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by goll clubx reflects the prosper

ity of the clubs and of ther mem

bers. In the predepression
Hrwurhlhnu“lﬂnmtun:mﬂ:

mon al many private courses. Dur
ing the depression club member-
ships sagped and the number ol
firmworks shows declined.

In the late 30 membershin
sturted lo climb and the aumber
ol firewarks shows also increased
World War 11 caused & halt 1o
fireworks i many areas, cither as
d@ warhime measure or becanse
many aof the fireworks maken
shifted over 10 war work,

The war's end Iy I with it

mh which m.H ubs’ mem-

soaring emphasis
Il"l.l.l‘l'h'lﬁ to family’ participation, In
the early postwar vears, most fire
works com
shifting
ation tn

ies were too busy

v & peace-time oper
ve mch attention to the

I club field, In recont vears,
ever, a5 they caught up with
demand  in  other fields, chielly

State and county fairs, municipal
Ih'lmh. elc., Ihwwhdm;nmniri:
ave gone oul vigorously for go
club business
: Come in Packapges

Thev sell cither package shows-
criled Fireworks which the clubs
have their own men fire—-o1 h:ﬁ
{shows, for which the Firewor

COMPEan s the operators
OpMeTa shows which

The ncreased use ol fireworks | -

JUDGES CHOOSE
WINNERS OF
ARMY CONTEST

FORT DIX. N. ). — The
all-Armmv  Entertubiiment Con-
test finals were concluded
here  Friday Sunday (9 11)
with the choosing of winnen
in each of six live categories.
Finalists totaled 133—the best
of more than 10,000 competi
tors who worked their wav
thru the contest structure ol
10 Unitesd States armies head
quartered thruout the world.

Finalists included (8] en-
listed men, nine officers and,
for the first time, two WA
Contestants were brought in
from wrmies in Alaska, Eu-
rope, the Far East and Carib
bean, as well as the sis armies
based in this countn

The [rving Berlin Frophy,
avearded on the basis of total

nts, was won by the United

tates Army Europe. The

Europe Armiv won three first
lﬂtrﬁ, two second and two
third places to win the prize.
The award was made at a
showoase rocluction  here
Mondavy (11} by M Berlin
and accepted by Putricia
Weeton, beld entertainment
supervisor. The competition
is sponsored by the Adjutant
Ceneral.

The winners were featured
on the Cd Sullivan TV show
Sunday aight (17). Alter tha
they were scheduled for Fort
Meade, Md., where the seu
ond  edition of the soldies
show, “Rolling Along,” will be
produced. A scven month
world  tour  including  wll
armies will tollow.

(Continued on page 62!
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Market Revolutions

Traditions Down

Hurl Record World
Into Greater Profits

the Drain; Mass

Selling Global; Potentials Fabulous

By BILL SIMON

NEW YORK —Cood business in
segments of the

via direct-to consumer circulariza
tion and consumer magazine ads.
| The publisher isrues the book

:Plll.ll'll-‘lﬂﬂl[ll-'l record business hﬂihl the trade a' full wice, but once

drawn attenilon from the fact that
a revolution is taking place in that
indtustry.

One traditional concept after an

' other is gning down the drain these

' davs at the manufacturers are mov. |

' could mean +n unprecedented

| lsophy with e

NEWS OF THE WEEK

ing Hirmly and swiftly into the mass
mafket. The movement ls, in fact,
world wide and interrelated. For
artists and for music publishers, as
well as for record producers, this
pay
oft potential which & estimated al
nearly Five times that of, let's say,
=ven one ':.rllr ..En-

Basic Change

There’s a basic change in phi
rd to distribution,
relailing, merchandising, artists,
sale of production services and for
cign markets. Evervthing now fs a
marketahle rommodity, to be sold
whereves unid however possible.

it passes its peak, he'll put it out
{in a less expenvive edition, and
eventually a8 a  paper bound
“pocket™ book at 35 cents. Hell
| make deals for Broadway and film
| rights and & number of deals [or
fereign rights. Then perhaps he'll
sell portions ol the book to maga.
zifes, newspapers, or to othe: bool
'puhlhlmn for wse in serial [orm,
in anthologles, text books, et

Todav, the record business alwn
has its promotional and mail-order
Ihmls-ﬁ. low priced reprints, foreign
swaps and non-specinlized market.
ing. Artists and catalog material
may be “sald™ to competitors or to
other commercial wsers ol a com-
pany's custom production facilities
A record commpany will sell the use
of its studios, engineers, artists,
catalog, pressmg, packme  and
:1!'||p|14l1_ﬂ factlities

ROCA Victor, for example, has

Sume observers have noted that | hed thousan 1 ol noractive mas-
a recording is now marketed in the | ters bving o it vaults {or vears. In

INLAney Ii.[ N hﬂ‘ﬂL.

In the book | 1954 and 1955, a quantity ol these

business, the publisher mav make | in the jarr category were released

a deal with a mall-order c¢lub. | o

the subsidiary Label "X in

which, by picking & book as its! LP's selling v §3 Currently Vie-
monthly selection, assumes the ma | tor, thru its customn records divi

jin share of the initial promotion | sion, & paxdocing 2 senes

" NTA Adds Big Movies 1o Fox

%,

Closes Mine Sales . .,

work on & Kiddieland which # will feature

plus

o

cus, it was learned North has another five-year world making deals with their
contriact with the area, following the thiat fureign counterparty o selling up
expived this yesr. .......... aseve,Paee Tl their. own offsces i the maln -
activily cenlern,
; DEFARTMENTS AND FEATURES In addition to the mr.-l]il;j: “!i"
. figures, it s poioted ont that the
T N g oS Sk e rovalty pav-oll in mosi foreign
Chess .. .. oisncnnces T Mosle MxNBe ,...... T s s baied on & peroentage
T .-,.....: Pariy * Pocis ..... .: of refall selling price, which
" Oy Sbarket . W m‘.- hi s sbighhitg amoupts b more than the statutory.
Pairs & Capuaitions . T2 Miks . rovperrerre 8 {2 ool mate which i el the Copy-
- Faaal t.“ . . = Bomey ... .convinness. BB #t l....“' llh". here. ;
- ,ﬂ_‘“ « K Teleslim ... .ceovaree 1 As - o .tmlmr‘- FIHM
ows- nation’s Gt Lo o WY WYL TV i Revies, sa [obwerved, <1t all adds up, doesn’t
i plans for and  Meschende . 0T 02 Vending Machines .. .. 08 .Ilt."'

New Rin

¥

is week.

ot fairs this sexson  The area lor small fry
will have a specially lesigned entrance arch,
brilliant lghting, striking decurations, & mag
nificent hand oegan. amil bencliee Tor parents,
the shows™ huge arrav of
s nndliaN s alanas s itr it hesan e IR
gling Contract Gives Show

Five Years in Madison Sq, Cander: . . .
Speculation ou the length of fohn Ringling
North's apeement with Madison Square Gar-
ended th
claitns that the Carden would no longer enter-

kiddie rides

Despite  columnists’
Balley Cir-

gl Lo
i ST BRSO

disks with similar  material, ar-
rangied 1o make up its "Encyclo-
pﬂjij ol Recorded ].I."‘:Lh It aells
these 1o | ). Little & lves, » pro-
motion hous= which, in tumn, dis
tributes them thro sopermarkets,
where thwy relail at B2 ceals per
disk.
Vietee reaems that this slbumo-
'Contitued on page 32)

Pop Music’s
Global Vistas

NEW YORK — In tlie pop
miisic field, the new global record
pmurkel s opening up new vistas
for publishers, ma. v of whom al
rratﬁ'u have swarmed over the
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Magnuson Group Likely to Suggest
Overhaul of Communications Act

By MILDRED HALL

WASHINGTON—The over-all
Impression to come out of & gruel-
ing week of testinony by network
heads before the Senate Commerce
Committee broadcast probers was
that the committee as a whaole—
with Senator Bricker excepted—has
no desire to rush into any form of
network regulation. Also, after
hearing the networks” side of the
hue and ery over “option time™
and “"must buy” practices, the com-
mittee seemed largely in sympathy
with the nets’ claim that these “ar.
teries” of networking must be pre-
served to maintain the complex,
nation-wide program scheduling.

What appears more likely to
come oul o hearings is, as
Chairman Magnuson suggested, an
overhaul of the whole Communi-
cations Act, on which he has in-
vited net comments. Primariy, the
committee will put more pressure
on the Federal Communications
Commission to come up with an
allocations plan that will make
room for at least three nets in
major markets—and above all do it
soon. (The FCC is due to issue an
allocations statement this week,
probably not its Final decision. )

Eloquent Pleas

Both ABC and NBC prexies
made eloquent pleas to bulwark
present competition with speedy
VHF grants, and protect those
UHF areas that will enable the
service to survive and eventually
provide needed multiple outlets for
U. §. television.

In their battle to stay clear of
povernment entanglement and re-
fute manopoly charges, Presidents

All three pointed out that only

ru networking can live commer-
cial programming be put on a na-
tional, simultancous basis, and only
nets can accomplish the' broad-
Scope  service in sustuining and
public interest programming, such
as news and political convention

coverage,

All three rejected Bricker's argu-
ment that provision for FCC reg-
lation of networking now might
save them from “common carrier,
::Il'.:llli'z gulation in the fu-
ure,

All three mnet presidents said
must-buy and option-time practices
_ the arteries of netwar dng and
indispensible to netwark operation
as a whole. ABC’s President Kint-
ner said “Television is a feast or
famine industry,” and that to de-
lete even a half-hour of option
time on which the national pro-
granming structure rests could put
a network out of business under
certain circumstances.

monopaly accusation by pointing
out that they were in strong com-
petition with other media, (NBC
put its share of national advertis-
ing revenue at 2.7 per cent.) and
with each other and have at no
time “conspired” among them-

CATED

All three denied the Bricker|be

selves. The allocations  squeeze,
committes  counsel apreed, was
heavily responsible for the “uasi-
monopolistic” situation in  Ameri-
can TV today,

While the three networks quoted
heavy AT&T charges ($13,500,000
a year for CBS), only ABC's Kint-
ner suggested that Magnuson ask
the FCC to look into the phone
company tariffs. Kintner especially
‘cited the “overtime” rates for all
over eight hours a day, when net-
works use between 12 and 16
hours on a regular basis.

Untried ‘“faybe’

On the subject of tearing down
the nets in i‘::m' of an untried
"Maybe,” President Stanton ex-
pressed the view of all three:
Everyone is too inclined to rush
ahead on this idea of divide and
multiply,” at the behest of the
":Fem'nl interest” spokesmen. He
added, "I want to go out of these
hearings with at least as much as
[ came in with.”

Network affiliates will come
fore the committee Monday-
Wednesday (18-20), and will be
asked about their relationships
with the nets in the matter of pro-
gramming choice, franchise can-
cellations and the “free hours™ do-
nated nets in exchange for other

considerations by the netwarks,

WASHINCTON—In a

Stanton of CBS, Samoff of NBC
and Kintner of ABC offered sub- |

stantially the same arguments, '

the ABC network, which has been
operating “with ane hand behind
its back™ because of the scarcitv

NBC Turns fo
10-11 A.M. Slof

NEW YORK—NBC-TV's 10-11
a.m, slot is its next problem !I‘E
to get a program revamping.
first move iig!rﬂm]v to be thge shift
of "Ding Dong School® to 9:30
from its present 10 am. spot in
order to give Arthur Godfrey
stiffer competition.

“Ding Dong's” ratings have dis-
appointed the petwork program-
ming brass. Also on the agenda is
a bhunt for a half-hour strip to
replace Emie Kovacs, 10:30-11

am., currently busy preparing a
summer replacement for Mon
evenings 89, Don McNeill's

“Luncheon in the Clouds” will
probably go into the web's 12:30-1

of outlets, ABC President Robert
Kintner urged the Magnuson Sen-
ate Commerce Committee to fssue

Kintner Urges Action
On Outlets for 3d Net

plea for |

a Conrressional mandate to the
Federal Communications Commis-
sion to ]?)eed up its allocation pro-
mmd intner also said Ii!!'::! t;u..
jor advertisers,” g impatient
E-rtr the lﬂlll:il'ﬁru:l:mﬂrutlﬂh and
restricted in many cases to two
networks, “may find it no longer
economic to spend the $1,000,.-
000,000 a year that is now sup-
porting our free on system.”
The straitjacket situation of the
third network confines its programs
to s little as half the clearances
of rival nets, in some instances,
Kintner pointed out to the Senate
broadcast |lm:hnn at Fri:::{ll (15)
hearings. In a pesk viewing pe-
riod in December, IE, l[u:m:
avera sta -up
mnihﬁ:d ﬁ?wuum. with only
49 (58.4 per cent) able to carry
the live pro and the rest set-
tling for a dela basis. In the

pm. slot in the fall.

O Paymant enclosed

MONEY-SAVING SUBSCRIPTION

Enter my subscription to The Billboard for a full year
(32 lssues) at the rate of $12 (o considerable saving
over single copy rates). Foreign rate $24.

same week, CBS’ average program
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was curried by 121 stations, with
108 live (B7.1 per cent).

Loss of Show

ABC’s loss of the "United States
Steel Hour” last year was directly
attributable to its lack of outlets,
Kintner said.

The ABC chief urged that the
FCC grant VHF's already allo-
cated wherever possible, to give
the third net a competitive show,
and devise new allocations in the
major markets. To which Chair-
man Magnuson commented: *]
hope the FCC does not compound
the present evil when it takes ac-
tion next week.

“More than 50 of the major
companies advertising on TV have
told Kintner they “want and need
a third fully competitive network,”
he told the committee. No matter
what might be said or done about
the network practices now under
fire, he added, a continued ham-
stringing of the TV service will
drive advertisers to other media,
and the result would be “to turn
the clock backward™ in this phase
of the electranic age.

‘Mickey’ Cuts
Station Breaks

NEW YORK—ABC-TV, whose
“Mickey Mouse Club” has heen
criticized this season for having
too many commercials hrﬁhnnﬁ
into the entertainment portions
the show, has made a move to
remedy this situation. The net-
work E.u gotten its affiliates who
pick up the show to agree to elim-
inate the 5:15 pm. and 545
p.m. station breaks commercials,

The web still has approximately

WASHINGTON —— Antitrust
and monopoly aspects af network-
ing got a thoro geing over at Sen-
nte ree Committee hearings
on television last week, with the
CBS network offering in evidence
a_T0-page analysis and refutation
of Senator Bricker's network mo-
nopoly report.

To charge that CBS was acting
in restraint of trade, their legalists
replied that it is not acting to
“substantially lessen competition™
nf other networks, nor is it ir-
ing with them in any way to fix
prices or gurb competition, - This
is the main difference, they stated,
between network situation and that
of the movie producers cited for
antitrust violation. “Major movie
producers-were found in violation
of the Antitrust Act beecause they
conspired among themselves in re.
straining of trade and competition.”

Also in contrast to the movie
producer-exhibitor situation, the
CBS brief points out that CBS

COMPETITION RIFE VIA |
';TV'S GLUTTONY, WEBS

from and co-produces
bit:y:nmpelitnu in_programming.
The meﬁ“ Im'l:{.‘..als then
nsked, “Just what gives C Host
on in the ﬁm i ehd; -.~.'

w 1 L
1R
T

vision, It uses up
power at such a terrible :
Other areas of competition are i
thﬂ fMIdIﬂE mlu‘ng md o ti r'_
for loyalty of affiliates™ :
Asked if the netwarks’ practices |
like option time and must-buy 16
not er aggravating” the ye-
strictive situation in American :ﬂ‘r
vision today, Stanton answered
sharply, “Are we going into allocs
tions now?" He said the tight aut-
let situation can be changed, and
the “hird net’s situation improved
only thru the Federal Communies-
tions Commission’s allocations of
more channels, P

T
e

e -

WASHINCTON — Sen. John
Bricker had to play a lone band in
his push for net regulation in last
week's hearings on networking,
beld by the Magnuson Commerce
Committee, Neither Pastore nor
Magnuson, who have taken tums
acting as chairman during the tes-
timony of the three network chiefs
ever suggested that Bricker's hill
to have nets licensed Hy the Fed-
eral Communications Commission
was to their liking. No other com-
mittee members went further than
to say that they were “worried”
over the increasing concentration
in the TV industry, which thev as-
cribed as much to the boxed-in
allocations situation as to network
practices,

Samoff Blast

Bricker's loudest blast was aimed
at NBC Robert Samoff on Thurs-
day (14), for refusing to agree that
nets should Inglﬂﬂy be subject to
the same FCC franchise as indi-
vidual stations, The Senator pre-
faced the criticism by insisting that
neither he nor “anyone else wants
to persecute or abolish nets” He
claimed only a need to “protect
the public’s interest in the ajr-
vaves,”

At one point, he demanded of
Samoff, “you have to admit there
is & public interest involved in nety
as well as individual stations.”
Samoff replied that NBC network-
ing was a thing apurt from its
owned stations and amounted to a
vate enterprise like any other
iness, “The Government should
not be invulﬂutjl in pl::ﬁbih[?rrmf
He [orecast the of a
Federal a deciding on what
programs would go on networks
an what  advertisers could
have time wunder Covernment

Wait and See

To Bricker's chiarge that one net
might eventually dominate the

Winchell Show Is
Mulled for NBC

NEW YORK—A Vv,

show

emseed by Walter Win Is be-
ing idered by Old Golds and
Toni for their Friday 8:30-9 pm,

NBC-TV.
lpgtl?]nin the ninn

half the show available for spon-
sorship next seasan, ,

A )
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Bricker Bill Lacks E
Committee Support
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whole industry, Samoff suggested ed
that the Senator wait until such a
situation actually existed before
slapping Government controls
n!tw“ l' ﬁl
_Bricker exploded: *"We should
prevent that—not wait tll it hap-

(Continud on page E,.f
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Sarnoff Shows
Record of Loss

In Operafions

WASHINGTON — The first
public report by any television net-
work of its annual sales and income
figures was presented to the Senate
Commerce Committee Thursday
(14) by NBC President Robert W.
Sarnoff,

The report discloged that in its
first eight vears, from 1947 thru
1954, the NBC television network
had a cumulative loss of more than
$4,000,000. Only in 1953 did the
net show a cumulative net profit—
$2,315,000—less than % per cent
of cumulative net sales for the nine
years of the net's operation.

. “These facts show that any claim
of exorbitant profits from this high
risk business is not in accordance
with the economic realities,” Sarn-
off said. He added, “Just as we
_reach the point of a 82,315,000
profit from nine years of television
network operation, we are taking
on the hEa? cost and burden of a
major new development—color tele-
vision.” Sarnoff said that during
the past several months, about
$13,000,000 in capital costs has
been authorized for color television
networking. The total amount pro-
jected over the next five years is
$80,000,000.
Cold Water

Sarnoff threw cold water on the
idea that program production is
profitable for a network. He told
the Senate probers that in 1955,
commercial programs cost NBC
$8,600,000 more than the net
received from the advertisers of the
programs. Added to the other ex-
penses of fumnishing a program
service, NBC's t Unrecovere
program cost in 1955 was $24 .-
000,000, he said. Samnoff also
pointed out that ratio of profit to
sales . for all manufacturing com-

nies in NBC's size class during a
ive-vear period averaped 6.4 per
cent—four times as much as the
net’s ration,

In giving the Committee a broad
picture of the ur%anjzaﬁnn and op-

“eration of the NBC television net-

~work, Sarnoff said it presents
annually 6,500 different programs,
serves 200 stations and does busi-
ness with over 200 advertisers of
all tvpes and sizes, '

Monsanto Buys
"Finance’ Half

_ NEW YORK—Monsanto Chem-
iral has joined Mennen as sponsor
of "High Finance,” which will air
on CBS Saturdays 10:30-11 p.m.

' during the summer and thru at|

least the beginning of next season.
Monsanto will bankroll the show
one week a month starting in the
fall on behalf of one of its plastics
products. Mennen will sponsor the
show two weeks
fourth week it will be pre-empted
| by “Ford Star Jubilee." During this
~summer, the show will be wholly
rl_sgunsnred by Mennen,

;ﬂwco to Leave
New Allen Seg

NEW YORK—Avco will pull
out of its one-third sponsorship of
NBC-TV's new Steve Allen eve-
ning show, Sundays, 8-9 p.m., as
soon as another client can be
found. Aveo’s contract runs thru

STtemlmr, but it has asked for
relief.

Brown & Williamson and Jer-
ns are Emndng the other two
rds of variety stanza,

er month., The}

ABC Moves on
11:30-12:30

NEW YORK —— ABC.TV has

pinpointed 11:30 a.m.-12:30 p.m.
daily as the daytime periods into
which it expects to move next
probably this fall. The web’s cur-
rent davtime programming is lim-
ited to its afternoon option periods
of 3-6 p.n. Its morning option
hours are from 9:30 a.m.-12:30
.m., which the web eventuall
opes to be filling with netwnri
fare, using the last hour as its
starting point.

As yet, no programs have been
selected for the 11:30 am.-12:30
p.-m. hour.

‘Tonight’ to Get
Guest Comics

NEW YORK—NBC-TV has in-
stalled a rotating guest-comedian
policy for its Monday and Tuesday
Tonight” shows. The comedian
who makes the best showing will
undoubtedly take over Steve Al-
len's “Tonight” stint, when and if
Allen succeeds on his new Sunday
night, 8-9, show.

George De Witt will take over
June 18 and 19. On June 25 the
guest will be Al Capp, the car-
toonist, June 28 it will be Gene
Raybum, ﬂﬂﬂq]’lll}" 2 and 3, Jack
Paar. Allen will continue Wednes-
days, Thursdays and Fridays on
“Tonight” for the present.

-

Leonard Lyons for
‘Never Forget’ TV

NEW YOREK — Columnist
Leonard Lvons will host “I'll Never

d | Forget,” a live half-hour TV show

being packaged by Derel Produc-
ing Associates,

It's an interview type of pro-
gram using remotes anﬁe!&hrjties
and is hﬂillﬁ pitched at the net-
works for fall.

Chicle Orders Half
Of ‘Ozark’ Thurs.

NEW YORK—American Chicle
has given ABC-TV an order for
half sponsorship of “Ozark Jubilee”
in the Thursday 10-10:30 p.m.
time slot for next season.

If ABC can sell the other half of
the show to another client, the
program will definitely air in that
time period.

TELEVISION 3

Option Time: The Base Line
To Maintain Net's Continuity

CBS Prexy Names Advantages in Pro,

Con Discussion Taking Most of Time

WASHINGTON — Why option
time? The pros and cons of this
controversial aspect of networking
took up the lion’s share of the Sen-
ate Commerce Committee's two-
day questioning of CBS President
Frank Stanton and his circle of
aides at the network monopoly
hearings last week.

Stanton’s answer, bulwarked by
well over 300 ages of assorted
analyses of networking by his stafF,
was that option time is the basis of
“continuity” for the complex net-
work operation. He called it the
“base line” from which CBS must
operate to maintain its must-buy
programming operations, its na-
tional advertisers and the publie it
serves. This is to make possible
not only commercial prograns, but
sustaining and news and public
service programs, he added.

Reduction?

Acting Chairman Pastore, with-

out criticizing the net’s frank in-
terest in “nation-wide” operation
and sales, said, “This is a battle of
giants—there’s no doubt of that.
But leaving aside the special in-
terests of nets or independents and
the question of ending or reducing
option time, in what way is the
public best served? If you cut
option time, how will it affect

e public.?

‘{;It w:i[ﬂ lesl?]an dsﬂewisg," Stanton
said. "It wi grade program
quality as revenues shrink, because

circulatiion could not be guaran-|be

teed to the high-paying national
advertisers footing the bills.,” Only
the “special interests” stood to gain,
he added, referring to earlier testi-
mony by Dick Moore, which pro-
posed curtailment of option time to
give independent TV film produc-
ers a better break.

Again, Pastore was in partial
agreement with the Stanton claim

Small Sponsor Gets
Once-Over in Probe

WASHINGTON —— Does the
small advertiser get less of a break
on television than in other media?
Senate Commerce Committee
Counsel Cox put the guestion to
CBS President Frank Stanton in a
dozen different ways during the
course of last week's two days of
testimony by the net president be-
fore the T\)’pmhers.

To Cox's claim that the small
advertiser can’t get an “equal
break” on TV with the big adver-
tiser, Stanton partially agreed. He
added, however, that this was true
in all media. “In magazine adver-
tising, the local advertiser can't
get on the back cover of Lile. He
can't afford it. Just as the second-
hand car dealer can’t get on prime
time like “Toast of the Town,” He'd
have to be satisfied with less ex-
pensive spots.”

Acting Chairman Pastore was
more interested in the national as-

cts rather than the plight of in-

ividual advertisers:

“We know advertising revenue is

needed to support a free national

television. Yet local advertisers are | .

shut out because of limited facili-
ties and restrictive conditions of
our American television today.” He
asked Stanton, “Do you know of
any kind of Federal regulation that
can unscramble the mess we're in?”
He was referring to the type of
anti-monopoly regulation proposed
by committee member Senator
Bricker that would license net-
works under the Federal Commu-
nications Commission’s administra-
tion.

Stanton laid the trouble directly
to the door of the FCC. “Compe-
tition is not a matter of network
practices fundamentally, but of
sufficient channels to provide oult-
lets for competition. It's up to the
FCC to make room for more out-
lets, more networks in its alloca-
tions.” He added that CBS had
suggested an allocations plan, but
he would not go into it. "We're
still picking the darts out on that

one.

Program Flops Cost CBS $7-Mil.,
in Spar With Cox

Says Stanton

WASHINGTON——The cost of
program turkeys to the CBS net-
work hits over 87,000,000 a year,
CBS President Frank Stanton last
week told the Senate Commerce
Committee studying net practices.
Highest profits are made on the
CBS-produced shows like “Studio
One,” Stanton said, but these do
not make up the loss on the flop
programs, as far as [irst sale of the
property goes.

Senate Commerce Committee
Counsel Kenneth Cox pointed out
that altho this indicated a “net
loss” to CBS ingprogramming, the
network actually made up the loss
in time sales to its affiliates. “You
at CBS have a cushion in program
production losses that other pro-
ducers don’t have, because of your
time sales.” Cox felt this consti-
tuted an unfair advantage over
other programmers like the inde-
pendent TV film producers,

Synd. Profits

Stanton arpued that the indies

also profit in distribution and syn.

. | dication, in second runs and sales

abroad — paralleling the network
sales to its affiliates and non-affili-
ate outlets,

Cox would not accept that.
“Aren’t the independents practi
cally forced to get net-national dis-
tribution to recoup expenses in the
first year, rather than wait for re-
run and foreign sales?” |

Stanton- replied that “all deals
differ . . " and it would be in-
possible to generalize. He said it
was all part of the over-all com-

tHtion for good programming.

BS underwrites much of the cost
of programs it does in conjunction
witﬁ independents—as in the case
of “See It Now” for Alcoa., He
claimed that local stations do the
same to get better programming
than their competitors.

Cox vs. Stanton

Cox and Stanton sparred most
heavily over the question of nets
bumpin iudepem?entl}' produced
shows from prime ev&nin& hours,
to make room for CBS productions,
SE(JHWTS' wishes. Cox
the

regardless of
53 imminent demise

brought up
l

www americanradiohistorv com

of “Four Star Playhouse,” which
the Young & Rubicam Agency in
New York claims was knocked out
to make room for a new hour-and-
a-half dramatic program to be put
on weekly by CBS, net-produced.
The agency was quoted as accus-
ing the net of giving its advertis-
ers—sponsors of the hour-and-a-
half segment — no choice in the
matter and no other time segment.
Public Decides

Stanton repeated his often-made
statement that it is the public who
ultimately decides what programs
will go on, not the advertisers, nor
the nels, nor anyone else. CBS
went into the new program ideas
of an hour-and-a-half dramatic
show in place of the half-hour
“Four Star Plavhouse,” he gaid, in
the interests of program improve-
ment and only after long thought
and consideration.

“It all boils down to whether
advertisers or network program-
ming experts are going to decide”
on what programming would go
on TV screens, he adﬁ:d.

that to tamper with one nebwork
practice might “endanger the whole
structure.” However, he said, “You
miﬁht have gone too far in holding
so doggedly to these three evening
hours. Maybe you could relinquish
a half-hour — say the first half-
hour.”

Stanton stuck to his guns. He
wants no changes. His belief is
that for want of that half-hour—
like the proverbial nail, the whole
battle of the network to maintain
its :iustl',', complex operation might
ost.

In an almost passionate plea for
Government to stay out of the
“delicate balance” of net profit
over its enormous expenditures, and
frequent losses thru program “tur-

(Continued on page 6)

6th Iin
manufacture
of apparel

Among tha
television markets
foremost in the
manufacture of
apparel and
related products,
the Channel 8
Multi-City Markat
ranks sixth, basad
on production
figures for
America's top

100 counties
ISALES MAMNAGEMENT * p

*'Survay of Buying Power "=
May 10, 19561,

wgal-tv

Chonnel B Multi-City Market
Harrishurg Reading
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& Hanover Poltsville
Gettysburg Hazleton
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g Frederick Bloomshurg
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a new concept in TV realism_

... gets into the heart as well as the home

Gripping dramas. based on real-
. life police cases which made front
page news — taken from the files
of the world-famous Sheriff of
Los Angeles County, Eugene W.
Biscailuz, creator of many firsts in
law enforcement.

1,500 man organized reserve
* Volunteer mounted posse

+ Aero squadron

* Police radio cars

* Honor system prison farms
-Youth rehabilitation centers

Phone, write,

R R W R P YRRl L Ll AT s E i PR s P L

Ll

www americanradiohistorv com A s s—



www.americanradiohistory.com

THE BILLEOARD TV FILM
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Lo e Natmnal Brscult_:'_
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CODE 3 tﬂp prmrltv Emergen{:y (‘GdE‘ — mgnal fnr;_"::m

ﬂafshmg lights Hnd %creammg sirens — races members

of the Sher_iff’s Department _intn _actiun!-

it i

GODE 3 . hnngmg the headlmea tﬂ llfe with stirring
realtsm - rcachmg m’m the pocket book via the heart!

Bept

A top commercial vehicle for any product or service!

new show in years

B2

’

Executive producer:  Hal Roach Jr.

Producer: Ben Fox

Ik
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Half

Hours Open Up

In Client Offerings

NEW YORK—A few more half
hours of choice time have opened
up on NBC-TV and CBS-TV for
HS\"EI‘ﬁEETS who want choice regu-
lar weekly half hours. Last week
two such time periods came into
circulation.

Borden's is making half of "Peo-
ple’s Choice,” NBC, Thursdays 9-
9:30 available to potential clients.
And Simoniz is ready to bow out
of its alternate weekly sponsorship
of “Big Story,” Fridays 9:30-10
p.m. on NBC at the expiration of
jts current commitment. It now
shares the program with American
Tobacco’s Pall Mall brand.

Chesterfield is willing to trade
with other network sponsors. They
can buy half of either Chester-
field’s “Cunsmoke,” CBS Saturdays
10-10:30, or “Dragnet,” NBC
Thursdays 8:30-9 pll.m.. if they can
make available half of their own

WRCA Names Execs

NEW YORK — The new
WRCA, WRCA-TV structure has
William N. Davidson elevated to
station manager of WRCA-TV;
Arthur Hamilton, station manager
of WRCA, and Frederick Acker,
business. manager of WRCA and
WRCA-TV.

network show, providing Chester-
field finds it acceptable. There
are, however, not too many adver-
tisers who have sole ownership of
strong weekly half hours. Borden’s
will take the money it saves on
“People’s Choice” and use it to pay

for “Fury,” its new Saturday morn-
ing NBC stanza of which it has
bought alternate weeks,

NBC Near Sale
0f 2 Late Slots

NEW YORK—NBC-TV is close
to selling two of its 10:30-11 time
slots. but concluded is a deal
with Pharmaceuticals, Ine., for
“Twenty-One,” its quiz show, to go
into Wednesdays, 10:30-11 p.m.
next season.

Lever Brothers is also displaying
considerable interest in sponsoring
“People Are Funny,” with Art

inkletter as host, in the Tuesday
10:30-11 spot. Leéver now spon-
sors Linkletter daytime on CBS-TV.
“Twenty-One” is a new Barry

Enright package emseed by Jack
B:tn'}rung basﬁl:m the card game.
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Reynolds May
Shift "Crusader’

YORK—There’s a pos-
sibility that R. J. Reynolds ma
move its “Crusader” show to AB
TV's Friday 10-10:30 p.m. time
slot next season. The oller
has taken an option on that ABC
time period and is looking at new
properties to put into its CBS Fri-
day 9-9:30 p.m. “Crusader” spot
ore definitely making the move.
Whether Colgate, which shares
S'Cpunsnrshfp of “Crusader” and Bob
ummings on CBS with Reynolds,
would continue to share sponsor-
ship of “Crusader” if it moves to
ABC could not be learned, It's
considered likely, however, that
Colgate would go along with the

move.

“Mr. Adam mid ]13\?1:." a fCI_i.'I;E
property, is rt one'of the
5hnwsrt%r}mt Hrz];rgﬂlds lrrm:nd Colgate
are mmidaﬁn_g as a replacement
for “Crusader” on CBS Friday
nights., It’s also possible that the
sponsors will switch their Bob
Cummings show from its CBS
Thursday slot into the Friday time
Ee'nEd and buy “Mr. Adam and

ve" or ano

ABC's Billings
Increase 76%

NEW YORK—ABC-TV's pross
billings for the first four months of
1956 rose to $25,700.000, an in-
crease of 78 per cemt over the
$14,600,000 pulled in the year be-
fore during the same period. The
extent of ABC's rising financial sta-
ture can be gleaned from the fact
that this iyea s four-month billings
figure of $25,700,000 was over
54,500,000 more than the total
billings ABC grossed in all of 1953.

During the first four months of
this &;?r,' CBS-TV grossed $70,-
300,000, an increase of 13 per cent
over the $62,000,000 it ssed
last year. NBC similarly hiked its

four months’ gross from $53,000,-
E}ggﬂfur 1955 to $59,600,000 for

The relatively high percentage
gain of ABC'’s billings I:Ees year as
compared to last vear will continue
thruout- the coming months, on the

basis of deals already made for the
rest of the year.

Option Time
® Continued from page 3.
keys,” Stanton insisted that option

time was “not rl_ilp,id!y invoked as a
e

lEﬁH] right.” cited instances
where as high as “91 station hours
in one week were not cleared for
net option time.”
Clearances

Taking exception again to the
Moore testimony, Stanton ques-
tioned the station owner's “selective
sampling.” Moore had indicated
that over 96 per cent of net pro-
gizmming (CBS" and NBC) was
cleared by the nets’ basic affiliates.
E{ CB5 count, in the week of

ay 19, 58.1 per cent of all option
hours were available to non-net
programming and 47.4 per cent of
the prime evening hours. In the
basic, must-buy affiliates, these
percentages dropped to about 38
and 30 per cent rieﬁecﬁvei .

Proposals by C and inde-
pendents to limit the amount of net
programming any station could
show during a given time period
would be more dictatorial than pres-

ent oplion-time practice, Stanton .

said. These r:émlﬂd amount to a
“restrictive order” against net pro-
gramming a “shall not” rulin
Stanton also referred to
for option time,

of thanpsgivi

from amaﬁz'aua]:' et station owners
who found it brought them both
advertising and prestige.

ymmns

WwwWw americanradiohistorv com

Bricker Bill

® Continued from page 2

pens. There should be rules laid
down to guarantee a fair approach
to networking, otherwise you will
end up regulated like a public
utility.

Counsel Cox tactfully interposed
to ask the NBC president if he felt
“there should be a forum to which
industry members could go when
disputes arose between nets and
their affiliates. Samoff said, no,
that he believed nets should be al-
lowed to conduct business with
their affiliates without outside in-
terference,

Bricker did not take up the sub-
ject of regulation again with Sarn-
off. During the testimony of ABC
President Bob Kintner on Friday
(15), the Ohio committee member
did not appear.

CBS Sews Up
Pro Grid TV

NEW YORK — CBS-TV has
wrapped up sponsorship deals on
its professional football games tele-
casts for next season which =dd up
to all but complete sponsorship of
the telecasts.

