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PROGRAM AVAILABILITIES SOAR

Westinghouse Plans
Ad Budgef Increase

Westinghouse Electric Corp. has
stepped up its advertising budget
to over $35-million, and plans an
ever larger increase in the coming
year, according to a spokesman
for the firm.

Westinghouse's former ad
budget was in the neighborhood
of $30-million.

Westinghouse, which recently
purchased the “Studio One" time
slot on CBS, for a new show <alled
“Music U. S. A.”, will increase
radio and TV advertising, in ac-
cordance with the overall in-

(Continued on Page 6)

FCC Goes Through
1,500-Sheet Agenda
Wash, Bureaw, RADIO- 71 DATLY
Washington—The FCC in
its closing burst of activity
immediately before the long
August vacation, was con-
fronted with an agenda in-
volving seme 1,500 sheets of
paper outlining some 250
separate matters which re-
ceived consideration. The
Commission meets today,
despite the fact that it has
already taken off on its Au-
gust vacation, to all intents
and purposes. It happens
that the law requires at least |
ore meeting a month, and
this is it. Purely routine
matters will be handled.

Court Asks Sweeping Probe
Of FCC Influence Attempts

Washington Rureaw of RADIO-TY DALY
Washington — A sweeping investigation as to whether there were
any improper attempts to influence FCC commissioners in the bitterly
fought Boston Channel 5 TV case was ordered yesterday by tne U.S.
Court of Appeals. Thus the FCC, which has repeatedly been hit by

Ralph Jones Agency Drops
NEMA:; Shuts N. Y. Office

Due to a cut in brand names
financing of the National Electric
Manufacturers Association adver-
tising, the Ralph H. Jones adver-
tising agency has dropped the ac-
count, and closed its New York
office. The account was reported to
be $5-million.

NEMA, which used radio and

{Continued on Page 2)

A-Buy Radio Network
Appoints New Ad Agency

Sacramento, Calif. — Following
presentations by two other agen-
cies, Gerth, Brown, Clark & Elkus
has been named agency for the
A-Buy of California network of

{Continued on Page 195)

UHF Co-Channel Repeater
Test Is Given OK By FCC

Hashington Buveaw of RADIO-TV DAILY
Washington — The FCC yester-
day announced that it would per-
mit a UHF station to try to fill in
(Continved on Page 6)

couri decisions threatening to dis-
rupt its processes, is squarely in
the middle again.

The court ruling requires the
FCC to take the case back for de-
termination of whether any mem-
ber should Lave disqualified him-
self from voting, whether anyone
influenced the Commission ille-
gally, whether any party actually
knew of any misconduct in the
case, and whether any applicant
should have been disqualified be-
cause of such misconduct

The FCC already has a similar
proceeding in progress with re-

(Continued on Page 6)

KOTV Is Chided By FCC
On Treatment Of Pay-TV

W ashaton Buy ISSNIRTIA!

Washington—KOTV, Tulsa.
Okla.. is the latest in a growing
list of TV stations to be chided
by the FCC for alleged unfair
treatment of the issue of subscrip-
tion televisions, but again no
other action will be taken. The
FCC said merely it had reminded

{Continued on Page 4)
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Peak Listings Appear In The 19th
Edition Of Shows Of Tomorrow,
Program Buyers Guide For °58-°59

By CHAS. A. ALICOATE
Editor and Publisher, Rapto-TELEVISION DAILY

The television viewer and radio listener in Oshkosh, and
the young lady in Baton Rouge are every bit as smart mentally,
artistically, sartorially and regarding TV fare and radio pro-
grams, as their brothers and sisters of Broadway, Michigan
Boulevard and points West, according to broadcasting people
who are exhibiting an intense interest in the quality approach
to programming and research this year. The fact is more than
apparent in the articles and program offerings presented in

this Nineteenth Edition of the SHOWS OF TOMORROW and
PROGRAM BUYERS GUIDE for the industry.

New (B( Finance Bill
To Go To Parliament

Montreal-—The Canadian Gov-
ernment will soon introduce in
Parliament legislation for new
financing of the Canadian Broad-
casting Corp., and control by it,
of all broadcasting, both public
and private.

The bill, it is understood, will
be in line with recommendations
of the Royal Commission on
Broadcasting which was headed
by R. M. Fowler of Montreal and
which proposed the setting up of
a board of broadcast governors

(Continued on Page 4)

WSRS, Cleveland Sold

In $500,000 Contract
Cleveland, O.—WSRS AM and
FM here, with a price tag exceed-
ing $500,000 has been sold to a
group of breadcasters, according
(Continued on Page 2)

Sterling, Brillo, Renew
Contracts With NBC-TV

A total of $5-million in gross
billings has heen added to NBC-
TV with recent orders placed by
Sterling Drug and the Brillo

(Continued on Page 195)

ABC-TV Sells Daytime

Another segment of time in
ABC’s new daytime block has
been sold. The latest buy is for
Lever Bros, through Foote, Cone
& Belding. The daytime shows are
now said to be over three-quarters
sold out.

This further maturation of
the industry, particularly in
the TV sector, is pointed up
specifically by leaders who
know whereof they speak, and
who are represented as authors in
the SHOWS OF TOMORROW
issue.

The “in depth” visualization of
research—"“Not How Many, but
Who?”; the realization that the
TV audience is more sophisticated
than many think; TV taking on
more complexity as it continues

(Continued on Page 195)

Stafions Can Refuse
Politicos Time Sale

Washington Burean of RADIO-T1" DAILY

Washington—FCC rules specifi-
cally state that broadcasting sta-
tions do not have to sell time
to political candidates, the FCC
yesterday told a New York can-
didate who had appealed to the
Commission about WRGB, Sche-
nectady, policy.

Schenectady Mayor Samuel E.
Stratton, a candidate for nomi-

{Continued on Page 4)

FCC Discards Class B FM
Station Allocation Table

Hashington Bureaw of RADIO-TV DAILY

Washington—The table of allo-
cations for Class B FM stations
has been discarded by the FCC,
and television is now the only
broadcasting service which has
such a table. There has been some
pressure, off and on, for abandon-

{Continued on Page 6)
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MacKay TV Chairman

Ken MacKay, CBS sports pub-
licity manager, will serve as ra-
dio and TV chairman for the
Sister Elizabeth Kenny Founda-
tion 1958 fund appeal, Aug. 20
to Sept. 30.

Photographer

Young man with one
year’sexperience as
assistant camera man
with large commercial
photographer, and
graduate of photog-
raphy school, seeks
opportunity with com-
mercial photographer.
Good references and
background. Phone
WI 7-6336.

THROUGH RAIN AND SHINE, SNOW AND FOG ..

RADIO DAILY—TELEVISIOl DAILY

Friday, August 1, 1958

. Westinghouse Broad-

casting station KEX keeps up with latest weather forecasts via exclusive di-
reet wire to U. 5. Weather Bureau. Here Portland’s top-rated daytime dee-

jays Barney Keep, George McGowan, and Russ Conrad dramatize importance

of KEX weather announcements in Northwest’s changeable climate. KEX
weather jingles are available for sponsorship. deliver maximum unduplicated

audiences.

(WBC adv’y)

|

COMING AND GOING

RICHARD F. FEINER, sales executive for
TeleWorld Productions, Inc., to the West
Coast cn business.

[ ]

DR. SYDNEY ROSLOW, director of The
Pulse, tnc., flew to London on Saturday
for meetings with British agency executives
cnd TV producers about the new Pulse
Qualitative Analysis reports.

HUBERT GENTRY, staff phatographer,
WSVA-TV, Harrisonburg, Va., vacationing
for two weeks with camera at Wrightsville
Beach, N. C.

[ ]

WILLIAM  HYLAND, vice-president in
charge of sales for CBS-TV, off to Bermuda
yesterday via BOAC for one month’s visit.

[ ]

FRED BELLIN, president of Astor Pictures,
to Bostan today on business, will return
next Tuesday.

[ ]

VIRGINIA GRAHAM, radio-TV person-
ality, at Festival of the Seven Arts in New
Hampshire this week and returns Saturday.

Ralph Jones Agency Drops
NEMA; Shuts N. Y. Office

(Continved from Page 1)
TV spots, as part of its program,
was not allowed sufficient capital
to continue in such activities for
the coming year, a spokesman for
the association stated.

The Jones agency felt that there
wasn’t enough business being
planned for the fall, and decided
to drop the account,

“There will be no new agency
representing in Jones’ place,” ac-
cording to a spokesman at NEMA.

“The plans for the fall are so
small, that agencies which repre-
sent us in other fields, will handle
programs formerly conducted by
Ralph H. Jones,” the NEMA
spokesman concluded.

JACK A. BURNETT, general manager,
KJLA, Honolulu, in New York this week
to visit with new representatives, McGavren-
Quinn.

[}

EDMUND C. BUNKER, CBS Television Net-
wark vice-president in charge of affiliate
relations. is back at his desk after o month’s
vacation in the Southland.

[}

ALFREDO ANTONINI, CBS music direc-
tor, back in New York after a trip to Chi-
cago where he was guest conductar at a
concert of the Grant Park Symphony Or-
chestra.

[}

LARRY LOWENSTEIN, director of press
information, CBS Television, vacationing at
Westhampton, N. Y.

[}

GIL FATES, executive producer of CBS-
TV’s “To Tell the Truth,” spending a fort-
night at lake Kennebago, Maine.

WSRS., Cleveland Sold
In $500,000 Contract

(Continued from Page 1)
to S. R. Sague, present head of the
station.

The principal new owners are
John W. Kluge, a Cleveland food
broker. who heads a number of
companies which sell products on
radio and TV, and Mark Evans,
formerly on the air for a station in
Washington, D.C.

Kluge and Evans own five radio
stations in other cities.

Sague stated that he would con-
tinue with WSRS until new own-
ers are actively acquainted with
the station’s operation. He agreed
not to compete with WSRS dur-
ing the next 10 years through any
other local radio station owner-
ship.

 FINANCIAL K

il) —

NEW YORK STOCK MARKET

Net

High Llow Close Chg.

AB-PT ....... 194 185 19 Y8
Admiral Corp. 102 10%s 10Ve Ve
A. T & T....180% 180 180 Ve

Avco Mig.... 7% 7Y% 7V2

+
+
CBS A....... 313% 30V2 30% + V2
CBS B....... 3072 30 302 + 3
Gen. El...... 64Vs 62% 6278 — V2
Magnavox ... 38V 37% 37% — %
Philco ....... 19V 18% 18% + Ve
Philco Pfd.... 63 63 63 + %
RCA Common. 35% 34% 34% — 8
RCA st Pid.. 71%2 71Va 71Y2 — V2
Stew-Warner . 3678 365 36% ......
Storer Co.... 23% 23% 2378 ......
Sylvania El... 37% 37 37 — %
Sylvania Pfd.. 812 81V 81Va — %
Westghse, ... 62 61Va 614 Ve
Westghse Pfd. 87V2 872 872 + Va
Zenith Radio.. 913 90 90 — %
AMERICAN STOCK EXCHANGE
Assoc. Arfists. 9% 9% 9% + Va
DuMont Llabs. 43 4% 4% ......
Guild Films.. 4% 4% 42 + s
Hazeltine .... 40% 39% 40% + V2
Nat. Telefiim.. 8Va 8/ 84 + Va
Skiatron ..... 45% 4% 4V2 +
OVER THE COUNTER

Bid Asked
Met. Broadcasting ........ 8% 9%
Telebroadcasting ......... 2% 32
Official Films ............ 3 1Wa
Telestudios . ............. 1% 2Va

Two Form Credit Unions

Madison, Wisc. — Formation of
two more credit unions by person-
nel of the broadcasting industry
was announced here by the Credit
Union National Association
(CUNA). The KTRK-TV Credit
Union will serve 135 employees
and stockholders of the Houston
Consolidated TV Co. in Houston,
with E. R. Scholton acting as the
treasurer. The CBC (Ottawa)
Credit Union, Ltd., was formed by
employees of Canadian Broadcast-
ing Corp., with a potential mem-
bership of 627.

BAR regularly monitors
the nation’s top 77* tele-
vision stations to provide
up-to-the-minute spot tv

‘ data.
®

No guesswork—it’s all
on magnetic tape.
[ J

Broadcast
Advertisers Reports, Inc.
750 Third Avenue, New York 17
YUken 6-8410

*plus any ether stations on reguest.




There’s a raft of laughter on TV in their area
tonight, and they’ve got it firmly on their minds.
They’re not going to miss it!

For “I Married Joan”’, with Joan Davis and Jim
Backus, is now available. .. a natural for the whole
family to watch . .. including the family bread-
winner, who’s had to miss the day-time showings
up to now.

Nothing sells better than laughter — and here
are 98 wacky and ingeniously-plotted segments
cram-packed full of laughs. Watch ’em, clock ’em
—there’s a laugh a minute!

NEW YORK, N. Y., 445 Park Avenue, MUrray Hill 8-2545
DALLAS, TEXAS, 2204-06 Commerce St.
GREENSBORGO, N. C., 3207 Friendly Road

L T =

( What's on yours?)

