program administrator.

Gilbert W. Kingsbury, vice-presi-
dent in charge of public relations
for Crosley Broadcasting, will be
responsible, in addition to his pub-
lic relations work, for management
policies of the news and the spe-

cial broadcast services program-
ming for the organization.

Lou Cowan, Ex-RCA
Exec, Joins CBS-TV

NEW YORK, Aug. 68.—Louis G,
Cowan’s move into the ranks of
the CBS-TV executive program-
ming personnel, leaves one of the
most lucrative packaging firms in
the hands of his lieutenants, Steve
Carlin, executive veepee, and
Hurry Fleischman.

The packagiig operation s
eurrently pmdm-ing “The %64,000
CQuestion,” “Stop the Music” and
“Down You Go” on TV. Its sole
radio properly is “Conversation.”
And there is a deal in the works
for Speidel to sponsor a quiz show
packaged by the firm in the Tues-
day 10:30-11 p.n. time period
following “Question” so that the
entire hour would be under the
control of Carlin and Fleischman,

Carlin is a veteran radio and
TV production executive who also

aaaaa

..........

TV st

nobody sees

ar that

One of the real TV network “stars” is this tech-
nician at work in one of the scores of Bell System TV
control rooms across the country,

You never see him on a television screen, But because
of his work, television network programs — black and
white or color — are successfully transmitted from city

to city.

His job is to keep an eye on TV—to make sure that

mmmmmmm
mmmmm

the picture is high quality, to switch programs from one
pickup city to another, to add stations to the network,
to change channels as necessary,

He 15 one of more than a thousand trained tech-
nicians who are engaged in this work,

They use special equipment,

like that shown above,

to provide the finest possible television transmission
on nearly 70,000 channel miles of Bell System network,

BELL TELEPHONE SYSTEM
Providing transwmission channels for intercity television today and tomorrow,

rrrrr————— R e e e —

This One

AN

was willh RCA Vielor as one of
its top artist ol repertoire brass,
Fleisclonan e to TV from the
thealer wlierne Le spwent 17 Vears
as Coilbert Nilers bosiness man-
ager, Tley will divide their duties
similurlv in the newh reorganized
firm. (holin will handle produc-
tion, aral  Floselimoan business,
Carlin, ineidlentallv, has been fune-
tionine s esconlive producer of
“The S0 Question™  and s
respotsibile Tor mnch of its success.
The prowran is now  top rated
in TV.

Aside {rom monetary considera-
menvedl to CBS-TV

tions. (owan

because e [ell il would give him
more scupe [or hiy creativity. His
assignnicn!l will be to create on all

progratuniing  levels—spectaculars,
new hall-liinr shows and to act
as doetor on sick programs. It is
reported. but unconfirmed, that he
can earn as wuch as $1,000,000
over a five-vear period if he can
come up with new program ideas,
His contruct is said to guarantee
him as much as a 30 per cent
interest in new stanzas.

The fact that he turned over
the firm to Curlin and Fleischman
is an indication of his faith in their
management. IF'or CBS it marks
an imporlan! acoguisition in its bat-
tle for progamming supremacy
with NBC. The network has al-
ready hired a number of top crea-
tive executives—Bernard Prockter,

Gil  Ralston, Al Secalpone—and
Cowan bheef up that group
considerably,

UPA Readies
CBS Show

NEW YORK, Aug. 6.—The first
half-hour made-for-TV  cartoon
show will be produced for CBS-
TV by United Productions of
America, according to a deal con-
clhuded this week. UPA is the gut-
fit that rose to fame by “Gerald
McBoing Boing,” "The Tell Tale
Heart” and other unusual theatri-
cal subjects released thru Colum-
bia Fictures. It has been making
TV film commercials for the past
cight years and is today one of the
major producers of animated com-
mercls.

The CBS show. which is still in-
litled and unslotted, will not usze
any of the theatrical material al-
ready produced. It will be an en-
tirely original potpourri of music,
comedy and Americana and will
he produced and aired in color.
The series is for delivery in the
spring of 1956,

Plan to Shoot
Torme Again

HOLLYWOQOD, Aug. 6.—-With
13 [ilms in the can, Bernie Tabakin
is reported readying production of
26 more editions OE the 30-minute
Mel Torme show. Tabakin is pro-
ducing along with Don Flagg of
San Francisco. The situation mu-
sical, which co-stars Wamer starlet
Roxanne Arlen, is slated for a new
site. The first 13 were shot at
Bimbo’s nitery in San Francisco
for an authentic club background.