The games will be telecast on a
regional basis, Most of them will
air Sunday afternoons, but a few
will be plaved on Saturdays. The
first of three pre-season games will
get the football telecasts rolling on
September 9. The season will end
the_last week in December.

The bankrollers who have
pacted to bankroll the games on a
regional basis are American Oil,
Atlantic Refining, Ballantine Beer,
Marlboro cigarettes, Falstaff Brew-
ing, Standard Oil of Indiana,
Speedway Petroleum, Goebel
BrewinF, Burgermeister Beer and
General Tire. These regional spon-
sorship deals have been fitted to-
gether by CBS-TV to give the web
what in effect is close to complete
national sponsorship.

CBS on Coast
Shifts Execs

HOLLYWOOD—The CBS-TV
network last week made three im-
portant executive shifts. James
Aubry, general manager of KNXT,
here, and the Columbia-TV Pacific
Network, has relinquished his local
and regional duties to move into
the newly created post of manager
of network programs for CBS Tele-
vision, Hollywood. His duties will
be primarily administrative.

Taking over for him as general
manager of KNXT and the CBS-
TV Pacific Network will be Clark
George, general manager of CBS-
TV Spot Sales. John Schneider,
Eastern sales manager, will move
into George's slot,

Petry Appointed
WGN Coast Area Rep

CHICAGO——Edward Petry &
Company, Inc., has been appointed
sales representative for WGN-TV
and WCN radio in the 11-State
West Coast area, effective July 1.
WOCN announced that it will or-
ganize to service the Midwest area
out of its home office, the East
Coast out of its New York office
and the West Coast thru Petry &
Company,

Use The Billboard
classified :
pages for

: ##’ “Es“\.“‘-

MORE COMING

Producers Bid
For Addifions

- To "Kangaroo

NEW YORK—Its new “Cap-
tain Kangaroo” show firmly en-
trenched on CBS-TV reaping
audience and critical acclaim, the
relatively new packaging firm of
Keeshan-Miller Productions is get-
Hng set to make a major bid for
expansion of the number of itg
properties on the air.

Additionally, the firm is gradu-
ally developing its “Captain Kan.
gamu" charazter into an important
merchandising property, which is
expected to bring close to 5100 -
000 in merchandising rovalties into
the firm this year. Fourteen manu

fFacturers have so far been lined np
by the Mitch Hamilburg agency

and by CBS merchandising mans -
ager, 5id Rubin, to turm out Cap-
tain Kan kiddie item: ;. Kee-
shan-Miller and CBS-TV  shar
Eq'l.'laﬂ}" in the merchandising i

censing proceeds.

One of the new Keeshan-Millew
properties in the initial stages of
preparation is a show that’s being
designed for teen-age  viewers.
Jack Miller, one of the vouthfy!
partners of I{eeshan—}li]fer (the
other is Bob Keeshan, who plavs
(~ptain Kangaroo), feels that TV's
lack of good shows designed foy
teen-agers represents a unique op-
portumity for producers who can
come up with the right format,

Also in the works is a circus
show utilizing the talents of some
of the performers who appearcd
regularly on “Super Circus™ helore
it switched from Chicago to New
York for origination. Anothes
property Miller is working on is &
TV disk jockey show, which wouldl
be produced i,;ve, market hy mar-
ket by market, from kits and other
material. Keeshan-Miller would

provide the stations,

McMurray for WIJW

CLEVELAND — Muaurice Me-
Murray, of the Storer Broadeast:

ing Company's national sales of-
fice, New York, has been named
national account executive ol

WJW-TV, here. McMurrav alsd
serves in same capacily at
W]BK-TV, Detroit.

WHTN-TV

CHANNEL 13 .
IT'S A SELLER'S MARKET,

but we can give you

the BIGGEST BUY yer!

TIME: Now, while we're still new . . . l
with rates set to offer low cost per Im-
pression . . . choice availabilities mre
still open, d

PLACE: Huntington — Ashland — Charfes. |
ton and Portsmouth Markets. The rich,

prosperous, tri-state area of more than
1,250,000 poputation conservatively meas-
ured from mail responses, .

SCENE: WHTN-TV with the largest trans- |
mitting antenna in the world . . . 316,000 |
watts of power for maximum effective
coverage . . . 8 built-in audience of more
than 200,000 sets . . . popular basic ABC
network programs, outstanding local live
shows and top-notch films.

ACTION: Get on our "handwagon™ and
g-r-ow with usl After only one monih of
maximum power, Channel 13 showed
36.8% audience increase over the firs!
audience report.

CALL US: Muntington, West Virginla,
JAckson S5-TBB1, or our representatives:
Edward Patry & Co., Inc.
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TV's TOP FILM SHOW

=

The Billboard Scoreboard @
SYNDICATED FILM PROGRAMS /[
e Pulse Top Pix Among Men

How Non-Net Films Rated .
Among Men in March

s H -

This weekly audience composition analysis siimws “;it::l::::;tl::’p 3

i IE’ n-network film series by numbicy 8 ¥ WS hows popularity

::ntrﬂu“l:nm age. On consecutive weeks, lhll:i tl;;g-miﬂmi ¢ formation
3 ; ers and children. For

Mg Wﬂmtﬂ‘.:;:::;::. please consult The Pulse, Inc., 13 West 46th

on audience size or

Men
Street, N. Y. C. Per 100
Homes
Rank , ibuter of Series
Order Title & Mis=r '“.-“".“91

1. ... This Week in Sports (INS) oueeeren 4 -
2:..*..,...Cunﬁdential File {Gu‘id) ppramiS eI "

~ o ftsman)... 87
= Greatest Fights of the Century {Gfﬂftsf'jl:‘.}"m 87

g3..".1Led Three Lives {ZW}ﬁ 86

lllllllll

5 . ... Highway Patrol {Zw} o
tackat Sauad (ABC).....cwwe wsn v wiimmenmmen

I.N.S.-TELENEV

f Reprinted from:
| THE BILLBOARD
May 26, 1956 ,

........

an-—-ihu proof is in! Of all syndicated shows—regardless of
entertainment category —INS-Telenews THIS WEEK IN SPORTS
is first with men, with a whopping 91 male viewers per 100 sets.*

What does this mean? Simply this: if your product is one that
appeals to men...that men buy...that is influenced by male buy-
ing decisions...INS-Telenews THIS WEEK IN SPORTS can do the
sales job better than any other show in syndication—and ot a
cost-per-thousand that makes this a doubly attractive buy!

Some choice markets are siill available, but they're going
fast. Better write, wire or telephone now for rates, Our realistic
price policy makes this action-packed, quarter-hour program TV's
biggest and best sports “buy.”

% Average National Audience Composition Ratings for
Syndicated Film Shows, March 1956 Pulse.

RNATIONAL NEWS SERVICE

Exclusive distributors of Telenews Newsfilm Services
Robert H. Reid, TV Sales Manager « 235 East 45th S5t., New York 17, N. Y.

- jpa— ——— www americanradioRistorv com
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GROSS NEAR 500G

NTA Sells 20th Package
To 9; Still Shuffling Titles

NEW YORK — National Tele-
film Associates last week began
closing deals on the “20th Century-
Fox" package of 52 features, even
while it was still shuffling titles. It
was reported to have closed deals
with nine stations for gross sales in
the vicinity of $500,000. One of
the first deals was with WCPO-TV,
Cincinnati, which is reported to
have paid $700 per picture. At the
NTA sales meeting last week Har-
old Goldman gave the staff a quota
of $2,000,000 in the first two
months’ effort on the Fox package.

Here in New York, WATV, the
Channel 13 underdog in this mar-
ket, is reported to be striving to

et into the first-run [eature swim.
1 is said to be one of the stations
negotiating for the Fox package

re.

Should WATV succeed in latch-
ing onto some of those fancy pic-
tures in the 20th package, it would
truly throw the feature fight in
ihis market wide open. Over the
past two years WOR-TV (“Million-
Dollar Movie”) and WOCBS-TV
g*Lata Show” and “Early Show")

ave been the only serious con-
tenders for top first-run pictures,
Lately WRCA-TV and WABC-TV
have been shipping the Ffirst-run
market, but so far they seem to
have been overwhelmed by the
bidding. WATV, tho said to be
prepared to go to surprising lenghts
to get some powerful pictures, will

undoubtedly face a  tough
fight from its better-established
competitors.

Pix Returned

NTA has turned back to Eﬂ:h
ight of the 45 pictures previous
fe‘%];:ted in the Emckage I1'.:.Tlu!= Bi]])-'
board, June 2). It has acquired
another 15 to make an even 52
The new acquisitions seem lo raise
ihe over-all quality of the package

still further.

The new additions include

‘Earthworm’ in
Syndication

HOLLYWOOD — NBC Film
Division is considering placing the
Alexander Botts “Earthworm Trac-
tor” series in syndication this fall.
The program has been on the NBC
development sked for about two
years but has never gotten off the

ound because of casting prob-
£ms.

Now, however, two comics,
Fddie Mayehoff and Jonathan
Winters, are skedded to be tested
for the leads. Tom McKnight,
producer of the “Life of Riley”
geries, is helming the development.

“Laura” with Gene Tiemey and
Dana Andrews, “The Black Swan”
with Tyrone Power and Maureen
O'Hara, “Lifeboat”™ with Tallullah
Bankhead and John Hodiak, “The
Story of Alexander Graham Bell”
with Don Ameche, Henry Fonda
and. Loretta Young; “This Above
All” with Tyrone Power and Joan
Fontaine, “Druns Along the Mo-
hawk" with Claudette Colbert and
Henry Fonda, “The Ghost and

Mrs. Muir” with Gene Tiemey and

Brown”
Jenniler

Rex Harrison and “Clun
with Charles Boyer &n
Jones.

Among the pictures NTA has
dropped from the package are
“China Girl,” “Nob Hill," “Irish
Eves Are Srnilin%.," “Crash Dive"
and “Roxie Hart.

In addition, two hig musicals,
“My Gal Sal” and “Mother Wore
Tights,” are said to be still in
doubt since they face clear-
ance dilficulties,

SOMETHING ADDED

AAP Up

Warner

- And Cartoon Sales

NEW YORK — Another four
stations have bought Wamer Bros.
ictures from Associated Artists

oductions. Two of them are un-
derstood to have bought the entire
library of 754 pictures, The four
stations that closed their contracts
last week are KOA-TV, Denver;
WTV], Miami; KDWI-TV, Tucson,
Ariz., and KERO-TV, Bakersfield,
Calif.

Meanwhile, AAP has begun to

ring up sales on its big library of | br

cartoons. Here in New York WPIX
bought the 234 Popeve cartoons at
a price said to be over $1,750 per
subject. WABD here bought the
Warner Bros. "Looney Tunes” and
“Merry Melodies” from AAP. Both
of these stations have had success-
ful kiddie shows built on film prod-
uct that came into TV over a year

Sterling Takes on
Distrib of Baum’s
‘Greatest Fights'

NEW YORK — Sterling Tele-
vision has taken over distribution of
“The Createst Fights of the Cen-
tury” in a deal with Mannie Baum
Enterprises. The 39 quarter-hour
films were formerly distributed b
Craftsman Films, which has folded.
Sterling’s deal puts all the big box-
ing films thElEEI again, since last
month it acquired “The World's
Greatest Fighters in Action” from
Cayton, Inc, Cayton used to handle
all of these films,

Meanwhile, Sterling also ac-
quired distribution of “Public Pros-
ecutor” from George Bagnall As-
sociates to add to its vast quarter-
hour drama supply, which now
exceeds 180 [ilms,

apo, WPIX with "The Little Ras-
cals” (which run in its “Clubouse
Cang Comedies”) and WABD on
the 191 “Looney Tunes™ it bought
from Guild Films. Apparently both
stations plan to refurbish those
shows with the product they just
bought from AAP.

AAP also sold Warner cartoons
to KTLA, Los Angeles, and KOIN,
Partland, Ore. WBEN-TV, Buf-
falo, bought the entire cartoon li-

ary.

\-r‘fyith these lalest sales, a total
of 23 stations have Wamer fea-
tures, eight of them understood to
have the entire library.

1Coldstone will pr

ATFD LOCKS ITS
DOORS AGAIN

NEW YORK — Since ap-
pearing before the Barrow
Committee two weeks ago, the
members of the new Associa-
tion of Television Film Dis-
tiibutors have gone back be-
hind locked doors as far as
their organizational activities
are concerned. The heads of
the four member firms (Ziv-
TV, Television Pﬂ.;nﬁ'ﬂms of
America, Official and Screen
Cems) are reported to have
met last week, but not a peep
was let out about their dis-
cussion,

It is understood that the
ATFD members have been in-
vited to testify before the
Magnuson Committee. Were
they to accept, it would bring
the specifics of the ATFD's
proposal for network repula-
tion out in the open. But so
far they do not appear to
have accepted.

(Grief” Shooting
For Honolulu

NEW YORK — Honelulu will
be the location of the shooting of
the new Guild Films series “Ca
tain David Grief.,” Shooting of HE:
new meerty, based on South Sea
stories by Jack London, begins
early in July.

Director of the vidfilm series will
he Stuart Heisler, former mnl:ll;nn

icture megger. James Craig is be-

E]g cnnsid&%cd fnJr the lead. Buddy

Baer and George E. Stone will be

used in sup m‘tizﬁ parts, Duke
u

e,

CHICAGO — Ward L. Quaal,
vice-president and assistant general
manager of the Crosley Broadcast-
ing Corporation, Cincinnat, who
returns to WGN, Inc., August 1, as
general manager, will be the prin-
cipal speaker at the 1956 WCGN-TV
film festival and talent presentation,
The festival this year will be held
in the Sheraton Haotel, Chicago,
June 28. This marks the fifth year
the station has held this type of
affair, according to Ted Weber,
WOGN-TV sales manayer.,

.This year's event will be a morn-
ing and afternoon affair, starting
at 10:30 a.m., and concluding at
3 pam., including luwncheon and
talent presentation in the Boulevard

Hoom.
Elizabeth Bain, WGN-TV film

rh_-—————-———--

MEDISTRICT
ATTORNEY

stanming DAVID BRIAN

r-----

beating Dragnet, Climax, Phil

LIV TELEYISION PROGRAMS, Inc.

in 2-station

EVANSVILLE

Silvers, George Gobel, Studio

One, Person to Person and many others.

ARB—Teb. 386

Cincinnati, Chicage, Hollywood, New York
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Quaal Back at WGN
To Address Festival

supervisor, has arranged a show-
ing of the top lirst-run syndicated
film products that will be available
tor fall viewing.

Including in the series to be
shown are “Highway Pat.ol” (Ziv),
“Under the Sun™ (CBS TV Film
Sales), “Arabian Nights” (Wickham
Films), “Count of Monte Cristo”

“Code Three” and “Three Musket-
eers’ (ABC Film Syndication, Inc.),
“Frontier Doctor™ and “Adventures
of Fu Manchu” (Hollyweed TV

(Television Programs of America), |

'Lancers’ May
Get Gen. Foods

NEW YORK —— Screen Cems'
“Lives of the Bengal Lancers” is
said to be the top Ceneral Foods
choice for its Sunday 7-7:30 slot
on NBC-TV next fall. The sponsor
is waiting for a pilot of the series.
Herbert I,.Eumucf,J the producer of
“Rin Tin Tin,” and “Circus Boy,”
is producing “Bengal Lancers.”

Among other shows being con-
sidered by General Foods for the
time period are “Johnny Mocecasin™
and “Sheriff of Cochise.”

Sterling Buys
Clooney Show

HOLLYW OOD — Sterling
Brewers, Inc., Evansville, Ind., has
bought MCA-TV’s Hosemary
Clooney Show for six Midwestern
markets on a 52-week basis. It
marks Sterling’s [irst porchase of a
series, tho the brewery had uotilized
spots before.

Buy is for Terre Haute, Indian-
apolis, Evansville, Nashville, Chat-
tanooga, and Louisville. Agency is
Smith, Benson & MeClure, Chi
cago. Raul Kent represented MCA,

'Marmont Sets
‘Two Pilots

HOLLYWOOD—PFilots for twe
telefilm series will be put before
the cameras by Marmont Produec-
tions in July. First episode of
“Western Editor,” starring Tom
Black, will roll on the 6th. "Eham 3
of the Turf” will follow later in
month.,

Films will be shot on location

in Newhall by Marmont, which is
headed by Aundrew White.

Service), and “I Search for Adven-
ture” (George Gagnall & Assoel-
ates).

This year, film producers and
distributors will be given an opper-
tunity to make a sound-on-film
presentation in hehalf of each of
their products. These features will
be filmed by WON-TV and inte-
grated with the presentations,

“Highway Patrgl, " starring Brod-
erick Crawford, has been tenta-
tvely scheduled to start on WGN-
TV Thursday at 9 p.m., beginning
October 4.

In Uncertain

HOLLYWOOD — Reappraisal
of the position of Bing Crosby En-
terprises, engineering division in
today’s competitive market has left
the [uture of the company, to some
extent in doubt.

Reportedly, a September dead-
line has been set by which time
the division must be in a position
to pay its own way or else new
financial backers will have to be
found. It's understood that Crosby
himself feels that he does not want
to pour more funds into the com-
pany. :

Crosby Enterprises has spent sev-
eral years researching and develop-
ing videotape, and, together with
RCA, had n thought to be the
leader in the field, until Ampex
sprung its surprise at Chicago. It's)
believed that this is the direct
cause of the now uncertain status
of the engineering division.

Basil Grillo, v.-p. of BCE,

BCE Engineering Div.

Status

exists, pointed out that there have
been previous deadlines and that
they ]E';';e been extended. Frank
Healy, head of the engineering di-
vision, said that the eompany's aid
has alwavs been color tape, and
that, in his opinion, progress is
satisfactory.

According te an altomey at
O'Melveny & Myers, BCE law
firm, it’s hoped to be able to find
new capital for the company be-
fore the deadline expires.

A change in the status of the
engineering  division would not
necessarily affect other divisions of
BCE, such as TV, which still has
series being distributed thru three|
different syndication companies.

An executive at CBS, which
| owns approximately 25 per cent of
the stock in BCE, indicated that the|
network has not been consulted,
but that it would net necessarily be|
since it has a policy of steering

while indicating that a deadline

clear of the affairs of the company.
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.Ready To WIN The Hearts of

TV Audiences EVERYWHERE

"' | 39 HALF HOUR SHOWS FILMED FOR TELEVISION
FEATURING THE FINEST HOLLYWOOD CHILD TALENT
IN THE MOTION PICTURE INDUSTRY,. X
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i = Produced by

By i o ALBERT M. JOYCE
WRITE - WIRE - or PHGHE For Full Information
JOYCE INTERNATIONAL PICTURES, ec.
6611 Santa Hanin Bivd. 157 E. 64th Street

Hollywood 38, Calif. Hﬂll_rwn-m:l 2-6446 N. Y, NY, LEhigh 5-3103
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COMM. TV TAPE USE
STILL 2 YEARS OFF

CBS’ Recorders to Be Used

Experimentally Next

HOLLYWOOD — Commergial
pperation of television tape will
not be possible on any large-scale
basis for at least another two
vears, Howard Meeghan, CBS-TV
vice-president, said last week.

Meeghan, in charge of West
Coast operations for the network,
and, outside the corporation, prob-
ably the best informed person on
the Ampex operation, indicated
that the three prototvpe recorders
CBS is receiving will be utilized
almost exclusively for experimental
purposes during the coming season.

The first full-scale use of video
tape recorders is planned for next
summer. At that time seven pro-
duction models whicy the net has
ordered will be delivered to New
Yark. They will be utilized for
kinescope recordings in order tlo
alleviate the problems caused by
daylight time changes.

One iriteresting possibility, which
has not yet been fully explored, is
that the webs may now be able to
change the time-zone slottings ol
their programs so as to have them
on the air at the same hour thru-
out the continent,

A little-known facet of the video-
tape, which Meeghan revealed, is
that the apparatus has been hooked
up to TV cameras only twice to
date—once at the Chicago demon-
stration and once at Pebble Beach,
Calif, The third time will be at a
demonstration CBS is holding for
advertising agencies here June 26,

The net will not, however, be
able to run experiments on com-
mercials for agencies for at least
the first few months of operation.
The problem is simply one of not
knowing what the actual opera.
tional capabilities of the recorders

Season

| will be, and of being able ta handle
only a limited load.

An additional problem i5 ex-
pected from the fact that tape on
the prototvpes will not be inter-
| changeable, and that video-tape
‘made on one recorder will be able
ito be played back only on that
Lsame one.
1

'MDM’ Contest
Pulls 81,800

NEW YORK — WOR-TV has
sreceived 81,800 entries in its “Mil-
lion Dollar Movie” contest, accord-
myg to the Jatest count of the Reu-
ben Domnally  organization, The
contest, running two weeks, was
to name the seven movies previ-
Lously playved on *MDM” 18-repeat
plan, that the station will rerun the
week of July 9. Entry forms were
made available at Sachs Furniture
stores, but the bulk of the entries
were on the voters’ own post cards.

The station simultaneously ran
gsimilar contests for time buyers,
for the press and for its own
emplovees,

Kagran Leases
Calif. Studios

HOLLYWOOD — Kagran, the
NBC subsidiary. has sewed up its
lease on the California Studios’
four sound stages where it will
soon begin pmfuelinn of “Lile of
Riley” there June 1, after three
vears in the Hal Roach Studios.

Alan Livingston, Kagran presi-
dent, said the firm would Eegin
Frﬂdul.‘:tinn of two series in the fall
or syndication by its subsidiary,
NBC Television Films.

William Fenton Coe, former
senior unit manager of NBC Film
Production Facitilities and Sery-
ices, has been named production
manager of the studios, Milton
Traeger has been named business
manager. Four production super-
visors will report to Coe — Dick
Larsen, Kent McCray, Bob Still-
man and Bill Tinsman.

Pinney to Film Mexico

Trip With Sanderson

CUANAJUATO, Mexico — A
camera crew from Roy Pinney Pro-
ductions is expected here in mid-
July to shoot a TV Film series
starring Ivan T. Sanderson, scien-
tist-author and explorer. Location
shooting on an archaclogical ex-
pedition will also have Sanderson
as technical director. l

NEW YOBK --— What most
people have suspected is  true.
Adullts more than children watch
Western features on TV. This was
the canclusion of a study made by
MCA-TV, L., based on American
| Research  Bureau reports for 20

® TV Commercials in Production
A Guide to TV Spot & Program Plans
Of Competing Sponsors by Industries

This weekly chart lists commercia’s produced during (he Tast Tudl

preceding month, with all indostries

covercd over ihe course of 8 monih’'s

issues, The following svmbols designate the ivpes of commercials listed:

LA=Live Action: FA-=Full Apimation:

Special Effects; J—Jingles;
NA=Mot availabie,

SA=Semi-Animation: SE—

M—Music; S—5Hdes: ID—S5tation break;

Kponsor, Produel & Agency (Show, i any)

BUILDMNG AND PAINT SUPFLIES
Pool Company, Work Cloth, Boles
Advg.. ...

CIL Paint Co., Ronalds Adve. ..........
Phelan-Faust Paint, Paints, Ridgway
Advg, ...,
General Paint Corp., Faze Gloss,
Honig-Cooper, ...
Calull Planes, Wood Planes .....
CANNED GOODS
Camphell Soup, Soup, Leo Burnett
P&G, Crisco, Compton AOVE. .. verveeens

EdFERFRY

Minuie Maid, Snow Crop, Ted Rates....

CILOTHING AND ACCESSORIES
L, 8. Rubber Co., U, 8. Keds, Fletcher
0. Richards (Sunday Spectacular}
L. 5. Kedettes, Fletcher D Rich-
ards (Sunday Spectaculard. ...

CDFFEE, TEA. COCOA
5 A Schonnbrunns & Co., Savarin Cof-
fee, Lawrence C. Gambrinner Advg. ..

CONFECTIONS (Simpa. Iee Cream. elel)
Fhe Bordem Co., lee Cream, Siarkic,
Young & Rubicam....
PAIRY AND MARGARINE
Challenge Creamery Co., Challenge
Milk, Hixen Jorgenson. ...
The MNestle Co., Mestle's Quik, McCann-
Erickson (Lone Ranger)....

Comotercialy

Typs

Mo, (Seconds) (C-Color) Frodicer

h N | e e FA 1QC) ....... Keitz
& Herndon
T (6) oneenne. P B L e VIR Transfilm
E td"ﬂ.‘ LR N R Sﬂ --1-r-lldll-il11]:i]mck
: {ﬁn] --------- IA {C] ESrmEgman n.A""'h“
1 2800 1 (30 .. LA ...vcueees..Rleiman
T fscasmssmEEEdd oA irq.-qr-r-qu“iTEﬁal

106 sossvnsess IA o, . Elliot, Unger &
Elfiot
502, 5 (a0 e FR wrivasssns s icademy

L (90 civcaneais FA, LA M, 5E ....::
chsibensssas Transfibm

I {Im} F EE FEE NG i 4 Ny B iRy T, e s sssas

2060h 1 (20 .. LA, FA (C)...cviuns

1 (&3, 1 (2 L& BA Liiiiiiasie
evesesFilm Creations

k] [-'En_] WEA R E A T"I-.A. --r---ﬁﬂ'uﬂd Mﬂ.ﬁlﬂ“

4 L) Liaavevene LA siiiieesd All Scope

& G, 20200 ... NA ..., Sound Masiers

DENTIFICES, SHAVING CREAMS (Mogthwashes, Tooth Brushes, eic.)

Colgate Palmolive Co., Shave Cream,

Lennen & Newell..o.— covivaerinnnes A oovieeaensUniversal
Bemington, Dotcheks Electric Shaver,
Young & Rubicam (Caesar’s Hour). ... 1 {85} ....000ve. 1A ..., .Elliat, TInger
................ & Ellist
DEFAHRTMENT STORES AND SUPERMARKETS
Grand Union Stores, Supermarkets,
L. H. Haniman. ... 1210} .ioivreine 3A ciiiininanes Transfilm
DRLUG AND DRUGSTORES
Whitehrall Pharmacal, Duplexin,
Mm"Eﬁdmn- vEw 1 Iﬁﬂ} PR BB EEE Al ’-l‘- F e E R .._Tr.n.mﬁ!m
MNoxema - Pharmacal, SSC&B.......cove0 6060} Luuinnnnas FA ....ewess.Eait Copst
Tkl .onrwvnrs LA (C} sonee East Coast
(Continued next week) :

Adults Outnumber Kids
In Viewing of Westerns

time periods. from Febroary to’

April.

Audience-composition of MCA's
Autry-Rogers features reveal that it
is reaching 52.8 per cent adults,
(24.6 men, 28.2 women) and 47.2
per cent children (under 18).
MCA-TV, however, points out thal
all network Westerns do not reach
the same high percentage of adult |
viewers, April ARB shows "Tales
of the Texas Rangers” reaching an
audience of 35 per cent adults and
685 per cent children, and "Lrl:nrn:'-1
Ranger” interesting 36 per cent
adults and 64 per cent children.
Bath of these half-hour shows are
aired on Saturday momings.

MCA points out that Saturday
morning has a greater potential
number of adult viewers than
weekdays, when the Autry-Roger|
features are slotted in the majority
of markets. Other trade observers,
however, disagree, They feel that
Saturday moming is prime chil-
dren’s viewing time.

Towers Plans
Occult Series

LONDON —— More files are
being dug into this season. This
time Harry Alan Towers, Paul
Douglas and Peter Rathvon will
dig into the files of the Lon-
don Society of Psvchical Research
for a series starring Douglas in |
storics of the occult, clairvoyance,
ete. The [iles go back to 1882
with plenty of case histories.

Towers, while in New York, also
wrapped up a deal to produce the
“Martin Kane™ series with William
Gargan in the title role.

Producer Sought
By Toyland U.S.A

NEW YORK——0Officials of Toy-
land U.5 A, are shopping for a TV
producer for their new program
designed for the three to 12 age
group with emphasis on the six to
12 kids. Toyland is looking to
throw its weight against “Mickey
Mouse Club.” New York is on the
shopping itinerary.

www americanradiohistorv com

IN PREPARATION

Trans-Lux
Rolling on

NEW YORK—The new Trans-
Lux TV subsidiary began rolling
this week at its new headquarters
at 625 Madison Avenue. Dick
Carlton, sales vice-president — he
was FEaslern sales manager of
UM&M until just before it sold
out — savs they have completed
grouping of the 700 Encyclopedia
Britannica short library and will
have the rcatalog out this week.
He has sold the First 13-week deal
to the American Trust Company of
San Francisco for airing on KRON-
V.

Out of the Britannica library,
Trans-Lux has built a quarter-hour
series titled “Profile,” a documen-
tary. 1t also plans to build a half-
hour kiddie show titled “Once
Upon a Time . .."

The Britannica library was pre-
viously distributed in TV by Asso-
ciated Program Service, a sub-
sidiary of Muzak., The library is

| now under contract to only one

station, WRCA-TV, here,

Joyce Preps
Satire Series

HOLLYWOOD — A TV series
satirizing television programs is be-
ing put before the cameras by Al
Jovee this month, Titled “The Cut-
Up Kids,” the show will have more
or less the same approach as the old
“Onr Cang Comedies.”

By using kids, zight of which
have been signed for the company,
Jovee teels that he can put
satire across in a cute and inoffen-
sive [ashion. The first two half-
hows to roll are “The $64,000
Jelly Bean” (“$64,000 Question”)
and “I Love Everybody” ("1 Love
Luey™).

Oliver Drake is directing and
Al Martin scripting. Thirteen epi-
sodes of the show are skedded to
be produced immediately,

WPIX Buys
26 of 'D. A/

NEW YORK — WPIX bought
the 28 episodes of “Mr, District
Attorney” that are still first-run in
this market and immediately sold
co-sponsorship to Piel Brothers and
General Cigar, both out of Young

& Rubicam. _
“Mr. D, A" ended its second

vear this month. Ziv-TV apparently
does not plan any further produc-
ton on the show above the existing
78 films.

Carter Products sponsored the
first vear in this market, as it did
in about 40 others. In the second
vear it bought only 13 episodes for
26 weeks, leaving the 26 episodes
that WPIX bought last week.

With the end of its “Mr. D. A"
ride, Carter seems to be going in
for heavier announcement s -
ules for its Rise Shave Cream. It
has just bought a 16-week schied-
ule of participations on WPIX
shows.

O’Brien Completes
‘Monkey Fun’ Pilot

NEW YORK—Ed O’'Brien Pro-
ductions has recently completed a
half-hour children’s pilot film
called “Monkey Fun." Designed
for entertainment, as well as edu-
cation, the show features three
chimpanzees, a baboon and a par-
rot in a classroom setting. It's
angled for the three to seven age

group.

TV Starts
Syndication

Dick Brandt, president of Trans-
Lux TV, said he is negotiating four
deals for feature film packapges
ranging from 13 to 200 pictures.
He has also been talking to pro-
ducers about distribution of new
half-hour series,

Trans-Lux owns the TV rights
to about 10 pictures it has dis-
tributed theatrically in  recent
vears, but it is not likely to put any
of these into TV in 1936.

Carlton last week hired Leo
Brody, alse formerly of UMKM, as
his assistant,

'Adventure’ Pix
Rack Up Sales

HOLLYWOOD American
Home Products has renewed *I
Search for Adventure” in 12 major
Western markets, inclading Los
Angeles, Seattle and 5an Fran-
cisen. The vidflm series has also
been sold to 13 additional stations
during the last few weeks, bring-
ing its total sales to about 38,

People’'s First National Bank has
picked it up for telecasting on
KDEKA-TV, Pittsburgh. The First
National Bank of Denver has also
bought the property, and such
stations as WNAC-TV, Boston;
WEWS-TV, Cleveland, and WCGR-
TV, Buffalo, have also purchased it,

There are 32 [ilms in the series,

L

Israel éolo_r
Pix in Works

TEL AVIV, Israel—This coun-
try will be besieged shortly by a
TV film crew preparing a new
color series entitled “East to Ad-
venture.” The safari, including ac-
tors, production personnel, efe,
will be headed by Producer Ted
de Leon. Sobey Martin will direct
the series, which will range the
coasts of the Mediterranean and
thruout the Middle East.

RCA Recorded Program Serv-
ices will distribute the series upon
completion,

3 REGIONAL OFFICES
UNDER 1 OWNERSHIP

providing EMCLUSIVE NATIOMAL
CRASS RODTS COYERACE of
mewipapirs, dzlly and
naticnal consumar and busines

publicabion and literally every
periadical an yvour scheduls.

weebklyt

Write ar phone for
complete details
LIFFING

Juee
RES™ ™~ BuREAw

157 Chambars Sirned
New York 7, N V.
Birclay 7-1096

406 Wast 3dth Sireel
Kansas Ciy 11, Me.

15 Harrisen Stresd
Topaha, Namns

REDUCE

TRAFFIC @ RATINGS
SALES

e Five wuartar heurs
per wank.
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THE BILLBOARD

TV RATINGS

TV Program and Time-Buying Gu:de

THE TELEVISION INDUSTRY’S GUIDE TO THE

PURCHASE OF

The Billboard Scoreboard

NATIONAL AND LOCAL TV PROGRAMS AND SPOT CAMPAIGNS

NETWORK TV PROGRAMS

ARB Audience Composition Studies

® Network Drama Shows

MAY RATINGS
Rank Show, Sponsor & Yeb Riz.
L. Lux Yiden Theater
Lever (MBC)..c.ovensnansnnssarnnss 36.7

A, fa. E. Thenter
GtHI] Elﬂ‘."’iﬂ [ﬂs}----illlllrliizziﬁ

3. Tha Millionsire
Cﬂlﬂ:l.tl- ICESJ...*-ti*-'-ll----tb--nj

4. Flreside Theater

P&EG {HI;IC]I ....................... 318
5. Altred Hlicheock

Bristol-Myers (CBS). covusunannsss 31z

#. Ford Theater
Ford {NBC). ..cssnaassnsinssnsssssdlB

7. Climax

Chrysler (CH3)..vavanssssnssnsnins 28.3
K. itk Century-Fox

Gen'l Elecinie (CBS), cvsvssnssans 276
9. Studia One

Westinghouse (CBS).....ovvrpnmnss 7.4

19. Robd. Montpomery Preseniy
Schick, Johnson's Wax (NBC)...,.26.6

AMONG MEN

Men
Rank  Show, Sponsor & Web Fer Set
1. Goodyear Playhouss

Goodyear (NBC).....c.oussansass 1.05
1. G. E. Theater

Gen'l Electric (CBS)..sureessns » 93
3. Mavy Log

Sheaffer, Maytag (CBS) .vivevanna 92
4. Alred Hilcheock

Bristol-Mevers {(CB3).....s PP S1
5. Erali TV Thealer

Eralt (NBC) ..ovsrunsnnrnnrrnsnss 89

. Locetin Young
PEG (NBC). ....coacansnisnsanns E7
7. 2048 Century-Fox

Gen'l Eleciric (CBS)..c.sssssasss B8
B The Yise

Sterling Drug (ABC)..icuass A L
¥. Ford Theater

Fofd {NBLC)..:ivssssasnnannnnsss B4
¥. Blg Siory

Amer. Tobacco, Simoniz (NBC)... .B4

AMONG WOMEN

¥ Rank Show, Sponsor & Weh Fer - Set

1. Alfred Hiichcock Presenis

Bristol-Meyers (CBS). . ovinsnsnera1ad]
1. G. E. Theater

Gen'l Electric (CBS). .uvvinannanes 1.1&
1. Climax

Chrysler (CBS).....ocvuvunns —_— 116
2. The Millloaairs

Colgate (CBS)....covvvnvansnmnnnns 1.16
5. Fireside Theater

PEG (NBC),. Pt 1) -
§. Robi. l'llﬂulnlrnr “Presents

Schick, Johnsonm's Wax, . ......cess 1.13
7. Siur Stage

Campbell, Ehnufbmugh Fonds

(NBC) . SRR, 1 i
8. Studle One

Westinghowmse (CBS). .. ...c.ieeea LI
8. Four Siar Playhouose

Singer, Bristol-Meyers (€B5) .....111
10, Loreita Young

PEG (MBC)....coorsicicinanennnns b1
10, Lox Video Theater

Eover (MBO), ivveiivivannssnmngnin .10
14. Medie

Dow, Gen'l Electric (NBCY. . ......L1D

AMONG CHILDREN

K his
Rank Show, Sponsor & Web Per Sei

II- M"G‘M Fmdl

Amer, Tobacto, Gen'l Foods

(ABLC) ..vecancssernsrnsasssssans 109
1. Telephone Time

HeEll PEBSY. srssnainasminmaimansn wih
3, Yoa Are There

Prudentlal (CBSY. .. ..cicincniias. B8
d. Goodyear FPlayvhonss

ﬂm‘:‘r {Nm‘l‘l1rlillFl+llrl 'M
i, The Millonalre

Colgate (CBS)......ocnnasssssnsas 54
. Crosiroads

Chevrolet (ABC). ... ociiinrriaaaes 04
7. The Vise

Sterling Drug (ABCY............ B2
8. Screen Directors’ Flayhouss

Easiman-Kodak (NBC).......eee 61
4. Playhouse of Biars

Schlitr (CBS). ssnsvrsnrrrsnrnrrens B0
19, Navy Log

Sheaffer, Maviag (CBS) ..vvverens 59

Web Winners

FATHER KNOWS BEST-NBC-

TV
“Father Knows Best,” which has
been slowly cIusmg the rating
gap between itself and CBS-
TV's competing “Arthur God-
frey and His Friends,” finally
moved ahead of GndfrE}, ac
cording to the latest Nielsen re-
KCIIl: for the second half of May.
Isen pgives “Father” a 23.8
gainst Gﬂ&fre:.r's 22.6. Nielsen's
report for the second half of De-
cember pave Godfrey a lead of
14 rating pmnts over “Father
Knows Best.” In February Niel-
sen report showed that lead cut
down to two points,

Films to Watch

LAUREL AND HARDY — Cover-

nor TV Attractions
There's plenty of life in these
old flms, Plaving in about 60
markets, their national weighted
average Telepulse in April was
14.5, which ranked seventh
among all syndicated shows,
only a tenth of a point behind
“Superman” and a bit ahead of
such powerhouses as “I Led
Three Lives,” “Celebrity Play-
house,” “Dr., Hudson’s Secret
Journal® and “Badge 714.” In
May the comedy series shows
in New York in a new
slph':mg, WCBS-TV, Saturday,
1:30-2 p.m., the summer replace-
ment here for “Captain Mid.

night.”