For night-time showing . . . for strip showing
... "I Married Joan” is a honey of a show, just
right to make sponsors in your area awaken with
interest.

Call your Interstate Television representative about
“1 Married Joan’ now!

" Enterstate
. Welevision

SAN FRANCISCO, CAL., 260 Kearny Street
CHICAGO, ILL., Allied Artists Pictures Inc., 1250 S. Wabash Avenue
TORONTO, CANADA, Sterling Films Ltd., King Edward Hote!
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Stations (an Refuse
Politicos Time Sale

(Continued from Page 1)
nation for the 32nd New York
District congressional seat com-
plained to the Commission be-
cause WRGB had refused to sell
him 15 minutes.

Stratton said he had been told
by WRGB that it intended to
limit its time sale for political
purposes to spots because of the
large numbers of candidates in the
primary, and asked the FCC to
take action to force the sale of
time. The Commission pointed
out that the political time pro-
visions of the communications act
merely require that when time is
sold or given to any legally quali-
fied candidate it must be offered
to all other legally qualified can-
didates for the same office on the
same terms.

But, the Commission pointed
out, there is a clause which spe-
cifically states that “no obligation
is imposed” on any station to sell
time for political purposes in the
first place and that the only re-
quirement is for equal treatment.

Carney Signed
Art Carney has been signed to
star as Elwood P. Dowd in “Har-
vey”, Mary Chase’s record-break-
ing Broadway comedy, which will
be presented on CBS-TV by Du
Pont on Sept. 22.

SATURATES
Where Buying Power

CONCENTRATES

First choice of viewers in
1,900,000 TV homes in Detroit
and Southeastern Michigan, in-
cluding heavily populated Flint
and Port Huron . . . the nation's
5th market with 9 billion doliar
buying power.

WIBK TV

CHANNEL DETROIT

100,000-watl power - 1,057-foot tower

NATIONAL SALES OFFICE
625 Madison, New York 22
Plaza 1-3940
Represented by
THE XATZ AGENCY, INC

By TED GREEN
e @ e Today, WSAU, Wausau, Wisc., will begin operation from
the new frequency of 550 kilocycles with the power of 5,000 watts,

to become one of the strongest radio voices in the Midwest. . . . Video
suspense master, Alfred Hitchcock, is the inventor of the new who-
dunit parlor pastime, “Why.” . .. It is the newest rage in the cinema
capitol and catching on in the Miami-Las Vegas-Borscht entertain-
ment circles. . . . Larry Mathews, the TV beauty authority, recently
completed a short subject filmed by DuPont to be shown on the
leading video stations across the country shortly. Mathews talks
about new colored wigs for milady which DuPont is manufacturing.

@ o e Denise Darcel tells Dick Rattazzi, “There’s one good
thing about those old horror movies on TV. They must be bringing
a lot of husbands and wives closer together.” . Gary Wagner has
added 65 former International News Service Photographers to his
staff, making his organization one of the largest photographic serv-
ices in the country. Gary in keeping with this expansion, has formed
Wagner International Photos, Inc. . . . Wally Griffin, comic-singer,
signed management contracts with Jerry Levy and Fred Amsel of
Directional Enterprises.

e o o MEET: VINCENT PRICE, the suave and popular emcee
of ABC-TV’s “ESP” (extra-sensory-perception) program. Vincent
who became a national household guest as an
art expert on TV’s “$64,000 Question” and
“$64,000 Challenge,” brings to “ESP” a back-
ground widely steeped in things intellectual.
Born in St. Louis, he is a graduate of Yale. A de-
scendant of an old American family, his ances-
tors included Peregrine White, first child born
in Massachusetts in colonial days. After he had
short theatrical experience, the First Lady of the
American Stage, Helen Hayes, herself, selected
him to play Albert, the Prince Consort, in the
Broadway and London stage success “Victoria
Regina.” He has enjoyed a varied and notable
acting career in motion pictures and major TV dramas. As a world
traveler and amateur archeologist and anthropologist, he has inter-
ested himself in the cultures of all mankind which makes him
ideally suited to host a program such as “ESP.”

PRICE

® o eoLooks like the Madison Ave. boys have found a new
rendezvous, where they can get plenty of rest, sunshine and fishing
in Clearwater, Florida. It’s the West Coast’s new and modern motel,
The Lagoon. This sounds like a great place for anyone who wants
to relax.—RELax! . . . “Masquerade Party,” a great show that has
stood the test of time, will again premiere—for the 6th season—Mon-
day night 8:30 to 9 p.m. on CBS-TV. Producer is Herbert Wolf,
associate producers—Alan Gilbert, Danny Dayton, director Lloyd
Gross. . . . Roy Rogers, comes to town next month to open at Madi-
son Square Garden with the rodeo. ... Yawanna get a kick out of
real talent—well, fellows and gals, visit Sammy’s Bowery Follies.

W

® o o Tall and handsome Eddie Grady, Hollywood’s favorite
maestro, opened at the Crescendo with his band, and with Frances
Faye for eight weeks. And in case you're interested, Eddie’s Pop is
Jim Brady, Nick Kenny’s assistant. . . . Gene Klavin & Dee Finch
have become stars of a new dimension, The Telephone. They are
now being heard between 5 and 6 a.m. by telephone right from
their cars as they drive to work. . . . In case you didn’t know—the
famous Neapolitan song, “Santa Lucia,” is 100 years old. WOV
celebrated the anniversary with a half hour dramatic show produced
in its Rome studios.

New (B( Finance Bill
To Go To Parliament

(Continued from Page 1)
to control all broadcasting dis-
putes between the CBC and pri-
vate stations. Also proposed by
the commission was a suggestion
for payment of annual capital and
operating grants to the CBC for
fixed periods of five years at a
time.

Will Be About 15

The new regulatory body will
likely consist of about 15 mem-
bers, replacing the existing
eleven-member board of gov-
€ernors.

It is stated that the present 15
per cent excise tax on new radio
and television sets which helps to
finance the CBC may be replaced
by new financing arrangements.

The Government, it is reported,
will announce that it does not in-
tend to back away from public
ownership of radio and television.
The new governing body is likely
to be more detached from CBC
management than the present
board of governors and will prob-
ably be responsible for the execu-
tion of a single national policy,
using the CBC as its main instru-
ment.

Wants Quick OK

The Government is believed de-
termined to have the new measure
adopted at this session of Parlia-
ment, in order to remove uncer-
tainty about the CBC’s financial
future.

A successor to A. Davidson
Dunton, who resigned as chair-
man of the CBC board of gov-
ernors last July 15, is not likely
to be appointed until late this
year. Alphonse QOuimet, general
manager of the CBC, probably
will be appointed president of the
corporation. Dunton’s successor,
when selected, would become
chairman of the newly created
regulatory board.

KOTV Is Chided By FCC
On Treatment Of Pay-TV

(Continued from Page 1)
KOTV of the FCC editorializing
requirements.

Commissioner T. A. M. Craven,
who consistently holds that the
FCC has no power to tell stations
what should or should not go over
the air except for the political
equal-time and the obscenity,
gambling, etc.,, provisions, dis-
sented.

Lausche on Cloakroom

Sen. Frank J. Lausche (D.
Ohio) will be interviewed on
CBS’s “Capitol Cloakroom”, Mon-
day, Aug. 4 at 10:15 p.m., on the
Middle East crisis. Lausche, a
member of the Senate Interstate
and Foreign Commerce Commit-
tee, served as governor of Ohio
for five terms and was elected to
the Senate in 1956.
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PROGRESS REPORT - to WWIS Correspondents:

World Wide Information Services has completed its second
month of operation. It is growing in a sound, healthy fashion.

Our clients include advertising agencies, public relations
companies, manufacturers, broadcasters and publications. We have
shown a net profit from the first week, thanks to their warm support,

WWIS has as its correspondents many former INS reporters,
editors and cameramen. This top notch crew has been augmented by
additional stringers at leading television stations and newspapers. As
of July 28th, our registered field force stood at 4126 people.

Incidentally, we can provide TV stations with efficient news-
film, news photo and reporting service almost anywhere in the world,
from Red Deer, Alberta, to Buenos Aires, from Tokyo and Istanbul to
Detroit and Los Angeles.

We are doing news reports, features, films, photos, as well
as research and promotion services, for public relations directors,
advertisers, research organizations, and magazine and newspaper
editors throughout the U.S. A. and fourteen other countries.

If you know a public relations or marketing director, or an
editor who needs better service, why not suggest that he acquaint us with

his problems? Without obligation, of course.

RICHARD W. HUBBELL,
Director

SPECIAL RESEARCH * FACT-FINDING ¢« PROMOTION « NEWS REPORTS « NEWS PHOTOS * NEWSFILM » HEARST METROTONE NEWS—TELENEWS




Court Asks Sweeping Probe
Of FCC Influence Attempts

(Continued from Page 1)

speet to the Miami Channel 10
case, in which sensational allega-
tions were made. The Miami case
resulted in the resignation of
Commissioner Richard A. Mack.
As Rap1o-TeLEVISON DailLy stories
on the Miami case pointed out at
the time the court acceded to the
Commission request for a remand.
The rcopening of this case on the
grounds of alleged misconduct
could open the way for defcated
applicants in other cases to de-
mand that their own allegations
of similar misconduct be heard.
Also pointed out in the earlier
storics was the fact that Rep. Oren
Harris (D., Ark.), chairman of the
House Commerce Legislative

TV To Aid Shorlage
0f Teaching Facilities

Indications that school use of
TV may go a long way towards
solving both the classroom and
teacher shortage was revealed
here at an Associated Public
School System panel discussion

at Teachers College, Columbia
University.
John Brewbaker, superinten-

dent of schools at Norfolk, Va.
has found that classes of as many
as 100 pupils can be formed for
TV classes in some subjects. Of
the teachers normally needed for
a group of that size, onc or two
can be relieved for other duties.
He predicted, “eventually, we may
be able to reduce a school faculty
of 40 to 50 by two or three teach-
ers through the use of TV.”

Jack White, director of WQED,
Pittsburgh, an educational TV fa-
cility serving western Pennsyl-
vania, stressed the role of the
classroom teacher in assuring the
success of an educational TV pro-
gram. The teacher, he said, must
be briefed on the content of
planned telecasts and suggested
drill and supplementary material
for classroom work.

New FCC Rule OK’s
Portable Cue Mikes |
Wash. Burcaw, RADIO-TI DAILY
Washington—The FCC has
| added a new section to its
| rules to-provide for the li-
| censing of portable mikes |
for cueing broadcast pro-
grams. As the explanation of
| the new rule reads, it will
| involve “licensing of low-
| power auxiliary stations for
the cueing, direction and
| transmission of program ma-
| terial over distances not to
exceed 100 feet by means of
small, portable wireless
microphones.” \

Oversight Subcommittee which
brought to light the incredible
Miami shenanigans, had said his
subcommittee had material on file
which could result in the reopen-
ing of virtually all the major TV
channels for which there were
contests. Harris stated flatly that
the type of approaches condemned
in the Miami case were, in fact,
the usual thing in contested casecs
before the FCC.

The new remand of the Boston
case falls in line with the general
impression that through either or
both of the legal precedents set by
the court or the pressures of the
Harris subcommittee the entire
structure of television could be
shaken through reconsideration of
many of the most important sta-
tion licenses.

Harris and his subcommittee
counsel, Robert Lishman, have
frequently hinted in the past that
they have a strong case to prove
illegal pressures in the Boston
Channel 5 procceding, as well as
in contests involving such other
important licenses as Pittsburgh
Channel 4 and Miami Channel 7.

Vote Was Unanimous

The appeals court decision to
remand the Boston case came on a
unanimous 3-0 vote on the appeal
against award to WHDH lodged
by Massachusetts Bay Telecasters
and Greater Boston Television.
Their appeal on the merits was
denied, but the court noted that
when it was examining the rec-
ords of the Miami Channel 10 case,
it found statements by former
FCC Chairman George C. McCon-
naughey to the effect that while
the case was pending Forrester
Clark of Massachusetts Bay, Rob-
ert Choate of WHDH and un-
named representatives of the
Boston Globe had talked to him.

WHDH is owned by the Boston
Herald Traveler.

The opinion, written by Judge
John A. Danahe, said that the
court doesn’t know if there were
other approaches to commission-
ers, whether any of the parties
actually spoke on behalf of any of
the partics, or whether the parties,
themselves, had any knowledege
of illegal or unethical activities.
These facts, the opinion said, are
what the FCC must find out.

Radio College Credits

Two college credit courses will
be given on WNYC during the
fall-winter semester, according
to an announcement by Seymour
N. Siegel, director of radio com-
munications for the New York
City station. The two courses
will be given by Queens College
in Contemporary European
Drama and Music Appreciation.
Both courses will 'begin during
the week of Sept. 22,
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DeedJays To Tour

For Defense Dept.