Distribution is not yvet set, altho
National Telefilms Associates is re-
ported to have the inside track on

the property.

film show for

Every Product
Every Mﬂ,'

Every Budget

Otfices In
4 ipal :i:l::
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TV FILM

THE BILLBOARD 9

THE BILLBOARD SCOREBOARD

® Jop 25 Vidfilms Among Men

and Their Pulse Multi-Market Ratings

This weekly feature of The Billboard™

TV Film deparfment shows the relative

standing of the top 15 nom-network TV film series on the basis of the pumber of

viewers of the Ivpe covered they atiract per 100 viewing homes,

The average muli-

market raling for each series is also shown and is based upon the rating scored by

each show in the 22 basic markels studied

by The Pulse, which markels account for

the bulk of U. 5. set circulaffon. Each market is weizhied in proportion with ils

TY population,
men, women, leen-agers and children.

On consecutive weeks, these charts show program popularity among

For additional information on audience sire and coverage please comsuli The
Pulse, Inc., 15 West 46th Street, New York.

Men Avg.

Rank per 100 Jume
Drder Tiile and Disiributor of Series Homes Rig.
Yiosoodnner Sanctum (NBC).vosivvessnenisvass 59 8.2
.2 SR Boston Blackie (Ziv).....covvrinrinnnnnn 88 11.1
- S Colonel March of Scotland Yard (Official). . .87 3.4
" JR .Fﬂl‘lﬂ'i%l Intrigue (Official)............... 56 9.1
s The Falcon (NBC)........ e TR | . 11.5
5 ----- ":U'I.I]llEI'FI]i]'lt {ME&"T‘J}F R OE B RO EE RS E B8 W 'BE 419
' Guy Lombardo (MCA-TV).....ccvveecee. 53 0.2

- S Dangerous Assignment (NBC)., ... .0000....84 5.0

GivessEddie Cantor {Ziv)ciivinivsssnasonsssss 54 11.2

. A Police Call {(NTA).....cuovcivusa AT 54 9.3
11.....City Detective (MCATV)..oerrurnunnnn. 83 123
11,....Ellery Queen (TPA)......vvoevssnennsras 83 8.7
B i Files of Jeffrey Jones (CBS)......cccuiuuun.. 83 4.4
11.....Mr. & Mrs. North (ATPS). . cveriinenane..:83 6.3
I5..... The Whistler (CBS)e.vouvesensnwvesssnen 82 14.3
16..... I Am the Law (MCA-TV). . ...cvevienrran. 81 8.2
16..... 1 Led Three Lives {Ziv). .. ..vvsesssnnssa 8l 15.9
18.....Mr. District Attorney (Ziv). . ....ooueuns... 81  13.0
s i T Beulah (Flamingo).....ovoiveevvnins Am—— 11| 5.2
19.....Douglas Fairbanks Presents (ABC)......... 9 14.9
£ PR Waterfront (MCASTV). . c.viivssccsannsns 79 14.2
Ly WO Amos 'n’ Andy (CBS). .....coieerceiannss T 11.2
- (PR Death Valley Days (Pacific Borax).........77 9.8
22.....Man Behind the Badge (MCA-TV).........77 11.1
2By s China Smith {NTA) .....c.cciiiaiianecans 76 3.8

NON-FEATURE STOCK

GT Quietly Amasses

New Film

NEW YORK, Aug. 6.—With all
its razzle dazzle on feature Films,
General Teleradio’s [ilm  division
has gradually been piling up a
mass of other film product that it
hardly has time to sell. Right now
it is sewing up a deal for an enor-
mous library of short subjects from
the J. Arthur Runk Organization,
CT officials are stll takig an in-
ventory of this package. The nega-
tives are scattered hither and yon,
some of them apparently still in
British vaults. Then the distributor

Emerson Preps
Forest Ranger’

CHICAGO, Aug. 6. — A new
serics of television films, titled
“Forest Ranger” and dealing with
the unusual combination of adven-
lure, conservation and woodsman-
ship, will be made available this fall
by Studio City Television Produc-
tions, TV subsidiary of Republic
Pictures. These films are being pro-
duced by the Emerson Film Cor-
poration, Chieago, under the direc-
tion of its president, W'a]terr
Colmes. Colmes describes this
series as a departure from the nor-
mal ron of filmed television adven-
ture shows in that it retains in its
framework the “wondrous aspects
of the world of nature around us.”