* ARB Top Shows Among Men

How Network Shows Rated
Among Men in May

This weekly spdience composition analysis shows the relative popus
larity of network series regardless of program type, by number of
viewers altracted according to sex or age. On consecutive weeks, this
chart shows popularity among men, women and children. For additional
information on sudience sire or coverage, pleass consult ARRB, Nlﬂntlll
Press Building, Washington 4.

E;I.Ik'. Show, Sponsor & Web ':"l ?ﬂ
s ER— Cavaleade of Sports, Gillette (NBC)...evranes 1.17
1.....Red Barber's Corner, State Farm (NBC)....... 1.17
3. +«.. Wednesday Night Fights, Pabst-Mennen (aBC)..1.14
4.....National Bowling, Gen'l Cigar (NBC).......... 1.08
4..4..0zark Jubilee, Antell, Amer, Hcme (ABC)......1.08
4.....You Asked for It, Skippy, Best Foods (ABC)....1.08
v Lawrence Welk, Dodge (ABC)..........u0vs 1.08
Boviss Goodyear Playhouse, Coodyear (NBC),........ 1.05
9.....Ed Sullivan, Lincoln-Mercury (CBS)..... eenes1.03

10.....5unday News Special, Norwich (CBS)........L02

[ LT Comedy Hour, Aveo, Jergens, Brown &

Williamaon (NBCY. oo vaisvsmsvsmmese s 1.01
. $64,000 Challenge, Kent, Revlon (CBS)........ 1.00
18 o Meet the Press, Johns Manville (NBC)........ 99
13..... Chance of a Lifetime, Lentherie, Emerson

FABEY ool aia5n b 5.5 mmmim e moe mimm mm e B .99
15..... Amateur Hour, Pharmaceuticals (ABC)....v... .98
L 1 S— What's My Line, Remington Rand,

Montenjer (CBS}).....vcvicerenaeines vave 90
£ *Jack Benny, Amer. Tobacco (CBS)...evvaene. 9B
18.....¢Perry Como, Intl. Celucoton, Noxema,

Armour, Gold Seal, Dormever (NBC)........ .94
18. 5544 *Frontier, Renolds Metais (NBC)......... voe 94
! *G. E. Theater, Gen'l Electric (CBS)......c000us. B3
20..... Two for the Money, Bulova, Lorillard,

Sheaffer (CBS).....ccvvvvnarrnnnann R ¢ &
i SO *Navy Log, Sheaffer, Mavtag (CBS)....vo00vs 92
22.....°The Honeymooners, Buick (CBS)...... swewna 05
By George Gobel, Armour, Pet Milk (NBC)....... .92
22.....8ig Surprise, Purex, Speidel (NBC).....00nuaus B2

Avg.
Rig.
21.9
14.0
18.4
10.0
8.0
9.7
21.7
13.8
50.6
11.9

13.0
39.0
7.6

9.0
17.7

37.1
J31.2

35.8
13.5
32.8

20.8
21.5
29.5
36.3
25.1

APRIL RATINGS

Avg.

Apr.
Rank Show; Sponsor & Yeb I!I';.

1. Celebrity Playvhouse (Screen
LSBT L won vodave s e w e wrn 14.2

1. Dr. Hudson's Secret Journal
IMEAY v i s ai s wa s 14.2

3. Doug. Fairbanks Presents

RARL) covwnmnns s e 138
4. Science Fiction Theater (Ziv).13.2
5. Mayor of the Town (MCA)..11.2
8. Studio 57 (MCA). ........n 0.6
7. Mobil Theater (Socony-Mohil) B T

8. Star & the Story (Official). .

. Heart of the City (MCA). ... T.E.
. Famons Plavhouse (MCA)... 4.6

e
=

VIEWERS/100 HOMES

Viewers Per
108 Homex
nk Show & Dltrib. Toaed In
1. Mobil Theater (Socony-Mobil) 222

2. Celebrity Playhouse (Screen
Gems} .................... 216

................... 200
4, Etudm 37 (MCA)...crvss .+ 208
Mayor of the Town (MCA). .206
Star & the Story (Official)...198
Science Fiction Theater (Ziv).192
Dr. Hudson's Secret Journal

S® 1Mas;m

Heart of the City (MCA)....188

IMEGA) v csivanvrsianes s neel92
Famous Plavhouse (MCA). ...189

AMONG MEN
Men Per
1 Homes
Rank Show & Distris. Tuazd In

1. Mayor of the Town (MCA)...78

8. Dr. Hudson's Secret Journal
(MCA) oo iiiirenennans 78

3. Doug. Fairbanks Presents
(ABC)

Science Fiction Theater (Ziv). .77
Celebrity Plavhouse (Screen

T ) AR S i SO 75
Heart of the City (MCA).....74
Mobil Theater (Socony-Mobile) T4
Studio 57 (MCA). .. .ovvvvnn. 73
Famous Flavhouse (MCA)....73
Star & the Story (OHicial)....72

AMONG WOMEN

Women Per
108 Homes
Rank Bhow & Distrlb. Taned In
1. Celebrity Playhouse (Screen
B ) e R R R P e A T 93

Doug. Fairbanks Presents
(ABC) »vuvsnn. .92

Mobil Theater [Sumu}’-h{nbﬂ} Bﬂ
Famous FPlayhouse (MCA)..
Mayor of the Town (MCA).. .El

Dr. Hudson's Secret Journal
AMIERAY il ean i et e .81

Star & the Story (Official). .. .81

Sexoom @w

me mMe L ro

9, Your All Star Theater (Screen

Studio 57 (MCA)......cvvvins &0

RETIEEE: v v scom b s a -

10. Heart of the City (MCA).....T5

The Billboard Scoreboard

¢ Pulse Audience Composition Studies

® Syndicated Film Dramas

L
9

L

Al il

4,
4. Studio 57T (MCA)..covuveinre 25
6. Mayor of the Town (MCA)...24
7. Star & the Story (Official). .. .20
T. Your Star Showease (TPA)....20
9, Heart of the City (MCA)..... 19
10. Dr. Hudson's Secret Journal

SYNDICATED FILM PROGRAMS

AMONG TEENS
Teens Pey
1M Homey
nk Show & Distrib, Tuned In

Science Fiction Theater {Ziv). .28

2. éj Fairbanks Presents

..................... 23
Stmr & the Story (Official)....23
Your Star Showcase (TPA). .. .22
Mayor of the Town (MCA)....21
Heart of the City (MCA)..... 20
Studio 57 (MCA). .vocvvennns 20

Your All Star Thtﬂt:r (Screen
Gcms]' .................... 19

REETIRRY o vin s i e R 17
Famous Plavhouse (MCA)..... 17

AMONG CHILDREN

Klds Per
1060 Homes

Rank Show X Disirib. Toned In

Mobil Theater {Socony-Mobil). 44

2, Your All Star Theater (Screen

o VURRTRL 1 PO, a7

3. Celebrity Playhouse (Screen

2 T R R R S a1
Science Fiction Theater (Ziv}).25

{(MCA) covvivsvssossansnans 17

® Pulse Top Pix Among Men

How Non-Net Films Rated
Among Men in April

This weekly sodience composition analysis shows the relative popu-
larity of non-network [ilm series by number of viewers attracted according
to sex or age, On conseculivé weeks, this chart shows populirity among
men, women, teco-agers and :hlid.ﬂ:n For additiona]l information on
nudwm:r. size or coverage, please consul. The Pulse, Lnc,, 15 Wf.-ﬂ 46th
Srreet, N, ¥, C

Men
Rank Per 100
Order Title & Distributor of Serles Homes
beuneasie This Week in Sports (INS).......coiiviennninn 91
2.....Confidentinl File (Guild).........coveunnanass 89
3. ....Greatest Fights of the Century (Baum).........87
3isae.]l Tod Three Lives (Ziv). ...vovvianrsnnns MO
B.iv..Highway Patrol (Ziv)......oiiiiivinnses T |
D Racket Squad (ABC).......vvevvvvanenns vese.08
7.ve..Mr District Attorney (Ziv)....... T —— eess 80
Tess.oThe Whistler {CBS)....covvevsvvss PPN, i
f e Ellery Queen [TPﬁ} ......................... B3
£ | FE—— The Falcon {NBC .................... — ]
10.. 00 foreign In e Esxffmml} .................... 84
10. ... .Inspector Mar (Thompson). . ..cvvuenesnas B4
10:.... Man Called X (Ziv). . oovrvviicnnnnnrsanns voe .04
LG Rone Wolk TMERY, - oo iisihe s i aiaiadi 83
14.....Mr. and Mrs. North éﬁchubert} ................ 83
168 My L]t&eMatEia{Ufmz.ﬂ} ..... R R N e
; —— Man Behind the Badge (MCA)...... A —— 82
16.....Boston Blackie (Ziv). .. ..ooiinivnnrrnnrnnnnas 82
I Fabian of Scotland Yard (CBS).....e0es AEher 3 |
lga;-..Eﬂ.ﬂ I‘lﬁﬂﬂlﬁ-ﬂﬂ Bﬂat {EBE} .......... TERER N B‘l
19 .. Sherlock Holmes (NTA)........... e ) |
29.....Championship Bowling (Schwimmer), ... e0vauss §0
17 S .Cit_'!rr ctective {MEJE) .................. b ons 80
22, ....Death Valley Days (Pacific Borax).....e0ses..80
O v Facts Forum (Facts ﬂrum'}............. ..... 80
e Waterfront (MCA)....ccviiiiniininnnrnnneass 80

Avg.
Apr.

3.6
11.2
5.6
14.3
174

-
o = ]

— - -

[
PNOONNSANRS AN R DDN -
e R e s O e R e e e TP e ) (- R B 0 Y )

i

Note: All material puhllshad in The Billboard’s TV Program and Time-Buying Guide is
material for advertising, promotion or other purposes is possible only upon written consent from Tha Blllbnqrd 1564 Broadway, New York, and also from
any rating service whose research provides the basis for such material.

protected by copyright. Reproduction of any portion of this
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12 TV RATINGS ) THE BILLBOARD JUNE 13, 1956
The Billboard Scoreboard PULSE LOCAL RATINGS—APRIL
THE INDUSTRY'S MOST COMPLETE RATING INDEX POINTING UP OQOUTSTANDING TV SHOWS AND SPOT ADJACENCIES IN EVERY LOCAL MARKET

NEW YORK (7 Stations)......

ereeeenreneeer .. 4,008,500 TV Homes

THE TOP 10 ONCE-WEEKLY SHOWS (* Indicates Non-Network)

1. E& Sulllvan Show, ¥CBS, S0 ........c.. 49.4
1 l l..'l]'ﬂ L“!. wcnsq Hi- ss B s ERmE bR R
a.- m Mlﬂﬂ"’ Wﬂﬁg Tr rflllifll-f"i-r'm's

‘l Pm cﬂ-ﬂ, wnt_‘l Eu. Ill-l-l-i*tli-ll'--ﬂ'sls
E. n“ s“'ﬂ'l, 'H'l:ﬂ-ﬂi Tr -.-----l-in-h-----i-asul
i-n Em:hﬂ' .erl, “‘H-':A-j Th- -III'-F-!-Fll"r"'-Hl‘

THE TOF 10 MULTI-WEEKLY

1. *News, Weather (11 p.m.), WRCA, M. to F., 138
2. *News, Weather, Sports (11 p.m.), ' WCBS,

H. I'“‘ FI ll.ld..l.lrllII'-II+'l'|—I|il-1llllfi-|1-l-l
4. *Looney Tunes, WABD, M. o F. .. R |
5.. m Hﬂﬂ.f!t}'; “"Cﬂ'ﬁ. Ml tlil “1- SRR N !-.

7. Jack Benny, WOBS, S8, ...o.vvvrnnnieess 333
8. Alfred Hiteheock, WCBS, S ....00vv00... 319
9. Caesar’s Hour, WRCA, M, .. .37
10, G.E. Theater, WCBS, 50, ...c..ovevvenens 33
10. $64,000 Challenge, WCBS, 510 110veraneessr 313

SHOWS (* Indicales Non-Network)

6. Gulding Light, WCEBS, M. 10 F. ,....v00ess 01
7. Eddle Fisher, WRCA, W. & F. ......... ven B9
8. Search for Tomormw, WCBS, M. 0 F. ...... &8
9. CBS News, WCHS, M. lo F. .. ......chunneen BT
9. MNews Caravan, WRCA, M. o F. .....cnuses BT

THE TOF LOCALLY ORIGINATED FILM SERIES

Rank Tiile (Disiributor) Statlon, Day-Time Ruatlng

1. Highway Patrol (Ziv), WRCA, M.-1:00 ,..,.17.1
2. Doug, Fairbanks Presents (ABC), WRCA,

ML-Iﬂ‘IaI] lll----l-l-l-lllll-r‘--l-"-FlI'l"-"--Il-ll'll"!j"-E
3, Superman (Flamingo), WRCA, M.-6:00. .....12B
4, Amos 'n' Andy (CB%), WCBS, §5-6:30,.....11L8
E. Science Fiction Theater (£iv), WRCA,

Fisli) | rasesdensinneinn PR AR PLER (1Y

& Looney Tunes (Guild), WABD,

M, 10 F=6:30 ...0ervinns A e S e o 10.6
7. Great Gildersleeve (NBC), WRCA, T.-7:00,.10.3
f. Guy Lombardo (MCA), WRCA, Th.-7:00....10.2
%, Looney Tunes (Guild), WABD, M. 1o 5.-6:30. 9.8
10. Buffalo Bill Jr. {CBS), WPIX, S5-6:00........ 9.7
11, Annie Cakley (CBS), WCBS, 543, ..c000ns 9.4
12. tDeath Valley Days (Paciflic Borax), WRCA,

w.‘T:m FEIE S ER AR E R R PR E PR E AN AR TR E T A gla
13, Jnngle Jim (Screen Gems), WHRCA, F.-6:00.. 8.4
14, The Goldbergs (Guild), WARD, Th.-7:30..., &2
15, Frankis Laine Show (Guild), WCBS, 5.-6:15,. 8.0
16. Wild Bill Hickok (Flaminga), WRCA, W.-6:00 7.7

Rank Title (Distribator) Station, Day-Time Hating
17. Badge 714 (NBC), WPIX, W.-E30 ..o T2
18, Laurel and Hardy (Governor), WCRS, 5-1:30. .1

19, Steve Donovan, Western Marshal (NBO),
WRCA, T.-6:00

20. Litle Rascals (Interstaie), WPIX,
Ml m F‘é:m rllllll+lllTl-lllllllllilll'lill i“l‘

11, t5ky King (MNabisco), WARC, So.-6:00.,.,.. 6.3
11, Hopalong Cassidy (NBC), WRCA, Th-6:00.. 6.3
21, Waterfront (MCA), WABD, T.-T:30,........ 6.3
24, Abbott and Costello (MCA), WPIX, W.-6:30. 6.1
15, Greatest Fights of the Century (Crafltsman),
WOR, Tl lY couvisassnsnnnrnsinssnnssnsa Bl
26, Amos 'n' Andy (CBS), WCBS, M. to F.-
Fy

..... siwinnsarsiinnrrrevass Bl

g:m.ﬂmi I EN S RSN EE LR NS RN E RN R NN E RN NN 5!1
My Little Margle (Official), WCBS, M, to F.-

111 B W R e S R S AR
28. Racket Squad {(ABC), WABC, Th.-10:30,.,... 3.4
28, Highway Patrol (Ziv), WPIX, W.-9:30,..... 5.4
30. Cisco Kid (Ziv), WABC, 5.-6:00....... share thl

 — — — ——— —— — — o ——— —— 1

WASHINGTON, D. C. (4 Stations). ......v000eere..... 457,700 TV Homes

THE TOP 10 ONCE-WEEKLY SHOWS (* Indicates Non-Network)

s

Sulllvan, WTOF, Bl . ..covivnnerense.. 84
Love Locy, WTOP, M. .....vvisusssisss.. 0.8
roucho Marx, WRC, Th. .....cevsnananan-354
$64,000 Question, WTOP, T. ....evuevnns.. 352
erxy Como, WRC, B, ......covvnnneevee.-Md

THE TOF 10 MULTI-WEEEKLY

hey Mouse Clab, WMAL, M. to F. ......13.1
ingh Shore, WRC, T, & Th, ......cc000s..130
11 P.M. Report, WEOD;, M. to F. .........1LT
*Clsco Kid, WTOP, M. to F. ....cccacsess 1r.4
ews Caravan, WRC, M. 1o F. .....c0e000.180

= g
g gy

#

L
z L]

'.q- M“ﬂtm Wr“P- 5-r rllil-i--llt--!‘lﬂ?
1l DTIIIH, w'-.:. n (R RS NERR Y] 1'|'-p1|'l'rl!l-m
Lnﬂﬂh‘lmmr. Hl ERaEndEmEEE e :’1-7
"‘G'E' Thﬂ'l"‘! “ﬂrln'l -----ll-!|'|ll-l'r'llll-="-1

16, Fhil Slvers, WTOP, T, ......ccovvivnranss 284
SHOWS (* Indicates Non-Neiwork)
6. CBS News, WIOP, M. 10 F. ....vvivennnns, JLD

Tl -i:'-“ Epuﬂllill wTuPt M- l’“ F— l-l-ial-l.lh---l'-r'?
'lv G'H-h' llut- “mrj M| l-ﬂ' Fl ----|I1|+Il1'-'!
$. *News (11 pam.), WRC, M, ta F. .........10.1
18. Bearch for Tomorrow, WTOF, M. (o F. ,.,..18.0

THE TOP LOCALLY ORIGINATED FILM SERIES

1. Ramar of the Jungle (TPA), WTOP, W.-7:00.18.2
3. Celebrity Playhouse (Screen Gems), WTOP,
Tl-lu:m lllllllllllll !-I‘F-I-l-lIll!ll--l-l-li-l--IT-j
L mh of Monta Cristo (TPA), WTOP,
4, Wild Bili Hickok (Flumingo), WRC,
“I'T:m TR EE PR EEE R FEEEARE P FER YRR R ll-l:’1g
¥. San Francisco Beat (CBS), WTOP, Th.-7:00,.15.4
6. Mr. District Attorney (Ziv), WRC, M.-10:30..14.7
6. Highway Patrol (Ziv), WTOP, F.-7:30.......14.7
B. tPattl Page (Oldsmobile), WTOP, 5.-6:15.....14.2

174

¥ Annie Oakley (CBS), WTOP, F.-7:00.......13.9
10, tDeath Valley Days (Pacific Boraxy WRC,
M-I'T:W RN NN l---ll-nla-irrillii---'-lsaz

11. Superman (Flamingo) WRC, T-T:00. ... .. ... 12.9
12, Public Defender {Interstate), WTOP,
'nl.-lﬂ:iﬂ ll--il-.l-l]!-J

LR R R L R N RN RN NN

13, Cisco Kid {Ziv), WTOP, M. to F.-6:00.....124
14, Studio 37 (MCA), WRC, F.-7:00...........,.11.2
15, Badgs 714 {NBC), WTTG, F-7:00 ..........10.9

16, Jungle Jim (Sereen Gems), WMAL, F.-6:00.,10.7

16. Science Fiction Theater (Zivy, WMAL,
s‘jl-ﬁ:m LA RS NS L E AL IR NN ERR IR NN NENN' ‘--qu..Iﬂ.?

18. Dr. Hudson's Secret Journal (MCA), WMAL,
E'“-'E=3'n LRI I ’rﬂ

I‘Jf. Man Called X {Ziv), WMAL, F.9:00 ...... 9.0
20, My Litile Margie (Official), WTOP,

M. to F-‘s:m --------- AHAEE R R R EE e e ¥ !..!'
21. 18ky King (Nabisco), WMAL, W.-6:00...... B.3

21. Buffalo Bill Jr. (CBS), WMAL, Th.-6:00.,.. B5
13, Passport to Danger (ABC), WMAL, F.-10:30. §.4
24. Waterfront (MCA), WTTG, T.-7:M........ v L2
43. Baseball Hall of Fame (Flamingn), WITG
% Rk [ P R i o e O
26, Little Raseals (Intersiate), WRC, M. to E.-
R I e e s T
27. Crunch and Des (NBC), WTTG, F.-%:30..,.. 7.4
28, Looney Tunes (Guild), WTTG, M. to F.-6:00. 7.4
2%, Beulah (Flamingo), WMAL, M.-7:30 ........ 7.2
30, Steve Donovan, Western Marshal (NBC),
WITG, T-7:00 ceuuun.. Y [

. 8.0

tds il Eddannas

®

BIRMINGHAM (2 Stations). . . ..vvvvvrnrenenenceese. . 144300 TV Homes
' THE TOP 10 ONCE-WEEKLY SHOWS (* Indicates Non-Network)

§64,000 Questlon, WBRC, T. ..............49.3
:-!lm“ I.I:II:I‘ “"HI":- h“- l-lll-il'lll'!!!-!-'lll-“*!
). George Gobel, WART, 8. ........ cxsnansas 40,3
&, Alfred Hltcheock, WHHC, Sa. ....... R 8
'-u lh Tﬂ“r ““Er Tq- s --|l--llli-il'-lnr+il-l-IHl'
4. :

Groucho Mary, WABT, Th. ..............39.8

-

THE TOP 18 MULTI-WEEELY SHOWS (* Indicates Non-Network)

1. *Diinner Theater, WABT, M.-F. .. ..........198
1. Mickey Mouse Club, WART, M.-F. .. .,....1.6
A Eddie Fisher, WABT, M.-F. ... ........ ... 11.3
3. *News, Sports, Weatherman (6:30 p.m.),

S R e e e N AN P §
8. Pattl Page, WART, T., Th. .......co0.ve00 200

THE TOP LOCALLY ORIGINATED FILM SERIES

Rank Title (Distributor) Station, Day-Time Rating

1. Man Called X (Ziv), WBRC, T-7:00......348
2. Badge 714 {(NBC), WBRC, F.-%:30..........33.3
3. Ellery Queen (TPA), WBRC, F-8:30......31.8
4, Star and the Story (Dfficial), WBRC;
o L e S W e o, B
3. Mr. District Attorney (Ziv), WBRC, M.-9:00.18.8
6. Highway Patrol (Ziv), WBRC, T.-%:30.,.....275%
7. Celebrity Playhousa (Screen Gems), WBRC,
Th-‘a:m LR N EEE A EEERES SRS E RS NEEE EERE EEREES. I'-I'TJE
B. The Pendulum (Thompson), WBRC, F.-7:00,.26.8
8. Crunch and Des (NBC), WABT, W-8:30_,,.26.8
Racket Squad (ABC), WBRC, T.-10:00......26.3
11. Br. Hudson's Secret Journal (MCA), WBRC,
Th--'E:Hﬂ #EERFAFFARP I A P kRt S EES -?—‘5-3
11. tDeath Valley Days (Pacific Borax),
WA.HT-‘ E'“gl-m LE R LR EE SN RS EERER SR RN ENENE NN r!‘r!
1), Amos 'n' Andy (CBS), WBRC, Th.-9:00....24.3
I Led Three Lives (Ziv), WBRC, W.-10:00. 218
15, Ramar of the Jungle (TPA), WBRC, 5u.-5:30.21.3
15. Science Fiction Theater (Ziv), WABT,
T]L-T:W FEREAFS A RO ES PR A S A RS BE R R SRR rl+l1:-3
17., tPaitdl Page (Oldsmobile), WABT, T.,
.Ihl-ﬁ:‘j EFFFFAFAIFEE I RTFREERSEAN RN ERERERS l-l-hil{"ﬂ

4 Red Skelton, WBRC, M. ....icvnvvinnn.... 9.8
!... E’d Huﬂl'ﬂﬂl, “"ﬂ]lﬂ. E"--. ..;....i.'ii.-.i-.rﬂ-&’

!l u“t“” “n':] F" lll'Il-I-lﬁllﬂi‘---‘l-l‘l-l‘q-IH'l3
9, Phil Silvers, WBRC, T. ......covnvnnenssa 303
9. What's My Line? WBRC, Suo. ............ 303
§. *Circle Six Ranch, WBRC, M.-F. .......... 174

7. *Circle Six Theater, WBRC, M.-F, ,......... 172

B CBS News, WBRC, M.-F. ... ...coc0viieea. 057
8. *MNews, Sports, Weather (6:1% p.m,.), M.-F. ..151
10, *Channel 13 Theater, WABT, M.-F. ........145
Rank Tidle (DMsiributor) Station, Day-Time Rating)
18. Abbott and Costello (MCA), WBRC,

b G LR et S e T e Pl M LT 1 i | |
18. Eddy Amold Time (Schwimmer), WARBT,

EJ-]ﬂ:m l'-"l‘!II'lI‘I-I-Il-l--llll-il-lll-l--ll-ll--llg-a
20. Stars of the Grand Ole Cpry (Flamingo),

WABT, MAE:30 . .veevennrsrvenssnsnraneensl Il
21. Mr. snd Mrs. North (Schubert), WBRC,

T30 ...... RN, | . |

22, 1 Spy (Guild), WBRC, F-10:30............ 183
11, Annie Oakley (CBS), WBRC, Su.-5:00,.....183
24, Stories of the Century (Hollvwood), WEBRC,
I o R o S O P |5
25. Looney Tunes (Guild), WART, M.-F.-4:00..14.5
26, Jungle Jim (Screen Gems), WABT, 50.-1:00..133
27, Secret File, U.SA. (Official), WBRC,
I | e e e OGO o i
28, Cross Curremt (Official), WART, T.-10:00.,..11.3|

29. Buffalo Bill Jr. (CBS), WARBT,
5.-12:0 noon

30. The Ruggles (Corradine), WABT,
Su-11:49 Lieinin vans B

30. 1The Hunier (Tafon), WABT, Su.-11:00.... ¥

'FlFI‘F-I-F!-!-I-F!Fl-l-li-lll‘ll-i—;nl-al

SAN FRANCISCO (5 Stations). . . ...covvvrnvsnsnnes...166,200 TV Homes
THE TOP 10 ONCE-WEEKLY SHOWS (* Indicates Non-Network)

M Mﬂl mj II- EEET R P RS R ,...H-.-I'
Ed Sollivan, KPIX, Su. .....

| B
Ii rl----r-lll-fuluﬂl
!- Et‘ﬂ-ﬂtﬁﬂ H.ﬂ. mﬂ”. n. (R ---il-il-l.--r“-"
d. 1 Love Loey, KPIX, M. .........00vanae:.-3T4
£,
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9. I Led Three Lives (Ziv), KRON, M_-10:30. .. .18.7
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8. Dinsh Shore, KRON, T. & Th. ......c.0ue.
9. *My Little Margle, KRON, M. o F. ........ &
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15. Crunch and Des (NBC), KRON, Th.-7:00. .., .13

16, Sclence In Action (TPA), KRON, M.-7:00., .12
17. Count of Monte Cristo (TPA), KPIX,
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18, Confidential File ((Guild), KGO, T.- 10:00...11
18. Cisco Kid (Ziv), KRON, Th.-6:30 ..........11.9

20, Jungle Jim (Screen Gems), KGO, F-6:30,,,.11,
20. Mayor of the Town (MCA), KGO, M.-7:30..11.
211, Highway Patrol (Ziv), KROMN, T.-6:30 ......11.
23, Forelgn Intrigue (Officlal), KPIX, W.-10:00, .11
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25, Annie Oakley (CBS), KGO, F.6:00 ........ 11.
26. 15ky King (Nabizco), KGO, Th-6:00,......10.
27. Man Called X (Ziv), KRON, M.-6:30 ,..... 10.5
2E. Superman {(Flamingo), KGO, W.-6:30 .......10.4
Big Playback (Screen Gems), KPIX, S.-2:00., 9.7|
0, Kit Carson (MCA), KRON, M. 10 F.-5:00.,, 9.3

COMMERCIAL CUES

GUILD MEMBERS STEP FORWARD
On Wednesday (13) the Screen Cartoonists Guild approved the
new two-vear contract negotiated with the Animated Cartoon
Producers Association in New York. The pact calls for raises in
minimums, plus general increases. At the same meeting the
following officers were elected: John Genilella, president; Wardell
Gaynor, vice-president; Ruth Kuss, secretary; Gordon Whittier,
treasurer; Carl Cucinotto, warden; Irving Dressler, John Foster
and Izzy Klein, trustees; Ed Smith, editor of the house organ, Top
Cel, and Pepe Ruiz, business agent.

THE STANDARD BEARERS

The Station Representatives’ Association has issued its Jatest
progress reports. On ID’s, says the SRA, all but stations KWE-TV
and WBEN-TV have accepted its standards, The SRA also
labored to have each station set up an “operations desk” to
handle all film slides, copy, instructions, artwork, props, ete, to
avoid loss, confusion and what have you, To date 417 stations
have so dowe. Score on standards for its cut-ins is as follows:
136 foliowing the standurd, 115 have declined so far. Meanwhile,
the association is working apace on this and other projects to
help organize what could be a cluttered business,

SPOTS AND FEATURES
Playhouse Pictures has been awarded the contract for the 1957
animated Ford TV commercials thru J. Walter Thompson. Six
are in production. Also Plavhouse is working on a pilot for its
first fully animated cartoon feature to be released to TV this fall.
- The Groucho Marx show and “You Bet Your Life” 60-second
openers are also on the boards at Playhouse,

ID’S
Clark M. Amnew has joined Donahue & Coe, Inc., in New York,

where he will head up creative TV activities. ... Robert Givens
has been named art director at the animation studios of Fred A,

Dowd Sells to
Broidy, Gross

HOLLYWOOD—Ira E. Dowd,
originator and packager of “The
Wild Bill Hickok™ series, this week
sold out his interests in the com-
pany to Willam F. Broidy and
A. M. Gross, and resigned as prexy.

Dowd created the “Hickok” pack-
age in 1949. Kellogg sponsored the
program when it went on TV in

195]1. Broidy will continue to pro-
duce, with Gross taking over the
president’s chair,

Cole Returns
To Guild Staff

NEW YORK — John Joseph
Cole, former Western sales man-
ager for Guild Films, has returned

WOR Buys Part
Of ‘Champion’ Pkg.

NEW YORK — WOR-TV last
week bought the two Stanley
Kramer pictures, “Champion” and
“Home of the Brave,” plus four
other pictures out of the 10-title
“Champion” package from Atlantic
Television. WOR has them on a
three-year contract.

It is expected to use these two
top pictures on “Million-Dollar
Movie” next season. WOR also has
the Selznick’s and RKO pictures
for “MDM” next season.

to the companyv to become its vice-
president in charge of sales.

Cole has been with Guild since
1955, except for a brief interval.
Prior to that he was with Motion
Pictures for Television. Guild has
also added Marvin Grieve and
Gerald Liddiard to its sales staff.

Niles Films, Holl
Ente

ood. ... Ken Walker has joined Bill Sturm
Studios, New York, as an animation director.... Geor
rprises has added Jerome Kates to its sales staff. ...
has been handed the job as free lance director of the Armstrong
Cork Company commercials live on the “Armstrong Circle Thea-
ter.” ... Robert Drucker has been a
Los Angeles branch.... Allen Swift will do the voices for the

Blake

an Fox

ppointed head of Transfilm's

Chrysler Powerflite TV animated commercials.

www americanradiohistdly com

lfn:nl' use by the various sponsors.

Nelson Series
In 44 Markets

CHICAGO — Byron Nelson's|
“Let's Go Golfing,” a 13-week
quarter-hour TV tilm series, has|

upped its sales to 44 markets since
it first was released early in 1955.
The film was made by Photo En-
te:griseg, Inc., Wichita Falls, Tex.,
under producer Charles E. King,

Al Le Vine, distributor of the
series, announced the fu]]uwing!
sales of the series: WBNS, Colum-
bus, 0., sponsor to be announced;
KFEQ-TV, St. Joseph, Mo., Carrier
Air Conditioners; WMTV, Madison,
Wis.,, Osear Mayer; KLIX-TV,]
Twin Falls, Idaho, to be an-
nounced; KULA, Honolulu, Ka-
lakaua Motors, and KFJ]Z, Fort
Worth, Fort Worth Lincoln-Mer-
cury. Le Vine pointed out that the
show has been sold for its fou
rerun on KNJ-TV, Fresno, Calif.,
and that the Canadian distributors,
Screen Gems, Ltd., have sold the
show into Hamilton, Vancouver and
Calgary, with Ottawa on the ver
of signing.

A new 18-page booklet, “Playin
Lessons From Byron Nelson,” hnﬁ
been made available as a premium)
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COMMERCIAL OPERATION
UNIQUE AT Y&R AGENCY

The commercial operation of the Young & Rubicam agency

is unique in several respects, It be

its career under the wing

of the radio-TV department, but has since moved under the
supecvision of the Copy section. Thus, the vice-president and
director of copy, George Gribbin, has over-all responsibility

FELDMAN

for radio and TV commer-
- cials along with his control
. of the department.
- More direct supervision
falls to Charles Feldman,
vice-president and director
of commercials. Reporting
to Feldman is William J.
Colihan Jr., who is manager
of commercials. He super-
vises both writers and art-
ists. Under Colihan is
Harry Hartwick, assistant
manager of TV commer-
- cials, Next in this chain of
- command is 28-year-old
- Jack Sidebotham, who su-
pervises 15 artists,
%  Another aspect of the
i TV commercial operation
is the production depart-
ment, which is headed by
John Freese, His assistant
is Fred Frost. Responsi-

hijit_v is_split further down in the department between Bob
Waters, head film producer, and Dick Saunders, who supervises

live directors.

Young & Rubicam's TV commercial operation is part of the

advertising thinking of the a

gency. The manner in which it

mirrors Y&R's advertising theory and practice is indicated in its

creative use of artists an

writers. The TV Art department is so

closely integrated with the writing that it is impossible to tell
where the artist’s contribution begins and leaves off.

The agency does not have
mercials, It does not purchase

any pat formula for good com-
any outside ideas.

APATHALETHARGA

Copywriters Suffer
Small TV Disease

By RAYSA BONOW

(Miss Bonow I3 a contlmulty writer—that's
slution parlance for “copywriter”—ai WEFMJ,

TV and AM; Yoongstown, 0.)