Ten disc jockeys repre-
senting different areas, in
conjur.ction with the USO
for the Defense Department,
will make a 2l-day Euro-
pean tour starting Aug. 7,
Murray Kaufman, WINS d.j.
and president of the Nation-
al Council of Disc Jockeys,
announced. Tom O’Brien, of
WINS, will represent the
local area and be coordina-
tor for the group.

UHF Co-Channel Repeater
Test Is Given OK By FCC

{Continued from Page 1)

a “shadow’ area with a co-chan-
nel repeater for one year. The
experiment is expected to clear up
doubts surrounding use of repeat-
ers to solve one of the more press-
ing of the problems of the UHF
service.

The authority goes to WINR-
TV, Channel 40, Binghamton, N.Y.,
which claims that a considerable
population within two to four
miles of the transmitter is pres-
ently unable to receive the sta-
tion’s programs because of the
nature of the terrain. WINR will
be permitted to use a 10-watt re-
peater on the same channel, with
directional antenna designated to
transmit vertically polarized
emissions in rebroadcasting the
programs.

Since terrain problems have
plagued UHF stations in many
parts of the nation, and since the
use of various boosting and re-
peating devices has long been
urged as a solution. the results of
the Binghamton experiment will
be watched with considerable in-
terest.

WINR, at the same time, was
granted authority for two new TV
translator stations on Channel 78
to serve Johnson City and Vestal
with its programs, and on Chan-
nel 87 to serve Hillcrest and Che-
nango Bridge.

Gans & Sousa Renamed

Appointment of Joe Gans as
chairman, and John Philip Sousa,
III, as vice chairman of the radio
and TV committee of Recording
For The Blind, Inc. was an-
nounced by Burnham Carter, na-
tional director. This is the second
year both have headed the same
committee. Gans is vice president
and director of radio and TV at
Maxwell Sackheim & Co., and
Sousa is with Time Magazine.

Voice Of Authority

West Coast Burcan of RADIO. TV HDATLY

Seattle, Wash.—Judge William
G. Long, who recently sent out an
ultimatum to the youths of this
area on traffic violations, was
featured with Police Chief Wil-
liam Lawrence on KIRO'’s “Reac-
tion,” a new locally-produced
Public Affairs program.

(lass BFM Station
Table Is Discarded

{Continued from Page 1)
ing the table with respect to TV—
the most important being the old
Craven plan which would have
permitted applicants to ask for
any TV channcl anywhere it would
not cause interference — a plan
which Craven quickly withdrew

_and the action with respect to
Class B FM could conccivably re-
sult in renewed pressure as to TV.

The “tentative” Class B FM al-
location plan was adopted Dec. 19,
1945, as a “temporary guide” for
allocating the channels, but was
never embodied in the rules. The
FCC has now deccided that the
plan has outlived its usefulness.

The Commission explains that
with an increasing number of FM
applications, processing can be
done more rapidly if it isn’t neces-
sary to undertake rule - making
proccedings in order to make
changes in the table. There has
never been an allocation plan for
Class A FM, nor has there ever
been one for AM radio. The FCC
says it can use its other rules to
determine if there will be inter-
ference between existing and pro-
posed stations.

Class A FM stations serve com-
munities. Class B FM channels are
to serve metropolitan and rural
areas.

Westinghouse Plans
Ad Budget Increase

(Continued from Page 1)
crease, the spokesman continued.

Westinghouse plans the use of
radio and television spots in ad-
dition to its network commit-
ments,

The agency, Fuller & Smith &
Ross, Pittsburgh office, would say
only that an extensive ad cam-
paign was in the making, but
would not give any details as to
the breakdown, or what radio and
TV campaigns Westinghouse is
planning.

Lure Of Alaska Draws
New TV Film Producer

West Coast Burcaw of RADIO-TV DAILY

Hollywood—The Alaska Troop-
er Corporation has been formed
by Charles E. Skinner, producer-
director, with writers Nelson Gid-
ding and Robert 'C. Bennett. They
will produce a TV series to be
entitled “Alaska Trooper.” It will
feature Eleanor Moses, who was
Miss Alaska in this year’s Miss
Universe contest.

Erwin Heads MBS Sports

Frank W. Erwin, director of
cooperative programs for Mutual
Broadcasting since last October,
has been given the additional re-
sponsibility of director of sports.
Erwin devised MBS’s football
schedule this year, to present all
the major military service games,
as well as Notre Dame and lowa.
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THESE BLUE CHIPS USE MUTUAL

AMERICAN HOME
PRODUCTS

BELL TELEPHONE
BENRUS WATCH CO.

BRISTOL-MYERS CO.
BUFFERIN

CARRIER PROD,, INC.

CHRYSLER CORP.

COCA COLA, INC.

COLGATE-
PALMOLIVE CO.
COLGATE TOOTHPASTE
COLGATE MEN'S LINE
Brisk TOOTHPASTE

EX-LAX, INC.

GENERAL ELECTRIC
CO.

GENERAL FOODS
CALUMET
JELLO

MUTUAL BROADCASTING SYSTEM, XNC.

GENERAL MOTORS
PONTIAC
GMC TRUCKS

H. J. HEINZ CO.
HEINZ Foobs

LEVER BROS.

LIGGETT & MYERS
L & M CIGARETTES

P. LORILLARD CO.
L.P. GAS COUNCIL

NATIONAL DAIRY
KrAFT FOODS

PHARMACEUTICALS,

INC.

SERUTAN * GERITOL
QUAKER STATE OIL
R. J. REYNOLDS

CAMELS * WINSTON

STERLING DRUG CO.

Mutual is the choice because
Mutual gets the choice listening
audience —the buyers in the fam-
ily. Why? Because Mutual is the
one network whose stations offer
community-integrated program-
ming — programming of local
interest for local audiences —
while delivering national news,
special events and sports features
that only top network program-
ming can provide. For big results,
at the lowest cost-per-thousand
of any major medium, pick the
big network —Mutual.

1440 BROADWAY, NEW YORK 18, N.Y.
TRIBUNE TOWER, CHICAGO, ILL.
1313 N. VINE, HOLLYWOOO 28, CAL.

BROADCASTING
SYSTEM

N—
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Suceess Story

Small advertisers are smart buy-
ers, too. Example: 3 years ago, 3 (;
employees and a $12,000 budget. Cj
Today, 100 employees and a *
business that has increased a E
hundred-fold. Still on Mutual
7 exclusively . .. and still growing. ('%
N N e Y Y B r A (e
& EI I EET TR R R ES AR N

S FOR SALE

;;) Available immediately for spon-
== sorship: The top football games
& on Army, Navy and Airforce
C’..\ schedules. Climaxed by Army-
#/ Navy game. The first time all 3
big services are on one network!
~= Plus Notre Dame vs Iowa and
Notre Dame vs Navy. Write or
phone Mutual for information.
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presents the nineteenth

amnual edition of THE PROGRAM
BUYERS GUIDE to the

Shows
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O area of programming has been neglected by the
creative element of radio and

television in the development and refinement of concepts which

will key schedules offered for the 1958-59
season. Both quality and quantity are abundantly

evident in the 1700 program listings in this nineteenth edition of
SHOWS OF TOMORROW, the PROGRAM BUYERS GUIDE.

Strong trends which emerged last year will
continue, but there has been no stagnation of
thought in any echelon of the industry. There

has been much progressive experimentation, imperative

to the advancement of the art forms of radio and

television. The results of this are presented here to aid in

the solution of problems which must be met on the national,

regional and local levels.

We received a tremendous response from executives this
year to the questionnaires and survey inquiries which

formed the basis for the bulk of material in the
issue. To these executives, and to the authors
of the articles in the PROGRAM BUYERS GUIDE,

we express our gratitude for assistance they have given

us and for the service they have performed for the industry.

This response bespeaks a widespread
awareness of the importance of fostering new ideas

and promoting new concepts. It is encouraging proof

that the people who make up the radio and

television industry are ever searching out new horizons and

are not content to live in the past or
think only of the present.

%Q (2 e

Editor & Publisher



ROGRAMMING BALANCES THE BOOKS
... It Can Make A TV Station Wise, Wealthy and Healthy

By KEITH CULVERHOUSE

Director, Sales Development

Television Bureau of Advertising

T is not news that “programming makes

the station.” It makes a station popular
with the public, creates a station image
which in turn establishes the degree of ad-
vertiser and agency acceptance. And this
all ends up on the books as a successful
business operation, with due regard for the
public responsibility every station has. That
is, good programming makes a television
station wise, wealthy and healtty.

There’s good reas>n to reverse this old
saw. To program ary local TV station re-
Guires great servings of wisdom. Add «
portion of luck, and the wealth and health
should follow close behind. But just how does
¢ slation go about pregramming itse! f? Who

does it?
* * *

Most stations have a program director.
This may be sub-divided by a sports, news
or special events director and a film director.
Their job is both creative and operational.
Planring what and when to schedule pro-
grams is of first importance.

Naturally, the size of the staff and scope
of the job varies according to the size of
station, network affiliation and basic station
policy. The latter is perhaps most important.
It means a program manager does not
operate in an ivy-towered control room.
Whether there is a formal “program com-
mittee” or routine staff meetings, the major
decisions in programming are usually made
by the program director plus the station
manager with other consultants consisting
of the station’s executive staff. This kind of
situation points up the. value of a wise
programming man. His recommendations
and decisions will affect every department,
yet his first responsibility is to decide what
programming is best for his station and
bring it into being. There are many ac-
cepted standards of production values, but
the really right or wrong decisions come
from knowing the station’s audience and
market on one side and the available prod-
uct and potentials on the other.

Let’s look at how different types of local
operations program. In a small TV market
with perhaps none or at most two com-
petitors, the program manager is likely to
be half promotion man. He has the oppor-
tunity to become personally associated with
a great number of the viewers in his com-
munity as well as the advertisers. He does
not have the high union costs that throw
economic road blocks in front of many laraer
market programmers who conceive a lot
of live production. Good live, local cover-

14

age is strong in building a “personality”
and establishing close community associa-
tions. In these smaller markets, the program
manager will plan to handle many remote
events, set up in-store shows and be able
to offer live commercials with good local
talent.

The alternative to live programming, of
course, is film. And this breaks into the half
hour syndicated series or feature movies.

Each of these can be bought as first runs
or second runs. Before the program man-
ager can even recommend new film shows,
he must screen them. This can sop up hours
each week. Here’s what the stations look
for in the half hour shows.

* * *

A program pattern has been, or is being
formed up. Generally, at a given time, par-
ticular time spots need to be filled or certain
types of film are needed to balance the
schedule, both in terms of viewer interest
and advertiser requirements. As an example,
a station may be in the market for a day-
time series that can be played across the
board. Right away this means the product
requirements include: at least 78 episodes
to keep repeats under control, low cost to
permit daytime spot rates to produce a
profit, show content of a light nature which
has proven most successful in the daytime,
and, since such product is usually re-runs
from a network or earlier syndication, a
good track record helps.

In looking for new evening syndicated
properties, the program manager must de-
cide what the futures are, the trends. All
he has to go on is the record of the film
producer, a pilot film with 12 subsequent
script titles (not many first run series are
for sale with more than a couple of epi-
sodes already “in the can”) and his judge-
ment as to the show’s value and worth.
Determining the worth is crucially import-
ant. What can the station economically
afford? A decision to buy means a major
dollar outlay before any hoped-for returns
come in. It means the station must live with
this program, no matter how the results turn
out, for at least a year and frequently two.

Successful sponsorship of a program calls
for show promotion and advertiser fie-in.
And advertisers know it and want it. Some
oackagers do a great job in this area.

It is the great opportunity to create the
viewer interest and excitement which tele-
vision must maintain to grow. It gives the
smaller station equal chance with the large
—where money can buy a lot of film, but not

always the best programs. And with video
tape, local live programming can now be
“saved” and marketed, providing new in-
come potential for the originating station
and fresh programming for those who buy
it.

What can the buyer do in easing the risk?
If his judgement is sound that “here’s a
great show for us,” then he must negotiate
to get it at the best price.

When the deal is settled the program
manager then has the responsibility to
schedule it when he believes it will work
best. As any packager can point out, the
same show in different markets and on dif-
ferent stations can be in the first 10 or
bottom 10 in the rating race. There are
plenty of reasons for this, many of which
don’t matter to the particular advertisers
involved. But the placement still can be
crucial. A show has died at one spot and
leaped to the top in another. To help the
station decide, there are such tools as re-
search on audience composition, of the time
period and competition; track records where
available; adjacent programs; and experi-
enced judgement. Then appropriate promo-
tion must be supplied and the show given a
chance to grow. These decisions are all in-
terlocking, with nothing guaranteed.

* * *

In programming feature films, the station

is usually talking even larger sums of money.
Today, the program mancgers know that
not all top movies or stars are as successful
when transmitted on the 21-inch screen. All
over the country good movie packages with
good showcasing are drawing top audiences,
even against major network competition.
But stations are also running feature films
in secondary exposures, daytime and week-
ends. How many times can a movie be ef-
fectively repeated in a market, and at what
cost can it be done? The program director
must work this out for his station.
“ 1 would like to add a finale on what may
be ahead in local programming. Some em-
bryo forms are showing up. Local stations
have joined in production and ownership of
syndicated series with the producer. In this
way, they are trying to ease the risk further
with a juicy potential in profits from national
sales over the years. Mutual interest stations
as well as formal groups are making multi-
market purchases to get a better over-all
buy and lower the unit cost.