The initial filming is being done
in a wilderness area near Three
Rivers, Mich., by a crew of 23. The
principal character is Jim Kansas,
played by Hollywood and Broad-
way actor John Archer.

Emerson Film has produced such
films as the Amy Vanderbilt “Cood
Taste” series, 78 {ive-minute pix on
etiquet, and is doing pilots of “My
Favorite Dish,” a five-minute series
featuring top personalities in sports,
music, films and politics giving
their luvorite recipes, and the "Miss
Polly™ children’s show, a 15-minute
series of readings of favorite chil-
dren’s books by Polly Goodwin,
Chicago Tribune children's books |
editor. Emerson also has an edu-
cational film series which is sold
thru schools, and has just hinished
three National Safety Council 12-
minute [ilms. |

Properties

will have to start breaking them
down inte integrated packages.
The library is said to contain 30 or
40 animated cartoons in color. It
also eontains nature studies, trave-
logs and documentaries.

GT has also quietly taken aver
distribution of a half-hour docu-
mentary series on aviation origi-
nally produced for the British
Broadcasting CﬂTnmtiun. It has
been called the "Victory at Sea”
of Britain.

Creat Musicians

Another little known property of
GT's film division is a half-hour
series featuring  great musicians.
This show can also be broken down
into shorter subjects containing
only the musical selections,

Along the same line, GT has
also taken over distribution of Tele-
Dises, a group of about 100 three-
minute silent subjects that stations
can synchronize with recordings.

In addition to these new prop-
erties, GT, of course, has “(l}?nng.-
busters,” “Uncommaon Valor,”
*Greatest Dramas™ and silhouette
Fairy tales. None of these appear
tnu‘ﬁe getting the big push from
GT's sales staff. Its main preoc-
cupation right now is selling its
current package of 17 top features,
wherein the real money lies,

Much at Stake in Audience
Reaction to Web Features

By LEON MORSE

NEW YOERK, Aug. 6.—Will fea-
ture films, both British and Ameri-
can, be able to pay off in top rat-
ings given network exposure in
prime time periods? That is the
question  that CBS-TV, NBC-TV
and important advertisers are wait-
ing to see answered in the season
of 1955-'58.

Tho features have heen popular
B;ugmmming fare ever since

came a going concern, this com-
ing season they will be getting their
acid test in terms of attracting na-
tionwide audiences. The ]. Arthur
Rank package has heen acquired
by ABC-TV for programming Sun-
days opposite the Colgate Variety
Hour on NBC, and Ed Sullivan
on CBS. And it's rumored that
General Teleradio is already trying
to sell 50 of its top RKO pictures
on a one-run basis to any network
that will have them for $50,000
each.

These pictures, if they are sold
under these terms, must {IE bought
by networks or advertisers
equipped to place them in prime
time. That is the sole way in
which their cost can be justified.

ABC is said to have evinced
some interest.  But if a network
purchaser cannot be found, Gen-
eral Teleradio must put together a
network line-up of stations to get
its product off the nut sk, or else,
it wo other means is available,
plaee them in syndieation.

WOR's Experience

Feature films have been used in
strong evening time period hefore,
WOR-TV's “Million Dollar Movie™
here has been given prime slotting.
But the pictures were sold on the
basis of their weekly cumulative
ratings across the board; not one

20th Pic-TV
Pact fo Cotton

HOLLYWOOD, Aug. 6. — In
what might very well tum out to
be a precedent-shattering con-
tract, 20th Century-Fox last week
signed Joseph Cotten to a long:
term one-picture-a-year puact, inking
him at the same time as host for
the GE dramatic anthology series
being produced by its television
subsidiary, TCF-TV.

It marks the first time that a
major studio has signed an es-
tablished star to & combined
theatrical-TV pact. Up to this time
the majors have made it a point
to shy away from making any of
their contract stars available for
TV Prﬂdu{:tiuns.