Apathaletharganism! Definition:
A disease of continuity writers in a
typical small-to-medium TV station
operation. Symptoms: Reddening
of the tips of the fingers, mold on
the originality section of the cere-
brum. Causes: Robot-like produc-
tion methods, borax budgets, as-
sembly-line techniques, time and
motion protagonists or “Let’s do it
the easy way!” Results: Gray flan-
nel commercials, three-button cam-
eras, narrow shoulder sets, black
sock words,

Introduce a splash of color into
the gray flannel commercial and
lusty screams vibrate thruout the
station. Mutiny has been declared.
The continuity de ent waves
a white flag of surrender, and rou-
tine takes over once more.

In order to help vou understand
this disease more clearly, let's take
one particular case in point. We
will call our patient Mary, Before
Mary began writing commercials,
she had graduated college, worked
for a public relations firm and done
some writing,.

Mary's Career

Mary was hired a vear ago as a
coprwriter at a radio-TV station
in a medium-sized city, This was
her chance to interject into TV all
the ideas exploding in her mind.
After a few weeks of introduction,
Mary decided to do something “dif-
ferent.”

Out went her commercial to the

uction manager. Il was ap-
Pm:ired and went on the air. Next
ay Mary received a memo from
the production manager. “Please
try to write your commercials to
suit the announcer.”

Rumor had it thatthe announcer
had Eﬂl]lPIH-iﬂEd that the commer-
cial was “silly.”

“All right,” Mary said, "will be
done.” A few weeks later, another

brainstorm hit Marv. Commercial
approved and on the air.

Live and Leamrn

from production manager: “Please
tr]y!Eu keep your commercials sim-
pie

complained that commercial called
for camera shots that were impos-
sible. Only one camera av:ajlnlﬁﬂ.
no time for proper amount of re-
hearsal. “All ﬁght," Mary said, “we
live and learn.
Months passed.
tion was growing.
cials were lul:elnfl
commercial-look out.” Her motto,
(Continued on page 24)

Mary's reputa-
Her commer-

Next day, Mary received a memo || &

“It's a Mary |
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Close Affiliation

By RUSS RAYCROFT

(The writer of this article has lved wiih
boith sides of the Family h: Is bere ialking
ghoul. He b5 now vice-presideni of Ro-
land Reed TV, producer of commercials.
Formerly he was radio-TY vice-president of
the Robert Orr agency. Before thal he was
al  Dancer-Fitrgerald-Sample as  rcadio-TV
supervisor om the Falstaff Brewing sccount.
Thru all these years he has been trying lo
hasten the mrrival of the “third era.")

A significant change is comin
in the relationship between a

agencies and producers of TV Fflm
commercials, In the next era in

Rumor had it directors had|

‘_:5.:';. “

RAYCROFT

to Resemble Client,

Agency Relationship at Present

this industry the agency-producer
relationship will be essentially the
same as the client-agency relation-
ship. It will be a continuous hand-
in-glove working affiliation.

We will see the full develop-
ment of this trend, I believe, with-
in three years. A few major
agencies are already working this
way., A number of others are be-
ginning to. One of the biggest
agencies is right now in the process
of whittling down the number of
producers with which it places
commercials, aiming ultimately for
a regular roster of 10 producers.
Another big agencv says it could
limit its work to five producers.

(At this point it must be under-
stood that we are not including

~ |animation houses in our discussion.

specialized field and

Animation is a

& should be considered separately.)

Third Era

Generally speaking, this develop-
ment will mark the third key era
in the growth of the TV film com-
mercial business, In the earliest
stages of the indus most ad
agencies turned to the producers
for the creation of the entire com-
mercial. More often than not, jobs
were awarded on the basis of the
scripts or story boards submitted
by the producer on speculation.

This method of operation failed
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'how as supplied by

_ couwmon oy s
whrmeievers ROTR —
Television Commercial
Outlook for
the 1956-57 Season

NEW ERA IN PRODUCER,
AGENCY RELATIONS NEAR

when agencies realized they were
giving away that which was their
primary reason for existence, the
creation of advertising,

The second era represented a
complete turn about. The agency
assumed rﬁﬂunﬂhﬂit}' for all the
creative work, while the producer
was responsible for only technical
production. In other words, the
producer merely manufactured the
product designed by the agency.

This method was weak because
it did not make use of the cre-
ativeness of the producers.

In these first two eras the pen-
dulum of practice swung wide. In
the third era that I am talking
about here, it will settle down to a
small arc encompassing advertising
know-how as supplied by the
agencies and motion L[ﬁ:::turﬂ know-

producers,

Necessary Move

It must do this to achieve the
greatest efficiency and economy in
the production of film commercials.
It will have to do this to get the
best quality advertising on TV.

The kind of agency-producer re-
lationship 1 am describing leaves
little room for competitive bidding.
The competitive bid has in fact
been gradually fading away, one
sign of the approach of the third
era. Ultimately I think this prac-
tice will for the most part become
non-existent,

The largest agencies, with a
heavy schedule of film commer-
ecials, have no practical need for
competitive bids. Bv now they
should be staffed with personnel
who know film production and its
relative costs, just as they are
stafted with personnel who know
the costs of live production. A bid
lower than any estimate an ex-
perienced agency can make for it-
self will in most cases be based on
cut comers or a compromise with
qualitv that eould utimately cost
more than might possibly be saved.

Or a low bid might be given in
order to “get a foot in the door.”
An agency that bites on this gim-
mick is asking for it. There is no
such thing as a “bargain counter”
for quality iEﬂ:mflus::tit:-n. “Yuh pays
for what yuh gets” and vice versa.

Nor do I see what the smaller
agency with less film experience
has to gain by asking for competi-
tive bids if it awards the work
solely on the lowest bid. After re-
ceiving bids from three or four
different producers, it still really
has no competent yardstick on
which to base its decision.

I believe the small agency, with

(Continued on page 22)
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SNAPSHOTS

RHEINGOLD BEER

Advertiser: Liebmann Breweries Time: 60 seconds
Agency: Foote, Cone & Belding Placemeni: “Code )" &
Froducer: UPA Picinres other shows

Distribution: W. Coasi
Whether the near-sighted Mister Magoo
mistakes the Mojave Desert for the seashore
or an oil derrick for the Eiffel Tower on a bal-
loon trip to Paris, he knows his Rheingold
beer when he sees or tastes it. And whether
he's on a safari in Africa or aboard an ocean
liner, he's selling his product with a humorous,
light touch. So far UPA has done four com-
mercials on Magoo. Six more are scheduled
for within a month, and in the talking stage
is the hope of showing him nationally, Pete
Burness directed the spots. Jim Backus, who
does the voice for the theatrical cartoons, con-
finues here.

FIRESTONE TIRES

Time: 105 seconds
Placemeni: “Yolce of Fire-
Belding sione™
Frodocer; Owen Murphy Distribution: Natlonally
To sell the new automatic safety tire, the
Firestone Supreme, this series of seven com-
mercials combines live action and illustuation
based on the theme “Built-in Peace of Mind."
The opening takes a viewer thru a photo al-
bum from the hard rubber tire of 1900 to the
balloon era of 1922, the super balloon of 1947
and then the new look in safety. Each of the
seven features a different family and a dif-
ferent make of car in the live action dpuru'ous,
and all of them hit home at the breadwinner's
fear for his family’s safety. The non-skid fea-
ture is also stressed. Two of the film in the
series are dealer commercials.

VAN CAMP FOOD PRODUCTS

Time: 68 seconds

Camp Placemeni: Spots, station
§gency: Calkins & Holden breaks
Prodocer: Storyboard Distribution: &5 citiea na-
tienally

This series that Storyboard is doing for
various Van Camp products combines selling
with entertainment to a jazz beat, the jazz
being provided by Benny Carter, TEdd‘{:l Wil-
son, Charlev Shavers, Joe Jones, Lucky Thomp-
san and others, The commercials step into
the realm of fantasy with letters becoming
musical instruments, beans turning into “bop-
pers’ to join a little porker in a bop-styled
Lindy Hop. Tenderoni and Beanee Weenees
are part of the series, with the first fe:u.hm'ng
a chicken and the latter all about beans an
wieners. John Hubley supervises the series.

COCA-COLA

Advertiser: Coca-Cola Time: &0, 20 seconds
Agency: MeCann-Erickson Placement: Mostly station
PFroducer: BIN Storm breaks

Studios Disiribution: Nationully

The primary purpose of this new series is
to introduce Coca-Cola’s new family-sized bot-
tle. The series features an American family
and consists of all live, all animation or a
combination of both, This, together with var-
jous endings, brings the total possible varia-
tions up to 28 in the series, all based on the
theme, “Bring Home the Coke.” Also in-
cluded in the campaign is the introduction of
the king-size bottle, and versions vary depend-
ing on which bottle is being introduced in a
specific area. The family bottle blurbs stress
Iﬁ: serving of all the family from one bottle.

Advertiser: Flrestone
Agency: Foole Cone &

Advertiser: Stokley-Vam

TONI LOTION

Adverilser: Tonl Ca.
Agency: Erwin-Wasey
Frodiucer: Hay Pailn

Time: 28 seconds
Placemeni: Spot & Nelwork
Distribution: Mational

Tonis new “Gabby Cabby” commercial
places the viewer in the back seat of a cab
which takes him on a hair-raising ride as the
driver talks over his shoulder in a Brooklynese
accent, Other vehicles and steel girders are
missed by inches, The cab finally heads dead-
center for a billboard and screeches to a halt
in front of it. Still looking thru the cab win-
dow, the viewer sees the giant letters “Toni.”
Camera holds on this for two or three seconds
without any audio.

. . . 0 quick look at some interest-
ing commercials that went on the
air in the past three months

Fi
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ASPECT ANIMATION

Hubley Tells Ideas
For Better Blurbs

There are dozens of new tech-
niques in both animation and live
action that have never been tried
by TV commercial producers, john
Hublev, president of Storyboard,
Inc., told the New York Art Direc
tors’ Club at its June 7 luncheon
in New York. Speaking on “New
Wavs of Commupication in TV,”
Hublev explained his own theory,
which le calls “aspreet animation,”

““Aspect  animation” is the
graphic exposition of character thru
changing the wisual forms,”™ he
saicd. “If vou set uip a symbol for
a boy and another ane for a girl,
then these svinbols need not remain
static visuallv or emotionally. Once
vour audience is with vou in identi-
fying with bov and girl, then these
visual symbols that are used to
represent them can be changed at
will, according to the emotional or
psychological need of storv or dra-
matic situation. An angry boy can
turn into an angry red form, be-

come a series of dotted lines or
broken shapes. A lovelorn girl can
become a blue form and change
from rounded curves to droopnig
elliptical lines and so on.”

“As applied to commercial TV,
new techniques such as~‘aspect
animation’ can pave the way to
commercials that rival or even sur-
pass the entertainment programs in
which they are imbedded,” Hubley
continued. “Because commercials
are short, they sustain ideas that
might not stand up for a full show,
Brilliant animated or live action
vignettes, novelty uses of the film
medium, can bring sparkle to what
are now all too often prosaic hard-
sell dead spots on the air.”

Pointing out that the viewer in
his own home does not turn on his
set to be sold but to be entertained,
Hubley concluded that the content
of commercials should be broad-
ened to contain as manv factors of
human interest as possible.

TV TAPE WILL SAVE US
ULCERS—COLIN SELPH

“Video tape will save some dol-
lars all right, but the important
thing is that it’s going to save a
zillion ulcers.,” So savs the presi-
dent of the first station in the coun-
try to put in an order for the Am-
pex tape machine,

Colin Selph, president of KEY-T,
Santa Barbara, Calif., expects de-
livery. of his VTR (video tape re-
corder) in February, 1957. His
primary interest in the new ma-
chine is for production of local
commercials.

“Our costs will assuredlv come |

down,” Selph asserts, “but it’s too
earlyv to tell how much. 1 don't
think we'll save anvthing on man-
power,

“But costs are not the really im-
portant thing from our point of
view,” Selph continues. “This isn’t
just a TV evolution. It's a revolu-
tHon. We'll be throwing away the
old operations book and write a
new one as we go along,

Space Trouble

“Suppose a client wants three
or four spots in a single day. As
things are now we've got a serious
time and space problem. His dem-
onstration models and props have
to be brought up here. But we're
alreadv erowded with stuff being
used, waiting to be nsed or already
used and wating to be hauled back
by the owners,

“So we shift things around and
make room for him. But then
there’s the demonstrator, the pitch-
man to worry about. He works
once and then doubles back for his
second stint. We're just stuck if be
breaks a leg or a traffic law be-
tween pitches.”

VTR will end headaches like
these, Selph believes,

Even the best announcer will
5{::]? once in awhile, according to

KEY-T head. “With tape in
here we'll be able to rehearse and
edit the commercial and know
everything is exactly right before
we telecast.”

Retail Accounts

Most of KEY-T's business is
with retail accounts. “We sell
everything here from ham-on-rye
for a restaurant to the wares and
services of an earth-moving ma-

chinery dealer. We've got stage
sets, backdrops, signs and props
all over the place. Also furniture,
refrigerators and other items. If
business gets any better we'll be
pushed right over the cliff.”

He was referring to the &EY-T
studios, which are located high on
a seaside hill. There is a patio
from where automobiles are shown
against a background of the city
stretching away to the Santa Ynez
mountain range. Selph's office is
on the patio-city side, and its wall
is one bip window.

Car Sales

“We sell a lot of automobiles
here,” he said, nodding toward the
patio, “but for every commercial
somebody has to drive a car up
here and then drive it awav again.
With VTR in operation he can
drive up just once and we'll put
the prmful:t and the pitch on a reel
to telecast any time. On top of
that, we can bring the cars up
when the weather and visibility are
just right to show them off best,

“We plan to set up regular shoot-
ing schedules during the business
day and record whole series of
commercials as needed. After re-
hearsing and shooting the demon-
strator can go home and take his
props and models with him.

“Tape will give up flexibility—
lord knows we can use it, And it
will give us better quality commer-

cials,” Selph concluded.

Com’l Seminars to
Be Held by NTFC

The National Television Film
Couneil is planning to hold a series
of six to 10 evening seminars on
TV commercial prnguelinn in the
fall. Bert Hecht, production vice-
president of NTFC, said they will
probably hold the meeting in one
of the clubs in New York. Agencies
will be limited to three representa-
tives apiece, one from copy, one
from art and one from production.
In this way they will be able to ac-
commodate at least 10 agencies at
each meeting, Hecht said there will
be no charge for admittance.

ADVERTISING MANAGER of a large Eastern Bank says:
“Billboard is a most useful and
meg_fu! publication, jam-packed
wif

should read.”

information that any TV user
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BERT | THINK WE QUGHT

TO THANK ALV THE NICE PFOPLE
AT YOUNG € RUBICAM 7R THE
FINE NEW CAMPAIGN THATS HELPING

US SELL DELICIOUS PIELS BEER.
/

WHO NEEDS 'Em !

YOUNG & RUBICAM, INC. Advertising New York Chicago Detroit San Francisco Los Augeles Hollywood Montreal Toronte Mexico City London

www americanradiohistorv com
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AS DON MORROW

SAYS

Exclusivity Can Create Problems
For Both Announcers and Clients

The TV announcer is the adver-
tiser's good will ambassador. It
therefore behooves the client to
make his announcer exclusively

his own.

But this is not so easily done, ac-
cording to Don Morrow, one of the
top TV announcers working in New
York. In order to get an announcer
under exclusive contract, an adver-
tiser has to puarantee him at least
$100,000 a vyear, because that’s
the amount that any well-known

MORROW

announcer can make by scattering
his shots.

And even if the advertiser is
willing to meet the price, Morrow
points out, the announcer is still
reluctant to take an exclusive deal.
It's too riskv. By working five ac-
counts, as Morrow does, he need
harbor no fear of being dropped

one or two or even three of
them. He would still have plenty
of work, and he would still be hot
in the eyes of casting directors.

Bad Spot
But an announcer dropped from

an exclusive tie-in is sure to land |

with a dull thud. His cluse identifi-
cation with a single advertiser
over an extended period of time
makes him odious to the rest of
the trade. To make it waorse,
everybody know's he's at liberty

consequently he's in no posi-
tion to bargain.

Morrow has seen this ha ;
The announcer in such a plight, he
claims, has no choice but to start
working at scale again.

Due to the hazards of exclusiv-
ity, the advertiser seeking such rep-
resentation often has to resort to
an unknown talent,

Morrow ran into such a situation
within the past two months, A
major mnetwork sponsor ady
closely identified with one com-

personality wanted an-
other as a foil and occasional sub-
situte for its basic announcer. The
sponsor again wanted an exclusive
relationship. Morrow was audi-
ticned for the job and turned it
down. The sponsor ended up with
an unknown and is most likely pay-
ing minimums.

Not Too Thin

Naturally, no name announcer
would work for two competitors at
the same time. Morrow himself
says he keeps the number of his
clients to a minimum not only as
a matter of loyalty to his sponsors
but in order not to spread himself
too thin. This in itself gives the
advertiser some degree of exclu-
givity.

The advertiser ought to keep an
eye on his announcer’s other work,
anyhow, Morrow advises, to note
not only the other products he sells
but also where he sells them. Too
close juxtaposition of the same an-
nouncer can be unfortunate for
both advertisers. It can wear down

any affection the viewers may have
for the announcer, and it can con-
fuse his identification as much as
if he were working for two differ-
ent brands of the same product.

This is difficult to control. Mor-
row mentioned one such embarras-
sing situation on the air this season,
A certain announcer was working
for an automobile and a cigarette,
both of whom had shows on the
same network. At the opening of
the season the two shows were a
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good healthy distance apart on the
schedule. But because the audi-
ence flow was less than satisfac-
tory, the network decided to do a
little time switching.
Back to Back

As lTuck would have it, hoth
shows turned up back to back so
that, after a brief pause for station
identification, the same salesman
who a minute before was selling
cars came on again to sell ciga-
rettes.

Buick

------

Bulova

Elgin

www americanradiohistorv com

AT.&T.
N. W. Ayer & Son, Inec.

Buchanan & Company, Inc. Hixon & Jorgensen, Ine.

Campbell-Ewald Co.
Chevrolet

Delco Batteries

W. B. Doner & Co.
Doyle, Dane & Bernbach
Eastman Kodak

Eastside Beer

" Foote, Cone & Belding
General Motors

SPIELERS IDENTIFIED

WITH WEB

SHOWS

Following is a list of announcers who were identified with sponsors of eve-
ning and weekend programs on the noetworks during the 1955-"56 season. The

annooncers hsied appeared om screen &t
identified by voice.

least some of the time or were clearly

The list does not include program stars who deliver commercials (such as
Arthur Godfrey or Garry Moore) nor does it include off-screen woices who were

in np way identified.
The hist cotains 109 announcers; 24

of them women. Also given mre the

products they pitched, the sgency representing each product and the program on

which their commercials appeared,

ALBERTSON, FRANK

AC Spork Plugs, D. P, Brother, Big Town
ALDRED, JOEL

Chevrolet, Compbell-Ewald, Chevy Show
ALLISON, FRAN

Whirlpool, KAE, Berle-Roye Show
BAILEY, JACK

Old Gold, Lennen & Mewell, Truth or

Consequences

BALLANGER, ART
Post Cereals, B&B, Fury
BAKER, ART
Chevralet, Campbell-Ewald, Crossroads
Chevrolet, Campbell-Ewald, Dinoh Shore
BARBER, RED
State Farm Insurance, Needhom, Lewis
& Brorby, Red Barber’'s Corner
Fluffo, Biow, | Love Lucy

Gulf 0il
Hills Bros. Coffee

Hunt’s Tomato Sauce

Leo Burnett Company, Inc. Johnson’s Wax
Kudner Agency, Ine.
Lever Bros.
Lucky Lucky Beer
Management Associates
Marlboro Cigarettes
McCann-Erickson, Ine.
Max Factor

Mennen Produects

Lux

Raymond R. Morgan Co.

National Bohemian Beer
Norelco Razors
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BARUCH, ANDRE

Lucky Strike, BEDLO, Hit Parade

Nash, Geyer, Disneyland
BECKER, SANDY

Wildroot, BBD&O, Robin Hood
BLAINE, JIMMY

Mescafe, Bryan Housten, Stoge Show
BLAKE, JONATHAN

Kent, YAR, &4G Challenge
BRADLEY, TRUMAN

Chrysler, McC-Erickson, It's a Great Life
BRAND, JACK

Viceroy, Ted Bales, Line-Up

Viceroy, Ted Bates, Baseball Preview
BREWER, BETTY

Mescafe, Bryan Houston, Stage Show
BREWSTER, DIANE

Purex, Weiss & Geller, Big Surprite
BRITTON, BARBARA

Revlon, Lo Roche, §4G Challenge
BROOKE, HILLARY

Kalvinator, Geyer, Disnayland
BROWN, JOE E.

Lifebuoy, Rinso, Good Luck, McC-Erick-

son, Big Town
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Needham, Louis & Brorby,

Ine.

Pabst Blue Ribbon
Reynolds Aluminum
Rheingold

Richfield 01l

Shasta Cream Shampoo

HAL ROACH STUDIOS

aaaaaa

CANNON, JOHN
Armour, Tatham-Laird, Perry Como
CARPENTER, KEN
Lux, Eprr, Flp:nl:llﬁl. Good Luck, J. W.
Thampson, Lux Video Theater
CARUSO, CARL
Swanson's Chicken, BBDAO, Star Stage
CASE, NELSON
Falstaff, Dancer-Fitzgerald-Sample,
Baseball Game of the Week
Esquire Polish, Emil Mogul, Masquerads
Party
Delco-Remy, Campbell-Ewald, Wids
Wide World
CHAPELL, ERMNEST
Pall Mall, SSEAB, M-G-M Parads
CLARK, DICK
Ramington-Rand, YAR, Caesar's Hour
CLARKE, JACK
Cheerios, Dancer-Fitzgerald-Sample,
Wyott Earp
CLAUSEN, CONNIE
Beech-Nut Baby Food, KAE, Dr. Spock
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Union 01l

Warwick & Legler, Inc.

Westinghouse
White King Soap

Young & Rubicam, Inc.

HAL ROACH, JR., President

5. 5. VAN KEUREN, Vice-Pres. & General Manager

Cecil Underwood, Managing Dir.,, Commercial Div.
Jack Reynelds, Prod. Mgr.

8812 W. Washington Blvd., Culver City, Calif. ® TExas 0-3361 * VErment 7-2311

729 Seventh Ave., New York City—Circle 5-4135

World's Largest Television Film Studios
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Slenderella International
J. Walter Thompson Co.

CONOVER, HUGH
Skippy. Guild, Boscom & Bonfigli,
You Asked for It
COSTA, MARY
Chryslar, McC-Ericksen, Climax
Chrysler, McC-Erickson, Shower of Stars
CROSBY, LOU A
Dodge, Grant, Lawrences Welk
DAY, LARAINE
Amaona, Moury, lee & Marnihall,
Phil Silvers

DIXON, BOB

Gaines Dog Food, BAR, Decambar Bride

Campbell’'s Soup, BBDAD, Star Slage

Tide, BAB, Loretta Young

Amar. Oll, Katz, Person to Person
DIXON, PAUL

Whitehall, Ted Bates, Midwest Hayrids
DUMNME, STEVE

Ford, J. W. Thompson, Ford Star Jubilee
EDWARDS, ALLYN

ATET, N. W. Ayer, Telephone Time
ELLIOT, BilL

Yiceroy, Ted Bates, Line-Up

Viceroy, Ted Bates, Baseball Preview

el ot O Y COM

FENNEMAN, GEORGE

Chesterfisld, Cunningham & Walih,
Dragnat

DaSoto, BBDAO, You Bat Your Life
Chesterfield, Cunningham & Walsh,
Gunamoks

Chesterfield, Cunningham & Walsh,
Warner Bros. Presenia

FLEMING, ARTHUR
Winston, Esty, Bob Cummings
"Moxzema, S5CAB, Perry Come
FORSTER, ROGER
singer, Y&R, Four Star Playhouse
Bufferin, Ipana, Yitalis, Ban, Y&R, Four
Star Playhouse
FURNESS, BETTY
Waestinghouse, McC-Erickson, Studie One
GARRATT, CHARLES

Old Gold, Lennen & Newell, Twe for the
Money

GIBMNEY, HAL
Chesterfield, Cunningham & Walsh,
Drognet
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GIBSON, VIRGINIA

Toni, North, Truth er Consequences
Tani, Morth, Parry Come
GILMORE, ART
Pet Milk, Gardner, George Gobel
Pat Milk, Gardner, Red Skelten
GOODWIN, BILL ;

Ivory, Crisco, Compton, Fireside Theater
GOODMAN, LEE

Ralston, Guild, Bascom & Bonfigli, Ethel
and Albert
GRAHAM, JUNE

Stopette, Ludgin, What's My Line?
GRAY, ARLENE

Stepette, Ludgin, What's My Line?
GREGSON, JACK

Mennen, KAE, Wed, Might Fights
HAGEMAN, RICHARD
Mecchi, Grey, Stop the Musie
HANCOCK, DON
Angcin, Asro-Shave, Biow,
Doug Edwards News
Anaocin, Aero-Shave, Biow, Name That

Tune

Mash, Geyer, Disnsyland
HAMNMES, ART

Lincoln-Mercury, K&E, Ed Sullivan
HERBERT, DON

G.E., BBD&O, G.E. Theater
(Continued on page 20)

Animated Blurh
Voice Is Most
Non-Exclusive

Allen Swift Does
6 Different Parts
In One Commercial

In radio, the stations, networks
and sponsors usually wanted an-
nouncers with distinctive voices
that would serve as their trademark.
I» TV, especially in the field of
animated commercials, there is
such a big demand for unseen
voices that not all the well-known
;Ji}?nunmn of radio could fill the

To meet this demand there is a
sinall coterie—five or six—multi-
voiced 'l::pecin]j::ts to whom the prob.
ems of exclusivity and rehearsals
deseribed by Don Morrow else-
where in this issue are unknown.
ther can worh for anybody as long
as they're aot too busy,

One of the most non-exclusive
talents in TV is Allen Swift. In
the past year he has spoken with
150 different voices on close to
$8,000,000 worth of animated com-
mercials, Sponsor loyalty is no vir-
tue to Swift. Take gasoline, for
it tance. Swift in the past vear
has ipoken for Amoco, Cities Serv-
ice and Speedway 88, Tea? Swift
has given out for Tetley and
Nestea. Coffee? You can hear
Swift on both the Sanka and Nes-
cafe commercials, tho, of course,
you'll never recognize him.

Six on One

On a single commercial, Swift
has spoken as many as six different
parts, including the straight sales

message,

Rehearsal and production entail
no problems for those in Swift’s
l. e of work, since they can read
thei roles directly from the seript
and the public never knows what
ihey look like. With a little cun-
nng the animation voice is ready
to record almost as soon as he looks
at the script.

In fact, Swift has practically no
problems aside from getting away
om vacations. He charges on a Per-
voice basis. This is not stipulated
ir. the Screen Actors’ Guild contract
on commercials, but Swift has lit-
tle difficulty getting producers to
see the point.

Swift has also written the script
on some commercials, He is a
proponent of the cute slant and a
deadly enemy of what he calls
“square” commercials, As far as
Swift is concerned, regardless of
the number and type of sales points
an advertiser has to there
isn't a commercial that couldn't
benefit from & iswumorous, interest-

ing, original or likablc script.
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CONSOLIDATED FILM INDUSTRIES

Firs? for-quality, firat for zpesd, first for econamy
Biliboard TV.Film Service Awards/1954 £ 1955

$39 SEWARD 5T., HOLLYWOOD 38, CALIF., HOLLYWOOD %-1441 = 531 W. S7TH 57., NEW YORK 19, M.Y. CIRCLE 7-4400

Your American Red Cross Is Always There After Disaster Strikes

Spielers on

@ Continued from page 19

Network Shows

HERLIHY, ED
Colgate, Fab, Lustre-Crame, Ted Bates,
The Millionaire

HICKS, GEORGE
« LS, Steel, BRDAO, U.S. Steal Hour

HIESTAND, JOHN
Cheerios, Wheaties, Kix, Dancer-
Fitzgerold-Sample, The Lone Ronger
HODGES, RUSS
Genaral Cigars, "I"l.ﬁ, !q-wling
Champions
HOWARD, WED
Johnsan's Wax, FCAB, Red Skelton
JACKSON, JAY
Scott Paper, 1. W. Thompson, Father
Knows Best
JACKSON, RUTH
Armatrong, BBDAQ, Circle Thaater
JAMES, HUGH
Armstrong, BBDAC, Circle Theater
Firestone, Sweeney Jomes, Voice of
Firestons
JORDAN, JOANNE
Lilt, Biow, | Love Lucy
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prove we're on the right track

with animated commercials that sell.

Our secret? Creative thinking

combined with tomorrow's trends

in udveﬁising design.

.......

......

A PATIN

- PRODUCTIONS

650 SUNSET BOULEVARD, HOLLYWOOD 28, CALIFORNIA
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KAYE, MARY (& JOHNNY)
L.S. Steel, BBD&O, U.5. Steel Hour
KIREY, DURWOOD
Life Mogazine, Y&R, John Daly Hews
All, Meedham, Louis & Brorby, Warner
Bros. Presents
LE MOND, BOB
Ovaltine, Tatham-Laird, Capt. Midnight
Dldimobile, D. P. Brothar,
Liebmon Presents
LESCOULIE, JACK
Buick, Kudner, Honeymooners
LEWI|S, GLORIA
Borden, YAR, People’s Cheoice
LUNDIGAN, WILLIAM
Chrysler, MeC-Erickson, Climox
Chrysler, McC-Ericksan, Shower of Stors
LODIS, JOHN .
Gen'l Mills, Tatham-Laoird, Toles of the
Texas Rangers
MARSHALL, REX
Moxwell House, BLB, December Bride
Reynolds Metals, Buchanan, Frentier
Minute Rice, YAR, M-G-M Parade
Gleem, B&B, Loretta Young
Maytag, Leo Burnett, Navy Log
Dedge, Grant, Breok the Bank
McCARTHY, JACK
Ford, K&E, Preducer’s Showcose
MEADE, JULIA
. Lincoln-Mercury, K&E, Ed Sulliven
Hudnut, K&E, Your Hit Porods
MONROE, VAUGHN
RCA, KAE, Berle-Raye Show
RCA, K&LE, Producer's Showecoss
MOORE, CLAYTON
Cheerios, Wheaties, Kix, Dancer-
Fitzgerald-Semple, Line-Up
MOORE, TOM
Alka-Seltzer, Geoffrey Wade,
Jehn Daly Mews
MORRIS, LESTER
Roto-Broil, Product Services, Super Circus
MORROW, DON
LAM, Cunningham & Walsh, Gunimeke
Morwich, B&B, Ozzie & Harriet
LAM, Cunningham & Walsh, Warner
Bros. Presents
MURDOCK, PEG
Sunbeom, Perrin-Paus,
Sunday Spectoculor
Sunbeam, Perris-Pous, Berle-Raye Show
MYERSOM, BESS
Frigidoire, FCAB, Do Yeou Trust Yeour

Wife?
NELSON, JIMMY

Mestls, Bryan Housten, Sioge Show
NIMMO, BILL
Schick, K&E, Montgomery Presents
l‘a:rrri‘ Waorwick & Legler, Wed. MNight
ights
NORRIS, KATHI = .
GE, Y&AR and Maoxeon, 20th Century-Fox
Hour ond Warner Bros. Presents
OSMOND, KEN
Chearies, Wheaties, Kix, Dancer-
Fitzgerald-5ample, Lone Ronger
O’SULLIVAN, TERRY
Ford, J. W. Thompson, Ford Theater
Dentyne, Dancer-Fitzgerald-Sample,
Caoesar’s Hour
QOTOOLE, BiLL ’
Admiral, Russel Seeds, Life s Warth

Living
(Continued on page 25)

KATHI
NORRIS

Represented by
William Morris Agency
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.V. spot editor

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

SARRA

New York: 200 East 56th Street Chicago: 16 East Ontario Street

The engaging combination of sprightly patter, with an animated

- King Puppeteer and live action form a sure sell series of Johnston

twenty-second spots. Prominent container displays of Johnston
Hot Fudge Sauce, Cookies and Graham Crackers provide power-
ful product identification. Produced by SARRA for the ROBERT

A, JOHNSTON COMPANY through cooperation with KLAU-
VAN PIETERSON-DUNLAP, INC.

SARRA, INC.

New York: 200 East 56th Sirveet
Chicago: 16 East Ontario Street

Captivating mother and child sequences appeal to a wide audience
in SARRA’s newest series of TV commercials for Mexsana. Live

action is punctuated with optical effects and emphasize the uses
of Mexsana Medicated Powder and enumerate its advantages.
Smooth continuity maintains interest and product display clinches
sales. Produced by SARRA for PLOUGH, INCORPORATED
through LAKE-SPIRO-SHURMAN, INC.

SARRA, INC.

New York: 200 East 56th Street
Chicago: 16 East Ontario Street

This spot, one in a continuing series for 7-Up, proves that high key
photograpy can reproduce perfectly on TV screens—does sell ef-
fectively! A cool commercial, set to hot musie, is timed for summer
selling, with close-ups that establish strong product identification
and present an appetizing 7-Up float that almost comes off the
screen! Skillful photography from a full range of camera angles
takes full advantage of the expertly cast family group. Produced
by SARRA for THE SEVEN-UP COMPANY through J. WALTER

THOMPSON COMPANY.
SARRA, INC.

New York: 200 East 56th Street
Chicago: 16 East Ontario Street

The quality and skill that go into making Jax Beer keynote this
series of one minute commercials by SARRA. Well-known TV
personality Bob Neal sets a relaxed tone for effective soft sell by
introducing “Golden Moments in Life” for sportsmen . . . of
course, one of these is the enjoyment of Jax., Live action photog-
raphy makes for credibility and focuses on strong product identi-
fication. The already popular jingle emphasizes the fact that
“life looks brighter with Jax Beer.” Produced for JACKSON
BREWING CO. by SARRA through FITZGERALD ADVERTIS-

ING AGENCY, INC.
SARRA, INC.

New York: 200 East 56th Street
Chicago: 16 East Ontario Street

SARRA television commercials are designed to build viewer ac-
ceptance and promote sales. The more than 3,500 TV commercials

already produced by SARRA's advertising specialists with more

than 25 years’ experience give conclusive evidence that SARRA
commercials get results and inspire the confidence of advertisers.

SARRA, INC.

New York: 200 East 56th Street
Chicago: 16 East Ontario Sireet

www americanradiohistorv com
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Producer, Agency Relations

® Continued from page 15

only a limited schedule of com-
mercials, would be better off by
giving all its Flm work to one
valitied producer in whom it has
aith. I think this is what the small

agencies will be doing, by and
large, within the next three vears.

The bigger agencies will, in the
third era, distribute their film work
according to brands. A single pro-
ducer will do all of the commer-
cials for a particular brand on a
continuous basis for as long as he
produces top-quality work for a
fair dollar and on a reasonable
time schedule. This is actually how
the agency itself holds the brand.

How Many?

How many different brands can
a single pmrﬂmer work with on this
kind of continuous relationship?
This will depend on the amount
of production work required by
each brand. 1 doubt that a single
producer should do more than
$3.000,000 gross business a vyear
unless he has studio operations on
both eoasts. Right now there is no
producer doing that much com-
mercial work. To do more than
that the producer would have to
become a factory, thus defeating
the very objective of the develop-
ment 1 am recommending.

Production of TV film commer-
cials is a personal, creative service.
A good producer can contribute
ideas as well as craftsmanship to
the Emﬂuctiun of a commercial,
but he can perform at maximum
effectiveness only if he is thorol
acquainted with the advertiser an
his product. How can he possibly
have this complete familiarity un-
less*he works with the brand on a
continuous basis, just as the agency
does?

Furthermore, the promise of
contimuous work on a brand is the
greatest incentive to the producer
to bend his best efforts for that

brand. By knowing the problems,
plus the amount of work required
over ‘a given period of time, the
producer is able to contribute a
great deal more than he possibly
can if he gets the work on a
strictly catch-as-catch-can  basis,
From the agency side of the pic-
ture, Dan Ryan, of Tatham-Laird,
puts it this way, “How else can an
agency reward a producer for good
work than to give him more work?”