However, the business need for a large
supply of “regular” programming, primarily
film, will go on.
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ZIV SHOWS YOU HOW! . ..




ADVERTISERS, AGENCIES AND STATIONS

A

&y

GENE BARRY DAVID BRIAN MACDONALD CAREY  RICHARD CARLSON

s

WILLIAM GARGAN STEPHEN McNALLY ADOLPHE MENJOU JAN MERLIN DUNCAN RENALDO CESAR ROMERO

Great stars (like those pictured) in great roles . . . believable stories that become
memorable TV entertainment . . . productions that combine the vast complex of
many creative talents . . . unequaled merchandising and promotion.

These are the ingredients of *SALES MAGIC . . . of Ziv's dynamic sales plan
chosen by advertisers again and again for top results! f

*YOU CAN MEASURE IT . . . through the rating records of all Ziv shows, time after
time, city after city!

*YOU CAN JUDGE IT . . . by the national, regional and local sponsors who have
profited from Ziv shows; who have renewed time and again!

*YOU CAN FEEL IT . .. in the air of excitement around a station, a sponsor, an

entire market . . . in the increased customer traffic and sales that follow when
a Ziv show takes over!

*YOU CAN USE IT . . . to discover for yourself the impact that the *SALES
MAGIC of a Ziv series has on TV audiences . . . impact that will make your Ziv
show your most effective selling force!



AGIC oz

*Call it “Genius”, *‘Showmanship’, or "Sales Magic'’,

its the built-in Ziv know-how and skill that gives adver-

tisers extra value, makes Ziv the leading name in TV film. ¥
s

DANE CLARK PAT CONWAY WENDELL COREY

BARRY SULLIVAN

22
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CURRENT ZIV SHOWS: Adventure At Scott Island sBat Masterson *The Cisco Kid eDial 999
*Mackenzie's Raiders eThe Man Called X eMen of Anna
*Tombstone Territory eWest Point eWorld of Giants.

*Harbor Command eHighway Patrol
polis sThe New Adventures of Martin Kane *Rough Riders eSea Hunt sTarget



Tv FACES ACID TEST

... Meets Changing Needs

By ROBERT F. LEWINE
Vice President,

NBC Television Network Programs

ELEVISION, in this recession year, is being put to the toughest test

of its ten-year history. Sponsors, as never before, are carefully
checking and re-checking the costs, ratings and selling power of their
shows to make sure they are geiting maximum mileage from their
advertising dollars. This close scrutiny is bound to have some far-
reaching effects on the future of TV.

Two things, it seems to me, are already clear. First, television is
proving itself as a flexible, effective, efficient medium which can be
shaped more quickly than any other to the changing needs of a shift-
ing economy. Second, | am convinced that TV will emerge from its
present test as an even stronger and more resilient sales tool—one that
will lever the economy back to new highs,

Advertisers are now making full use of all the flexibility and versa-
tility we have built into TV over the past few years. They are discover-
ing that they can fit TV to their precise needs and budgets. They can
use, singly or in combination, anything from a one-shot announcement
on the “Jack Paar Show” to a year-round campaign on the top-ten
“"Wagon Train” or a series of high-power specials like the “Shirley
Temple Story Book.”

Clients looking for coverage over and above their normal layers
of advertising are turning increasingly to such vehicles as the Jack Paar
and Dave Garroway shows. They are finding that these programs, with
big-name prestige and highly efficient cost-per-thousand, are made
to order for special or seasonal drives. Swift, for instance, buys an-
nouncements a week before Thanksgiving, and Evinrude groups partici-
pations to kick off its fall models and its spring selling season.

* * *

The “specials,” which we define as one-shots ranging anywhere
from 30 minutes to two hours, are also being used for that extra sales
punch. They not only stand out as something special in the viewing
schedule but can be used by the sponsor as a rallying point in his
own organization and in the trade. When Pepsi-Cola bought into
“Annie Get Your Gun,” it promoted the show with print advertising,
point-of-sale displays, and local dealer ads—all this pius 60 million
viewers. Rexall chose “Pinocchio’” as its first TV venture and scheduled
it to hlast off a one-cent sale. Rexall counters across the country were
stripped within a couple of days.

Even the regular weekly shows, which are the backbone of most
TV campaigns, are being used more flexibly. More and more of these
series—the Steve Allens, the Gunsmokes, the Perry Comos, the Disney-
lands—are being shared by two or more sponsors and are providing
some of the most dramatic success stories in TV selling. Two years ago,
Timex concentrated its entire ad budget in TV and chose the “Steve
Allen Show” as its major effort. Since then John Cameron Swayze’s
shock-proof, water-proof commercials have been hailed as classics of
TV demonstration and Timex has stepped up its sales by a million units
a year to become the biggest-selling line of watches in the world.

In spite of all this, it is true that TV is hurting from the recession, that
clients have been slow to buy, and that there are still some worrisome
holes in our schedules. In the long run, though, | think that TV will
benefit from the searching, tough-minded appraisal it is getting from
advertisers. | believe we will emerge tempered to new strength, honed
to a finer edge, and more in demand than ever. Tomorrow’s sales, as
somebody has said, are being made in today’s recession. And that,
certainly, is a thought for advertisers as well as for networks.
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RADIO'S GREAT STRENGTH
... |t Lies Ahead of Us

By WARD L. QUAAL
Vice President and General Manager
WGN, Inc.

ADIO’S great strength lies ahead. The medium is far from becoming

a faceless, personality-less little juke box. Its future, however,
rests on long-range and inteliigent programming geared to local
community needs—not in today’s “lazy” program format of the top
40 tunes.

The greatest mistake any station can make is to hitch its program-
ming to what is seemingly an endless procession of disc jockey shows.
While this low-cost programming formula has proved to be a finandial
bonanza to many stations, it is a detriment to the medium over the long
range and will take its toll of stations once the current fad dies.

Today’s radio is a highly personalized medium, and all good pro-
gramming must be designed for individual listening and must offer
something for everybody.

Radio goes wherever you go—and that's vastly beyond the limits
of television. It has left the living room as a family medium and now
is a personal factor in the daily lives of the husband, wife and children
of all ages in every household. We must, therefore, cater to the mobile
audience—persons going to and from work, the audience on our
highways, the homemaker in her kitchen or laundry room or den, the
vacationer, the hobbyist as he “plies away” in his workshop.

Such personalized treatment is one of the greatest factors in radio’s
tremendous success in 1958. And statiens which are programming in-
telligently for such an audience are experiencing outstanding results.
Within the next year there will be many innovations in radio program-
ming to meet competitive network situations and to combat the very
definite “sameness” which exists in many lecal markets. Too many
local stations are patterning their programming on the successful
format of a station in another market. We are becoming too mechanical

in our programming.
* * *

We must remember that the show’s the thing, whether we're pro-
gramming for adults, teenagers or children. Unless we reach all seg-
ments of our respective communities with integrity and leadership, we
have not fulfilled our obligations to the people we are licensed to
serve.

Independent stations can develop a strong local and area following
in competition with network stations by immersing themselves ir the
life of the community and region they serve—by programming be-
yond the music-news-sports format. Variance in programming, ac-
ceptability, believability, good personalities, and adult—as well as
teenage—appeal are the keys to the success of any station.

More emphasis must be placed on locally-tailored programs featur-
ing informational, educational and service features to match the audi-
ence’s increasing dependence on radio as a vital community service.

The importance of local personalities cannot be overstressed, par-
ticularly those who still pull good ratings and sell products. Without
personalities who command respect and loyalty from their listeners,
it is difficult for sponsors to obtain personality-product identification.

At WGN, we have increased our farm service and will devote
additional time to sports this year. We are also placing renewed
emphasis on news reporting, including the implementation of the
Chicago Tribune’s local, national, and foreign news staffs for expanded
radio news coverage.

WGN will continue to stress the merits of broad use of a large
musical library, live and recorded selections to cater to a wide variety
of musical tastes.

RADIO-TELEVISION DAILY



DYNAMIC PATTERNS OF
FAMILIES AND BUYING

All network programs will be individu-
ally classified by principal categories—
intensive, concentrated each month.
Meaning—you can see which programs
have most interest for your own prod-
uct category!!

Tremendous aid here in holding to your
present or buying a new approach.

For example: if you’re an auto sponsor,
but find cigarette or beer programs
have more auto families, maybe you
should act fast!

The Pulse Network Monthly Reports—
U. S. PULSE TV and the RADIO-
PULSE—will both report these new
data IN ADDITION TO THE PRES-
ENT COMPLETE REPORT ... vital
qualitative information.

INDUSTRY’S LARGEST
SCIENTIFIC SAMPLING

From major markets throughout the
U. S. Pulse interviewers will gather
these vital added facts.

Blue-ribbon advertiser and agency sub-
scribers tell us this one-category-per-
month is most adequate. Should greater
frequency be necessary, Pulse’s 3,000
interviewers can deliver it.

At no extra cost for present agency
full subseribers, this information is
added to Pulse Network reports—net-
work, both TV and radio.

If you are a non-subscriber, you can
get New York, Chicago, Los Angeles
and both network reports for only $200
per nionth.

Positively not available for individual
network report purchasers.

ORDER NOW!
Any questions? Wire, write, or phone JUdson 6-3316

The NATION’S FAMILIES tell you

faccurately classified in individval programs)

how much they spend,purchases,etc.

Al
3
e
&\ ﬂ‘;\(g how much they spent
) M during past week—upper,
B middle, lower

FOODS

CIGARETTES
families who smoke and
don’t—one member, 2 and
more

AUDIENCE COMP

Men, women, teens 12-17, and
children 11 and under

A DRUGS,
' TOILETRIES, COSMETICS

Spendings for past week

CHILDREN

families with and without—those
under and over 12

AUTOMOBILES

ownership and usage
frequency

OCCUPATIONS
head of house: (1) professional,
executive, managerial, technical;
(2) clerical and sales; (3) manual

Nothing
takes the

place of
INTERVIEWS
in the
home

AUDIENCE REVERIFICATION

check against new shows and
summer tally of same

REFRIGERATORS, STOVES

television, air-conditioners, wash-
ing-machines, dryers, freezers —
THREE-MONTHS' look-ahead who
will/will-not buy.

FEMALES
age of women heads of families
—under 35 and brackets over.
Priceless data

SOAPS, DETERGENTS, CLEANSERS
I for past week—
HOME OCCUPANCY

money spent
home owners vs. renters

ONE CATEGORY
EACH MONTH

ULSE, Inc.

LOS ANGELES « CHICAGO « LONDON
730 FIFTH AVENUE

NEW YORK 19, NEW YORK
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ROGRAMMING IS RADIO’'S LIFEBLOOD

. « « More Stations Are Enlarging Its Budget

By JOHN F. HARDESTY

Vice President-General Manager

Radio Advertising Bureau, Inc.

ROGRAMMING is Radio’s lifeblood. It

has come a long way since Madame
Eugenia Farrar, the young Swedish concert
singer, sang “l Love You Truly” and “Just
A-Wearying for You” back in 1907.

This performance took place in the lab-
oratory of Dr., Lee DeForest atop the old
Parker Building which stood at 19th Street
and Park Avenue, in New York City. Oddly
enough, it was a program of entertainment
value—heard by a wireless operator in the
Brooklyn Navy Yard, who was probably one
of the first persons in the world to hear
the human voice broadcast through the air.

There was little thought or planning given
to programs of early Radio. Broadcasting
was haphazard. One notation made on a
broadcast log by the engineer on duty read:
“Robert Burns Program. Not a good event.
Speaker did not show up. We had spare
time on our hands. | had to both announce
and play.” That was dated Sunday, Janu-
ary 25, 1925.

Indeed, Radio has changed. Radio has
changed radically in the past few years
alone, adjusting itself to new conditions and
new thinking on the part of Radio adver-
tisers and listeners alike. Programming—
better programming—is the credo of sta-
tion management across the country.

During last year’s Regional Management
Conference held for Radio Advertising
Bureau station executives programming was
carefully analyzed. To obtain accurate in-
formation, a questionnaire was mailed to
RAB member stations. Included in the re-
sults of this survey, announced at the meet-
ings, was the encouraging fact that 54%
of the respondents are spending more for
programming; 46% reported spending the
same or less.

With more stations spending more for
the improvement of program quality, Radio
will continue to grow as a means of enter-
tainment and information.

Just how much do these stations spend
for programming? It varies according to
the size of the market. Based on the RAB
study, stations in large markets spend 18-
36% of their budget; medium markets,
20-42%; and small markets average be-
tween 11-55%. The median figure varies
little between independents and affiliates:
independents, 26%; offiliates, 25.5%.