It's now believed only a matter
of time until other stars will be
permitted to do TV shows when-
ever a studio deems such appear-

ances beneficial.

single rating, which the ABC pic-
tures will have to get.

Both NBC and CBS have and
are acquiring new features for
their own use on spectaculars.
NBC has bought two British pic-
tures, “The Constant Husband,”
and “Richard, 1IL1." CBS has made
a deal with Louis De Rochemont
for three pictures, and has several
other such deals cooking. These
pictures are new and will He given
the benefit of terrific promaotion,

The success or failure of the
Rank pictures on ABC, and the
Ceneral Teleradio RKO package,
if and when it goes network, can
have a great bearing on the future
of TV programming. Should these
pictures succeed in getting mass
audiences, the present concentra-
tion on half-hour shows, both live
and film, will have to be done
away with. New programming pat-
terns may have to be devised that
would take advantage of an as-
sumed viewer preference for [ea-
ture pictures. The movie compa-

NEWS REVIEW

Colgate Gives
Kelly's Blues

A Big Sendoff

Given the most zlaborate TV
sendoff any motion picture has ever
had, “Pete Kelly's Blues” should
be hot box office, especially since
deejays will have a couple of num-
bers from it spinning pretty con-
stantly. )

The "“Colgate Comedy Hour™
Sunday (24) night devoted its
whole program to plugging the pic,
and, despite some slack moments,
for the general public it must have
prcvided a fascinating glimpse as
to what goes into the making of a

icture. Jack Webb, choosing to
E:u]g the show's hat on taking the
viewer step by step from idea 1o
final answer print, proved an able
emsee, and could probably give
Ed Sullivan a run for his money,

Eila Fitzgerald stole both the
{Continued on page 17)

nies will find that their vintage fea-
tu:it:.]s will be worth their weight in
gold.

Studios’ Big Stake

But should they fail to get top
ratings, then perhaps the movie
studing with thousands of features
in cans may find that such product
is not worth the money they think
it is. Because only by using movie
features in prime time periods can
their owners get the large sums
they have been reported ti. be ask-
ing. Selznick still wants $250,000
per Fiurure, and Sam Goldwyn is
not tar behind in his asking price.

ABC’s Rank packages puose par-
ticular problems. There is no ques-
ton but that it contains some of
the top British features ever re-
leased ll]f'.l'f.‘ sich as Alec Guinness'
in “The Promoter” and “Lavender
Hill Mob.,” But the question is
will such pictures get ratings in
markets which have not taken to
British feature product, cities in
the Midwest particularly.

And the question ll.i'ﬂ s will
viewers take to vintage features in
the General Teleradio-REO pack-
| age, even if they were top pictures
when they were released. Wil
they find the fashions, the sophis-
tication old hat?  Will they find
the acting styles unrealistic? These
are questions that only next season
can answer., There will be many
interested parties waiting to see
what that answer will be.

Mapping New
Storm Series

HOLLYWOOD, Aug. 6.—Negoli-
ations are under way for Gale
Storm to star in a new series to be
produced by Hal Roach Jr. Aliss
Storm was Margie, of “My Little
Margie,” a Roach-Rolind Reed
venture that was one of the first
successful TV situation comedies,

It's understood that two or three
formats are being considered, with
the one finding most Favor having
Miss Storm in the part of a hostess
on an ocean liner.

One interesting sidelight is that
Roach has Miss Storm under con-
tract anyway, his policy being to
pact his top stars for definite
periods of time rather than just
the run of a series,

Carnatoin

Adds 90

Markets for ‘Annie’

NEW YORK, Aug. 8.—CBS-TV
Film Sales this week came up with
another important purchase, Car-
nation Milk bought an additional
90 markets for alternate week
sponsorship of “Annie Quklev,”

WOR Sets Big Fall Feature
Line-Up, Hangs Higher Tags

NEW YORK, Aug. 6-\WOR-
TV, here, the station that streaked
from red to black in one year on
the back of the highest priced fea-
ture films in TV, has boosted its
rates on its fabmlous “Million-Dol-
lar Movie” grind and already has
sold seven participating slices. The
big picture show will start its new
season September 19, At that time
the features will start their 16-
play ovele on Mondiy instead of
Tuesduy. Also at that time the

stution will show a new look in thieiI However, there are discounts on

| succeedin

9-10 p.m. strip.
Since last spring, WOR-TV has
been using weaker features at 9
.m. This vear it is putting in hall-

Leyvele will cost $4.332.50.

ur series. It has bought eight of | $2,660.

them so far, and will shortly close
lwo more.