Animation is a field in itself, with
a different set of problems. Cre-
ative, original animabtion art is
usually bought on the basis of a
particular style or an individual
artist. Except for the biggest
agencies, who are familiar with the
animation field, when an agency
decides to go for an original anima-
tion idea, I believe it should make
its selection with the help and un-
derstanding of its regular brand
producer. When only routine -ani-
mation work is required, it should
be done or contracted for by the
regular brand producer.

It's Coming

The development I have de-
scribed here will be disagreed with
by some agencies, I am sure. How-
ever, before you disagree too
loudly, I should explain that I saw
the development take shape not
from the producer’s side of the
street, but the agency’s., I have
proof that a close working relation-
ship between an ngenc? and a
producer pays dividends to the
client. The trick is for agencies
to learn how to obtain the best pos-
sible quality of TV commercial
work. One thing is sure: They'll
never get it running up and down
Madison Avenue with an armful of
story boards asking for bids.

(P.S.: I wonder what would hap-
pen if advertisers shopped for
agencies every time they had a new
campaign. Interesting thought!)

ALLEYES AREON

NEW

% From Inipired Serlipls snd
Story-Boards from
Young & Rubicam.

000-

TVSPOTS

PRODUCED BY UPA PICTURES, INC,

NEW YORK:—60 East 56th S5t.
BURBANK:—4440 Lakeside Drive

PLaza 8-1405
THornwall 2-7171
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A company is often known by the company it keeps.
And the Roland Reed organization is proud to keep :
company with these outstanding names nf American B :
industry. * : 5 - j
. We believe our :u:mﬁful services in these organiza- e :*2

- tions to be based on these factors: (1) ﬂuhiundmg per-
sonnel—hand-picked for their knowledge of the special-
ized needs of our clients; (2) Fumhtms—und in our case
this means one of the largest areas devoted primarily
te TV and industrial film production . . . o primie location
in the heart of the film center . . . nine sound stoges . . .
complete creative uﬁ;! technical facilities . . . and more

. than a millien dallars werth of specialized motion pic-
fure equipment; {3}_ Ej:p-ur'mn:n and know-how—built en
a solid foundation of many years in the field of creative
mation piciure production. '

-

WE INVITE

your mqulﬂn on any phass of TV i'llm commersials or industrials,
No obligation, of course.

3 LOCATIONS:

i HOLLYWOOD — 650 North Bronson: Avunuu
—HOllywood 2-7142

NEW YORK — 521 Fifth Avenue — MUrray Hill 2-854]
CHICAGO — 716 MNorth Rush Street — DElaware 7-0903

PRODUCTIONS,

MAKERS OF THE WORLD'S FINEST

INDUSTRIAL AND
PUBLIC RELATIONS FILMS
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Copywriters Suffer TV llls

® Continued from page 15

“Ingenuity instead of cameras,” was
slowly disintegrating. Complaints
came that Mary's commercials were
too arty, re all right fo

Creenwich Village, but not here.

Mary decided to have a talk with
her boss. Should she continue writ-
ing the way she felt or should she
kowtow to the simplicity attitude
and send out “gray flannel com-
mercials?” Boss said: “Up to you,
Mary, After all, everyone laughed
at Fulton. It’s always harder to do
the different. But it’s up to you.”

Mary: "But if my writing upsets
announcers, cameramen, directors,
perhae: it's mot worth the out-
come,

Boss: “Up to you, Mary.”
Jazz It Up

Mary went back to her office.
She settled down, picked up her
hone and called one of her clients.
he asked what he would like to
;dumtisa lu:d his r-e::ﬁ ﬂlﬂm MM:.
ones replied exciledly that Mary
ghould really jazz it up, sell it your
style. Mary was thrlled. She

e e e e e

asked him what props he was send-
ing, “Props? Who needs props?
Just let the announcer tell about
our fabulous sale, But really jazz
it up. Give it the old one- 3

And now: “Proposed cure for
Mary's disease.”

We recommend (1) meetings
with announcers, directors, produc-
tion managers and continuity on
the co-operative way to make bet-
ter commercials, thus instilling en-
thusiasm for new stvle commer-
cials to replace the old hammering
ones, (This recommendation is the
most near sighted one. The fol-
lowing will take more time and

money.) (2) Improved produc-
tion methods, two camera avail-
ability, more rehearsal time. (3)
Give continuity more time for
creating, less time for jobs such as
routine typing and filing. (4)
Educating the station personnel
who have direct contact with
clients on TV techniques, thereby
educating the client.

L B

ONE OF AMERICA’'S LEADING
TELEVISION COMMERCIAL PRODUCERS

Recent Clienis:
Firestone Tire &
Rubber ([o.
American Bakeries Ce.
American Tobawe (o

Whitehall
Pharmaceutical (e,
Bills Bres.' [olfes

723 SEVENTH AVENUE

NEW YORK

19. N

TOUGH BUT POSSIBLE

By BOB SPIELMAN
Is it possible for a local or small

commercials on a limited budget?

The answer is in the positive,
providing he is willing to work
within certain limitations, change
the structure of his budget some-
what, and adopt some specific
rules of practice.

The limitations indicated are, in
the great majority of cases, help-
ful rather than harmful to the spon-
sor's message. It is becoming in-
creasingly clear in TV that the
simple commercials are usually the
most effective—and whereas these
can be as expensive as the most
complicated spots, they can also be
done well at low cost.

TV stations and producers unani-
mously agree—and agencies to a
great extent concur—that the big-

gest roadblock toward the produc-
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advertiser to turn out high-caliber | SPO

tion of better commercials today
is the failure of the agency and
nsor to work more closely with
the film producers and TV outlets,

Leading to almost as much trou-
ble is the tendency of local adver-
tisers to try to copy network com-
mercials costing  multi-thousand
dollars. Local spots can be effec-
tive, but they must be kept simple,

Thirdly, the tendency of the lo-
cal sponsor is to spend too much
money on production, " and not
enough on seript and storyboard.
Often, the small agency (and this
is by no means an indictment of
all) has only little knowledge of
the production techniques possible
in live TV, and practically none of
those in film. It is imperative that
the script stays within the limits
of the budget, and vet makes full
use of the possibilities within that
limit. Few scripts do.

Specifically, then, what can the
small advertiser do to better his
commercials (a) in film, and (b)
in live TV,

Film Commercials

The local advertiser can afford
film, both live action and, to a lim-
ited extent, animated, if he uses it
judicionsly. A spot that has only
onetime use is probably beyond his
means. But the very advantage
of film is that it can be run over
and over again. Further, film ean
be recycled: Three one-minute
spots, for instance, can be made
with two minutes of production.

It is most important that the ad-
vertiser gives the producer a defi-
nite and honest budget prior to
the time the storyboard is prepared.
Only if this figure is availalt;ﬁamcan
the latter plan the eommercial,
utilizing those elements which best
fit the pocketbook of the sponsor.

Song Ad Productions of Holly-
wood has probably done more film-
ing for local sponsors than any
other major producer. Advertisers
for whom they've tumed out foot-
age range from one-showroom car
dealers to one-market beers.

Effective wse of animation and

have standardized cartoon open-
ings and closings identifying the
product, with live inserts between.
Any number of new spots can thus
be produced by merely switching
the inserts,

Photo Animation offers numerous

ssibilities. The animation camera
Fl:]ﬂl to be confused with the ordi-
nary Mitchell) is versatile enough to
be able to create some of the ef-
fects of animation with glossy
Fphotos., Other effects can be ob-
tained with opticals, all cheaper
than full animation.

Limited animation, in which only
one part of the body, such as the
mouth or a hand, moves, is ﬂn]_lnt}]lle&'
way to economize. Lip sync sho
be avoided, and 'voice over-util-
ized for local spots.

Trade-Mark Type

Producer Ray Patin and George
Faust, v.-p. of Roland Reed Pro-
ductions, point up the possibili
of developing a cartoon (or live
character that can be an identifying
trade-mark for a local advertiser.

Patin visualizes the use of such
a character together with a se-
quence of glossies identifying the
product or place of business of the
sponsor, Whereas this would not
be animation per se, it would have
some of its effectiveness without
its high cost.

Another means to create the illu-
sion of animation is to move a
silhouette, such as a boat, in front
of a panoramic background. This
has only limited possibilities but,
with certain trade tricks, can be
made eflective,

Earl Klein, of Animation, Inc.,
has begun experimenting with cut-

live in a one-minute spot is to,

Local Sponsors Can Develop Top
Commercials on Small Budgets

outs instead of line drawings for
the bodies of characters, thus cut-
ting costs 20 to 30 per cent. Even
the time of year an animated com-
mercial is to be produced is im-
portant. The slack period on the
national front is from July to Sep-
tember, and a producer can there-
fore do a local spot cheaper during
the summer.

In both animated and live film
the number of scenes should be
kept to a minimum (local agencies
nearly always overload with visual
copy), preferably only one. De-
velopment of a single scene is, in
the majority of cases, the most ef-
fective.

A technique which is gaining
popularity is not to show the faces
of the actors in commercials. This
puts the emphasis on the product
and results in greater viewer identi-
fication, From a cost angle it's im-
portant because SEG instead of
SAG actors can be used, knocking
the talent price, and sibsequent
residuals, wav down,

As a general rule, the small ad-
vertiser is better off in flm (ex-
cluding animation) if he stays away
from the large production centers,
which are primarily geared to na-
tional sponsors.

Use of 18mm. instead of 35mm.
film eliminates manv of the factors
(such as labor costs) which have
skyrocketed prices in recent vears.
The end product will not be of the
same qualitv, but it may still meet
the needs of the sponsor.

"~ Live Commercials

Improvement in live commercials
depends to a great extent on closer
liaison between agency and station.
In many cases, especially amon
smaller agencies, the personne
does not have the production
knowledge station people have, yet
the latter are often not consulted.

Ray Wagner, West Coast com-
mercial head of Yonng & Rubicam,
who has had to deal with the prob-
lems of local sponsors, puts pre-
planning as the prime requisite for
turning out a live spot at low cost.

Sets and props should be kept
simple—the cluttered look is not as
effective anyway — remembering
that product identification is the
most important element,

Employment of an art director
can save time and maoney in dress-
ing a set. Free-lancers are usuall
available for local agencies whi
do not have one on their staff. "

Many of the production tech-
niques emploved in programming
have been neglected when it comes
to commercials. One of the most
important of these is rear (or front)
projection, whereby an announcer
can be placed in front of a scene
or sequence of scenes, sponsor-
identifying or otherwise, at mno
more cost than the making of a
slide.

Use of silhouettes with a rear
process screen can be highly ef-
fective for some products. Full ad-
vantage of the electronic camera,
with its revolving lens and ahilils
to create upside-down, up-hill an
down-hill illusions, is seldom taken,

Different kinds of cards with pull
tabs, windows thru which copy can
be rolled, can be used in a variety
of ways. One of the more unusual
effects can be obtained by moving
magnetized objects over a smooth
surface with a magnet hidden be-
hind.

Use of models (not., in this in-
stance, the hwo-legged variety) is
another wav to pep up interest. In
one case, for example, an auto
dealer wanted to put across four
points, Instead of the usual stand-
up pitch he used mode] cars. Four
of these were rolled past the cam-
era, each with one of the main
sales points lettered across the top.
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Spielers on

® Continued from page 20

Network Shows

PAIGE, BOB
Schlitz, Lennen & MNewell, Playhouse of
Stars
PATRICK, EVELYN
Revion, BEBDAOD, 464G Question
PAUL, RALPH
Goodyear, Y&R, Goody=ar Playhouss
Lanolin Plus, Biow, Hame That Tune

PERRIN, VIC
GQuoker Oats, Wherry, Baker & Tilden,
Sgt. Preston
PRENTISS, ED
Oxydol, Dancer-Fitzgerald-5ample,
Medic
RAYBURMN, GENE
Pontioc, McMonus, John & Adams,
Playwright's ‘56
Pontioe, McManus, John & Adoms,
Wide Wide World
RAYMOND, GEME
Studebaker-Pockard, BAB, TV Reoder's
Digest
REISER, ED
Elgin Walch, ). W. Thompson,
Parion to Person

RIGGS, GLENN
Admiral, Russall Sesds, Lifa Iz Worth
Living
ROBBINS, FRED
Coca-Cola, McC-Erickson, Eddie Fisher
ROBERTS, KEN
Stopaette, Ludgin, What's My Line?
Mogen David, Weiss & Galler,
Dollar @ Secend
RUSSELL, BOB
Sealtast, M. W. Ayer, Big Top
EAWYER, STAN
Gulf, YAR, Life of Riley
SHEPARD, BOB
Sunbeaom, Perrin-Pous, Berle-Raye Show
Sarutan, Geritol, Kletter, Amateur Hour
Garitol, Kletter, Masguerade Porty

SHIFLEY, BILL
Sylvania, J. W. Thompson, Baot the Cloack
Plymouth, N. W, Ayer, Swayze News
Prudential Life, Colkiny & Holden,
You Are Thers
STANTON, BOB
Johngon's Wox, Meedhom, Louis &
Brorby., Montgomery Presents
STARK, CHARLES
Kraft, 1. W. Thompson, Kraft Theater
Kodak, ). W. Thompson, Director's
Playhouse
Brille, J. W. Thompson, Star Tonight
STARK, DICK
Westarn Union, BAB, Down You Go
Remington-Rand, YAR, What's My Line?
STEVENS, MARK
AC Spark Plugs, D. P. Brother,
Wide Wide World
SULLIVAN, JEAN
Kleanex, FCAB, Perry Como
TAYLOR, BROOK
Alecoa, Fuller & Smith & Ross, Alcoa Hour
VINES, LEE
Hazel Bishop, Raymond Specter,
Arthur Murray Party
Prom, Morth, Arthur Murray Party
VON IZELL, HARRY s
Carnation, Erwin Wasey, Burns & Allen
Goodrich, BBDAD, Burns & Allen
Texoce, Kudner, Jimmy Durante
WARREN, BOR
Prell, Raymond Spectar, This I8 Your Life
WEIST, DWIGHT
Johnson & Johnson, YAR, Robin Hood
WILLIAMS, BOB
Johnsen's Wax, Needham, Lovis &
Brorby, Montgomery Prasents
WILSON, DON
Lucky Strike, BBDAO, Jock Benny
WIRTH, SANDY
Chunky, Hilton & Riggio, Super Circus |
WOODS, DONALD
Budweiser, D'Arcy, Damon Runyon

Theater

FOR THOSE

WHO CAN

AFFORD

THE FINEST

ROUND-THE-CLOCK SERVICES
NEGATIVE DEVELOPING
FIRST. PRINT DEPARTMENT

ULTRA VIOLET AND
FLASH PATCH PRINTING

16MM AND 35MM
RELEASE PRINTING

KODACHROME: PRINTING.
63 EDITING .ROOMS
SPECIAL TV SERVICES
For Color it's

MOVIELAB FILM LABORATORIES, INC.

MOVIELAB BUILDING 619 W. S4th 8t, N.Y. C. 19 - JUdson 6-0360
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In anmmation:

Lars Calonius
Productions, Inc.

45 WEST 45TH STREET
NEW YORK 36, NEW YORK

PLAZA 7-0350
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. NOT ALL FILtM | A" TIME, COST ANALYSIS
VIdBO | Supply, Price |ON TWO-MIN. FILM BLURB

Each quarter The Billboard will endeavor to run a time and

the basics ot the commercial will be described.
- The specimen considered here was a two-minute film com-
mercial for an automotive accessory. It involved a demonstration
ur Ive on the road with voice over, a sequence of graphic illustrations

and a scene in a dealer's showroom with lip synchronization.
The producer planned a 15-day production schedule as

. a
cost analysis of a specimen TV commercial. In most cases it
recordi"gs DICIEte Pa rI will not be possible to identify the advertiser or producer, but

By ELLIOT SAUNDERS

i follows:
m“‘,:::‘;.:,r z:,:;:" 31":“:":' : First and second day: Plan location shooting, choose studio
sponsible for the Sunbeam commerclals, and talent, and start work on ,the art for the technical
inclnding those mouth walering morsals for illustrations.
6 SEypa) Third thru fifth days: Location shooting wilh crew one,
Aside from the endless and often build set and shoot studio sequence with crew two, record the
Eﬂ“f‘_l-'imﬂ'. arguments about pro- voice over sequence, approve and shoot illustrations.
"-],“Elf““ vnqus, ﬂfﬂm are two un- Sixth and seventh days: Develop and print dailies and
answerable situations that require graphic sequence, transfer sound to film and screen the dailies.
a TV sponsor to produce at least Eighth and ninth days: Edit and screen the first cut.
F““:H]“{ his ““t‘ﬁmeﬁ““‘l ihs'“' It's Tenth and 11th days: Make any necessary editorial
e e P changes and hold second screening for possible final client
They are both marketing situa- approval,
tions. They both require up-to- Twelfth day: Order fine grain for opticals.
I [ AMBRIDGE the-minute copy. Since it takes Thirteenth and 14th: Proceed with opticals and mix,
d from one to 10 weeks to film a Fifteenth: Answer print.
commercial, it would be out of the Budeet Breakdows
'I' l I - ( I tresﬁun to can the message when g i b _ _ )
e e' SI°n en er the sponsor is in either of these The producer budgeted thlsicummemm] at $3,500 to in-
situations. - clude his overhead and profit. His breakdown was as follows:
I'm talking first of all of a sit- One day of location shooting, also allowing for one day of
2 uation in which the sponsor faces bad weather—$1,800.
[ ] 0 - e - alr tough mmpetlrliun ﬂ"l;h p[il::ﬂsa_] ]Ihjs 81 gﬂnﬂﬂ day of studio work, including cost of set construction
’ 1 t i =L, ¥
. gli:;::;:.m u%’g?&i}l le?] thz Tﬁsiﬂ Em $3uﬁechnica] illustrations, showing a cross cut of the product
maonths the three leading electric - - :
® StUdlo shavers have been caught in a Talent, consisting of bwo actors in the showroom scene and AGENCY M AN
fluctuating price ride. Each had to one announcer off screen—%$400 (over scale). :
n answer his competitors’ claims tit Sound studio and labor costs, not ineluding mixing and fine SMILES!
for tat, Under the circumstances grain—$553, : x
® 0“ oca Ion it would have heen impossible to Cutting and editing—8300.
{:ﬂmr:llif thtL entire copy line to a Opticals ‘Ennd fine grain—=$300.
sound track, ' Mixing—%250.
(by special arrangement) hThE other situation ['&u ta]kiFg #Em-e;}sﬁnt and fnéreet:ar.lhpzintthmﬁﬁ-l.'i.t ; - sl il son whien
about is inventory and - supply. e producer pointed ouv a e cost of & one-minute ' '
" Sometimes your TV messagappcan version of this commercial would have been only slightly less You P'rﬂduﬂ"-‘ thﬂﬂﬁ 4 Ik com-
hroad(a“ q“ahly be a little too effective. You are| than this budget. mercials at Jamieson Film
especially vulnerable to this on a However, the actual cost of this commercial was $1,100 Company in Dallas. Be-
d b' I new item that you send off with a over budget for the following reasons: cause out here in the wide
uu e sys em concentrated push. The basic art for the cross-cut sequence was not delivered open spaces, you'll relax
Unless you get on the air and by the agency until the eighth day of the schedule, Conse- in tension-free, unschizo-
Iow to“ explain, youre going to have a quently, the illustration work was done on overtime, costing phrenic atmosphere that'll

lot of disappointed customers, or $500 extra. Also, the editing of this sequence had to be done on
mavbe Instpﬁstumers if they are overtime, which cost an additional $100. let you do probably the

not persnaded to go back to the Finally, three days before the completion of the com- Eﬂﬂt work you've ever
store and try again. mercial, the agency made a change in the copy due to change one.

A situation like this can creep in the statistics used in the sales talk. It took several hours to And that Jamieson staff of
up on you suddenly, and then you match the quality of the original sound track. This and the new ecreative film technicians
have to get a line into this week's mix cost another $500. will be working with vou,
show something like: “If your deal- - turning out top quality
er doesn’t have any more in stock, | you can produce a film. Hence, aside from format values,| material. You’ll be im-
please be patient. We're filling or-|  You often see this kind of hold- | the necessity of producing a com- wpressed with our complete
ders as fast as we possibly can. ing and pushing operation on Rev- | mercial live depends on price and facilities (everythin

You've pot to act fast, faster than 'lon’s big quiz shows. supply fluctuations. under-one roof) m?fe malf-

agement: sound stage,

i - | mobile units, recording,

+ mil EVERYONE | &oi%
our experience (40 vears

facilifies service GF motien picbise padt

tion) ; a long list of satis-
fied clients (important
*animation

rehearsal studios
closed circuit

: national and regional
® viewing room

®

L ]

advertisers).

At Jamieson, vou'll get
high quality films, deliv-
ered on time, well within
vour budget. And, with
those nagging worries far
behind, you'll be amazed

film editing
audio recording

al @ minimum of cosi

for at the ease with which
® advertising agencies ' Ei?;rl:gi ‘ﬁgﬂ;ﬂ in air-condi-
® advertisers - /) :
® announcers / - fﬁﬁfyﬂﬂf
® commentators 2 "E;“’“f‘f
® performers |I ’, _,E },}- f :h:‘:y n:.u:ﬂ
o vocaliss A, it
® independent _ @BV @ Sund Jor
producers "' d si % #u&w cn]gil' '
[ ] Ia'!‘ urﬂni:atiu“l . .. ﬂ..“ Elnﬂe WE f-ﬂ.n :fkfg;hﬂgu
® educational groups = S A . ; you gee in it
. . possibly do all of it
® musicians ; ‘.“‘ w® ‘I y '

L ]
b ‘: Q we try to make

(AMBRIDGE i che best of it IAMIESON
TELEVISION CENTER A5\ 4 ;

1481 Bway., N. V. C. (Times Sq. S . 3825 Bryan  ® o Dolls e . TEBISH
“III 99295 E *animation inc. 8564 melrose avenue hollywood Avimation  ® - Localion

Sound Stoge . " Laby

WWW americanradiohistorv com



www.americanradiohistory.com

JUNE 23, 1956

THE BILLEOARD

COMMERCIAL QUARTERLY 27

Labs Suffer With Rush Jobs:
To Charge or Not Is Question

In the frenzied world of TV film
commercial production, the dead-
line for the next step in a produc-
tion schedule is often “yesterday.”
It's a source of frustration to New
York producers that the West
Coast labs are set up to tum out
work in less time than it normally
takes the East Coast labs.

At the Society of Motion Picture
and Television Egineers forum in
New York last month, Bob Gross,
of American Film Producers, sug-
gested that East Coast labs set up
a service for tuming out work on a
super-rush basis, a service for
which they would charge a pre-
mium rate. This super-rush service,
which would be available to every-
one, would go a long way toward
helping producers who find them-
selves in an’ emergency in which
time is of the essence, Gross be-
lieves,

At present, Gross said, East
Coast labs provide such ultra-fast
service as a. “personal favor” to
their best customers. Smaller pro-
ducers and animation producers,
who turn out less footage, often
can't get that kind of service, Gross
claims, Eliminating the “personal
favor™ aspects and making ultra-
fast service available to any pro-
ducer willing to pay the premium
would be a fairer and more busi-
ness-like way of handling the
situation, according to Gross,

How do the labs feel about this
proposal? Can such a svstem oper-
rate effectively? To what extent
would it solve the problems of pro-
ducers caught in a time squeeze?

Herbert Pilzer, president of Cir-
cle Film Laboratories, believes that
this plan would prove unsatisfac-
tory. “A long string of delays and
pressures that have been building
up at the agencv and production
office comes to a head when the
commercial reaches the lab,” Pilzer
said. “Practically every producer
needs to have his job processed as
quickly as possible, If we were to
set aside special personnel or fa-
cilities to handle rush orders, this
department would quickly become
50 jammed that it would cancel it-
self out,

“Besides,” Pilzer continued, “the
nature of a lab operation is such
that it must be based on personal
relationships. A lab does not cater
to an infinite number of occasional
customers as a clothing store does,
We know our customers. The pro-
ducer who places his business with
us regularlv deserves extra fast
service when he needs it. I
couldn’t think of giving a one-shot
customer a higher priority just be-
cause he was paying a premium
price. . . . The only time we add
a surcharge is when a job directly
entails overtime.”

However, at least two labs in
New York, Du-Art and Movielab,
do have provisions for handling
ultra-rush work at premium prices.

But their procedures are not as|

formalized as envisioned in Gross’
proposal. Both retain the right of
turning down such a job when they
feel it would be too great a strain
on their facilities.

Attention

INDEPENDENT RECORD
AND FILM PRODUCERS

Acoustically tested by HBC network
sound engineers—30'x80° refrigerated
air conditionsd sound stage, plus two
control booths, two dressing rooms, two
restrooms. Nationol and International
radie and film progroms have been
recorded hers (list on request). Person-
nel availabls or bring your own. Raotes
$25.00 per day. Special rates on re-
quest.

AMENIC TELEVISION

1856 5. Glenstone, Springfield, Missauri
l Phons 5-13&7

Movielab, according to Ben
Bloom, can and does provide extra
fast service at higher rates, but it
can only handle two or three such
jobs at a time. A lab, Bloom main-
tains, must be able to accept or
reject super-rush work at its own
discretion.

Normally, East Coast labs do a
job in 24 to 48 hours. "Rushes”
or “dailies” are processed in less
time, They are usually returned to
the producer noon or earlier the
day after they're shot. Other pro-
cessing on a commercial—such as
developing and printing of the
sound track, printing the fine grain
master, developing the dupe nega-
tive and making the answer print
—usually are done in 24 to 48
hours as regular routine.

In 12 Hours

On a rush basis, each of these
jobs can sometimes be done in 12
hours or less. Tho rush jobs can
be done overnight, labs prefer that
the more critical work be done
during the day when their most ex-
perienced workers are on hand.

Medals Given by
N. Y. Art Dir. Club
For Light Blurbs

The champions of “mood” and
“entertainment” commercials (as
opposed to the advocates of “hard
sell” or “square” commercials) had
a heyday this month when the
winners of New York Art Directors’
Club medals were announced. The
board of judges consisted of some
truly heavyweight production and
agency personnel. But the winners
were all on the light side.

The winning animated burb was
the one minute “John and Marsha"

t for Snowdrift Shortening pro-
uced by Storvboard, Inec., for the
Fitzgerald Agency of New Orleans.
The winning live action commercial
was the leafvy 20-second spot for
Modess produced by Elloit, Unger
& Elliot for Young & Rubicam.

A special medal went to the
“Bert and Harry” commercials that
UPA Pictures is producing for Piel
Bros. thru Young & Rubicam.

Citations were also given Story-
board’s “Dadaist” spot for Diamond
Crystal Salt thru Benton & Bowles,
to Van Praags strong folk song
live-action production for Dodge
thru the Grant Agency and to the
live kiddie - and - blackboard com-
mercial that Kenyon & Eckhardt
produced for Ford on the “Pro-
ducers’ Showcase,”

the sponsor's sweetest dream has come
trua, Mow, for the first time, his product
can be handed right out of the television
tube into the living room, REAL AS
LIFE! Qurs ls tha “World's First com-
patible 3-D televizion process® to be
successfully used on a regular station
program. |f requires no glass or filter-
type viewers, It's safe, simple and low
in cost . . . & novelty that will put
new life into children's programs and
commerciais aliks,

EStereo Pat. 3,733,623

Agencies, Froducers, Film Buyers . . |
get aboard the 3-D bandwagon
sand for brochure TODAY |

ROLAND D. CRANDALL PRODUCTIONS

31 Heuxtad Drive, Old Creanwich, Conn.
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The total cost of laboratory
work on an average 60-second live
action commercial usually runs be-
tween $100 and $175, an extremely
small proportion of the total pro-
duction budget. Production of this
type of commercial ordinarily takes
about 16 dayvs to complete, tho if
all work—including lab processing
—is done on a super-rush basis, an
answer print can be turned out in
half that time,

In an effort to get faster service
on a regular basis, some producers
are said to pay lab employees a
set fee per waz;k under I:i}:l:lue table
to get special attention. There is
little the labs can do to stamp out
this practice. They maintain, how-
ever, that “payola™ rarely results
in getting anything more than the
re service. "But if it keeps
him happy by making him think
he's etting something extra, it's
okay by us,” one lab exec observed.

Small Revenue

To most labs processing of TV
commercials constitutes a relatively
small portion of their total busi-
ness. Du-Art estimates that TV
commercials bring in only about 8
per cent of its gross revenue, For a
laboratory to revamp its routine to
accommodate the TV industry’s
requirements for extra speed would
be economically impractical. The
labs, therefore, are far from eager
to go whole hog on Gross’ proposal.

One big beef the labs have is
that many agency and advertiser
personnel don't know too much
about film processing, which leads
them to make impossible demands
and to feel cheated when the labs
cannot oblige. ihﬂ ]ab.btgm}f elaim,
is everyone s whippin and no-
body's boss. VRS

* X % * %

There's nothing that can'l

be done...and done
exceedingly well . . .

With a liftle fime and
money.
How liftle fime?

How liftle money?
You'd be surprised!
But you've gof fo see us

fo find oul.

. . . for the best in TV Commercials . . .

write or call

FIVE STAR PRODUCTIONS, INC,
6530 Sunset Bivd., Hollywood 28, Calif. FPhone: HO 3-4807
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Motion Pictures for

Television and Indusiry

565 FIFTH AVENUE

-

New York 17, N.Y.
ELdorado 5-1382
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Three Reasons for Changing
Importance of Disk Markets

Shifting Populations, Dominance
Of Packages, Sales Methods Cited

By JOEL FRIEDMAN

HOLLYWOQOD—An ever shift-
ing population, the continued dom-
inant role of the packaged goods
business, and the use of stream-
lined merchandise methods are cur-
rently responsible for the change
in importance of market areas in
the disk industry.

The sales potential of a seem-
inply obscure city in classical al-
bums, for example, is enough to ac-
count for an unusually larger share
of the total volume of business
than might ordinarily be attributed
to such a given area.

In the main, the large metro-
politan cities continue to dominate
the disk picture insofar as sales are
concerned, tho the volume of less
densely populated areas in the
West an R{idwest continues to
grow. The general rule of thumb
in allocating sales quota to dis-
tributors is based on population,
the economic level of the market
in question, Emst performance and
the individual characteristics of the
territory iFEi . Los Angeles, for
instance, has perennially been an
exceptionally good album market,
while Dallas is the No. 1 market

Clef, Verve,

Norgran Up
EP Price Tags

HOLLYWOOD—Effective July
1, the price of extended play rec-
ords for the Clef, Verve and Nor-
Fran labels will be “li‘PEd to $1.49
rom its present level of 98 cents,

Move is being made according

to general sales manager Bernie
Silverman to put the firm's prices
in line with that of the industry.
According to Silverman, EP sales
are a mnegligible factor with the
}Jl‘i[.'ﬂ increase not expected to af-
ect the market in any fashion.
Company had previously reduced
the EP price ot 98 cents some
months ago.

Silverman also revealed the ap-
pointment of Eastern Record Dis-
tributors, Hartford, Conn., to han-
dle the Clef and Down Home lines:
Allied Record Distributors for Nor-
gran, and Metro Distributing Com-
pany to handle Verve and Norgran.

On the repertoire front, label
president Norman Granz concluded
the recording of Bing Crosby in

{Continued on page 106)

Imperial Pact
To Bill Davis

HOLLYWOOD—In line with
the program to further diversify the
operation of the company, Lew
Chudd, president of Imperial Rec-
ords, has sizned organist Wild Bill
Davis to a term recording contact,

Davis has already recorded a
series of LP's, cut in New York
this month, with release expected
this fall. Additional name artists
in both the jazz and popular fields
are to be added in the future, ac-
cording to Chudd.

Company recently bowed in the
:}Eﬂm I;:sinms wi:h' th-rit] }1:&11::55 nal:

t albums in the r an
blues and popular fields,

in the nation in country and west- i

em records. The sales performance
of such cities would be appreciably
higher in those fields, thus increas-
ing their quota set by disk manu-
facturers and eaming them a
higher national rating,
Varying Strengths

There is no true market picture
in the disk industry that would be
applicable to each of the major re-
cording companies. RCA Victor
and Columbia far outweigh their
competitors in the classical field,
while Capitol is strong in the pop
package business. Each firm would
garner a larger share of business
in its respective field, and thus
allocate different sales quotas to
their distributors and branches.

A composite view of the majors’
top 15 markets in the nation in all
categories of music, without tak-

ing into consideration such indi-
viﬁual characteristics as depth of
catalog or branch wvs. distributor,
shows the following ratings and
percentage of national business at-
tributed to each:
New York
Chicago .. .
Philadelphia ...... 6.00
Detroit +...c000ss 5.50
Los Angeles 5.42
San Francisco .... 4.00
Dallag ....ossunss 3.34
Boston .....e0004. 3.30
Pittsburgh ,.3..... 3.29
Harthord oovssvses 3.25
. Cincinnati ...evee 3.18
. Baltimore ........ 3.10
. Newark . ccoaveans 2.90
. Cleveland
s heattle Loieceesns 2431
The figures show that the top
(Continued on page 34
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Dealers May Find
July Banner Month

RCA and Col. Traffic Hypos
Can VYanquish Dog-Day Doldrums

NEW YORK—T]uly, tradition-
ally the worst month in the year for
the record business, may actually
develop into a banner month in
‘58, thanks to a combination of the
RCA Victor and Columbia traffic-
building programs. This will be the
month that Victors’ Save-on-Rec-
ords coupon bhook holders drop in
for their free bonus disks, and both
companies are advancing high-
powered new releases as their
$2,98 specials.

Columbia’s Buy-of-the-Month in
the pop category will be Percy
Faith's ork in “Passport to Ro-
mance” (CL 880). The classical
BOM will be a coupling of Beetho-
ven's Fifth and Mozart's Symphony
No. 40 in G Minor, played by the
Philadelphia Orchestra under Eu-
gene Ormandy (ML 5098). The
Faith set will consist of all-time
hit songs from France, Germany,
Portugal, Italy, ete,, including such
as “Madeira,” “Merry-Go-Round,”
“Bonjour Tristesse,” “Moritat,”
“Sierra Madre” and “Portuguese
Washerwoman.”

Victor's SOR coupon holders may

M-G-M Hypos
Hot Months
Album Output

NEW YORK — M-G-M Rec-
ords is stepping up its album re-
lease schedule for the summer
months, Three dozen packages are
set, including a third “Baker’s
Dozen” group for August,

Album sets will feature Joni
James, Elggy Elman, George Spear-
in‘ﬁ Ted Straeter, Art Lund, the
Billy Williams Quartet and the
Grand Vienna Waltz Ork among
others,

The diskery will also keep its
Bloomfield, N. ]., pressing plant
operating thruout the summer with
employee vacations staggered, in
order to handle the frm’s own
disk releases as well as its custom
accounts,

come into the stores to place their
orders for the classical set, “Virtu-
os0 Orchestra,” with Charles
Munch conducting the Boston Sym-
phony Orchestra, or for the pop set,
“We Could Make Such Beautiful
Music,” with the George Williams
dance ork, or for hoth sets, which
will cost £2.98 each with a coupon.
The Boston set includes new hi-fi
recordings of three Ravel works—

(Continued on page 36)

SUNSET HYPOS
BAILEY WAX

HOLLYWOOD — Indie
Sunset Records will hypo the
sale of the firm's new Pearl
Bailey wax this week, via a
joint promotion worked out by
the label's sales topper, Guy
Ward, and Paramount Pie-
tures.

Miss Bailev, who stars in
the Paramount film, “That
Certain Feeling,” with Bob
Hope, will be heard via a
special 43 “p.m. clear vinyl
open-end interview platter,
currently being shipped to
disk jockevs thruout the na-
tion. Scripts allowing the jocks
to ask questions and then cue
in Miss Bailey's answers., In
addition, ‘wo excerpt: from
her Sunset Works are includ-
;d in the deejay promotion
it.

Haydn Label

'Sale Close

NEW YORK — Sale of the
Haydn Society label, following
two previous deals that never
ielled, is close at hand., It was
earned this week that a syndicate
known as Portchester Properties,
Inc., has made a bid for the firm
which has been accepted by the
creditors’ committee, headed by
Columbia Records.