Let's take a look at what the more suc-
successful stations program during their
non-network broadcast times.

Respondents reported an average of 55%
goes to popular recorded music. This, too,
varies according to market size. Llarge
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markets average 70% popular recorded
music; medium markets, 60%; while small
matkets program approximaiely 55% pop
music. It's interesting to note that heavy
emphasis on this programming category is
piaced by the vast majority of respondents.

The first conclusion is that popular music
is strong in virtually every part of the
country though music formats vary by geo-
graphical areas and audience desired.

As we all know, the term “music” covers
quite an expanse. How is the music policy
established? It seems the station’s music
policy is generally an individual decision
based on areaq, trends, audience acceptance.
As for who picks the music, the RAB survey
revealed 30% by the personality and pol-
icy; 30% by the station; 27% by the air
personality; 13% by the personality and
his supervisor.

The next largest single segment of pro-
gramming goes to news,

The RAB survey found a median 15%
of the respondents’ local time was devoted
to news programs. As a matter of fact,
one regional aoffiliate, in a market of 800,-
000, reported as high as 35% of the weekly
schedule devoted to news and news service
features . . . with over 50% sponsored on
a program basis.

News is, indeed, an important facet of
Radio programming. And as a news medium,
Radio tops all others for service because
bulletins can be aimed immediately and
on-the-scene coverage is made possible soon
after with a minimum of delay and expense.

You may ask: “Why all this hubbub about
programming?’ The answer is simple. lt's
because programming is Radio’s lifeblood
and the corpuscles are the features and the
personalities.

In an effort to measure the full extent
of the influence of Radio personalities, RAB
enlisted the services of The Pulse, Inc. to
visit 782 homes. Interviews were conducted
among approximately equal numbers of
men and women in Atlanta, Cleveland,
Houston, Philadelphia, St. Louis and San
Francisco. A whopping 90.5% of the per-
sons interviewed named at least one per-
sonality — announcer, commentator, come-
dian, disc jockey, or other Radio person-
ality—to whom they listened and have
confidence in.

This confidence goes further than building
an audience for a given station, program
or personality. This confidence rings the
cash registers of Radio clients. There is no

doubt about Radio’s effectiveness as an
economic stimulus for selling goods and
expanding markets. And the service of
broadcasting to both the advertiser and
the listener lies in its responsible program-
ming.

Programming, unlike a piece of equip-
ment, isn’t something you buy off the shelf
or fashion yourself and let it go at that.
Radio, which has made remarkable re-
surgence during the past few years, con-
tinues to rely on more creative and aggres-
sive methods in programming to attract and
hold its listeners.

As a result many more staticns across
the country are injecting “Community Bulle-
tin Boards” into their music programs. News-
casts are including more economic news of
local interest and some broadcasting groups
are receiving special releases from their
Washington news bureau indicating the ef-
fect Federal legislation may have on re-
spective local scenes. It is an attempt on
the part of Radio programming to become
a more and more intricate part of the
listeners’ every-day life.

How important is Radio in the listener’s
every-day life?

In an address before the 37th Annual
Convention of the Public Utilities’ Advertis-
ing Association in Pittsburgh recently 1
predicted that, “By the end of 1958, Radio’s
power as an editorial force will be greater
than ever before in the medium’s 38-year
history.”

The fast-growing trend to editorial pro-
gramming was another important point of
my talk. | pointed-up the fact that: “During
the past few years major stations throughout
the nation have programmed editorial ma-
terial on subjects ranging from water fluori-
dation to campaigns for clean-up of vice
conditions.”

Radio’s fast-action on-the-spot interviews,
beeper telephone interviews, and other
programming techniques all add up to a
dimension of excitement that can not be
found in other media.

Today Radio has the largest potential au-
dience of any mass means of communica-
tion, reaching 96.4% of American homes*
and, on a typical day, over 71 million
people**.

So long as its programming keeps pace
with the needs and interests of its listeners,
Radio will continue to be a fresh, vital, in-
formative and entertaining medium.

*A. C. Nielsen **Sindlinger & Co.
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WHEN SOMEONE
FINDS A WAY TO
REACH, INFORM,
ENTERTAIN AND
SELL PEOPLE ON
THE ROAD BET-
TER THAN RADIO
DOES NOW...WE
WILL MOVE OVER!

Meanwhile, of all advertising
media, radio alone is in the
driver's seat. And nationally,
the CBS Radio Network de-
livers radio’s biggest audi-
ences to advertisers—41 per
cent more listeners than the
next network.* What’s more,
these are listeners who really
listen. The very nature of the
whole program schedule tells
you so And we can prove lt'

NIELSEN RAQIO INDEX, JANUARY 11 TNBOLGH NAY 10, 19"

CBS RADIO NETWORK

RADIO ONLY!







Here is how

WSB Radio and WSB-TV dominate
their fields in Atlanta

Metropolitan Atlonta

Leadership in Radio Audience Ratings

Sunday thru Saturday—504 Quarter-hours
Nielsen—March/Aprii 1958

{There are 14 radio stations
in the metropolitan area)

63.6%

20.8%

9.1%

3% 97

WsB 2nd Sta. 3rd Sta.  4th Sta.  5th Sta.

WSB-TV

Metropolitan Atlanta
Leadership in
Television Audience Ratings

Sundoy thru Soturday, May 5/11 — ARB

454 quartes-hours (all three stations on
the air). Ties were counted os '‘firsts”
for each station involved.

2nd Sta. 3rd Sta.

AN ADVERTISER’S CHOICE of stations in Atlanta can make a sizable dif-

ference in his sales results. These charts show why. In few cities of the

nation do you see so marked a degree of consumer preference. This massive
preference for WSB Radio and WSB Television is built on a record of
superior local programming, better news service and staff work of high
professional quality. Certainly your advertising in Atlanta belongs on

the WSB stations.

WSB RADIO/WSB-TV

Affihated with The Atlanta Journal and Constitution NBC

Represented by Edward Petry & Company



NOT HOW MANY, BUT WHO?>

. « » Qualitative Research Is A Pressing Need

By DONALD H. McGANNON

President

Westinghouse Broadcasting Co., Inc.

ICE PRESIDENT Thomas R. Marshall had
his share of distinguished executive
accomplishments, but he is probably most
generally remembered as the man who said
"What this country needs is a good five-cent
cigar.”

I neither claim Mr. Marshall’s eminence
as a statesman nor aspire to the immortality
of his comment on the state of low-cost
smoking in America when | say “What
broadcasting needs is better qualitative
research.”

When the Westinghouse Broadcasting
Company held a radiec management meet-
ing last month at French Lick, Ind., this
need was noted by Rolland V. Tooke, our
company’s Cleveland Vice President. Earlier,
Melvin A. Goldberg, WBC's Research Direc-
tor, had pinpointed it in more technical but
no less emphatic terms in a paper delivered
before the Advertising Research Foundation.

We need better qualitative research tools
in both radio and television. Broadcasters
need them, advertisers and their agencies
need them.

We have quantitative information aplenty.
There are expertly gathered and interpreted
facts at our disposal to tell us approximately
how many people watch or listen to a given
station at a given time. Audience composi-
tion figures tell us the percentages of men,
women, teen-agers and children in the
audience.

This is not enough, however.

In order for the broadcaster to know how
to program most effectively, in both com-
mercial and public service areas, in order
for an advertiser or his agency to know with
certainty that he is buying the right program
on the right station at the right time for
the right reasons, it would be exremely
helpful to know much more than we get
from research now generally availabe.

The standard audience composition break-
down into four categories—men, women,
teen-agers and children—is only a begin-
ning. There are basic differences in the
tastes and preferences of a “man” of 21
and a “man” of 60. A “teen-ager” of 19
just doesn’t view things the same way a
“teen-ager” of 13 does. As the father of
a large family, | feel | am qualified to state
that a “Child” of 12 is obviously not the
same species as a child of two, or even
of nine.

The young couple with growing children
are a better market for more products than
a couple who have seen their children grow
up and marry, and now are looking forward
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to their own retirement. Yet present research
groups both tnese couples together, as
“adults.”

It would be helpful to all interested in the
most efficient use of the broadcast media to
have, at the minimum, breakdowns of the
audience by age, occupation, education,
socio-economic status, sex, number of people
residing in the household. The media habits
of these various groups should be analyzed,
along with the things that influence those
habits. We should learn all we can about
their likes and dislikes, perhaps even their
personality characteristics.

In the case of radio, it would take rela-
tively minor modification of present methods
to give us information on where the listener
listens, so that the advertiser can know if
his message is heard where the product is
being used, or where it is being sold.
Surely it would be helpful to a gasoline
refiner to know if his advertising is heard
in the automobile, or to the food processor
to know if his product message is being
heard while the housewife is using such
products in the kitchen.

Measurement of the auto radio audience
and the others listening outside the home to
transistor sets and other portables should
be more exact. The across-the-board per-
centage allowance for out-of-home listening
is utterly unrealistic. It overlooks completely
the fact that some stations have more ap-
peal than others to out-of-home listeners.
It overlooks just as completely that the out-
of-home listening audience differs greatly
from the in-home audience in composition,
kind and degree of listening.

Let me indicate now that this should not
be construed as just another blanket criti-
cism of broadcast researchers.

Generally speaking, much of the infor-
mation | have indicated as desirable can
be obtained right now, by a small addi-
tional expenditure of time and human effort,
The research organizations have the tech-
niques to gather much of this information,
and in fact frequently do undertake special
surveys along various of these lines. How-
ever, these “specials” usually are done on
assignment by a single agency or broad-
caster, who gets the information he wants,
pays the full cost of getting it, and usually
keeps the information to himself.

It seems that broadcasting and advertis-
ing through the radio and television media
would gain in effectiveness if we all told
the researchers we wanted and would pay
for a wider range of information along

the lines described above—as a basic serv-
ice to all, all the time, rather than as a
special service to some, on assignment.

It would cost each of us a little more,
to be sure, but the increase should be
minimal because it would be spread out
among many subscribers.

* * *

At WBC, we are committed to the de-
velopment and promotion of qualitative
research for both radio and television, and
have fostered several techniques new to
the broadcasting business.

One of them, for example, was used in
Pittsburgh two years ago, at the time the
Westinghouse Broadcasting Company radio
stations began entirely local programming.
This technique, called “semantic differen-
tial,” was adapted from psychological re-
search. When we applied it to the radio
stations in Pittsburgh, we were akle to
develop a semantic station image. By means
of cross-tabulations, we were able to com-
pare the Pittsburgh area audience’s image
of KDKA with all of the other Pittsburgh
radio stations. At the same time, we were
able to break down the audiences into
various components to get their respective
station images too.

Through this qualitative approach to re-
search, we had an effective tool in pro-
gramming the station, and moreover, our
sales department has provided present and
potential advertisers with more specific in-
formation.

While the study in Pittsburgh was in the
nature of an experiment, the results have
justified a broader use of this technique in
other areas.

In the constant search of other methods
which can provide us and our clients with
more basic information, we are in the
midst of experiments using still another
psychological technique.

Regardless of the success of any one
method or technique, the need for new
qualitative research tools persists, being dic-
tated not only by our investment in broad-
casting, but also by our tremendous respon-
sibility to the public. We must know more
about our audiences, the faceless millions,
and their likes and dislikes, their attitudes
and opinions. The more we know about
their listening and viewing habits, their buy-
ing traits, and their demographic charac-
teristics, the better we will be equipped
to serve them and the advertisers.
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AND FALSTAFF BREWING HAS
NEW SERIES JUST ADDED! RENEWED IN 66 MARKETS
~3*° STRAIGHT YEAR!
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than 75% of all network shows! Pick up any ARB NO. 1 IN SACRAMENTO
report for any month in the past year — STATE NO. 1 IN PEORIA
TROOPER is “top 10” evervwhere! And it sells/ NO. 1 IN MINNEAPOLIS . .. ........... PTSYTN 24.5



SCHMIDT & SONS, BREWERS

HAS RENEWED IN 3 STATES WHAT ABOUT YOUR MARKETS?
~3%* STRAIGHT YEAR!

. -
y .
|
-

NG 11N COLORADO SPRINGS 4 1wmms et 28,8 104 HALF HOURS NOW AVAILABLE!

NO. 1 INDAVENPORT .. ............ooooo.... 42.5
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morning...noon...and night...

all I buy 1s WINS

Radio WINS audience has grown phenomenally since 1954 —a trend unmatched
by any other New York City radio station. Also, WINS’ rate of growth is steadily
rising. The three charts below show the compelling comparisons of the New York
17-County Area Pulse share-of-audience ratings for June, 1954 through 1958.
WINS has increased its afternoon and nighttime audiences so that it is now an
undisputed No. 1 in both time periods. WINS ability to deliver results is -
further attested to by its growing number of key national advertisers.
In the last four years Radio WINS has become, from any standpoint. ..

Repr. by the
“NEW YORK'S LEADING STATION” « RADIO CIRCLE « NEW YORK ¢ JUDSON 2-7000 Katz Agency




OW WORLDLY CAN YOU GET?