Last season WOR-TV sold par-
ticipation in “Million-Dollar™ at
$4,175 per week. This gives the
sponsor 16 commercial minutes,
plus billboards, since each picture
gets two runs a day plus matinees
on Salurday and Sunday.

Prices Up
This season the price per par-
ticipation is up to $4,782.50 for
the same amount of exposure.

13-week oyeles for
spunsors that renew. The second
The
third $3.882.50. And the fourth

e FH WVEVY TN rSdiodistory Eorlime

Also, the station is thinking ol
increasing the number of partici-
ations. Last vear it limited “Mil-
ion-Dollar™ to eight sponsors. This
vear it may take oun nine,

If it sells out nine, and it's not
far from it, it will gross over the
first 13 weeks $43,042.50 per
week, Its pictures, on the average,
are understood to cost the station
around $8,000, Thus, the station
stands to net around $37,000 per
week,

If it were to sell all 48 of those
half hours at its current one-time
card rate, which wonld of course
be incredible, it would get ubout
$39,000.

For sponsors who can't gel into

{Continued on page Ii)

- bringing its coverage up to 130
markets. Sponsorship in the addi-
tionil markets of the CBS-TV Film

15;1]&3 distributed series beging Oc-
tober 1. Continental Baking al-
reacly has bought alternate weeks

;ﬂf the Western in 73 cities,
sponsorship to begin January 1.

| This is the third time that CBS-
iT‘J Film Sales has produced a
 national spot alternate week bank-
roller for the show. Canada Dry
was the first altemate week client
back in January 1954, Next came
TV Time Popcom in October of
19534, and now Carnation will be
paving the bills. '

The vidfilm series consists of 46

half-hour Westerns which star Gail
Duavis and were produced by Fly-
ing A Productions. The series fea-
tures a cowgirl. Originated be-
canse, in some tests run [or CBS-
TV by the Schwerin research
organization, it was learmed that
girl bobby-soxers wanted a heroine
to get excited about.
! The original deal with Canada
Dry was an extremely lucrative
one, so lucrative that a Jarge profit
cwas made on the first ran of the
- show which ebviously put CBS-TV
Film Sales and Flying A in a good
| position to sell “Annie Oakley”™ at a
reasonable price on its second and
third runs.
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hits town, ratings soar!

First-run sponsorship

may still be available in your market

-

NBC Film Division’s **Adventures of the Falcon"” makes a habit of raising station ratings
substantially in its time period. Out of nineteen major ARB-measured markets where before-and-
after information is available, “The Falecon” boosted ratings in fourteen! In Memphis, for
instance, a 14.4 rating before “The Falcon’ soared to 25.6 with “The Falcon.” That’s the kind of

- spectacular rating-increase scored by the series virtually everywhere it runs.

Advertisers of every deseription have strengthened their competitive position by sponsoring
“The Falcon.” Brewers, grocers, appliance dealers, furniture retailers, banks and loan companies,
department stores — they've all discovered its built-in selling power.

“The Falcon” sells because it pulls audience . . . immediately! Exciting episodes of adventure

all around the world, the exotic flavor of authentic locales, a great new star — Charles McGraw —
whose movie fame is expanding rapidly . . . these are the strong audience-values you get with
sponsorship of “The Faleon.” You also get an exclusive package of advertising, promotion,
exploitation and merchandising, unmatched in the industry.

First-run syndication sponsorship, at a down-to-earth cost per thousand, may still be available
in your market. Write, wire or phone NOW!

NBC FILM DIVISION

-lll'!l"llll l_" Sponsors
serving all stations
30 Rockefeller Plaza, New York 20, N.Y. Merchandise Mart, Chicago, I11.