Howard Rikoon, attorney for the
new corporation, would not iden-
tify the individuals involved but
indicated that some “fresh money,”
new to the record business was
represented.,

Rikoon said that following ex-
pected acceptance by neces-
sary 50 per cent of all creditors of
the offer, reported to be about 15
cents on the dollar, the label would
mlick[v be reactivated. He said

at Victor Cohen, a former Havdn
employee, would be general man-

(Continued on page 34)

Decca Re-Styles
15-Unit Phono Line

~ NEW YORK—Four-speed mo-
tors, permanent 45 r.p.m, record
| laying adaptors and a wider re-
tail price range than ever before
are features of the new Decca
phonograph line. The 15 com-
pletely re-styled units comprising
the line are being unveiled at dis-
tributor sales meetings in key cities
by Syd Goldberg, Decca sales chief,
and Mike Ross, manager of the
firm’s accessory division,

The Aristocrat, a special hi-fi
AM-FM radio tuner, is standard
equipment with the high-end
model Eldorado, which retails from

Friedman Exits

S-B Coast Post

HOLLYWOOD — Veteran mu-
sic man Sammy Friedman -leaves
his post as Coast representative
for Shapiro-Bernstein, Inc.,, after a
10-vear association to recover from
a recent heart attack.

Friedman will vacation for the
next three months before deciding
upon a new affiliation. He will con-
tinue to head the Hollywood Mu-
sic Men's Luncheon Club, local
fraternal organization of song
pluggers, and helm the weekly
Wednesday meetings of the group.

Wwww americanradiohistorv com

$499.50 to $519.50, depending on
cabinet material. The tuner can
also be used with the Riviera and
Demonstrator models, which sell
for $199.95 and $129.95 respec-
tively,
Heavy emphasis in the line is
ortables with 10 new models
t category. _ Of these, three
carry the four-speed turntalle fea-
ture, while three others are 45

(Continued on page 38)

on
in

Angel Unveils
Summer-Fall
Discount Plan

NEW YORK—Angel Records’
“Summer-Fall FPlan,” was sched-
uled to break this week, offers
dealers freedom of choice in order-
ir;ﬁ either Factory Sealed or Stand-
ard packs wherever both are avail-
able.

The diskery has thrown its en-
tire catalog into the annual plan,
which offers a 10 per cent discount
and deferred billing to any Angel
dealer who places a minimum or-
der of $40C. Dealers will get a 100
per cent exchange privilege on
Factory Sealed disks only.

Altho the company will begin
taking orders this week, delivery
will Ee after July 2, According to
sales manager John Woolford, bill-
ing will be one-third due on Oc-
tober 10, one-third on November
10, and the final third December
10, The deadline for orders is

Julv 27,

Included will be Angel’s com-
plete operas, special editions, dra-
matie recordings, and the blue
label series of Tighter works and
pops.

This week also, Angel will ex-

(Continued on page 34)

IN THE WORKS

Riverside

S-Yol LP
Jazz Hist.

NEW YORK—A comprehensive
“History of Classic Jazz,” a five-
volume 12-inch LP set, is in prep-
aration by Riverside Records for
fall release, List price of the spe-
cially designed set will be $25.

The unit, prepared by Riverside
mentors, the noted archievists Orrin
Keepnews and Bill Grauer, will in-
clude 60 examples by such names
as Louis Armstrong, Fats Waller,
Jelly Roll Morton, Bix Beiderbecke,
Bessie Smith, Duke Ellington, etc.
Much of the material has not been
issuedl since its original release on
now-defunct labels in the 1920,
Annotation will be by the noted
jnzz historian Charles Edward
Smith,

In a more modern vein, River-
side is prepping two LFP’s featur-
ing the composiiions of Alee
Wilder, Ome is a specially cleffed
group of works for guitarist Mun-
dell Lowe and 10-piece jazz group.
The other is a program of Wilder's
off-beat songs, all new to wax.
They'll be cut by Shannon Bolin,
thrush who appears currently in

“Damn Yankees.” Both are sched-
uled for fall release.

RCA Phono Push
Keyed to Disk Hypo

NEWhTDHKﬁHEA Victor's 45
r.p.m. phonograph promotion, pre-
dicted by The Billboard last week,
has been formulated, and will be
introduced to the trade this week
and next.

The push, which is aimed at
expanding the base of the record
buying market at the teen-age
level, will be based on a He-in,
phono-and-records deal. The bait
is a special package containing
all of the material that was in
Victor's Glenn Miller Limited Edi-

tion No. 1, to be made available

on 45 rp.m. EP disks [or $5,
with any of the company’s four self
contained 45 r.p.m. phonos at reg-
ular price, TLese will be the same
60 Miller recordings that were in-
cluded in the original $24.95 pack-
age, but without the fancy pack-
aging. It is recalled that this first
Miller set sold 125,000 packages,
and often at premium prices,
According to L. ]. Collins, sales
manager for the RCA Radio and
“Victrola” Division, this special
will be offered with the model
(Continued on page 36)
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C&EW Deejays Kick
Off First Annuadl

Initial Event a Quiet Affair But

_ Big Things Promised

By BILL SACHS

SPRINCFIELD, Mo, — With
Crossroads TV Productions and
Top Talent, Ine., serving as host,
the Country and Western Music
Disk Jockey Association, headed by
Nelson King, prexv, held its first
annual conclave here Thursday
thru Saturdav _(14-16) with some
220 signing the register at conven-
tHon headquarters at the Colonial
Hotel.

Like all first-time meetings of
its kind ‘there were a few slip-ups in
arrangements, but overall it panned
out a successful gathering, socially
speaking, Other than the official
annual meeting of the CMDJA
board Friday (15) p.m., there was
little official activity. There was a
bit of moaning from tradesmen on
lack of activity, chiefly from BMI
adherents, but association spokes-
men blamed it on a misinterpreta-
tion of what the original purpose of
the meeting was to be. At the Fri.
dav gathering CMDJA board mem-
bers explained that the gathering?
which is to become an annual
event, is not to become an over-
all trade gathering on the same
basis as the annual countrv and
western shindig sponsored by WSM
in Nashville each November or the
Jimmie HRodgers Dav held in Mer-
idian, Miss,, on May 26 each vear.

CMDJA spokesmen stated thal
the group’s annual gathering would
be dedicated to the purpose ol fur-
thering public acceptance of coun-
trv and western music. Music men,
record people and the like, they
said, wf.uﬂr.r not be especially in-
vited to participale in the annual

Pic Tunes for
RKO's Lamas

NEW YORK——Martv Marchat,
attorney for RKO-Unique's Lamas
Music, last week stated his firm
had gained the publishing rights
for the music in five upcoming
RKO tilms, now either completed
or in the lilming stage.

Marchat’s wnepotiations with
RKO execs, highlights a . strong
pitch being made by the pubbery,
to [funnel all foture film material
mto the Lamas firm. Lamas is a
subsidiary of Ceneral Teleradio,
whirh also owns RKO Pictures.
At the same time a spokesman
for Mills Music admitted that his
firm’s long-standing publishing
agreement with RKO had expired.

Films alreadv in the bag f[or
Lamas include “Tension at Table
Bock,” with a score by Dmitri
Tiomkin and “Bun of the Arrow,”™
which features
score. A strong effort is still being
made [or the rights to the Eddie
I'isher-Debbie Revnolds flick,
“Bundle of Jov.,” altho rights on
this are believed
assigned  elsewhere, .

Another lopic covered by Ma-
chiat in his talks at RKO is the
diskery’s interest in issuing sound
track albums of old Fred Astaire-
Cinger Rogers Filmsicals. These
would inclnde “Top Hat,” “Flying
Diown to Rin,” ete. Diskery execs
believe a number of these [ilms
have sound tracks suitable [or
current release, in spite of the
fact that some are as much as 20
years old.

1t is understood that Astaire’s
original contract with the studio
precluded the use of the s6ng ma-
terial on records, Efforts already
made to get the star’s okay will be
resumed upon Astaire’s return [rom
a European junket.

a Viclor Young |

to have been|:

for the Future

events but would be welcome to
attend, The purpose of the annual
meeting, in addition to. permitting
lhe board lo conduel ils annual
meeting, would be to enable the
group to stage an annual show to
raise monev for the CMDJA treas-
ury. The annval meeting, it was
stated, will be held each vear in a
different town, The meeling held
Friday afternoon (15) to determine
next year's plans was a highly
secretive one, but board members
pledged to secretiveness assured
that the announcement for next
%'Eﬂr's conclave, to be made at a
ater date, would come as a homb-
shell to the trade. Thev held off
announcing details for fear that
the idea might be lifted,

Show Line-Up
The show held at the Jewell
Theater Fridav night was a corker,
with some 1,200 people jamming
the anditoritm at a $1 a head to
witness a four-hour eountry and
(Continued on page 40)

Richmond Sets
New British
Pub Firm

NEW YORK——Publisher, Howie
Richmond has set up a new British
firm, Cromwell Music, Ltd. The
new firm will expose American hit
properties in England.

Richmond’s other British firm,
Essex Music, Ltd.. was organized
a vyear ago lo handle English-
written material thruout the world,
Richmond said that since Essex
| was set up, it has had four hits in
England.

In addition, Richmond signed
Allesandro Cicognini, noted Italian
film score composer
Thiel,” “Bread, Love and Dreams,”
ete.), to an exclusive contract,
covering all his eompositions and
Western hemisphere rights to all
his film scores, :

Aberbachs Off on

European Jaunt

NEW YORK——Cene and Julian
Aberbach, Hill & Ranee Music
toppers, will spend the summer
in Europe. Thev will acquire ma-
terial and visit their branch opera-

| of distribu

("Bievele |

tions. Take-off is \Wednesday (27).
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SCOPP LANDS
FOREIGN MARK'T

NEW YORK — Mickey
Scopp, chief of the Big Three
music publishing firms, sees
the European market as of in-
creasing importance to the
American music business. Re-
turning last week from a trip
abroad, Scopp stated: “The
countries of Europe provide
an important supplemental
market to exploit American
compositions. IProgres-
sive trends thruout Europe ac-
count for more substantial roy-
alty remittances to American

writers and publishers than
ever before. The Big Three
companies have organized ef-
fectively in Europe to handle
professional exploitation of its

catalogs and to administer its
business affairs.”

Abramson to

Build Atco
Artist Stable

NEW YORK—In. a new move
to build Atco Records to an equiv-
alent status with its parent label,
Atlantic Records, Atlantic presi-
dent, Herb Abramson, last week
took over the artists and repertoire
and sales direction of the sub-
siciary.

Abramson’s first job will be to
build the Atco artists stable in the
rhythm and blues, rock and roll
and pop cateporics. At a future
date, as yvet undetermined, he will
start recording album material.
Atco leendﬁ, has a complet2 web

ors, apart from those
handling Atlantic,

Atlantic’s a.&r. will continue un-
der the joint direction of vice-
presidents, Ahmet Ertegun and
Jerry Wexler, with v.-p. Nesubhi
Ertesun in charge of packages and
jazz.

Atlantic, to date, has not found
a new sales manaper to succeed
Lon Kreletz, who left several
months ago to concentrate on his
package tours and artists manage-
ment. Wexler is doubling the role
“until the right man comes along.”

Abramson’s [irst signings were
two “rockabillies” from Nashville,
both of whom le recorded there
last week. These are Hal Willis
and Clenn Beeves. It's possible
that one of them may be switched
to Atlantic. Also signed were Lhe
Tibbs Brothers, Andrew and Ken-
neth, a bluesssinging duo. Brother
Andrew was at one time a solo
warbler on Aristocrat label, before
the name was changed to Chess.

L R R T L L A B R

s s o e ey et B

THE JULY 28 BILLBOARD WILL BE
YOUR SPECIAL ISSUE . . . IT’S

The Billboard’s Annual

NAMM CONVENTION ISSUE...

And it's already shaping up as one of the biggest ever . .
~with news and new ideas that'll help you increase customer frequency
and tune up your volume of records and equipment sales! Don't miss itl
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' Necessity for Radio,

NEW YORK——An alliance be-
tween the Songwriters’ Protective
Association and the Composers and
Lyricists Guild of America is ex-
pected to result in the formation
of a solidified body to represent
songwriters in all fields of en-
deavor,

Should such a group become a
reality as expected, it would mark
the begiining of a new era for
SPA, who up until now have rep-
resented songwriters in their rela-
tions with publishers only.

The nmified organization
viewed as necessarv, according to
members of both groups, because
of the nature of the changing music
industrv, and more important, be-
canse the two groups need each
other if thev are to successfully
continue their nepotiations with
the radio and television industries,
and proceed further in other en-
tertainment media.

Negotiations between represen-
tatives of SPA and CLGA have
thus far resulted in progress in
some areas, tho the two proups
ave still far from solving their dif-
ferences concerning representation
in the radio and television Helds.
Ostensibly, SPA and CLCA realize
that either group could not bar-
gain with the networks without the

3 New Acts
Inked by Shad

NEW YORK——Bob Shad, Mer-
cury’s roving artists and repertoire
‘man, who also handles recording
for the company’s EmArey and
Wing subsidiaries, last week signed
three new acts for the company.

Sister Rosetta Tharpe, a Decca

roperty for many vyears, and a
I;iﬁ. steady seller in the 19407, {ol-
lows her old sidekick, Marie
Knight, into the Shad orbit, where
she will continue to record relig-
jous material and possibly some
blues. Two pop acts also were
inked by Shad: Fiddler Florian
ZaBach and the Jan Raye combo
with thrush Lilvann Carroll. Za-
Bach, original exponent of "The
Hot Canary,” is another former
Decea artist.

Miss Carroll, now a member of
the Rave group, is the one-time
1.ouis Prima vocalist. Most recently
ishe was with BCA Victor.
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SPA-CLGA Alliance
To Solidify Trade

Merger of Two Organizations Deemed

TV Negotiations

other, therefore the reasons for
amalgamation.

Meetings  between SPA  and
CLGA were recentlv held here,
with discussions continuing by
correspondence  with  the ﬁntte-r
group in  Hollvwood. Both are
scheduled to appear before the Na-
tional Labor };leIatinns Board on
July 2, tho a postponement is ex-
pected to be sought to allow addi-
tional time for the two organiza-
tions to get together.

It's reasoned that SPA must en-
ter the field as a labor organiza-
tion because of the démands placed
upon writers, particularly by film
television. Writers are being hired
by TV film producers, it's arpued,
and asked to sign “for hire” con-
tracts. Under such agreements the
writer generally loses a substan-
tial share of his income, including
performance money in some cases,
as a result of being in an awkward
bargaining position. With the net-
works in film production and with
the motion picture studios selling
blocks of fiﬁn in which a writer
might ordinarily have a vested in-
terest, measures must be taken to
protect the songwriter, it is pointed
otl.

CLCGA has alreadv been certi-
tied by the NLEB as the bargain-
ing agent for writers at the mo-
tion picture studios. SPA con-
tested CLGA's entry into negotia-
tions with the networks with the
result that hearings before the
NLRB recently produced the cur-
rent discussions between the two

Frolps.

EVERLOVING |
Triple Play!
‘Poopsie” to
Dave fo Fred

SHAWNEE ON THE DELA-
WARE, Pa.,—“Poopsie” stole the
show at Fred Waring’s annual
clambake for the music industry,
held here last Monday and Tues-
dav (11, 12). When the contact
men, publishers and a.dr. execs
were gathering to walch a molion
picture of scenes at Shawnee dur-
ing the 1955 Hoods. Waring an-
nounced that a watch had been
found, He looked at it casually
and read *he inscription: “1":1 []-.we,
from his ever-loving Poopsie.

“It's mine!” a voice velled fran-
ticallv, and song plugger Dave
Bernstein and ecrimson-red. came
forward determinedlv.  Thruout
the evening, Shawnee rang with
cries of “Poopsie.”

True to tradition, the weather
at Shawnee was grand, and the
golf course and pool were in con-
stant nse. Among the golf addicts,
Don Cherrv scored low gross with
a 69. Andre Baruch scored a 75;
Fred Waring, 80; Lon Del
Guercio, 74: and The Billboard's
own Dan Collins was up among
the leaders with a respectable &3.
In the various golf contests, Harry

| Meverson was closest to the pin—
| seven feet, two inches; and Jack
| Spina was credited with the long-

est drive, 275 yards.
In the baseball game, the song
pluggers swamped the Pennsyl-

N vaniuns, Beauteous Dorothy Arms

itched for the pluggers, The
aseballers were awarded sporls

shirts. L
In token of their appreciation

| for the outing, the music men
| sented Waring with a DeWalt

POWED 30,
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Petri

llo Tight in Saddle

At AFM’'s Stormiest Meet

J. C. P. Voted

Even Broader
Exec Powers

By JUNE BUNDY

ATLANTIC CITY—The Amer-
fcan Federation of Musicians held
one of the stormiest conventions in
AFM history here last week, cli-

maxed by the granting of broader
powers than ever to President

James Caesar Petrillo and the In-
ternational Executive Board.
Obviously in the mood to “render
unto Caesar the things which are
Caesar’s,” the delegates enthusias-

tically endorsed EmcljeaIIy all
“things" proposed by ]J. C. and
the including approval of

an amendment to the constitution,
whereby Petrillo—practically at will
—now has the power to sejze con-
trol of any local thru a trusteeship.

The delegates also okaved a
recommendation to increase the
per capita tax by 40 cents vearly,
effective January 1, which will add
about $100,000 to the Federation’s
annual income and voted Petrillo
and all four IEB members back
into office.

At the same time, the nearly
1,300 delegates agreed to support
the administration’s expulsion of
Cecil Read and 10 other officers
and members of AFM Local 47 of
Los Angeles and also rejected all
15 of the resolutions offered by that
local. In effect, the vote was
unanimous. However, the Local 47
delegation, altho announcing them-
selves as personally in accord with
Petrillo, cast a block volte against
expulsion—acting on  instructions
from its ]ﬁrﬂ-ﬂﬂad membership.

Ironically, Local 47's appeal—
markinﬁ the first serious attempt
to cha
ship of Petrillo and the board—ap-
parently only prompted the dele-
gates to grant him more power.
The trusteeship program is ob-
viously designed to enable Petrillo
and the TEB to take swift action
against rebe] affiliates in the future,

Under its provision, the union
leader will be able to seize control
of any local thru a trusteeship,
whenever the board “has a sub-
stantial reason to believe” that the
loeal, its officers or members are:
(1) ‘h"’il:llsltin%:I the Federation's con-
stitution or bylaws; (2) disobeving
a lawful order of the constitution,
executive -board or international
president; (3) engaging “in any ac-
tivity or course of conduct detri-
mental to the welfare or interests
of the Federation or the local
union.” The trustee will have

(Continued on page 36)

RCA Skeds
Yacations

NEW YORK — RCA Victor's
custom record department has set
up its vacation schedule and passes
this advice on to the trade which
might be affected by its production
and shipping shut-downs:

New York Area (Rockaway,
N. I., Plant)=Production will close
down completely from June 30
thru July 9. Shipping will not be
interrupted during the production
vacation.

Indianapolis Plant — Production
will shut down from July 15 thru
July 22. Shipping will shut down
completely from July 16 thru July
18, with partial restoration starting
E‘l‘l? 19, and full activity on July

Hollywood Plant — No complete
shutdown, but curtailed produe-
tion from July 8 thru July 15. The
same goes for shipping.

enge the long-time leader-|g

PETRILLO MIGHT
BACK IKE

ATLANTIC CITY — Life-
long Democrat James C. Pe-
trillo struck an unexpected po-
litical note at the AFM con-
vention here last week, when
he indicated he might back
President Eisenhower for re-
election.

The AFM prexy made the
announcement in introducing
Secretary of Labor James P.
Mitchell to the convention.
Mitchell returned the compli-
ment by promising the union
his support in its campai
to abolish the 20 per cent cab-
aret tax, which he labeled
“unfair and inequitable.”

At the same time, Mitchell
commended the union for “the
unique way" it had attacked
the problem of technological
unemployment “without stand-
ing in the way of progress,”

called ‘the Music Per-
formance Trust Fund “one of
the most dramatic, forward-
looking union movements in
history.”

47's Choice,
Fight Back
Or Surrender

HOLLYWOOD — Whether or
not rank and file members of AFM
Local 47 here will continue their
anti-Petrillo campaign in the wake
of Vice-President Cecil Read's
unanimous expulsion (along with
10 others) at AFM convention
at Atlantic City last week (see
story elsewhere on this page), ap-
peared to be the burning issue
fucing the local at this time.

Read was ih New York Friday
(15) to confer with the local’s at-
torneys and from there planned to
proceed to Washington, where he
expected to fill in House Sub-
committee on Labor and Educa-
tion, which recently publicly
branded the “broad dictatorial

wers. of AFM chief, Petrillo, as
‘the most undemocratic ever seen
or heard of in a labor organization™
after a two-day session in Holly-
wood with Local 47 members.

While in Manhattan Read held

(Continued on page 36)

DISK NAME FIESTA

By BERNIE GEBHARDT
DENVER——Nearly 100 of the

country’s top musical entertainers
and record names will appear here
during the summer, as the Rocky
Mountain region launches the big-
est music fiﬁval ever attempted
in the hinterland. At least three
major attractions each week are
slated for the Denver area. Bi%geﬂ
booker of major talent is the Den-
ver Symphony, directed by Saul
Caston, who brings more than a
dozen artists to the Red Rocks
Amphitheater to highlight the
summer festival that gets under
way Tuesday (26) with Gisele
MacKenzie, tollowed three nights
later by the piano duo of Whitte-
more and Lowe, Other symphony
guests on deck during the summer
include Rise Stevens, Marian An-
derson, Gordon MacRae, Donald
Voorheese, Eileen Farrell and
Peggy King. Caston has also signed
the Mormon Tabernacle choir to
follow the three-day performance
of “Silk Stockings,” the Broadway
show brought here by the sym-
| phony.

Package Shows Featured

Local concert representatives
have launched an all out battle
for tourist and native coin with an
impressive list of stars that includes
nearly two dozen package shows.
Joe Lehr has signed Frankie Laine,
Carl Perkins, June Christy, the
Four Aces, Four Lads, Penguins
and Duke Ellington's band as a
E:mkﬂgﬂ show for June 26 at the

enver University stadium. Lehr
also has signed Henry Belafonte,
a pair of name dance teams and
others as part of his summer series
that includes one and possibly two
country and western shows. LeRoy
Smith, biggest booker of rhythm
and blues artists in the Rocky
| Mountain area, has lined up half a
| dozen package shows of top
drawer r.&b, and r.&r. artists for
sSUmMmer appearances.

Locations Big Problem

Biggest headache for local book-
ers has been in trying to find suit-
able houses to present their shows.
Hazel Oberfelder waged a bitter

Denver Books Top
Crop Summer Dates

but unsuccessful ﬁ%ﬁ' against the
symphony which, she claimed, ex-
cluded her from using city-owned
Red Rocks which she claimed a
right to as a tax payer. The ecivic
group signed an exclusive contract
with the city for use of the ht:ﬁe
outdoor amphitheater during the
mid-six-week period of the sum-
mer, a perio
rainouts and, therefore, considered
the choice summer dates. Mrs,

(Continued on page 50)

less susceptible to |try

Film & Tape
In AFM Act

ATLANTIC CITY—Film and
recorded tape, long reparded as
anathema to the cause of live
music, unexpectedly turned out to
be the dramatic high spots of the
AFM's annual convention here last
week,

A cloak and dagger touch was
provided by the p aying of a tape
recording of a “secrel” meeting
conducted by Cecil Read and his
anti-Petrillo Local 47 followers.
The tape, which caught Read in
the act of outlining procedure for
fighting Petrillo in the courts and
thru the National Labor Relations
Board, was broadcast over the pub-
lic address system of the conven-
tion while Read and the other 10
Local 47 members were seated on
stage.

At one point, Read (on tape),
assuring his followers they wouldn’t
lose their jobs in the fight, said
pointedly: “They've got to have
somebody play the job. Petrillo
can't play tﬂe trumpet. I've heard
him!” According to Read, the
meeting was “bugged” for Petrillo
by Local 47's business agent Augie
Augustine.

ilm entered the AFM conven-|
tion picture. via the screening of
specially edited 40-minute film,
featuring highlights from Petrillo’s
colorful testimony during the 1948
congressional hearings.

Gay Adds KLRA
To C.&W. Web

ARLINGTON, Va.——Connie B.
Cay, local country music impres-
sario, Tuesda {13{! announ his
purchase of Station KLRA, Little
Rock, subject to Federal Commun=
ications Commission approval, Guy
will operate the station as another
outlet in his T»mn und Country
Network which specializes in coun-
music,

KLRA, a 10,000-watt ABC affili-
ate, was purchased from the Arkan-

sas Gazette for $162,500.

Spier Teams
For Pubbing

NEW YORK-—Larry Spier has
set up a music publishing operation
in partnership with Nat (King)
Cole. The Capito’ Records warbler
and Spier have formed Princess
Music Publishing Company, Inc.,
afbiliated with the American Society
of Composers, Authors and Publish-
ers, and Rex Music Publishing
Company, Ine., affiliated with
Broadcast Music, Ine, Spier's pres-
ent firm, Larry Spier Music, will
be selling agent for the new oper-
ation.

The venture with Cole is Spier's
latest publishing firm held with a
disk artist. Maple Leaf, Music, his
| BMI-affiliated firm held with Mike
Stewart and the Four Lads, has
already proven a suecessful instance
of publisher-artist co-operation,
with the Lads coming up with such
hits as “Moments to Remember”
and the current "My Little Angel.”

A half dozen copyrights have al-
ready been placed in the Regina-
| Rex firms. Opio Minucei, well-
known melodist contracted to Spier
as a writer, has written “Make
Me,” with Tony Valona; “Forgive
Me,” with Fran Delano, and “Lit-
tle Do They Know,” with Valona.
All three go into Rex. Starters in
Princess Music are “Two Different
Worlds,” by Sid Wayne and Al
Frisch; “The Boy With the Golden
Kazoo,” by Remus Harris and Sy

¥
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With Cole
Operation

Muskin; “Ciao, Signorina, Cia,” by
Milton Drake and Vie Mizzy, and
“Make It Nice,” by Hoffman and
Manning.

Major disks on much of this ma-
terial have been set, with releases
scheduled for the fall.

Spier, who was general manager
of Chappell & Company, Inc., and
its affiliated firms for 16 vears

prior to forming his own publishing
(Continued on page 36)

750 Wanted
Manuti on

Exec Board

NEW YORK — Altho Al
Manuti, prexy of Local 802 of the
AFM here, didn't win a seat on
the union’s international executive
board, he did poll 750 delegate
votes at the AFM convention last
week in Atlantic City. Tradesters
considered this a rather impressive
tumout of votes in view of the
controversial position occupied by
the exec during the meet,

As leader ot the largest local in
the union, Manuti was probably
considered “suspect” by some of
the smaller delegates, in view of
what many among the latter re-
garded as an attempt by Local 47
—the second largest local—to tam-

r with their Music Performance

rust Fund benefits. In a pre-
election address on the floor of the
convention, however, Manuti repu-
diated Cecil Read and his Local
47 followers, and accused Read of
making “secret attempts to start a
revolt in 802.”

Read still has strong support
from the Unison Club, & group of
some 380 working musicians, 802
members, who are in sympathy
with the views of the 47 member-
ship on performance rights.

Contest on
‘SOFG’ Disk

NEW YORK —— “Sweet 0ld-
Fashioned Girl” contests have
blossomed out to give an extra
push to Teresa Brewers Coral
disking of the tune,

The Detroit Times" weekly Fri-
day disk page offers a Dictograph
hi-fi set (value $179.50) to the
teen-ager who writes the best
“hundred words or less” letter on

what typifies & “sweet old-
fashion girl.”
The Coral distributor in Chi-

cago, in co-operation with local
dealers, is offering 50 prizes in its
“sweet old-fashioned girl” photo
contest. Competition is open to
girls between 13 and 21 and prizes
include two five-day paid wvaca-
tions, a 2l-inch TV set and 80-
lesson course in modeling,

Distributors in other territories
are known to be working on similar
contest deals with co-operation
from retailers.

Dictograph
Sets Distribs

NEW YORK — Dictograph
Products, Inc., has set six new dis-
tributors to handle its expanding
line of hi-fi phono sets. ﬁm line-
up includes. M & N Distributing
Co., Buffalo; Melody Sales Co.,
San Francisco; Music Suppliers of
New England, Boston; M & S dis-
tributing Co., Chicago; Pan-Ameri-
can Distributing Corp., Miami and
Musimart of Canada, Montreal.

Cap Repertoire Dept.
Gets Major Reshuffle

HOLLYWOOD — Capitol Rec-
ords repertoire department has
undergone a major reorganization
with all future a.&r. planning to be
Scm:med by committee action un-

er the personal direction of Cap
President Glenn E. Wallichs.

The move, according to Wal-
lichs, is designed to streamline ac-
tivities of the department, Trade
opinion held, however, that the
new policy is aimed at bolstering
the department in the wake of Alan
Livingston's departuré recently.

In the reorganization move, two
separate and distinet planning com-
mittecs have been set up, one to

be identified as the single records
policy committee, the other the
album policy committee.

Single disk up is comprised
of Glenn Wallichs, chairman; Llovd
Dunn, vice-chairman, and Joe Zer-
ga, secretary. Committeemen ine
clude Dave Cavanaugh, Dave Dex-
ter, Lee Gillette, Vovle Gilmore,
Ken Nelson, Francis Scott III and
a"mdfw Wiswell,

Album policy committee s
headed by Wallichs as chairman,
Zerga as secretary, Scott and Dunn,
serving under album -epertoire di-
rector Scoit are Joe Zerga, busi-

(Continued on page 36)
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Jaye P. Morgan

THE
WEST POINT DRESS |
PARADE

with Joel Herron’s Orchestra and Chorus

’"'VE GROWN
ACCUSTOMED TO
HER FACE

GET ME TO THE
CHURCH ON TIME

with Joe Reisman’s Orchestra
(both from the current Broadway hit show, "My Fair Lady”)

20/47-6567

JOHNNY
CASANOVA

with Hugo Winterhalter's Orchestra and Chorus

20/47-6565

“New Orthophonic” High Fidelity recordings

the dealer’s choice RCA‘]-ICTOR %
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MARKET REVOLUTIONS

Diskers Plunge Into Greater
Profits Thru Mass Selling

® Continued from page 1

lates interest in jazz and in long-
playing records. Other manufac-
turers in the field point out that it
also makes money F{fr Victor out of
malerial that has been “milked”
many times thru the years and
from the sale of the actual press-
ings.

In the case of some more recent
jazz rtecordings, and of classical
recordings from almost anv period,
it’s quite possible that the com-
pany has vet to break even on its
initial recording costs, By turning
such material over to one of the
mail-order houses, a company can
work its artists out of the red over-
night and also pick up some handy
pressing business that, in addition
to everything else, keeps down the
manufacturing costs of the com-
pany’s own commercial disks.

Columbia Dept,

Golumbia, perhaps, was the first
company with a custom depart-
ment to sell the services of its art-
ists. Last vear, Rosemary Clooney,
Arthur Godfrev, Mitch Miller,
Jerry Vale, Jill Corev, Liberace
and others made special promo-
tional and premium records [or
Ford, Pepsodent, Scandinavian
Airlines, ete.

The company won the biggest
pressing order in its history by
making available to Gillette 15
minutes of material from a best-
selling Columbia LP, the $£5.95
“Createst Moments in Sports,”
after this had passed ils initial
peak., Columbia’s plant pressed
1,500,000 seven-inch LPs for the
razor outfit,

Millions of six and seven-inch
78 rp.m. disks have been made
up by Simo, & Schuster’s Little
CGolden Records department for
distribution as premiums by Gen-
eral Mills and other food firms.
Colden has used its own exclusive
artists and material, producers and
pressing facilities for these disks,
which, in cool eoin actually sell for
half the price of a regular 25-cent
Golden dFi‘sk.

5. & 5. Concept

Actually, it was Simon & Schus-
ter, quickly followed by several
other kidisk indies, who introduced
the concept’of mass marketing of
records. In the early 1930%, it is
recalled, several companies made
disks available on special labels
for sale by the big mail-order cata-
log tirms, and in 1934, Decca put
its 35-cent disks into the 5 & 107,

But 5. & S. put its racks into
book stores, newsstands, tov de-
partments, variety stores, super-
markets, cigar stores and any other

lace where an impulse sale could
e consummated, S. & S. didn’t
feel that it could wait for the or-
thodox disk dealer who was com-
mitted to a major-label, 3$3.60
kidisk wnit. Today, despite the
availability of Colden disks in vir-
tually every business block, there
are few remuJar disk dealers who
do not stock them also.
Price Plateaus

S. & 8., like its rivals Peter Pan
and Cricket, now packages ils
products in a variety of stvles at
different price plateaus, [or every
possible type of outlet,

Once the kidiskeries pointed the
way into the general shoppers’
market, Pocket Books with its Bell
pop-hits line and other low-priced
pop outfits followed suit. But the
public has continued to demand
the original name artists on the
hits, and the heat has been on the
majors to supply the supermarkets
and racks.

One by one the compsanies have
been giving in, sometimes, in the
case of the biggest rack jobbers,
even by-passing their regular dis-
tributors and servicing direct from

the lactorv. Victor, Columbia,
Capitol and Mercury have even
set up special departments to nur-
ture these outlets in the mass con-
sumer market. Apparently, there is
no longer any real company resist-
ance to the racks,
Big Sales

Comparatively new in the retail
disk picture is the business of sales.
Prior to the introduction of LP’s,
price cutting and promotional or
stock-clearance sales were prac-
tically unheard of. Price control,
discount structures and regular re-
turn privileges were sacrosanct, To
put over LP, the companies and
dealers first had to clear the decks
of 78, and the big sales turned
the trick. When dozens of new
LP firms got into the act, all vyin
for the dealer’s limited capital, an§
then when some of these com-
panies over-extended themselves,
price concessions to dealers were
inevitable, and thesc were re-

flected immediately in the retail |

picture as well.

Under those conditions, the
price-cutter emerged as the domi-
nant factor in the package busi-
ness. At first, many tradesters be-
lieved the companies played ball
with him, and let him do the veo-
mans work of conditioning the
public to LP’s. When several of
the biggest cut-raters threatened to
swallow up the entire retail busi-
ness, Victor was the [irst to cut its
LP prices (January, 1935} and
again gave the neighborhood shop-
keeper a lighting chance,

By that time there had devel-
npej a big enough markel to sup-
port both the price-cutters and the
neighborhood shops, the depart-
ment store disk departments and
even the racks, most of which now
include LP assortments along with
the single pops and kidisks,

Late last vear Victor inaugu-
rated its Personal Music Service
plan, which made it possible for
many “fringe” outlets, like appli-
ance stores, to s.rice record cus.
tomers without carrving stock, es-
pecially in areas where a record
shop, as such, could not exist prof-
itably.

Record Clubs

Perhaps the most provocative de-
velopment of the past few vyears
has been the wmail-order record
clubs, patterned after the book-
of-the-month clubs. This is not ex-
actly new in the disk business,
since Young Peoples’ Records and
Children’s Record Guild have been
operating in this way with chil-
dren’s disks for some vyears now,
selling directly to the consumer
via mail. In this method, these
companies have sold their concept
of a quality product so thoroly
that most retailers, tho opposed to
the mail selling principle, have
been forced to carry the product
to meet the demand.

Concert Hall Society sold a sim-

ilar idea with classical music disks,

altho its initial “snob appeal,”
limited editions pitch has long
since gone by the boards in favor
of low-priced, mass public selling.
The Book-of-the-Month Club went
into the disk field on the premise
that the public was hungry for
“music appreciation” knowledge.
The premise has proved valid and
has created a market for BOM to
sell disks of manv labels to its
mail trade, just as it takes orders
for books other than ilts regular
maonthly selections,

Concert Hall
Concert Hall launched its Mu-
sical Masterpieces, Opera Sociely
and Jazztone clubs on a low-price
peg and has bombarded a Euge
mailing list with sales copv and
educational material re “good” mu-

sic. Music Treasures and Ameri-
can Recording Society, operated
by the interests that also run
Young Peoples” Records and Chil-
dren’s Record Cuild, similarly got
into the fray to sell classies, mod-
ern American longhair works and

SPIN ARMOUR
AND SAVE $396

NEW YORK Crand
Award Becords, which recent-
lv released a Tommy Armour
Colf album, has Furnished -
some Inferesting statistics in
connection with the package.
Armour’s regular fee for pri-
vate instructiom is 550 per
hour. The disk offers, in con-
densed version, the equivalent
of eight hour lessons for the
price of $3.98. At the “live”
rate this tutoring would cost

$400!

now, thru an arrangement with
Norman Granz's various labels, jazz
tipljlar sells via heavy edueational
pitches,

standu.:d firms to latch on, althn
Victor's eustom pressing wing (and
Columbia’s) have for some time
been pressing the disks for some
of the other mail-order operations.