. . . TV Audiences Are More Sophisticated Than We Think

By GEORGE SHUPERT

President, ABC Film Syndication, Inc.

F we were to ask a group of TV executives

the question: “Which is more sophisti-
cated—the TV audience or the industry
which serves it?”, I'm sure that the respon-
dents would be practically unanimous in
designating the industry as the more so-
phisticated. | believe this would only illus-
trate my theory that those of us in tele-
vision are really the more naive and less
sophisticoted, and here’s why | feel as | do.

* * *

TV people often make one naive mistake.
They tend to view the audience as a
separate race. The audience is always
“they.” TV people are “we.” This “we”
group doesn’t consider itself part of the
audience and yet what is @ TV man or
woman? He’s either married or single. He
may be a parent, a child, a consumer.
Everyone in TV buys nationally advertised
products, reads books which are available
to everyone else, has a bank account, pays
taxes and has hopes and dreams for the
future. In short, a TV man has desires and
tastes similar to those of his next door
neighbor who may have no interest in
television except as a medium of entertain-
ment. TV people generally regard them-
selves as a special breed and this is both
unrealistic and naive.

* * *

On the other hand, the TV audience has
few fantasies about television. Although
the audience may be awed by their favorite
performers, they tend to regard television
as just another modern convenience such as
the telephone, washing machine, airplane,
etc. Surely the audience attitude toward
TV indicates a greater degree of sophistica-
tion.

Assuming that most of us in television
think that the TV audience is unsophisti-
cated—then why do we offer them sophisti-
cated programs? You may think that TV
programming is not sophisticated, but ac-
tually it is and | can prove my point by
the following illustrations of a high degree
of sophistication in TV film programs.

* * *

There are many ways in which sophistica-
tion is revealed in programming. It may be
in the subject matter or in the treatment
or in the action. A few years ago we
introduced a TV film series titled “Passport
To Danger.” This series deals with the
adventures of a diplomatic courier in the
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countries which are making headline news—
Hungary, Poland, China, France, Germany,
England and many more. There are stories
about political intrique, murder and robbery
on an international scale. These are cer-
tainly sophisticated or worldly topics. These
are subjects which are talked about and
thought about by people the world over.
Practically everyone today knows that our
fate is closely linked with that of people
in other countries. We know that a revolu-
tion in a remote country in the Orient may
well explode into a global war whose con-
sequences are too terrible to even consider.
A program like “Passport to Danger” brings
to the television audience sophisticated
entertainment based on situations closely
allied to real life. A show like this, because
of its sophisticated nature, not in spite of it,
has broad mass appeal.

* * *

Another program with inherent sophisti-
cation is a member of a program group
rarely if ever considered sophisticated. I'm
referring to our “26 Men,” a western. Con-
sider for a moment how mature and sophisti-
cated the western has become. Today’s
western deals with the problems of its
characters and the complexities of their
make-up. For today’s audience the adult
western satisfies two needs. It offers the
excitement and thrills of outdoor adventure
and through character development the
challenge of personality discovery which
appeals to the sophisticated part of our
natures. Actually today’s adult western has
a far greater mass appeal than westerns
of earlier days because it attracts more
people possessing a wider range of intelli-
gence, education and interests. Our western
series ‘26 Men” illustrates clearly how a
TV film series can incorporate elements to
appeal to sophisticated tastes. For example,
the star, Tris Coffin, is a very mature man,
unlike the boyish hero of the old westerns.
He’s poised and articulate. He doesn’t get
tongue-tied in the presence of a pretty girl
or red-faced when called upon to perform
a social custom. Although possessed of all
the characteristics of a well-poised gentle-
man, he is equally adept in a rough-and-
tough fight with gun or bare hands. He's
a man of action with a great capacity to
think and reason. He will try the less violent
forms of action first but when called up
can engage in physical combat as readily

as the “all brawn-no brain” type of hero
portrayed in earlier westerns,

Tris Coffin, in his role as Captain Tom
Rynning of the Arizona Rangers, is a so-
phisticated man. Record turnouts for his
personal appearances and other high rat-
ings received by the series indicate that
audiences react very favorably to this very
sophisticated character.

If you analyze TV film shows from their
inception you will see that they have become
more sophisticated each year. You may
wonder what has brought about this change.
| believe the credit is due, in part, to
television leaders who are able to appraise
with reasonable accuracy the desires of the
TV audience which is becoming more so-
phisticated each year.

* * *

| was asked to answer the question, “How
sophisticated can syndicated television films
be?” in this article. | think the answer to
this question, in the light of the foregoing,
is very simply “As sophisticated as the
audience wants it to be and as sophisti-
cated as the industry permits.” | think, too,
in order to gauge the degree of sophistica-
tion of the audience more accurately we
in the TV industry should try not to set
ourselves apart from the audience. We
must remember that we are a part of this
audience and give the other members of it
the opportunity to enjoy what we enjoy.

* * *

Let us not make the mistake of thinking
that in order to appeal to the masses we
must downgrade entertainment to the level
of the sharecropper or the ditch digger.
After all, these men do not have the
purchasing power to buy most of the product
advertised on television. We want to reach,
in the TV audience, the man who can say
"yes” to a purchase . . . The man who can
support his family comfortably and who
can buy the products we advertise. In short,
we want to appeal to a man like ourselves.
If we think along those lines we will supply
the right amount of sopbhistication in our
programming and achieve the ultimate aim
which is upgraded entertainment designed
to effectively showcase a sponsor’s message.
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From the Award-Winning MGM Library of Shorts...

3 greaflt new
program series

for local TV stations!

5T 52 hilarious subjects never before shown on television. A
perennially popular series that has enjoyed fabulous success
everywhere and has a pre-sold viewer audience. Now start
programming newer subjects than have ever been shown
before—and watch the moppets skyrocket your ratings!

". I',
o

/ < D) , MGM-TV offers unlimited runs on these
R z ; !

C‘ 2/ /'_"",j‘ / versatile films. Run singly as quarter-hour
o {/ shows, or combined into half-hours...a

" 4 :
“ . 2, » V4 natural any hour of the day...morning,
.'.“ ; "'"'( ’t"-
..'g-._(_ altvuidl

noon or night.
LT

1

48 exciting crime stories with a point-of-view that makes
them ever-timely. Dramatized in a documentary staccato
style that provides perfect entertainment for prime evening
hours. Starring such famous MGM names as Laraine Day,
Robert Taylor, J. Carroll Naish, Van Johnson and others!
MGM-TV suggests that since each film runs

. only 21 minutes, they can be programmed

as a 25-minute series, offering stations an

extra profit-making 5-minute segment in

— r /77 which to slot news or weather reports. |deal

1,1 7/7/7 & for spotting just before joining or leaving

the network,

69 breath-taking adventures in science, history, medicine or
geography . .. scripted and narrated with the dramatic flair
that made John Nesbitt famous. Designed for a family
audience. Packed with prestige for bank, utility or insurance

sponsorship.
MGM-TV considers these 10-minute films

4 ”~“ ni just right for the advertiser with a longer-
L ’A. 7 Al sl to-tell message in a quarter-hour segment.
- { Or follow these audience-winners with a

) -

o o 2-minute sponsored weather bulletin for
. L extra profit pick-up.

WRITE ... WIRE OR PHONE M G_M_T v

TO LOCK-UP YOUR MARKET A Service of
BEFORE IT'S SOLD! Loew's Incorporated

Richard A. Harper, General Sales Mgr. 1540 Broadway, New York 36, N. Y. + JUdson 2-2000
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AND ACTION
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New York
. Los Angeles
. Chicago
. Philadelphia
. Detroit

A e W N

. Boston-
Manchester

~

. San Francisco

[+

. Pittsburgh

9. Cleveland

10. New Haven

11. St. Louts

12. Washington, D.C

13. Indianapohs
Bloomington

14. Minneapolis-
St. Paul

1S. Providence
16. CHARLOTTE

17. Hartford-
New Britain

18. Baltimore
19. Atlanta

20. Kalamazoo-
Grand Rapids

21. Dallas-Fort Worth
22. Cincinnaty

oo cand what a kicce!

Ardent advertisers are now enjoying the sweet kiss of sales
success from the Nation’s Sixteenth Television Market!

Television Magazine credits the Charlotte-WBTV Television Market with
689,882 sets, making this the Sixteenth Television Market in the Nation ... First in the South/

Re-evaluate your expenditures. Cali CBS Television Spot Sales for a date !

Source: Television Magazine Set Count, May, 1958
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OMMERCIAL TELEVISION OVERSEAS
. . . New Markets Are Opening For U. S.TV Film

By PAUL TALBOT

President of Fremantle International, Inc.

VER twenty million dollars will be spent

on U. S. telefilms in international

markets during the next 12 months. This

might indicate a vast increase in commercial

TV overseas. However, this is not entirely
the case.

The term, “commercial television service,”
when applied to an overseas station brings
to the minds of most Americans in the broad-
casting business an image of TV much as
we know it here. To the film syndicator,
in particular, there are prospects of clients
and agencies as potential buyers of his
half-hour film shows, stations anxious to tie
up a property to attract a new sponsor and,
above all, hours and hours of time to be
filled in with “39 and 13 repeats.”

There are, of course, some areas outside
the U. S. where the pattern of sponsored
programs, between shows spots, ID’s, etc.,
is practiced exactly along American lines.
The largest such area is Latin America where
privately owned stations are the rule and
where the station, client, advertising agency
and film syndicator are cast in much the
same roles as in the States. But there is a
far greater number of countries where the
only similarity between their commercial
service and our TV setup is the fact that
somewhere along the line there is an
exchange of coin of the realm.

One of the more unusual commercial TV
arangements is in ltaly. Once each day,
from 7 to 7:30 p.m., the RAI (Government
subsidized service) sets aside time for the
hucksters. Ten clients are accommodated
during the daily half-hour . . . three minutes
to each client. During his brief moment on
the electronic stage the client is expected
to provide at least two minutes of enter-
tainment and the rest of the time is his
for either hard or soft sell. One client,
Pal Razor Blades, solves the problem by
producing a sort of “Do You Remember?”
show. This consists of film clips from great
silent movies of the past . . . Valentino,
Douglas Fairbanks, Sr., and Will Rogers . . .
which are worked into a formula with
Italian narration.

In Germany the commercial service is
limited to a half-hour per day during which
an entire program of entertainment is pro-
vided with spots before and after the show.
Several U. S. programs per week are now
filling the daily half-hour slots. All shows
must be sold to the station and the client has
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no say as to the program in which his
mesage will be slotted.

The British system has been explained in
many articles which have appeared in trade
and consumer publications here. Briefly, all
programs are controlled by the broadcasters,
known as “program contractors.”” Sponsors
may place their message at “natural breaks”
in the program but may not identify them-
selves with the program in any way.

Australia’s privately owned stations fol-
low the pattern of the U. S. except that all
overseas programs, and this means all the
syndicated film properties, must be pur-
chased by the stations. The client may
sponsor the show but he must buy it from
the station and not direct from the syn-
dicator.

To the American producer and distributor
of TV films the commercial setup in many
overseas territories has both advantages
and disadvantages. On the debit side is
the fact that where clients are not identified
with shows or cannot purchase them except
from the stations, the number of potential
clients is strictly limited and a buyers’ market
is usually the rule. On the other hand,
there is the advantage of being able to
cover an entire country through two or three
contracts and the income potential for very
large areas is obtained in a short period
of time.

That some additional territories will adopt
the American pattern of commercial tele-
casting is inevitable. But that there should
be any change in the established pattern
in such areas as Great Britain and Conti-
nental Europe should not be anticipated.
The successful distributor will study the sys-
tems of his overseas clients and will adopt
his selling methods to the needs of these
clients.

EDITOR'S NOTE: In 1957 the number of
overseas TV stations (including experimental
operations and satellites) was about 447 in
47 countries; this figure excludes stations in
Canada and in U.S. ferritories and posses-
sions, as well as Armed Forces stations
abroad. About 16.4 million TV sets were in
use. The U.S. Information Agency estimates
that there will be over 600 overseas TV sta-
tions by the end of 1958.

FOREIGN COMMERCIAL TV

Countries with
Commercial TV Commercial Service

Australia

Canada

Colombia

Finland

Germany

Great Britain

ltaly

Japan

Argentina
Cuba

El Salvador
Guatemala
Mexico
Nicaragua
Puerto Rico
Venezuela

Government service has
no commercials. Pri-
vately owned stations
have commercial spon-
sorship but overseas
programs are pur-
chased only by station.