Sunset & Vine, Hollywood, Calif. In Canada: RCA Victor, 2256 Mutual St.,
Toronto; 1551 Bishop St., Montreal.
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Kaufman Gets Rights
To 104 French Plays

NEW YORK, Aug. 6.—The trend
to bigness in TV shows was further
emphasized this week in a deal
concluded I#: Joseph  Kaufman,
producer of the “Long John Silver”
movie and TV film series. Kauf-
man has acquired the TV rights to
104 top French plays of all time
from which he plans to make hour-
long and 90-minute TV film shows,
at least 26 a year.

He obtained the rights in an ex-
clusive deal with the Societe des
Auteurs et Compositeurs Drama-
tiques, which controls the rights to
some 3,000 plays by the most fa-
mous French plavwrights. The So-
ciete was founded in 1791 by

"Barber of Seville™ author Beau-
marchais.

Kaufman plans to start shootihg
the first film in another month and
expects to be able to start distribu-
tion in winter, 1956. Production
will take place in Paris, New York
and Hollywood and will be done
in color. Before shooting starts,
however, the producer has to get
English adaptations of works co-
sidered to have commercial appeal
for current audiences,

Among the first under considera-
tion are “Le Petit Cafe” by Tristan
Bernard, “S. S. Tenacity” by
Charles Vildrac and “Le Secret
by Henri Bernstein.

TPA Launches
‘Monte” Sales

NEW YORK, Aug. G6.—Televi-
sion Programs of America this
week started syndication sales of
“The Count of Monte Cristo,” It
is already close to tying up deals in
six major markets. I'ull production
is due to sturt next week, but it
now depends on the Screen Actors
Guild strike. A sales clinic was
held here this week, and others
will take place in Chicago and Los
Angeles next week

Martin Stone Associates will do
the merchandise licensing of
“Monte.” Stone this week also got
the merchandising rights to Shel-
don Reynolds’ version of “Sherlock
Holmes.”" This he got in a deal
with Motion Pictures for Televi-

sion, which releases it thru
UM&M.

NTA’s Memphis Ad

New Promotion ldea

MEMPHIS, Aug. 6.—One of the
most unusual promotion gimmicks

ever pulled by a TV film distribu-
tor is due to appear in tomorrow’s
edition of the Commercial Appeal
here, it was learned this WEEE:. A
large ad, about eight by 12 inches,
placed by National Telefilm Asso-
ciates, asks the public to write in
and say what it thinks of the
movies it is now releasing to TV
stations. The titles listed in the
ad include “Breaking the Sound
Barrier,” “Outcast of the Islands,”
“The Great Gilbert and Sullivan”™
and “The Man Between.”

Headed “An n Letter to the
Pcblic,” the ad begins, “We Be-
lieve that you the public deserves
the best in TV entertainment . . ."
It goes on to say that NTA after

lengthy negotintions has obtained

PERSONAL:

To the television advertisers, advertising agencies and

stations which participated in Billboard’s 3d Annual
TV Film Program & Talent Survey.

Bob Cummings

My heartfelt thanks for voting *The Bob Cummings
Shows the Number One Network Comedy Film Show. ..

And for voting me Best Performer in a Network

Comedy Film

Show.

My thanks, too, to Winston Cigareltes, my sponsor . . .

to William Esty, their agency . . . and to the Stations

carrying the show for helping to make it all possible.

Sincerely,

Bob Clmmings

Robert Cummings
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the TV rights to a group of movies
that TV viewers will want to see.
For its own information, the dis-
tributor says, it would like to know
if these are, in fact, the kind of
films the public wants. It then
asks readers to write in the coupon
on the bottom of the ad what it
thinks of the titles listed.

As far as could be learned
neither TV station here as yet con-
tracted to air these pictures. The
films listed were produced in Eng-
land by Alexander Korda and
]. Arthur Rank. They played the-
atrically within the past few years,
The ad is seen as a strong attempt
to break down the resistance to
British pictures in some areas of
the TV industry and the viewing
public.

Penn-Allen Bid
For Pilot Free,

Fee-TV Station

WASHINGTON, Aug. 6—The
first request for authority to oper-
ate a pilot station which wotld
offer free and subscripron tele-
vision was presented to the Fed-
eral Communications Commission
today (29) by UHF Station WFM-

V' of Allentown, Pa., owned by
the Penn-Allen Broadeasting Com-
panvy.

The station, which was put into
commercial operation on Channel
67 last Decemier and suspended
opera