Apparently most of the dealer
dissatisfaction with Columbia’s
club has been dissipated by good
retail business, by "Ehf Fair Lady”
and by Columbia’s Buy-of-the-
Month bargain plan. In fact, some
dealers report that the Columbia

(Continued on page 34)

as well. The latter group in par- |

The latest, and most spectacular |
entry in the mail-order field, of
course, is Columbia—Ffirst of the |

Goldsen Preps
ilSlﬂnd Album

HOLLYWOOD Publisher
| Mickey Coldsen’s specialization in
the Hawaiian music field paid off
again this week, with RCA Victor
commissioning Goldsen to turn oat
an album of authentic Island mel-
odies.

Goldsen is scheduled to leave for
Hawaii shortly, where he will re-
cord 12 Hawaifan standards and
originals to be packaged as “On
the Sands of Waikiki.” He previous-
ly turned out “Polvnesia” for Cap-
itol, “At the Luau” for RCA, “Hula"
for Columbia, and "Rendezvous in
Tahati” for Decca,

Aberbach

By MILDRED HALL

NEW YORK—~Cene Aberbach,
Hill & Range exec who maonths
nﬁu made a deal to acquire the
share of Stephen William Ballen-
tine in the De Sylva renewals—in
the event the court decided the
child had any rights—was jubilant
and philosophical last week, Com-
menting on the U. 5. Supreme
| Courl’s decision granting a child a
share equal to that of ﬁm widow,
Aberbach stated: “Now a song
writer can die quietly. , . . His
children are protected. . . . In [act,
the children of songwriters now
enjov uni(giue protection.” Aber-
bach added that “nine old men in
Washington are not afraid of 12
old men in New York.” Comment-
ing on the amici curiae briefs filed
by music and theatrical interests
supporting the claim that “chaos”
would result if the child were
granted equal rights, Aberbach
said that the market will be more

and rights of children will have to
| be considered in such deals. The
Aberbach Brothers paid $100,000,
and agreed to other rovalty con-
siderations, in return for the child's
share of the De Svlva rene'vals,

WASHINGTON —= The chil-
dren of a deceased author or com-
poser have a right to share simul-
taneously with his widow in copy-
'right renewal rights, the Supreme
| Court ruled last week (11). The

roportion due each survivor was
eft undecided.

The high court decision came
over argument between Marie De
Sylva, widow of composer Buddy
De Sylva, who claimed exclusive
renewal rights during her liletime,
and Marie Ballentine, claiming
equal rights for De Svylva's illegiti-
mate son, Stephen William Bal-
lentine.

The American Society of Com-
posers, Authors and Publishers,
' Music Publishers’ Protective Asso-
| ciation and Songwriters’ Protective

half of the widow’s priority. Their
amicis curige briefs protested a
California Appeals Court Court
ruling upholding the Ballentine
claim, which the music Flll}]{.‘ih{'[E

www americanradiohistorv com

competitive, rather than chaotic, |

Association also filed briefs on be- |

said would bring “chaos” to pub- |

Digs

Decision the Most

lishers ivelved in renewal eon-
tracts with widows of composers,
(The Billboard, March 10, May 5.)

The Supreme Court’s majority
decision, presented by Justice Har-
lan, turned down the music asso-
ciations’ claim that “scattering”
copyright ownership would dilute
its value bv endangering its “clear
title.” Harlan pointed out that
ownership eventually was “scat-
tered” among survivors, The De

Sviva legalists’ plea that the
widow's need dictated priority for
her, was canceled out by the jus-
tices because the copyright ]aw

provides [or the rights of a male
:iunfll;vcrr, if the author was female,
~ The Appeals Court ruling up-
held bv the Supreme Emlrtggm?e
the author’s children—legitimate ar
illegitimate—the right to share in
the 28-vear renewal period, when
it reversed a California District
Court which had decided for the
' De Svlva widow, The district court
had, however, admitted the claim
of illegitimate children to be valid
under the statute. The Ballentine
side had asked the court to ac-
knowledge the child’s interest in
copvrights “already renewed by
the widow, those that will become
renewable during her lifetime, and
for an accounting of profits from
such copyrights, as have already
been renewed.”

The Supreme Court majority
;zr;n'e only a conditional “yes” to
the secondarv question of whether
the Federal statute included illegit-
imates in its “children” classifica-
tion—another interpretation the mu-
sic publishers had protested. The
grant in this case was based on
California law, which gave the ac-
knowledged  child  inheritance
rights, even tho he had not been
legally adopted, Justices Black and
Douglas vigorously recommended
that “children” in all Federal law
he ruled te include the illegitimate.
“Humane considerations” call for
uniformity on the issue, they
believe.

The decision was said by the
judges to be a “close”™ one,
and Justice Harlan noted that
strangely enough, these questions
have never before been Eﬂﬂidﬂﬂ,"
since Renewal Copvright Assign.
ment was given its disputed word-

Siegal Pacts
Reciprocal

Label Deals

NEW YORK — Sidney Siegel,
president of Seeco and Dawn Ree-
ords, returned from Europe last
week with several new reciprocal
label deals. From Decca-London
Records, Siegel acquired the U, §,
and South American rights to
that company’s subsidiary Tem-
[::li jazz line. In return, the British-

ed outfit is gelting Siepel's
Dawn jazz line for Canada, the
British Isles, Scandinavia, Switzer-
land, New Zealand and Australia.
Decca-London has had Siegel's
Seeco Latin-American line for
some time,

In France, where Siegel deals
exclusively with the Vogue diskerv,
he exchanged Dawn for a new
series of jazz cut in France, much
of which is by such American art-
ists as Jimmy Ranev, Sidnev Bechet
and Lucky Thompson. He also
acquired a special LP bv pianist
Pierre Dorsey and rhvthm, which
includes no less than 80 songs.

On his return, Siegel cut two
new LP’s for the company’s Per-
somality Series with Pianist Skitch
Henderson and Cy Coleman. Dur-
1'11];]1 the same week, producer
Chuck Darwin cut several new jazz
sets for Dawn to feed into this
international pot,

The much-traveled Siegel, who
visited Spain, France and England,
next plans to hit Rio and Buenos
Aires in July. Several weeks ago,
he acquired the distribution of Dot
Records in all of South America.

Part of Bbt
To Operate
From Gallatin

HOLLYWOOD —— Despite the
upcoming transfer of Dot Records'
headquarters from Gallatin, Tenn,,
to Hollywood, the company will
continue certain phases of its op-
eration in Gallatin under the super-
vision of Gilbert Brown and Polly
Mitchener.

Latter will consist of the receiv-
ing and reprocessing of merchan-
dise distributed thruout the Eastern
and Midwestern sections of the
country, to afford shorter runs for
Dot distribusuis.

Key perscnnel shilting to Holly-
woed inclode 1. L. “Rip” Theraton,
vie-presidesnt of the comporny: mu-
icdl directer Billv Vaughn, assistant
musical director Beaslev Smith,
production chief Chris Hamilton,
Mary Brewer and Ferris Sloan.
Western sales manager Al Bennett
is already quartered here, with
Eastern division manager Henry
Onorati expected later this vear.

mg in 1870. That statute read:
“Widow, widower, or children.”
The first Copyright Renewal Stat-
ute, in 1830, which the court held
to be Congressional intent, gave
the renewal rights to “widow and
children.” Trouble with the words
and-or, in legal palaver, “has been
with us for a long time,” Justice
Harlan commented.,

The Court could attach no

weight to the copyright office
brief, filed by the Solicitor Ceneral,
because it frankly reported grant-
ing renewals indiscriminately to
widows and children alike, only
because there was “substantial
dcubt” as to how the copyright
wording meant to determine the
rights, The whole subject of re-
newal term in copyright will be
surveved in Copyvright Office’s cur-
rent study of the ballling Copyright
Act of 1909. (The Billboard,
June 16.)
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PAT BOONE oor's Hor IN

| ALMOST LOST L0PS
MY  MIND =) HILLTOPPERS
I'm in Love With You I'M WAI_K|"G

THROUGH HEAVEN
NE "UOUS Noruus Eyes of Fire, Lips of Wine

TRANSFUSION

13470

GALE STORM

A TELL ME WHY
e ¥ DONT BE THAT WAY

15474

EDDIE PEABODY

i STAR DUST
L. MEMRIES

CARIBE
POINT LOBOS

15463

PAT BOONE
I'LL BE HOME

Long, Tall Sally

13443

SNOOKY LANSON
AFTER SCHOOL

I'm Tired of Everyone But You

MADDOX
HONEY

Wher: the Lazy Daisies Grow

MHBC
FREDRICKS

10 LOVE AGAIN
MEXICO CITY

154635

15475

DARRYLL GLENN

END THIS WANDERER HOME
YOUR LITTLE RED WAGON

., JIMMY WORK
BLIND HEART

YOU'VE GOTTA
HEART LIKE A

MERRY-GO-ROUND

1284

I'M DRIFTING
BACK T0

" (OME BACK 10 ME e
| WANTA TELL ALL SMILIN' THROUGH

THE WOElD | 1285

128

S

AMERI(A s GREA TESTINSTRUMENM[ LONGPLAY ALBUM
--------- - g v GOLDEN INSTRUMENTALD

___________ BILLY VAUGHN

and his Orchestra

BLUE TANGO LISBON ANTIGUA
SONG FROM MOULIN ROUGE CHERRY PINK AND APPLE

BEWITCHED BLOSSOM WHITE

AMERICA’S
HOTTEST
LABEL ...

EH]}T?JDFAFA UNCHAINED MELODY
EBB TIDE POOR PEOPLE OF PARIS

AUTUMN LEAVES i b rTle:.-r.: MAN THEME
L )|
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Mass Selling Ups Disker $$ |~

® Continued from page 32

mail pitches have been creating a
damﬂnd for such Columbia name
talent as Bruno Walter, Eugene |can
Ormandy, ete., in stores.
hhlﬂn' Outlets
The major com . at the
nmuthnethattheyhavabeendﬂ-
new outlets, have at-
temﬁ;f to ease any possible pain | acq
traditional dea!ara by de- | bee
vising all sorts of new
buﬂ er’  gimmicks.

“traffic
Columbia’s
~uf+the-Mnn!h, Victor's Save-
eenrds Coupon Plan, Mer-
mrys l-cent sale, ete., would be
examples of procedures quite new
to the industry,
Glub operators, however, will
int to business th havﬂ tapped
areas that de
possibly afford to mver—ﬂanaﬂa
and the sparsely-populated West-|G
emn States, for enmp!a
also will t out how
mail-order clubs have been the
major factor in the creation of the
tmme.mguﬁs new I'E?Imt in
wrh of Europe, an in
Germany. These are fnrzing
a radical chan in merchandising
me:thnds l;':iy d:sll: retailers who have
itionally hooked to a
'h!gh prine—dun t let the customers
touch the merchandise” policy.
Which bri:nQ us into the global
of the “new” disk business.
Global
Since the war, contracts and

o

(k L

OF New RECORD RATINGS

agreements have been flyin ck
and fast across the oceans jimma:ri
can artists, via dnl-u and persunil
appearances, have built up huge
owings :brnnd, and a num
of foreign artists in all fields have

won fans here.
Rm:ipm-cal company deals have

Eﬁt value, and ﬂiﬂrﬂ has
n much major maneuve by
the big companies to assure Lﬁem
selves proper exploitation and dis-
tribution in each of the ‘Fotantm]l;.r
big foreign markets. r:tur fnr
example, looks tn % bi
share of the gl u.sme.ss
its new deal w:th English Decca-
Lnndun which gets into full swin
pril, 1957. There are the EMI-
l Ca pitol deals, the Columbia-
Ph the Decca-Deutsche
hr.:-n set-ups, to name just
a few of the big ones.
Cﬂlumblan eal with FPh
made a ago, had
veloped hlﬁ prﬂf:t rs for bﬂth
outfits. Columbia has obtained an
entire catalog of longhair works to
as the basis for its Epic
Facka line, and more spectacu-
s obtained a couple of
smash LP sellers by Michel
LeCGrand from France. Philips has
rovided Columbia with a far-
ung market for its entire Amerl-
can catalog, and is in the position
to promote many American-based
talents and insure profitable for-

BY THE TRADE PRESS

CANADIAN SUNSET (Meridian) Billboard | Cash Box| Varlety
HUGO WINTERHALTER ORCH.
{(Victer) 77 (Goed) Bant Bet
GET OUT OF THE CAR (Mobile) 84
SAMMY DAVIS JR. (Decca) { Excallant) Best Bet Vary Cood
GLENDORA (American)
PERRY COMO (Victer) Best Buy Swre Shot Best Bat
THE GOLDEN BATON (Coltseum) Meepar of
DICK JACOBS ORCM. (Ceral} Bpetiight the Week Exceltent
| ALMOST LOST MY MIND (Wil & Range)
PAT BOONE (Det) Best Buy Sure Shet
I'VE GOTTA SING AWAY THESE BLUES
DORIS DAY (Columbia) (Bxceltent) | €+ (Cood) Good
LAST CALL (Webster)
RALPH MARTERIE ORCH. (Mercury) Spotiight Best Bet
GEORGE JENKINS ORCH. (Tompa) “t“'ﬁ.,ﬂlli
LOT'SA LOVE (Coliseum)
THE JODIMARS (Capitol) 79 iCoed) | C+ |Coed)
LOVE ME TENDERLY (Lowell) B
STEVE GIBSON (ABC-Paramount) 76 (Gosd) (Very Good)
LOVE, LOVE, LOVE (Progressive) Bk od
THE DIAMONDS (Mercury) Spotiight the Week
ned
THE CLOVERS (Atlantic) .:::_I Avard
NEVER TURN BACK (Springfield) of
AL HIBBLER (Deccn) Spetiight the Waek Best Bot
PAD PAD (Pemora) s
MONCHITO (Flasta) 78 (Ceed) {Excellant)
REMEMBER WHEN (Trinity) s
CAR CALLOWAY {ABC-Farameunt) 74 (Ceed) (Vary Cead)
RING, PHONE, RING (Regent) B+
MARION MARLOWE (Cadenca) Bpetlight) {Exeellent) VYary Good
ROLL OVER BEETHOVEN (Arc) 8
HELENE DIXON (Vik) (Eneelent) Bert Bat
CHUCK BERRY (Chess) RED RS
Bast Buy Sure Shot
A TEENAGER SINGS THE BLUES
(Iris-Trojan)
_ HELENE DIXON (Vik) (Excitent) | €+ (Good)
THEME FROM "THE PROUD ONes"
(Weiss & Barry)
LEROY HOLMES ORCH. (MGM) (Excelent) | Best Bt
BUDDY MORROW ORCH, (Wing) | 76 (Good) | (Excelient)
Y0 ARRIBA (Pemora)
MOMNCHITO (Fiesta) 78 (Good) C+ (Good)

BROADCAST MUSIC, INC

CHICAGD a

HOLLYWOOD =

L89 FIFTH AVENUE
in MEW YORK 17, MY

TOROMNTO « MONTREAL

n#.'u. YORK
-

ber | frequent]

| American publishers

eign personal appearances by these
ists,

Foreign Manager
One astute talent manager, Mike
Nidorf, foresaw the possi ilities of
the erpandm market years ago
when he put the Jo Stafford show
on Radio Luxemburg. The result
has been that Miss Stafford has|t
sold more disks in the
English-Benelux markets than she
has at home. The same has held
true for Frankie Laine, Nidorf now
ﬁ]uesmfarutupmlmt that within
e t::llﬂtf too dhii’mt future, thglﬂ
ten or a hit record, as a
seller, will reach 5,000,000 copies,
rather than the 1 000, litﬂll]I to
1,500,000 figure it can hit today.
Proof of foreign market de-
vel ment is seen in the fact that
Li.{n “16 Tons,” which wasn't
even i.asue:l in this country, has|i:
sold 250,000 copies for Philips. In
Aush'alia, another rapiily develo

ing market, this version mpu y
outsold Tennessee Ernije
On several occasions Eulumbia

,hmhucutxpeciﬂ]mveranfhit

tunes by such foreign favorites as
Laine and Miss Staffﬂrd, exclu-
sively for P]:uh These have
never been is imra, where the
origiral Nat Gu]u or Patti Pugﬂ
versions, for example, may have
the field to themselves. It is be-
lieved gﬁw that this policy will be

Victor Foreigners
Victor also has seen disks by its
name artists, which have never
been issued State-side, become big
hits in other mu.nt:des Elvis Pres-
ley's “Blue Suede Shoes” was a top

disk in Canada, and Eddie Fisher |of

and Ton
have ha

Martin, amon
big hits in En

others,

and thal’
in vain
to have issued here.

Slim Whitman, erial’'s West-
em warhler has sold 700,000 disks
to date England of “Rose
Marie,” wh,ich made only a dent
here, and it’s still st:mng there,
where he is a big
m]rnnca draw. GII]F Mitchell, wlz

thadtmmany big disks here
in recent y Eﬂ}* his way at
Eulumbia nglish sales.
They love h!m in En gland.

Similarly, many fumign—madn

disks can make more money in this
country than in their native mar-
ket, rand and Melachrino
would he examples. More
and mo foreign mmfan
are mnhnn disks uxprmiw
the American market.
Valente in Germany s-evm-nl d-:]::en
French singers, En artists such
as David Whitfield and many
more cut with at least one eye
toward America.

Longhair Disks
Oddly enough, many longhair
disks L'llt in Euro fur
the American mar et

pean recording costs being mmitl
erably lower) have only mmmtlf
them a profitable mar-
ket back home. Many of the or-
chestras and artists I]mt were sold
to the American public by such
mll:[it: as Vox, Westminster, Van-
guard, Concert Hall, etc., encount-
ered difficult sleddmg here at first | in
because they were unfamiliar,
Now that the Europeans have
become record conscious, they

Three Reasons
® Continued from page 28

15 markets alone account for more

than 67 per cent of the total disk

'mh:mu uf the business, while the
op three markets, New Yor l'_':]li-

cagu and Phﬂnde!phm do

than 25 per cent of of the natmnal

volume.
Longhair Strong in N. Y.

With new merchandising meth-
ods continually being introduced,
the figures of all areas are subject
to constant change. New York, for
instance, accounts for almost 25
per cent of the classical record
volume compared to less than 7

cent for the second market,
Angeles. The exceptionally
tilélum for New Yur]: is un-
duub influenced by the highly
mmpeﬁhve market there, and the
immense volume achieved by Sam

Goody.

Sin inﬁ_“nut the pop album mar-
ket, res show that New
York is the top market in tl:m
country, followed h Chica
Angeles, Detroit ang
tha Elgtﬂ B4 m;kﬂ ﬂul

n per cent o tota
package business, with the m
ranking city, Boston, achieves
slightly more than 3 per cent.

New Orleans is rated highly in
the rh and blues field, and is
ﬁa l:]':nE 5}1::}]’::&: in I:h;nnfvarqll

cture of the industry, i
are far from mm:l?srivu md are
largely influenced by the stren
any company in a parti
field of music.

Angel Unveils
® Continued from page 28

pand its local operation with the
ﬁaming of New York depot at 76
Awanue Peter Sutro will be
charge, Formerly, the New York
and the Electric and Musical
Industries warehouse operations
were combined, but growth has
necessitated the division. The old
location will continue to serve as
warehouse and dispatching point
to other depots in Boston, Chicago
and San Francisco.

Haydn Label

® Continued from page 28

ager, and that September releases
were being set.

Total cash involved was under-
stood to be around $75,000. Assets
include about 80 per cent of the
original stock of rewrds and a
number of tapes that were never
issued. Approximately 20 per cent
of the stock was sold at a re-
cent auction, according to Rikoon.

d

have lea to the sutEpurI: of their
local favnﬂtes, and the result has
been that these companies have
huﬂt big businesses for tlwmse!vﬂ
rcl:-e Now, if ﬁu can't get

ing into ‘the black in one

mnrket, you have a good chance

to do so ﬁlaewhere
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"I WANT YOU,
| NEED YOU,
| LOVE YOU"

Recorded by:

ELVIS
PRESLEY

RCA VICTOR
ELVIS PRESLEY MUSIC, INC.

Sole Selling Agent:
Hill & Range Songs, Inc.

A Solid Hit!

ROBBINS MUSIC CORPORATION
“\\\\\‘\\\\‘v

"RATILE MY
BONES"
JODIMARS

Capitol 3436

““‘\““\‘.‘

MYERS MUSIC, INC.
122 N. 12th 5¢., Philsdeiphls 7, Pa.

T

?\

k“mm‘,\

® Waiching The World Go By
® Ticky-Ticky-Tie
® Bonjour Parls

® Who's Gonna Take You
o the Prom

® While the Cily Sleeps
® Maruzella

Bourne, Inc, 'Y, 'min.

M.Y.C.. MY,

i BIG RECORDS
M. WITMARK § SONS, NEW YORK
Executive

SALES MANAGER
$10,000

A leading natlonal mecord manufse-
tarer ia secking a high enliber sales
executive for the sale and distribu-
ton of ita produst. Wa

children‘s ru-mrdl. {Feter

of salea ability will be
mﬂd-eﬂllun All replies will ba

confidential. No phons calls,
l:llun.u-lI

SYNTHETIC PLASTICS SALES €0.
461 Eighth Ave, (34th)
Mew Yeork T, M. ¥.
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A phenomenal recor
by Jackie Gleason:
Never oft

The Billboard’s
best-seller charts

in over 3 years!

The Jackie Gleason Albums: MIS LATEST BEST-SELLER

MUSIC FOR LOVERS ONLY......,......Album352
LOVERS' RHAPSODY..........., '.':'.':‘;".-:;.. .366
MUSIC TO MAKE YOU MISTY. ....u,p,,,ﬂ. M- 455
TAWNY ........ TR~ & = abdl ¥ |
music, MARTINIS, AND MEMumEs...........Eng |
JACKIE GLEASON PLAYS ROMANTIC JAZZ ', ".568
MUSIC TO REMEMBER HER..........0...,.570
LUHESDMEE:EHE ----- inllih-lllllliilﬁz?
'MUSIC TO I'.:HAHGE HER MIHD‘... ...........532

NIGHT WINDS . v ... cviinesiosivtotessalas. 717

SECHIE O LEAE DR e sie -

BEG. U3 PaT O

ECORDS

WwWwWw americanradiohistorv com
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47 May Fight or Surrender

® Continued from page 30

confabs with officials of the Screen
Actors’ Guild and the American
Federation of Radio Artists in an
::ff&lrt to sem:ée theirrltm:é:ring. Both
outfits, according to Read, recently
notified internatienal labor organ-

the convention delegates that “big
employers” of the recording indus-
try had promised him they will
defend, if necessary, the Trust
(Funds in the courts, There were

fzation representatives that they {also indications last week at the

are not in accord with Petrillo's
itfiomr o p rights. (Pe-
trillo’s “position” as set forth at
last week's m:;:};enﬁun: ";I{here are
no pro rights or ormandce
rights 1n the [AFM] contracts with
ramrdi:vmﬁl
Never
dent.”)
Some legal opinion is that Read:
and those expelled might have a
strong case in the courts en
grounds that they have been pre-
vented from eaming a gai liv-
ing. Read himself opines that the
local could take its case before the
civic courts on one of four points:
1. The legality of the Music Per-
formance Trust Fuil::g; i.h H%ﬂi 5
one-year expulsion from the -
eration; 3, Petrillo’s over-ruling of
the 47 membership’s deposing of
officers John te Groen and Maury
Paul; 4. the Federation's new “trus-
teeship” amendment to the consti-
tution (see story elsewhere on this

be as long as I'm presi-

In view of the convention’s ex-
pulsion of Read and 10 others,
there appears to be little doubt
that Petrillo would take further
drastic measures and disenfran-
chise Local 47, if it continues to
wage its battle. Under such circum-
stances, Local 47 members would
then be placed in the incongruous
position of forming a new union
which would have to bargain with
studios, networks, TV film pro-
ducers and recording companies,
which alreadv are obligated to
sustain existing AFM contracts,

In a fiery reference to the latter | P

possibility, Petrillo told the con-
vention last week that in the event
film or network officials then con-
tinued to employ (Local 47 mem-
bers) he would “boveott every pic-
ture made in Hollvwood. Pull every
AFM musicians out of TV and
radio stations in U. S, and Canada,
and traveling bands would not be
able to leave Los Angeles.”

companies and theref

convention that the Eisenhower
administration might support Pe-
trillo in the event the Trust Fund
is challenged. (See story elsewhere

on this page.)
Meanwhile Local 47 members

are. scheduled to hold an election
here June 25 to select four mem-
bers of their board of directors and
a_trustee, Interim appointments
replacing Dan Rasey, Jack Du-
mont, Ray Toland, Bill Atkinson
and Warren Baker, have been held
by anti-Petrillo members. Latter
five members were among those
expelled at the AFM convention,
The interim appointees will be can-
didates at the upcoming election.

A regular election of all officers
will take place in December with
both the msurgents and the pro-
Petrillo faction—latter led by Presi-
dent John te Groen, Recording Sec-
retary Maury Paul and AFM stu-
dio representative Phil Fischer—
scheduled to present their own
slate of candidates.

Te Groen (who was put in the
rather impossible position of hav-
ing to present and presumably de-
fend the views of Local 47, while
disagreeing violently with many of
them personally), reportedly is in
for a bad time when he reports
back to the members on the con-
vention at the June 25 meeting.
At one point in the convention a
harassed te Croen told the dele-
gates “I was in touch with Los
Angeles today by phone. The
lace is a bedlam. I am going to
catch hell from the membership
when I get home.”

Most of the time Petrillo seemed
tp be in sympathy with te Groen’s
enforced’ split-personality maneu-
vers, but at one point, following
one of te Groen’s reluctant test-
monials in behalf of the pro-Read
Local 47 membership, the AFM
prexy barked, “Johnny, just who

Earlier last week Petrillo told

539 W. 251th St

in the hell’s side are vou on?”

Yi(O

N. Y. 1, N. Y.

eluding “Roses From the Souoth,”
“Vienna Beauties,” “Gold and Sil-

LEO. Diamonp

MANTOVAN

BURLINGTON MUSIC CORPORATION

J.C.P.’s Powers

® Continued from page 30

Cap Repertoire

® Continued from page 30

Decca Phono Line
® Continued from page 28

power to depose officers and ap-
point new ones, and may “take
such other action as he deems
necessary for the preservation of
the rights and interests of the mem-
bers of the local union and of the
Federation.”

If the Read factien, which is still
in control of Loeal 47, decides to
fight it out in the courts (see sepa-
rate story) or if it should withdraw
from the AFM and form a rival
organization (an accusation of dual
unionism was made against Read!
and his followers but denied by
them in their appeals), Petrillo:
is now in a pesition to step in and
take over the local,

In kine with this, a clause in the
trusteeship pro adopted by the
convention makes it impossible for
any local union to secede volun-
tarily from the Federation without
the consent of the Internatiomal
Executive Board “so long as 15
members of such local union ab-
ject.” Thus, Local 47, second
largest in the Federation with
16,000 members, could be pre-
vented from withdrawal by the ob-
jection of fewer than one-tenth of
1 per cent of its total membership.

Banner Month?
® Continued from page 28

“Bolers,” “Ila Valse™ and “REapso- |
die Espagno™ pliss

Debussy’s “Af-
ternoon of a Faun,”
The Williams set, a dance disk,
includes a dozen tunes whose titles
include the word “beautiful,” such
as the title song, “Oh, You Beauti-
ful Dall,” ete.

The big mews, of course, is the
free bonns disk, available to all
of the estimated 250,000-plus pur-
chasers of Victor's SOR coupon
books. This will be Morton Gould’s
“Best Loved Waltzes,” a middle-
brow set that will contain Tchai-
kowsky's “Sleeping Beauty Waltz,”
Sibeling' "Walse Triste,” Weber's
“Invitation to the Dance” and as
sorted bon-bons by Strauss, ete., in-

ver,” “Village Swallows” and three
waltzes from “Fhe Fledermaus.”

ORegon 5-6060

I

JGRAND AWARD ....

ness manager; Cavanaugh, Dexter,
Gillette, Gilmore, Dick Jones, Bill
Miller, Bob Myers, Ken Nelson and
Wiswell.

On another front, Capitol signed
comductor. Gordon Jenkins to.an art-
ists recording contract calling flor
his services primarily in albums,
the he will bhe available fer single
etchings as well. Jenkins was most
recently with Vik Records and
prior to that with Decca. He con-
tinues as an NBC musical con-
ductor, with plans for a 90-minute
TV spectacular of his own '_prndhe-
tion: of “Manhattan Tower.

Spier and Cole

® Continued from page 30

operation, is also casting an eye
toward the musical legit field. With
Julie Styne, he plans a musical
adaptation of the Italian dramatic
Elm, "Fn‘sk{.“ The music for this
would' be eleffed by Minuca: and
Leo Robim

In the publishing field Spier is
gradually broadening his {oreign
representation. The new firms will
be repped in En%am& and the con-
tinent by Larry Spier Musie, Ltd.;
in Australia by J. Alberts & Son; in
South America. by Fermata Pub-

\lishing Company, of Sao Paclo and
Buenos Aires, '

RCA Phono Push ‘

® Continued from page 28

TEY1 which lists at $29.95, with
the TEY2 at $36.95 and with the |
BEY3' portable at $39.93. It also|
will be availuble with the new hi-fi
twin-speaker Mark VIII' model
THF45, which. lists at $79.93 in
muhogany and $84.95 in maple or
light rift, oak finishes.

National advertising of the spe-
cial will begin in late i]uJ.:-,I’ and Au-
gust, altho dealers will be able to
place their orders next week and |
get almost immediate delivery. The |
pitch is at 23 million magazine
readers via Life, Colliers, Saven- |
teen and' Scholastic-Roto—the. in-
sert that pees into many higlt
school papers. Also REA will take |
plenty of time on its radio and |
TV facilities. Promotion also will
tie in with the new Glenn Miller
band, which eurrently is on tour
under the direction of Ray Me-
Kinley,

® Number of Releases
This Week

ABLLD Liicsnnuiaanens
ARC-PARAMOUNT ..
AMERICAN ........
AMDREA
ATCED e pa s
CALVERT
CAMDEMN . osissssss
CAPITOL . ....i0c00aa
CAPRICE ..........
COLUMBIA
CORAL
DECCA
FAROE
FIRB: ...cociscivvaa
FORTUNE ..

4 S5TAR

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

rrrrrrrrrrr

lllllllll
-----------------

lllllllllllll

aaaaaaaaaaaaa

IMPERIAL ..........

LB s Vaa L
LIBERTY .....ciiarsa
LIBERTY BELL ....
EONDOM ...ccovnaes
MERGCURY .........
METEUR
M-G-M . ..coviinsrnss
DUALITY
RAINBOW . .....ccce
SAGE & SaAaND ... —
SARG
SAVOY
SIMS

ASTARDALE
‘-.l-lq #e=s EEFEEE L] LI L]
SUINSET ..ivvennnnns
TIFFARY .. .vciiinee

-----------

11111111111111

----------------
-------------

!!!!!!!!!!!!!!!!

llllllllllllllll

--------------

[Tl plewclcanl sulwlwl lalwsl l lwleuatlulwl =l | 1wl

N N R N R N N

--------------

=
L}

www americanradiohistorv com

. ]pm only umits. Two of the porta-
ble

5 include AM radios.

Lowest price units in the line
are two $19.95 modeln One of
these is' the new “Winky Dink”
liddie: phono, a umnit
with character cut-euts: of Winky
Dink himself, sitting on the tone
arm amd speed control,

The top-tagged Eldorado con-
tains six speakers, four of them
housed in a separate cabinet. This
unit contains a three-speed, Garrard
changer and a six-tube, 20-watt
amplifier,

Thﬁl:;mnunﬂmtur muiilehi: bm?‘d
ag a hi-fi transcrption phomnograph.
The unit plays at ﬂl]-:l}nur spegﬂs
and has in-pus jacks For second
speaker assembly, AM-FM tuner
and microphone,

The spread of units adds up to
the company's strongest push yet
toward linee  merchandising,
This theme is further eamied out
with its affering of four different
wroughit iren. tables; wire: record
racks and: storage albums. (all at
optional extra cost): All' models

l'will be on dealers’ shelves im the

fall.

TR

"l ALMOST
LOST MY
MIND"

Recorded by:
PAT BOONE
DOT

ST. LOUIS MUSIC CORP.

Sole Selling Agent:
g Hill & Range Songs,
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MILLS MUSIC, INC,

Big Onex Come From Valleybrook

Bill Haley
and his Comets

“HOT DOG BUDDY BUDDY"
"ROCKIN' THROUGH THE RYE"

DECCA 295948

FUBLICATIONS INC,

i3 E. S+ Slreet
CHESTER , PENMA

GLENpORA
PERRY (OMO

_RCA Victor

JACK LEWIS

Crest

AMERICAN MUSIC; INC.
9109 SUNSET BLVD. HOLLYWODD. CALIF. - |



www.americanradiohistory.com

JUNE 23, 1956 THE BHLLBOARD MUSIC-RADIO 37

o'l over s
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VIK now covers the nation and Hawaii
through 35 distributors.

____________ _‘f_l.k reaords

For the distributor in your area, con-
tact Department D-1, VIK Records, 155
East 24th Street, New York, N. Y.
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PACKAGED RECORDS

JUNE 23, 1956

* Review Spotlight on . . .
ALBUMS

Pﬂﬂﬂlﬂr be a very big item

PERCY FAITH PLAYS MUSIC FROM “MY
FAIR LADY" (1-12")—Columbia CL 895

“My Fair Lﬂd}’ continues to be Columbia’s
No. 1 “salesheart,” and this LPpackage should
chalk up another b:st—se]]mp: in the name of
Broadway's currently most popular show score.
Faith has wrapped up 11 tunes from the show
(some sides of which have already been released
as singles) in rich, lushly melodic instrumental
arrangements, ranging in mood from the bright
and bouncy “Get Me to the Church on Time"
and “Wouldn't It Be Lovely,” to the hit ballad
“On the Street Where You Live” and the _mov-
ing “I've Grown Accustomed to Her Face.”

retailers.

sion program

WOULD HEAR (1-12")=Columbia CZ 1
The label’s June sampler is a carefully se-
lected pot-pourri of the E est names on th&
artist roster. There are hnn of Kostelanetz,
Weston, Sinatra, E]ﬁart, Kave, Fnith. Armstrong,
LeGmn and Frankie Laine and Buck Clayton,

lockenspiel tinkles
Magic Flute™;

esting demonstration

to mentmn a few. The clever title, tied in with of 14
summer promotion, is bound to get attention, as  (via m
is the handsome $1.49 retail price tag. This can Macabre.”

for dealers. Package also

contains a complete catalog, in booklet form, of
the label's entire CL 500 series of pop alhums
which can mean even more business for smart

Classical

BELL, DRUM AND CYMBAL (1-12")-Saul

Goodman, Percussionist. Ange

This educational,
the best hifi demonstration records ever pro-
duced. Saul Goodman, long-time head of the
New York Philharmonic’s percussion section, re-
cently presented a fascinating demonstration of
the numerous percussion famﬂ;l.f on the televi-
Omnibus.” Much of that ma-
- terial is reproduced here. Almost anything that
HAVING WONDERFUL TIME, WISH YOU bings, bangs or booms,
crashes is plaved in the course of this disk. The

1 35269
entertaining disk is one of

rattles, crackles or

Papageno’s theme from

the celesta plays the "Dance of
the Sugar Plum Fairy”

line, from timpani to triangle. The most inter-

: and so on down the

band is Goodman's playving

reussion instruments simultaneously
tiple tracking) in Saint-Saens’ “Danse

MOOD INDIGO .....
Fran Warren (1-12'")
M-G-M E 3394

® Best Selling Popular Albums

Albums are ranked in order of their national sales stremgth at
the retail level according to The Billboard's weekly survey of top
dealers in all key markets,

BEST SELLING POPULAR ALBUMS- ...... T~
1. ELVIS PRESLEY .........0o0nnvennns RCA Victor LPM 1254
2. SONGS FOR SWINGIN' LOVERS—Frank Sinatra, Capitol W 653
3. BELAFONTE—Harry Belafonte.........RCA "i.Tu:tnr LPM 1150
4. MY FAIR LﬂDY—rﬂng:ml Cast....... .-« .Columbia OL 5090
J. CAROUSEL—Sound Track..... erassrraseessasoapitol W 694
6. FOUR FRESHMEN AND FIVE TROMBONES. . . Capitol T 683
7. BUBBLES IN THE WINE—Lawrence Welk. .. .Coral CRL 57038
8. PILNIC—Sound Track.... Decca DL 8320
9. CALYPSO—Harry Belafonte.............RCA Victor LPM 1248
10. NIGHT WINDS-Jackie Gleason. . ...vssn......Ca pitol W T17
11. OKLAHOMA!-Sound Track.................Cap ltu] SAO 595
12. GENTLEMEN, BE SEATED (Minstrel Show). .. .Ep][: LN 3238
13. WALTZES OF IRVING BERLIN—Mantovani Orchestra. .
- RO, -0t 2, e, 7L
14. THE MAN WITH THE GOLDEN ARM-—Sound Track.....
.Decca DL 8257
...Capitol T 723

® Reviews and Ratings of
New Popular Albums

1“““! GmL T"'I"'l‘l'l‘lllrl'r'!l'llllll"l
Julie London {1-12")
Liberty LRP 3012
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15. DREAM DANCING—Ray Anthony...........