Government service and
privately owned sia-
tions both carry com-
mercials

Government service oc-
cepts commercials

Now experimenting with
limited commercial serv-
ice

Commercial time limited
to one-half hour daily;
all programs controlled
by station

Government non-com-
mercial. ““Program con-
tractors” permit com-
mercial announcements
during “natural breaks”
in program. Announce-
ments only, no spon-
sorship of shows. All
programs controlled by
station

Commercials limited to
one-half hour daily; all
programs controlled by
station

Governmentandpri-
vate stations. Spon-
sorship permitted but
programs purchased by
stations only

Privately owned sta-
tions, commercial serv-
ice parallelling U. S.
lines
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with the news

Newsman of his day, the community Town Crier
was looked for, listened to — and believed in. Today,
the same respected function of helping to keep

a community informed is being performed by the
hard-working television newsman and his staff . . .
Storer Broadcasting television newsmen have a
facility for assembling the news fast and accurately,

then presenting it in the most interesting way
possible. This recognized talent has been a distinct
benefit to advertisers who have taken advantage
of the prestige and audience loyalty gained by the

‘Storer “Town Criers” in their markets.

National Sales Offices: 625 Madison Ave., New York 22, PLaza 1.3940 ¢ 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498

World Radio Histor

...BEFORE IT BECOMES HISTORY



JIM UEBELHART

JIM RUDES
r BILL CHARL
18 vears of newscasting Thorough knowledge of Specializing in IEOS 4
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world affairs national events WSPD-T 2
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DICK GRAHAM
JAC LEGOFF
Michigan’s number one

GARY GEERS
On the air with the
! latest news
TV news personality

Newscasting right off the
wires in the news room
WVUE-TV WVUE-TV
Wij)?rbr(a-irv Wilmington- Wilmington-
Philadelphia Philadelphia
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DOUG ADAIR JIM DONEY
KEN ARMSTRONG =
News and weather seven ) 6:30 - 6:45 pm One of the highest rated
nights a week, 11:15 pm City Sg[ﬁls"zl; g[ltf‘ﬁpl’:ﬁéd-ﬁn’ shows in the market . . . 11:00
WJIW-Tv
Cleveland WIW-TV

Sat. and Sunday evenings

WJIW-TV
Cleveland

Cleveland

Storer town criers 'of 1elevision

WARREN GUTHRIE
0hio's outstanding news man

PAUL RAYMON 808 MANN
featured on *‘Sohio Reporter,” Covers the news at 6:30 chkday_ local news at
11:00 pm Mondayv - Friday and 11:00 pm 1:05 pm
WJIW-TV WAGA-TV WAGA-TV
Cleveland Atlanta Atlanta
- Y 3
X
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DICK SWANSON ED BLAIR SKIP THOMAS
Senior staff member weathcr With 13 years of experience, News at 6:35 pm week days
news each evening at 6:35 one of the most respected and 6:00 pm Sundays
WAGA-TV newscasters in Atlanta WAGA-TV
Atlanta WAGA-TV Atlanta
Atlanta
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ASCAP...

THE

MUSIC
OF
AMERICA

POPULAR SONGS . .. the hits of today and the enduring standards of tomorrow. PRODUCTION
NUMBERS . . . hit tunes from the top Broadway shows, past and present, and notable Hollywood musical
films. RHYTHM AND BLUES . .. world favorite blues, syncopation and jazz—all unmistakably American.
FOLK SONGS . . . work songs, play songs, regional songs, mirroring the history of
the American people. SACRED MUSIC . . . liturgical music, songs of faith, hymns
expressing the religious beliefs of Americans. SYMPHONIC AND CONCERT WORKS
... works of distinguished composers of great classics, daring innovators as well as
creators in traditional patterns. More than 5,000 writers and publishers are constantly
adding new works to the extensive ASCAP repertory.

AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS
575 MADISON AVENUE, NEW YORK 22, NEW YORK




THE SOUND'S THE THING

... And Network Radio Is A Many Blended Thing

By ARTHUR HULL HAYES

WE—the networks—have a problem.
It is not a new one, though. Just a
somewhat difficult one to define. Some of
the networks have never quite been able to
pin down, it seems, the principal purpose
of a network. They are all coming around
now, however, to realize that the raison
d'etre of networking is THE PROGRAM.

This problem has grown into a basic,
competitive one. In a hard economic world
of rising Independent broadcasters, what is
a network to furnish to affiliates in the way
of programming? How to provide a unique
“sound” that will attract the attention and
confidence of listeners and timebuyers alike?
Faced with these questions, some of the
networks have experimented radically . . .
even wildly . some even desperately.
For a while after the advent of television,
somz of the networks sought the answer to
their daytime needs in a musical “sound.”
They sought to fight the DJ stations with
more of the same. But the listeners in the
daytime who wanted music continved to
listen to the unaffiliated stations’ record
shows. As this became clear, even the
networks that wanted “to do something
different” began to broadcast some of the
time-tested “program stuff.”

Some of us, of course, could never give
up the idea of programming programs.
After 20 years of broadcasting personalities
and stories, we found it fairly unthinkable
that CBS Radio should suddenly assume the
function of a juke box. Time has borne out
our conviction. We find ourselves in the
position of receiving credit as a pace-setter,
in a very odd way. Many of our programs
have roo*s that go back 25 vears. They are
in our schedule—brought up-to-date, made
top‘cal—but drawing on basic human inter-
ests, which never chanae. And now, all the
other networks are climbing back aboard.
They've finally gotten around to copying
many of the ideas and formats that we
started with, and have never foresaken.

Programs, according to our definition,
must feature winning personalities in an
entertaining format. That is why we still
offer Arthur Godfrey, recently named Amer-
ica’s No. 1 Salesman; Art Linkletter; Jack
Benny; eminent newsmen Edward R. Murrow
and Lowell Thomas; Amos ‘n’ Andy; Our Gal
Sunday and Gunsmoke, to draw examples
from every reach of our programming
schedule.

The ingredients of our daytime schedules
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President
CBS Radio

are paritcularly pleasing, our affiliates have
learned, to a homemaker audience. Time-
buyers and sponsors did not overlook that
this kind of audience represents a market
for products that sell to housewives. CBS
Radio’s block of daytime dramas completely
capture the listener’s attention, according
to research results. This “attentive listening”
carries over to the sponsor message, which
blends harmoniously with the mood of the
program. So, the advertiser buys more than
a nose count. He buys the vital ingredient
that is lacking in the ordinary forms of
audience measurement the listener’s
attitude of interested attention to his sales
presentation.

The other networks all believed in the
daytime dramas, too . . . at one time or
another. They all advertised their serials’
"believeability,” with an amazing spirit of
togetherness. When the going got rough,
however, they strayed off into the sup-
pesedly green fields of music and wander-
ing, spasmodic-type programming that visits
15 different places in an hour.

tow they are returning to the fold.

And the facts of radio economics have
provided a warm, long and green welcome.
The serials have created a special market
for products that have a place in the kitchen
where She (the consuming housewife) listens.

It is part of our oride as a nztwork that
our dffiliates achieve a certain tone. This
"image,” to borrow a phrase from public
reiations, is comprised of prestige programs
which impart a large degree of “believe-
ability” to the local shows which are inter-
spersed throughout the station’s program
schedule.

Our doffiliates’ “believeability” is derived
trom many sources, but a mainstream is
provided by the services of CBC News.
Moest listeners, metropolitan and non-metro-
politan, know the difference between the
network services. Further, they know which
stations are affiliated with what network
. . . and are, moreover, highly conscious
which of their local stations carry Arthur
Godfrey, Edward R. Murrow and other well-
known personalities that give the CBS Radio
outlet its flavor. Our stations have an
identity with size, depth and—most of all—
quality.

All of the benefits of a network to its
offiliates and to its listeners must logically
arise from its programming. All the “gim-
micks” in the world are no substitute for

programs such as CBS News’ special cov-
erage of the recent emgerency NU sessions
during the Lebanon crisis, or “The Galindez-
Murphy Case: A Chroniclz of Terror.” No
amount of promotion, however honest or
well intended, can substitute for the dignity
that rubbed off on the stations which carried
the Galindez broadcast by the Public Affairs
Department of CBS News. A special pro-
duction squad, labeled Unit One, is con-
stantly at work to produce a continuing
“Radio Beat” series of trans-Atlantic tele-
phone conversations between world leaders.
To the average radio listener, the CBS
Radio affiliate absorbs an aura of news
and public service on a grand scale. It
remains an aura grander by far than any
single station could achieve.

A balanced diet of quality programming
is a character that is necessarily unique to
network outlets. In terms of staff, money,
and an obijective, international scope that
supersedes the local in concepts of public
service, no single broadcasting outlzt could
achieve the community standing that accrues
to Ed Murrow, Eric Sevareid, Lowell Thomas,
Roubert Trout, Walter Cronkite and a world-
wide staff listening that appears endless.

Prestige programming, then, has become
a byword of our network. When music
Iovers think of the New York Philharmonic,
a mental note reminds them of CBS Radio’s
broadcasts of the orchestra over the past
28 years. That's old. This year, for the
first time, we will present the Meiropolitan
Opera. That's new.

Among our daytime dramatic series, “Ma
Perkins” and “Romance of Helen Trent”
are both notable for their age. Both series
have entered their second quarter-century
of broadcasts on the CBS Radio Network.
That, again, is old. The past year has
introduced several new progroms, including
“Couple Next Door” and Peter Lind Hayes-
Mary Healey’s “Peter and Mary Show.”
They’re new . . . and have a touch that
appeals to the young as well as the veteran
listener.

The old and the new blend into a very
special “sound” which typifies our network
aoffiliate stations. The CBS Radio “voice”
has a distinct personality. One, we believe,
with both appeal and integrity. These com-
bine to offer a premium value to the adver-
tiser, who buys prestige-laden minutes of
broadcast time on the nation’s most pepular
and trusted radio stations.
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BMI Introduces a New and Timely Program

THE WORLD OF THE MIND

As A COMPANION to its award-winning programs,
“The Book Parade” and “The American Story,”
BMI intéroduces a new series of timely scripts. ..
“The World of the Mind.”

Prepared by BMI with the cooperation of the
American Association for the Advancement of
Sciencé and the American Council of Learned
Societies, “The World of the Mind” is available
to radio and television stations and to public

Radio and television stations will receive sample scripts and
further details in the mails. Please watch for this material. “The
World of the Mind” series will be available only upon request.

libraries and local boards of education for broad-
cast purposes.

Fifty-two eminent scholars and scientists are
the authors of the programs which are each of
fifteen-minutes duration. The Sciences and the
Humanities are embraced equally in the wide
range of topics which form ‘“The World of the
Mind” — a thorough and painstaking appraisal of
man’s perpetual search for knowledge and truth.

BROADCAST MUSIC, Inc.

$89 FIFTH AVENUE, NEW YORK 17, N. Y.

NEW YORK ¢ CHICAGO o

HOLLYWOOO -«

TORONTO ¢ MONTREAL



TOMO RROW'S RADIO FORMULA

. . . The Medium Is Meeting Constant Change

By GERALD A. BARTELL

President, Bartell Family Radio

EFORE the war, and during the halcyon

days of a limited radio list, profits were
made merely by turning on the transmitter
and riding the networks. After the war
and the influx of great numbers of radio
stations—including those of Bartell Family
Radio—the problem became more compli-
cated and a new group of operators came
into the ascendancy.

So there are always changes taking place.
And one of the responsibilities of manage-
ment is to understand what is taking place
and to develop objectives and procedures
which will capitalize upon those changes.

* * *

When the writers of FORTUNE magazine
spent five or six weeks in the study of what
it called in its February issue, “The New
Radio,” it summarized what it considered
the basic radio change of the past decade.
And for those who may have missed the
item, | think it is fair to summarize it in
this way. Network radio was great until TV
came along. Independent radio—composed
of a new generation of program and sales
talent—began to take the audience. A
great deal of hoopla and promotion was
used to develop the audience. By and large,
network operation gave up all pretense of
being an important advertising medium. It
concentrated its efforts upon wildly growing
television. It considered radio as dead or
dying. Meanwhile, back at the radio sta-
tion, the disciples of modern radio con-
tinued to take over. And about the time the
industry recognized what a tremendous
thing radio really was, the mantle of leader-
ship had changed from network operators
to the independents . . . and that by all
statistics they had taken the field in the
top markets of the country. Networks today
are making a last ditch effort to regroup
and get back into the running, but with
unimpressive results. And as late as Janu-
ary of this year probably the most opti-
mistic of the networks—at least for the
record—was the American Broadcasting
Company Radio Network.

* * *

That in essence is FORTUNE’S analysis of
modern radio and how it got there. | com-
mend to you all a reading of the FORTUNE
piece—not because it selected Bartell Family
Radio as the subject of its study—but be-
cause it succinctly draws into focus the ele-
ments of change which were readily avail-
able to those who were willing to give some
time and effort to careful analysis.

Because radio is at this moment in the
throes of momentous change comparable
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to any that has occurred in the past two
decades. In the previous upheaval certain
networks lost the audience because they
could not supply a continuous program
service to a majority. This reminds me of a
primer study of the species in which are
pictured the behemoths of the Pleistocene
Age, who for millennia ranged the earth
—invincible and seemingly indestructible—
gorging themselves upon a world built to
their specifications. But in an agony of
change these giants were decimated by
their own lack of ability to adapt to new
conditions. It is in these periods of change
and upheaval that clear thinking becomes
essential—and the will to stay on top is
supported by a calm appraisal—undismay-
ed by the currents and tides of false rumor
and voices of doom.