(1

welcome addition to their disk li-
braries. A good inventory item.

Miss London's original album (“Julie |STAN FREEMAN ........c0c00000000...19
Is Her Name™) is still a hefiy seller {1-12")
in many territories. This second edi- Epic LN 31224

tion has the makings of a standout A thoroly delightful potpourri of the
successor. On the theory of giving lighter side of Stan Freeman's pian-
'em what they bought the first time, istics. First side comprises an hilari-
the label has turned out an identically ous slice of Freeman im his spicy
patterned package. There's another nitery wein, leveling vocal, neo-
gorgeous color photo of the gal 10 Shavianm barbs &t pop song circles,
kick up retail excliement and the con- modes and mores, (0 his own accom-
tent has exactly the same slow, wist- paniment. Flip spots him in a more
"'"". whispery boudoir-styled touch. familiar groove, backed by his quar-
Guitar backing is again {featured, teli and ork batoned by Dave Terrv,
this time by Al Viola, and a slick for excursion into virtuoso, keyboard
job he does. Gal has a powerful romancing. A “party” waxing, obvi-
wallop, but m bil more change of ously dedicated to sophisticates who
pace from the excessively slow ap- respond to wit, both vocal and finger-
proach could add evem more sales wise,

vitamins, Dealers and jocks, however,

should pay plenty of aitention. THE SWAN . ..ooonmiinnrrnnnnnn, 18
- Sound Track (1- 11“}

CHAMPAGNE POPS PARADE ,.......H1 M-G-M E31199 5T
i-:u:kf!ﬂaﬂuﬁ;ﬂlk and his Champagne If “The Swan"™ (the new Grace
- Kelly-Alec Guiness movie) is big at

Coral CRL 57078 ! , o
Here's another link added to the long ;’?ﬁh “““““““ PNt O B i P A
and growing chain of Welk LPs
Thig time, it's a doren pop songs, -
most of which are currently on the Annuuncmg

trade charts, Three hit tunes from
“My Fair Lady" are here, as well as
“How Little We EKnow," “Standing
on the Corner,” “Wayward Wind,™
“Gradueation Day,” “Rock "n" Roll
Roby,” etc. VYaribus members of the
Welk crew take their turns on vocals,
Considering Welk's TV popularity
mend the tmely nature of the groov-
ings, this seems a sure beét o move
out in right smart fashion,

The Billboard’s first

ALBUM
COVER
CONTEST

to be held at the
1956 NAMM Convention

WHEN THE ORGAN

FLAYED AT TWILIGHT ............50

Jesse Crawlord (1-12")

Decca DL B3IDD
Latest waxing keeps pace with organ-
ist’s previous album releases. Cur-
rently, Crawford is favoring Friml
compositions with a deep bow, with
the composer's work featured in five
out of a doren numbers, [t seems
that Crawford continuously achieves
new effects in color and tone, and
lovers of the instrument should find
this combination of pop ballads a |G-
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MEL HENKE, VOL. II.........c00u0.

wa it et g

the box office, this LP should move
out briskly. However, “The"” wedding
is mow passeé, and the picture hasn't
exacily chalked up records in s
initial showings. The neighborhood
Tuns, tho, will be the real test. The
LP spotlights Bronisian Kaper's score
with richly meledic instrumentals
played by Johnny Green and his
Orchestra. Cover features a striking
painting of the beautiful Princess of
Monaco and Philadelphia.

GREAT MOMENTS
IN SHOW BUSINESS .. .. O 78

Admirers of Epic's “Here l‘.'unw the
Girls"™ should go for this companion
piece, 2 compendium of theatrical
nostalgia, dedicated with one eacep-
tion to the non-distaff side of the
business. It brings back the voices of
Walter Huston, Bojangles, Eddie
Cantor, CUff Edwards, Clavion, Jack-
eon and Duranie, Gene Raymond,
Al Jolson, Dick Powell, Fred Astaire,
and Rochezier in considerably cher-
ished bits, Gracie Allen gets inio the
act In an old routine with George
Burns, The cullings have been se-
lected with care and excellenily com-
bired. Over-all is a fine collectors
item for those with long memories
and a show business yen. Can make
for several fine radio segs.

‘llllj

Contemporary  -5003

Henke, altho recorded by a jarz
label, is only occasionaily & jarz
pianist, But he does play an ex-
tremely tasteful, ardculate and varied
pop piano that could sell very well if
exposed 1o a large audience. The
pianist always ahd a3 big following in
the Chicago ares and should do okay
on the Coast, where he has worked
for the past few years. He does
gomeo engaging things with *Pennies
From Heaven™ and his own ““Fren-
ried Flight.” The high fashion cover
is a classy attention getier,

THE CHAMPAGNE MAGIC
OF LAWRENCE WELK . .
Lawrence Welk and His Ork [l 11”1
Epic LN 3247

Bidding to cash in on the I_nl.rrh:ll.‘.'l
Welk gravy train, the label has pack-
aged a dozen of the band's sides
from a much earlier day. These
originally were issucd as singles on
Okeh and some go a8 far back =s
the late 1930's. The current band s
emoother butl this early edition turned
out fts own peppy brand of dance
music, of which the album offers a
fair sample. Vocals are handled by

v AR Y B i A TS LA o R A AL A 5 4 R Y
B $08t e AT TS PR AN TRl 8145 e
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Manufacturers must submit their entries by July 14, 1956, to
ALBUM COVER CONTEST, The Billboard, 1564 Broadway, New York 36, N. Y,
Ask your B:Hbmrd representative for full details.
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LIGHTS OUT .......
Jackie McLean anl.e: (1-12")
Prestige LP 7035

1I'll13

i i S )

@ This exciting contest will hold major interest for
record manufacturers and record dealers!

Every record manufacturer who has released @ or
more 12" Long Play Albums since January 1,
19586, is invited to submit from these releases the
one classical and/or the one popular (including
jazz) album cover he feels is best designed for
self-service merchandising. Entries will be judged
by panel of package-design experts.

The nation's top record dealers can win valuable
prizes by taking part In the contest at The Bill-
board’s booth at the convention.

R S AR A A R AL

Walter Bloom, Jayne Walion, Parneil
Grina and Bob Pace. Coral packages
of up-to-date Welk will offer plenty
of competitlon.

Miss Warren has fturned out, over the
years, a number of superior waxings,
in the “capdlelight and wine, hand-
hodding” mood. Here are a number
of those, pulled out of the label's
back issue [le, and the dozen tuncs
will meei with approval from her
fans. ‘““The Man That Got Away,”
“Mood Indige,” *What Is This Called
Love? "I Hear a Rhapsody," “Speak
Low," etc., make up the moody selec-
tion. Jockies, recalling earlier singles
by the thrush, will no doubt want to
mir them again from this package,
Cover carries an appealing pholto of
ﬂiﬂ Warren, which could spur some
es,

ROME ANTICS .....c..connvinnncnre. B3
(1-12")
Heritage H DD&3

A show tune collectors' item contain-
ing a baker's dozen of Harold Rome's
funes, some from past shows and
others getting a first public hearing.
Most are satiric in flavor. Cleffer
sings 1o his own accompaniment, {re-
quently and ably backed by a rhythm
section. Obvious amount of thought
has gone into this waxing, but it
must be faced that Rome is no singer,
and the result is neither as amusing
of téender as is the intent. Appeal I3
decidely limited, but “class” shops
may move & few. This is the third
Rome package issued by Heritage.

HOW TO PICK A WEDLOCK (A
PFRIMER FOR YOUNG
LOVERS AND OLD WOLVES ....
Kaye Ballad, Stanley Prager, Johnny
Havmer {1-12")

Yanguard VRS 9005

It may be that Ira Wallach’s new
book of the above title may ttillate
& certain group of the mentally ar-
rested, if there gre enough of the
latier these excerpls from it may
enjoy a sale. However, this record-
ing presents a hurdle to Kave Ballard,
Stanley Prager and Johnny Haymer,
all prominent tollers in the comic
vinyard, that js practically insur-
mountable, Mo comic is better than
his material, and matedal here, 1hey
definitely haven't got. The package
negales evervthing a come-on, sexy
jackel promises,

Jazz

INTERPRETATIONS BY THE
STAN GETE QUINTET NO. 3
{1-12")

Mompgran MG N 1029

Volume 3 in the Geiz "Interpreta-
tions™ series, with the top tenor sax
man aided by Bob Brookmever,

trombone, and John Williams, piano,

is up o the high level of the two
previpus seis, all of which should
be long-term steady sellers, Included
are & rouking “Ii Don't Mean &
Thing" and “Varsity Drag.” A tlop-
nolch entry in the “cool™ class, altho
Brookmeyer also adds a sanguine,
swinging quality.

Interest is evenly divided here be-
iween the (ruly outstanding work of
McLean on alto and of Donald Byrd
on trumpet. Both have been coming
to the foreground—and this set s
their most favorable showcase to
date. Individually outstanding as they
are, it is even more impressive Lo
hear them blow together, with a
hand-in-glove rapport. The program
has unusual renge: & couple of beau-
tifully handled ballads; & slow, downe
home blues (“Lights Out™) and plenty
of fast pyrotechnical outbursts. A
gassy zet like this ought to be a great
gcller o modernists,

smm Eﬂll"'ﬂ]ﬂ A EmEEma r-1!1'-!-ll“
Johnnie Pate Trio ll-il"ll
Gig GLP 100

Some comparative unkmowns deliver

a surprisingly good jarz program in
this, the label's first LP. Pate, former
cohort of Don Shirley, is a strong

AR L R A A L
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PFOETRY OF THE NEGRO ............B
Sidney Poitier, Doris Belack (1-12")
Glory GLP 1

we B2

veasass b

THE MODERN JAZZ SEXTET........
Dirzy Gillespie, Trumpet; Sonny Stitt,
Alto Saxophone;
Percy Heath, Bass; Skeeter Best, Gui-
tar; Charlie Persip, Drums (1-12")
Norgran MG N 1076

e FFATA A b bE e L

bass man in the Pettiford vein, and
young pianist Ronnell Bright is a
swift, resourceful performer that re-
minds one of Oscar Peterson. Wiith
drummer Charles Walton, this Chi-
cago crew swings. Biggest surprise s
the single vocal by one Gwen Stevens,
who has a warm, different sound, It
won't be easy (0 get these unknowns
off the ground, but dealers who take
the time to demonsiraie may move

some coples. Try “I've Got a Crush
on You"

SPOKEN WORD .

Here is an unusual packape, with
strong appeal for libraries, dramatic
students and collectors of “Spoken
Word" LP's. It spotlights the works
of seven distinguished Negro poeis—
Langston Hughes, Paul Laurence
Dunbar, James: Weldon Johnson,
Countee Cullen, Gwendolyn Brooks,
M. Cardl Holman, and Armand
Lanusse, The selections range in
mood and spidit from the folk dialect
of Dunbar to the polished phrases of
Hughes, The material is interpreied
with warm sensitivity and unerring
good taste by Sidoney Poitier and
Doris Belack., Both artists utilize an
expressive, softly understated tech-
nique, which underscores their power-
ful material wet skilifully avolds any
suggestion of melodrama or affecta-
tion. Poitier has his own following

{having appeared in  the movie,
“Blackboard Jungle,” and “Cry the
Beloved Country™ on  Broadway)

which should give this LP a broader
market coverage,

BOB SCOBEY'S BAND ..........0000..00
{1-12")
Down Home MG D 1

Scobey's Dixie band, with delighiful
Clancy Hayes on banjo and wvocals,
rafes in some seciors as & hot Juke
box entity, There's plenty of popular
and jarz appeal In the loose, [ree
performances of old-time tunes, in-
cluding “Dardanella” and “Canadian
Capers," plus such unexpecied ilems
B “Sumimertime,” “Stardust,”™ eic,
Haves sings “Laxvy River," “Stars Fell
on Alabama™ and four others. Un-
usual repertoire for Dixie-ites, which
makes for fine programming possibil=
ities. Can be sold anywhere,

SWINGING FOR THE KING ..........T9
(1-127)
Mercary MG 20133

An interesting anthology of Ffairly
recent recordings of tunes associated
with Benny Goodman. The spirit of
the set is upheld mainly by ex-
Goodman  instrumentalists. For in-
stance, there j8 Teddy Wilson doing
“Indiana™ and “Sweet Georgia
Brown,"” Lionel Hampton in *“Crazy
Hamp,” Red Norva in *“l Got
Rhythm"™ and Terry Gibbs in “Seven
Come Eleven." Other instrumental
sides are contributed by Ralph
Marteric and Erroll Garner. Vocals
in the sef include "Soft Winds" and
“Goodbye" by Dinah.Washington and
“Sometimes 1I'm Happy¥™ by Sarah
Vaughan. While all these have been
issued before, hung on this program-
ming hook, they add up to a2 com-
mercial package with fresh appeal,

.14
John Lewis, Piano:

The title of the set is an eye-catcher,
but it"s misleading. Lewis and Heath,
both members of the Modern Jazs
Quartel, are present, but there's not a
trace of the MJQ's coal-neo-classical
mesthetic, [t's strictly a blowing ses-
sion - keynoted by - Gillespie's and
Stitt’s scaring bop horns. There's a
load of exciting modern jarz here,

(Continued on page 40)

ELECTRONE RECORD CO.
Banta Anas, Califearnia
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“HIGH SOCIETY” IN HIGH FIDELITY IS HEADLINE NEWS!

" BING AND FRANK TOGETHER
FOR THE FIRST TIME!

O TRACK @ !“
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GRACE KELLY SINGS TOO!
LOUIS ARMSTRONG AND HIS BAND!

COLE PORTER'S NEW FILM SCORE!

—

s —in VISTAVISION

It's another sensational

M-G-M present mODUCTION
...... . a soL c. BIECEL T : SINATRA
_ING CROSBY- GRACE KELLY ;;Mll SOUND TRACK ALBUM by CAPITOL
starring GI
. HIGH SO oHN LUND ... featuring great performances,
1aring E.'I"ET. ROES .'I".Ill-lﬂ‘-"'-
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VIOZART: SYMPHONY NO. 39 IN E
FLAT (K. 54); MVERTIMENTO NO.
15 IN B FLAT (K. 287 (1-12")—NBC
Symphony Orchestra; Arture Toscaninl,
Cond. RCA Vicior LM 2081 .........81

Victor continnes to glean Toscanini
readings where it can. The Svmphony
iisking dates from a 1948 broadcasr,
while the Divertimenio has the sound of
similar vinfage, Inlerpretatively, the it
ler 15 & singing gem, and acteally, buvers
of Symphony Mo, 39 haven't had an out-
standing grouwp of diskings {o select from.
Despite the sound, which is below today's
par, this should be ckay steady invenlory.

SIBELIUS: SYMPHONIES NOS. 6 AND
7 (1-12"} — Philharmanla Orchesira.
Herhert vom Karajan, Cond. Angel
mli l'l!"-ll"-ll-‘-lI-“-l-|l'-|-|nl'-al'!|-l1"

Despite the number of competitive lisi-
ings in the LP catalog on these (wo sym-
phonies, particularly of the popular
Sevenih Symphony, von Karajan has little
interpretative competition, Yon Karajan's
Seventh, in particular, s a powerlul, emo-
tional imterpretation that will be the pre-
ferred one for Sibelius funs for & long
time, Exceptionally fine sound enhunces
this atiractive buy.

MOZART: CONCERTO NO. 1 IN B
FLAT MAJOR FOR VIOLIN AND
ORCHESTRA (K. 207); CONCERTO
NGO, 7 IN D MAJOR FOR VIOLIN
AND ORCHESTRA (K. 27ia) (1-117)
— Arthur Gromiaux; Vielin; Viennan
Symphony Orchestra; Bernhard Paum-
gariner, Cond. Eple LC 3230 .........T7

With this coupling, Grumisux has com-
pleted six of the seven Mozart violin con-
certi, and dealers may do themselves and
their custofmers a favor by demonsirating
these siurdy, musical and handsomely re-
corded performances. The playing offers
the music in forthright style that will
appeal to the discriminating buyer, The
competiiion is not oo keen, either.

THE FPHILADELFHIA WOODWIND
QUINTET (1-12”) — Columbia ML
!ﬂ.‘ 1..,..--..--l---r-i-----------.-l.-r-.-da--T"

A concert of wide-ranging scope 'b}l first-
chair woodwind plavers of the Philadel-
phia Orchestra. It includes: Havdn's Di-
vertimento No. 1 in B Flat; Beethoven's
Sextet in E Flat (specially arranged for
quintet); Hindemith's Kleine Kammer-
musik, Op. 24, No. 2; Ibert's Trois
| Pieces Breves, mnd Bozza's Scherzo for
Wind Quintet. This is a windfall not
only for chamber music collectors but for
students, players, anl fanciers of the
woodwind group. William Kincaid, Ma-
son Jones, John dg Lancie and the others
are tops on their insiruments, They make
this set an unusuaily atiractive buy.

SCAUBERT: SCHWANENGESANG
(1-12*"—Hans Hotter, Baritone; Gerald
Moore, Planist. Angel 35219 .........75

Within the limited confines of the
lieder market, this figures (o be one of thg
top ftems of the year. Actually not a
cycle, but just a colleciion of Schubert’'s
makes for a good packaging peg. Hotter
is superb in a vocal and interpretive
rense, and the presence of Moore is a
musical and sales nid. Such familiar fare
as the “Serepade” and “Avfenthalt" is
included. Full German and English texts
help.

VIRGIL FOX PLAYS BACH (1-12")
RCA Victor LM 1963 ..........o000..74

If a poll were taken of the average
music lover's favorite Bach organ works,
they would include every one of the
pleces in this LP: the “Toccata and
Fugue in D Minor,” the HAriosn,” "In
dulei jubilo,” *“Come Sweet Death,” the
“Prelude and Fugue in D H:Jnr“T—md
af the chorale preludes, those on “Sleep-
ers, Awake,” “Praise the Lord, the
Mighty King,” and “Rejoice, Beloved
Christians.” Fox's is a proficient but
highly romanticized Bach, made some-
what the more unctuous by the over-rich

& | modern sound of the organ in the River-

side Church, Connoisseurs will prefer
Walcha, Videro, Weinrich or Biggs on a
barogue organ—yet this album will have
much mass appeal, -nq probably outsell
many connoisseur favorites.

GREGORIAN CHANT (EASTER) (1-12")
—Cholr of the Monks of The Abbey of
Salnt Plerre de Solesmes; Dom Joseph
Gajard, Cond. London LL 1408 .. PP |

Ome side carries an Easter Mass, and
ihe other Pieces From the Office, Superb
singing and recording place this among
the best disks in the category, and several
Gregorian recordings have been surpris-
ingly strong sellers, Timbre of the voices
and subtle dyvnamics make the unison
singing of the monks profoundly e lpihay S
Only drawback is the overly long bell
ringing on side one.

MOZART: COMPLETE WORKS FOR
FIANO SOLO, YOL. XI (1-12") —
Walier Gleseking., Angel 35078 ..... v e T
This is the final volume in the=-set of

11 to be issued first complete, and now

as individual disks, It includes some of

the lesser known works such as Eight

Minuets snd Trios (K. 315a), Allegro of

& Sonata (K. 400), a Sonatas Movement

(K, 498a) and Six German Dances with

Trios (K. 509). Most of the sales will be

to connoisseurs and to siudents, altho

this is charming and accessible music.

www americanradiohistorv com

> Reviews and Ratings of
New Classical Releases

TWO PIANGO CONCERT (1-12")—Hu-
dolph Ganz, Parthenla Vogelback, Pl-
anos, Tiffany T 2000 ........c0c0000.. 68
It's possible that there are enough

Ganz pupils and disciples around the

couniry (o make this a profitable eniry,

Also in it favor I8 good sound =nd

generally unavailable repertoire, most ime-

portant item of which {8 Schumann’s

Andanie and Variations, Op. 46, Bot

Granz and VYogelback asre not Vreonksy

and Babin, and techmically they sre not

up to the business at hand.

Semi-Classical

PORTRAITS OF ITALY (1-12"}—Sym-
phoay Orchestra of Rome; Duvid
Whitehall, Cond. Camden CAL 298 .. .80
This is wonderfully satisfying imagery

musi¢, much of which could easily be

from & iravelog sound track. A lush,
flowing sound is voiced by sirings and

woodwinds. Sample titles from the 15:

“The Alps,” “The Lakes,” “Venctian La-

goon,” “The Bridge of Sighs,” “Sunset on

the Adriatic,” etc. All were composed by

Domenico Savino, The package bas out-

standing late-night jockey pmarnmminll.

potential, and at $1.98 it's a fine retal
by,

ElL. CONDE DE LUXEMBURG (1-117)
—Luis Sagl-Vela, Elsa Marval, Coros
Radio MNaclonal de Espana, Orgoesia
de Camara de Madrid. Montilla FM
. TR R e R S LSRRy |
Fine recording of Lehar’s old Viennese

® Continued from page 29

® Reviews and
Ratings of New
Popular Albums

® Continued from page 38

with especially great sole work oa
“Taur De Force” and “Dizzy Meets
Eonny,"” which would have been =
maore appropriate title for the LP.

STAN RUBIN AND THE

TIGERTOWN FIVE IN MONACO....T?

(1-12")

Jubilee 1024
Maierial previously issued on 10-inch
LP's has been repackaged and retitled
to cash in on the well-publicized
Rubin appearance &t THE wedding.
These earlier efforts have more abvi=
ous enthusiasm then the lzter Vicior
sides by the Dixie combo. And with-
out enthusiasm, this band can be
pretty blah. Thiscan be sold 1o
many who like their Dixie loud and
not foo subtle, Highlight: “Bullin”
the Jack."

favorite, which evidently lends itself ad-
mirably o Spanish translation. Coniain-
ing, as it does, some of the maesiro’s
most delightful cleffing (“Say Not Love
Is 8 Dream,"” etc.), and sung with esprit
by Sagi-Vela and Elsa Marvel, “Luxem=
burg™ takes to an Iberian medium, like &
duck to water. Should have a delinite
appeal, not only to the old set, bui for
anyone who likes old style operetin well-
sung and presented.

First C& W Deejay Conclave

western  presentation emseed by
Red Foley and Sonny James. With
Crossroads TV Productions picking
up the tab for expenses on
show, the CMDJA netted $1,219
for its treasury. _

Those who participated in the
full-evening presentation were Bill
Wimberlyv's band, Nelson King, Red
Foley, the Bonn Sisters, Brenda
Lee, Uncle Cv Brasfield, Johnny
Horton, the Philharmonicas, Lebb
Horne, Pete Stamper, Jim Edwarl.t’
Maxine and Bonnie Brown, Billy
Walker, the Carlisles, Johnny Cash,
Texas Bill Strength, Smiley Bur-
nette, the Foggy River Boys, Red
and Betty Foley, Sonny James, the
Belew Twins, Chet Atkins, Janis
Martin, Audrey Williams, Chuck
Bowers, Earl Bowers, Bonny Can,
Roy Drusky, Jerry Reed, Slim Wil-
son, the Westport Kids, Junior
Hawaorth, Shirley Caudel, Warren
Smith and the Ferguson Sisters,

Honor Nelson King

A chicken and dumpling lunch-
eon Friday at the Colonial Hotel
sponsored by the “Ozark Jubilee”
for Nelson King, CMDJA prexy,
was awarded the Ozark hillbilly
medal usually reserved for dis-
tinguished visitors, Presentation
was made by Bill Dauer, of the
local Chamber of Commerce.

On Thursday night conclave
visitors attended the presentation
of the “Eddy Amold Show,” fea-
turing Arnold and Chet Atkins. Sat-
urday at 3:30 t]? . the conven-
tioneers caught the “Ozark Jubilee”

network orginating from the Jewell
Theater. Late Saturday the Red
Foley Enterprises and Decca Rec-

the | ords hosted the gathering with a

cocktail and supper party.

Playing an active part in arrange-
ments for the three-day event were
Ralph Foster, president of Cross-
roads TV Prculijuctium; S5i Siman
and John Mahaffey, executive vice-
presidnets of the firm; Les Kennon,
Lou Black, and Lester E. Cox,
chairman of the board of Cross-
roads TV Productions, and Don
Richardson, “Ozark Jubilee” tub-
thumper, who looked after arrange-
ments and the press.

Among the music and record
men present were Bob Burton and
Bob Sour, BMI; Wesley Rose, Mel
Foree and Boudleaux Bryant,
Acuff-Rose; Don Law and Bob
Burrell, Columbia Records; Paul
Cohen and Harry Silverstein,
Decca; Jack Newman and Roy
Horton, Peer International; Ken
Nelson, Capitol; Chick Krum-
packer, Bill Baker and Jack Dunn,
RCA Victor; D. Kilpatrick, Mer-
curv, and Nat Tannen, Tannen
Music.

Representing WSM, Nashville,
and his own firm, Cedarwood, was
Jim Denny. On deck for "Big D
Jamboree,” Dallas, were Lawrence
Thacker and Ed Watts.

Winding up the festivities Sat-
urday nigE’t was the awarding of a
plagque to Ralph D. Foster and the
“Ozark Jubilee” crew by the
CMDJA members.

R
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songs by
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All in brilliant “New
Orthophonic" High Fidelity
Sound except “Tommy Dorsey”
and “Rock Isiand Line."”

45 EP's shown above only $1.49
per record. Also available

on Long Play only $3.98.
("Rock Island Line,” “Music
From the Searchers,” “Elvis
Presley,” “Four Lovers"”
available on 45 EP only.)

the dealer's choice RCAV-IGTOR @L

Nationally advertised prices—aptional | : ORDER NOW THROUGH YOUR RCA

VICTOR RECORD DISTRIBUTOR
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Weeks

This Last on
Week Week Chart
1. Moonglow and Theme From Pienie 1 11

By Hudson, Delange & Mills (Dunning)—Published by Mills Columbis Pictures

Musie Corp. (ASCAF) -
BEST SELLING RECORDS: M. Stoloff, Dee 20888; G. Cates, Coral 61618,
2. Wayward Wind 3 8

By Stan Lebousky-Herb MNewman—Published by Warman {BMI)
BEST SELLING RECORDM G. Orant, Ers 1013,
RECORD AVAILABLE: T. Ritter, Cep 330.

ONOR ROLL OF HITS

THE NATIONS TOP TUNES

TRADE MARK REG,

For survey week ending June 13

Weeka

This Last on
Week Week Charl
6. Hot Diggity 6 15

By Al Holfman & Dick Manning—Published by Roncom (ASCAF)
BEST SELLING RECORD: P, Como, Vie 20-8427,

7. On the Street Where You Live 18 7

By Lerner & F. Lows—Published by Chappell (ASCAP)
REST BELLING RECORD: V. Damons, Col 40654,
RECORDS AVAILABLE: E. Fisher, Vie 20-6529; L. Welk, Coral 61644; F, Wayne,

Epic 9153,
3. Ivery Tower xm 2 12 8. I Almost Lost My Mind 15 3
By Jack Fulton and Lofs Steele—Published by E. H. Morris (ASCA .
BEST SELLING RECORDS: C. Carr, Fraternity 734; G, Storm, Dot 13458, Ry SRSGEeT (Nt by BN Page- (R
RECORDS AVAILABLE: Four Hues, Coral 61617; L. Guerrero, Real 1310; O. Willlams, BEST SELLING RECORD: P. Boone, Dot 13472,
DeLuxe 6093, RECORDS AVAILABLE: L J. Hunter, M-G-M 10378,
: s
4. Standing On the Corner 5 8| 9 I'm In Love Again 77
By Frank 1 Published by Frank (ASCAP) By Domino & Bartholomew—Publithed by Reens (BMI)
I;ﬂ SELLING RECORD: Four Lads, Col 40674, - BEST SELLING RECORD: F. Domine, Imperial 5336,
RECORDS AVAILABLE: N. Hefd, Eple 9158; D. Martin, Cap 3414; Mills Brothers, RECORD AVAILABLE: Fontane Sisters, Dot 15461,
Dec 19887,
- eart ote By ), Cowell—Published by Republic (BMI)
:’H:":;'I ln'“'m;““‘c“"‘u“:’;_'?ﬂ:ﬁ:“ ,:’[: I:;ﬂr:m: NEST SELLING RECORD: T. Martin, Vie 20-6493,
BRECORD AVAILABLE: Cadets, Hnd:.m 634, EFECORDS AVAILABLE: D, Vaughn, Kapp 143; A, Williams, Cadernce 12E8,
Second Ten
11. Pienie ® 7 | 16. Magie Touch 11 12
By Georgs Dunning & 8. Allen—Published by Shapiro-Bemstein (ASCAF) By Buck Ram—Published by Panther (ASCAF)
. BEST SELLING RECORDM McGuire Sisters, Coral 61627, - BEST SELLING RECORD: Platters, Mercury 70819,
RECORDS AVAILABLE: 8. Allen, Cora) 61620; B. Bregman, Vie 20-6471; G. Dun-
ning, Dec 29888; R. Marterls, Mercury 70816, - 17. Born to Be With You 24 2
By D. Robertson—Published by E. H. Morris (ASCAP)
14 5 RECORD AVAILABLE: Chordettes, Cadence 1291.

12. Graduation Day

By Joel Sherman & Noel Sherman—Published by Sheldom Music (BMI)
BEST BELLING RECORD: Rover Boys, ABC-Paramount %700,
RECORDS AVAILABLE: Four Freshmen, Cap 3410; Lemmon Sisters, Coral 61648,

13. Happy Whistler 11 8

By Don Roberison—Published by Birchwood Music (ASCAF)
BEST SELLING RECORD: D. Robertson, Cap 3391,

14. I Want You, I Need Youw, I Love Yom

By Maurice Mysels & Ira Kosloft—Published by Elvis Presley Music (BMI)
RECORD AVAILABLE: E. Presley, Vic 20-6540,

15. Transfusion 18 2

By Jimmy Drake—Published by Paul Barrett (BMI)
BEST SELLING RECORD: N, Norvus, Dot 15470,

21 3

21. Long, Tall Sally 15 11

By E. Johnsoo—Published by Venice (BMI)
BEST BELLING RECORDS: Litile Richard, Bpecialty 371; P. Booms, Dot 13437,
RECORD AVAILABLE: M. Robbins, Cal 40679,

21. Poor People of Paris (Jean’s Song) 15 19

By La Gaulante de Pauvre-Jean Marguerits Monnot—Jack Lawrence—Publlshed by

Reg Connelly Musle (ASCAP)

BEST SELLING RECORD: L. Baxter, Cap 3336,

RECORDS AVAILABLE: W. Atwell, London 1628; L. Anthony, Tops 2176; C. Atkies,
Vie 30-6366; P. Beltran, Vie 20-8498; P. Clay, Col; L. Clinton, Bell 1123; R. Morgan,
Dec 198335; R. Roger, M-G-M 12188; C. Powell, Groove 0144; ). Hansen, Remington
25039; P. Terrace, Ilco 351; L. Welk, Cora) 61592,

21. More - 1

By Tom Glader & Alex Alstone—Published by Shapiro-Bernsiein (ASCAF)
BEST BELLING RECORD: P. Como, Vic 20-6554,

24. My Blue Heaven 29 5

By O, Whiting & W. Donaldson—Published by Leo Feist (ASCAP)
RECORD AVAILABLE: F, Domino, Imperial 5386,

24. Treasure 0f Love - 1

By Lou Stallman & Joe Shapiro—Published by Monument-Frogressive (BMI)
BEST SELLING RECORD: C, McPhatter, Aflantic 1092,

— =

WARNING=—The tils "HONOR ROLL OF HITS" is a registered trade-mark and the Ustings of the
kits bas been copyrighted by The Billboard. Use of sither may eot be made without The Billbonrd's
conseni. Requests for such comssni should be submltied i wrillng to the publlshers of The Billboard
ot The Billboard, 1564 Broadway, New York 36, N. Y.

Third Ten

18. It Only Hurts for a Litile While 24 4

Ey Mack David & Fred Spielman—Fublished by Advanced Music (ASCAF)
RECORD AVAILABLE: Ames Brothers, Vie 20-6481.

19. Blue Sunede Shoes
By Carl Perkins—Published by Hi-Lo Music, Inc.-Hill & Range Songs, Inc. (BMI)
BEST SELLING RECORD: C. Perkins, Sun 134,
RECORDS AVAILABLE; B, Roublas, Cap 3373; B. Bennett, King 4903; R, Hal,
Dec 29980; P, W, King, Vie 20-6450; 8. King snd the Five Strings, Col 21505: ). Lowe,
Dot 13456; J. Mercer, Mercury TOROS; E, Presley, Vic EPA-T4T; EFB-1234; §. Taylor,
M-G-M 12197; L. Welk, Coral.

20. I Could Have Danced All Night 22 3

By Frederick Loews & Allen Jay Lermmer—Published by Chappell (ASCAF)

RECORDS AVAILABLE: C. Applewhite, M-G-M 12220; PF. Carle, Vic 20-6460; R.
Clooney, Col 40676; A. Los-L. Welk, Coral ¢1644; D. Shore, Vie 20-6469; 5. Syms,
Des 29903,

13 16

26. A Tear Fell 18 16

By Dorian Burton & Eugeas Randolph—Published by Progressive (BMI)
BEST SELLING RECORD: T. Brewer, Caral 61590,
RECORDS AVAILABLE: A. Carter, Vie 6452; [. J. Hunter, AlluLI: 1086,

27. Church Bells May Ring 22 7
By Willows & Craflt=Published by Ray Maxwell-Hill & Range (BMT)
RECORDS AVAILABLE: Cadets, Modern $83; Diamonds, Mercury 70835; Willows,
Melen 102.

28. 1 Wani You te Be My Girl - 26 6

By Goldner & Barett—Published by Kohl (BMI)
RECORD AVAILABLE: Teen-Agers, Gea 1011,

28. Sweet Old-Fashioned Girl - 1

By Bob Merrill—Published by Valor (ASCAP)
BEST SELLING RECORD: T, Brewer, Coral 61636,

30. Mr. Wonderful

By Buck Holofcener-Welss—Pohblished by Valando Music (ASCAF)

BEST SELLING RECORIM: P. Les, Dec 290824,

RECORDS AVAILABRLE: D. Collins, Coral 61591; T. King, Vic 20-63%1; 8. Vaughn,
Mercury 70777; Mello-Larks, Epic 9148; B. A. Steele, ABC-Paramount 9669,

30. Glendora - 1

By Ray Stanley—Published by Ame