The ascendancy of news and music as
the king of radio programming is only a
way of choosing a new arena for supremacy.
Certainly in the current struggle the odds
favor those at the local level who show
the greatest ingenuity—who understand the
nature of their own medium and are able
to activate that understanding with dash,
skowmanship, and salesmanship.

Let me review briefly with you the operat-
ing philosophies of certain groups in inde-
pendent radio as indicative of today’s
formulae for success.

* * *

Bartell Family Radio may be characterized
by devotion to a family audience. We abhor
audience segmentation or splintering. We
base any program change upon a pattern
of sampling and research followed by a
testing procedure which evaluates those
changes. We look constantly toward family
participation by the development of fea-
tures, by the use of a broad base of musical
entertainment, by a news policy which we
consider in tune with modern living—and a
“friend of the family” approach by our
talent.

Naturally, we consider these objectives in
programming as the most valid, else we
wouldn’t be programming as we do. How-
ever, other groups have other ways of
reaching an audience, and, at the risk of
laboring the obvious, | shall try to sum-
marize some of these other approaches.
Group “B” devotes itself to a lively, up-
tempo programming, consisting mostly of
the top popular numbers, with variations
occurring during evening and night hours.
Its programming concept is based upon what
it calls pacing and personalities—as well
as some other undefinable qualities toward

the achievement of greatest appeal. A good
general news coverage—with no editorial
content labeled as such.

Group “C” operates by rigid formula con-
sisting of a small group of top popular
records. Straight wire service news; per-
sonalities are de-accented. The pace—brisk.

Group “D” is the chief proponent of the
top-40 formula. Permits no deviation, but
gives some latitude to personalities. The
entire operation is up-tempo, bright and
brassy, slick production and an extremely
commercial news approach. Heavily promo-
tional.

Group “E” is a more emotional opera-
tion. Many ideas are tried—some of them
discarded very quickly if they don't seem
to click. Home of spectacular lotteries, some
of which have given the press the notion
that radio is addicted to “screwballism.”
Tireless critic of network operations.

* * *

The country over, radio operators are
looking at these groups . . . taking an en-
tire format here, an idea there—and in-
corporating them into their own program-
ming. That's fine. There’s nothing quite so
contagious as a good idea. And good ideas
should be shared. Somebody says—I'm go-
ing to see to it that nobody steals my
program ideas. I'll get the law on them
that do. Such a development, if successful,
would be somewhat dismaying to the peo-
ple with whom the ideas originated. Our
stations are little concerned when others
pick up ideas from us. Indeed in one of
our markets, a competitor attempts to dupli-
cate everything we do . . . even purposely
planted gags! The world is full of program
ideas . . . The trick is to perceive and apply
them effectively.

Every day, everywhere, we are witness-
ing something of tomorrow’s radio. | don’t
mean that the programs and sales plans
which produce success today comprise neces-
sarily the blueprint for success tomorrow.
| do mean, however, the advent of a new
kind of management manpower, for whom
the formula for success is not necessarily
within the pattern of what has succeeded,
or even is succeeding—but rather must think
and build, and improve, and accomplish day
by day—keenly aware of the rewards of
a thoughtful leadership and a dynamic
follow-through.

* * *

Basically, then, tomorrow’s radio will be
shaped by a type of management of whom
we today catch only a glimpse now and
then. And the history of radio has been
heading inexorably to this conclusion.
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CHALLENGE: PICK THE RIGHT PROGRAM
. « « What Sign Posts Will Guide In The Quest?

By JOHN L. SINN

NE of the gravest responsibilities of the

agency in dealing with television
today is choosing the one right program
that will best fit the client’s purposes. From
the many offerings, he must find the one
show that will reach the greatest number of
prospects, that will most quickly establish
a high level of viewing, and be most in
keeping with the advertisers’ marketing
needs.

It can’t be done with a slide rule or a
crystal ball, although both might be helpful
to the man who must decide in April what
the public will prefer in November.

Here is one situation in which the phrase
“The Show’s the thing” doesn’t fully cover
the problem. The concept of the program
must of course contain the excitement and
uniqueness that make for outstanding enter-
tainment. The scripts and projected story
ideas must indicate that the concept can
be sustained effectively through many epi-
sodes. The quality of production as re-
vealed in the pilot film must of course be
of the highest order.

But beyond these basic considerations of
the property itself, there are other criteria
that must be brought to bear in finding the
show with the greatest potential. The
strength of the stars; the calibre of the
men and the company associated with the
project; the level of production quality;
the extent of support the producers can
offer in making fullest use of the TV vehicle
as a marketing tool—these factors can be

crucial.
* * *

Is the program built around a person-
ality with whom the viewer can strongly
and enthusiastically identify?  Acting skill
and professional renown mean little, if the
star of the series does not possess that
magic quality that inspires the interest and
affection of the public. It is not the Oscar
on Broderick Crawford’s mantlepiece that
makes him such a vital factor in the popu-
larity of HIGHWAY PATROL; it is the force
of his own personality that makes the
talented actor a true star. For a program
to succeed this quality must be inherent
in the individual carrying the central role.

Is the production company one that has
consistently created distinctive and success-
ful programming in the past? As impor-
tant as the concept of the program itself
is how that concept will be carried out.
An established organization of many experi-
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enced and talent people is necessary for the
making of a program that can compete for
the attention of today’s knowledgeable audi-
ences. We at Ziv are convinced that the
human resources of a production company
are its primary assets. There is an air of
creativity that is generated by the presence
of such imaginative film makers as Otto
Lang, Andy White and Frank Bittman, Mor-
ton Fine and David Freidkin on our lot. It
has a value beyond that of their individual
contributions to specific projects.

* * *

Perhaps these men, along with the writers,
directors and production specialists, are the
real “stars” of television filming.

What is the level of production quality?
Believeability and impact in a TV program
are the result of the effective handling of
thousands of details, technical as well as
creative. Superior photography, authentic
locales, skilled editing—all help build the
look and feel of quality that a program
must possess to win audience favor. Of
course this is an elementary consideration,
but even considering the rapid development
of technical skill in the young field of TV
filming, this area still calls for careful judg-
ment on the part of the agency. Our audi-
ence knows how well TV entertainment can
be presented; they will reject anything that
falls below these standards.

Can the producers offer the agency and
advertiser valid assistance in making the
program an effective marketing tool? With
competition for audiences growing con-
stantly stiffer, the introduction of a new pro-
gram requires much know-how and imagi-
nation. Nationwide publicity is necessary
for a successful launching. Promotion and
merchandising of the show to salesmen,
dealers, distributors can be an important
ingredient in its effectiveness for the sponsor.

How these questions can be answered will
determine the answer to the primary query,
"Which show is the right one for us?”

* * *

It is not through oversight that | have
omitted what might properly seem to be
the most crucial criterion of all—cost. |
have not discussed the matter of economy
together with the yardsticks of program
value for very definite reasons.

In the past, | feel so much emphasis
has been placed on budgetary considera-
tions that these have distorted the picture.

The problem for the agency today is not
"What should | pay?” but “How much will
| get for what | pay?”

Since the birth of the television film pro-
gram, we have seen appropriations for TV
snows increase steadily. Part of this in-
crease has come from conditions beyond
the control of the individual agency, adver-
tiser or producer. Union scales, film stock
prices, processing charges—indeed, every
element of the production total has been
pushed upward. More important have been
those budgetary increases that stemmed
from the desire of buyer and producer alike
to invest more in the program in order
to reap greater benefits from its use. Bigger
stars, better scripts, more location shooting,
finer production values—these are the areas
in which film users have wisely demonstrated
a willingness to invest larger sums.

Now as we enter television’s second
decade, we have, by and large, reached a
price plateau that is realistic both in terms of
programming needs and of advertisers’ abil-
ity to pay.

We know our film medium. We know that
everlastingly adding to our program expen-
ditures will not add increased quality in
equal measure. We also know that on a
given program it might be sound to extend
our budgetary limits. But we accept as a
general statement that film prices are not
likely to rise much beyond current levels.

On the other hand, it would be most
unrealistic to assume that the foreseeable
future will bring any downward trend in the
price of outstanding film programs. 1 have
seen disturbing statements in the press re-
cenily about an anticipated swing to lower
cost programming. | firmly believe that
cost-cutting that results in a cheapening
of the program would be a complete nego-
tion of our objectives.

We have made the television audience a
sophisticated audience, accustomed to
choosing their entertainment from the best
that could be devised. We cannot now
turn back the tide and ask our viewers
to be happy with inferior, weaker fare.

Can we live—creatively—on this plateau?
My answer is a clear and definite yes. It
is in how we allocate our program budgets
that the solution lies. Economy and quality
are compatible goals if money is spent
where it will do the most good, in ways that
add tangibly to the power of the program
that is seen on the viewer’s screen.

RADIO-TELEVISION DAILY



Now rated in 74 markets, Warner Bros. Cartoons
average a very impressive 16.4 rating, another healthy
jump over the last report. Seems every time
Warner Bros. Cartoons are put into additional
TV markets, the nation-wide rating pops up even
2% higher. Bugs Bunny, with Sylvester & Tweety,
Porky Pig, Elmer Fudd and the rest of the
popular Warner Bros. Cartoon stars
have prcved top audience-
getters and potent sales-makers
all over the country

© Warner Bros. Pictures, Inc.
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For full details, write, wire, phone:

AN

Distributors for Associated Artists
345 Madison Ave., MUrray Hill 6:2323
75 E. Wacker Dr., DEarborn 2-2030
1511 Bryan St., Rlverside 7-8553
9110 Sunset Bivd.,, CRestview 6-5886

Productions Corp. \}'\‘ ®
NEW YORK LR
CHICAGO
DALLAS

LOS ANGELES
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What a buy! A.A.P.’s Movieland Group has 81 top pictures from major studios includ-
ing RKO, 20th Century-Fox, UA, Universal, Korda and others. And 9 out of 10 were
produced between 1948 and 1957! Many of these films star big names like Ginger
Rogers, Lilli Palmer, Bette Davis, Paulette Goddard, Rex Harrison, Joseph Cotten,
Orson Welles and others. Here’s an array of great, new pictures that have pulled
top ratings in markets where they’ve already appeared. First run in many markets.

Fidam

For full details, write, wire, phone:

C.ClLP:-

Distributors for Associated Artists Productions Corp
345 Madison Ave., MUrray Hill 6:2323 NEW YORK
75 E.Wacker Dr., DEarborn 2-2030 CHICAGO
1511 Bryan St., Riverside 7.8553 DALLAS
9110 Sunset Blvd., CRestview 6-5886 LOS ANGELES
Prices for individual pictures on request
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index of film product, guestion-
naires wera mailed to each film pro-
ducer, distributor, program producer,
network and transcripfion company in
the nation to obtain listings of shows
they will offer for the 1958-59 season.

information was also gathered from

adverfising agencies which produce
their own programs.

The data gothered is supplemented by
articles furnishing background and
reflecting the thinking of the industry’s
outstanding executive talent,




a solid hit in the living room...

a smashing success in the market place...

THE ADVENTURES OF

This great action series, set against a
frontier background, is now available
to local and regional advertisers.

Jim Bowie’s national record practically
guarantees an outstanding job

on the local level:

® 20 million viewers delivered each week; 2.71 per set.
® Second season ratings 25% higher than the first.

® Profitably sponsored both years by American Chicle Co.

Phone, wire or send smoke signals for the full story of

The Adventures of Jim Bowie.

ABC FILM SYNDICATION nc. ] 1501 BROADWAY, N. Y. 36 | LA 4-5050



I Led Three Lives

Program is based on the real life
adventures of Herbert Philbrick. a
young American patriot who posed
for nine years as a Communist while
reporting daily to the FBI. Starring
Richard Carlson.
Running Time: 30 minutes.
Cost: On request.
Number Available: 117.
Produced by: Ziv Television Programs,

Inc.

Distributed by: Economee Television
Programs,

Submitted by: Economee Television
Programs, 488 Madison Ave.,
N. Y. C.

Harbor Command

Drama based on the experiences of
the men who patrol our harbors. Star-
ring Wendell Corey.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39,

Produced by: Ziv Television Programs,
Inc.

Distributed by: Ziv Television Pro-
grams, Inc.

Submitted by: Ziv Television Pro-
grams, Inc.. 488 Madison Ave.,
N. Y. C. 22,
Sea Hunt

An ecx-Navy frogman as a daring
underwater investigator involved in
drama, mystery, romance, action-
packed stories of adventure. Starring
Lloyd Bridges.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Ziv Television Programs,
Inc.

Distributed by: Ziv Television Pro-
grams, Inc.

Submitted Dby: Ziv Television Pro-
crars, Tee 488 Madison Ave.,
N. Y. C. 22,

The Man Called X

The unusual stories, authentic real-
ism and gripping conflict of the man
called X capture and excite the imagi-
nation of everyone. Starring Barry
Sullivan.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Ziv felevision Programs,

Inc.
Distributed by: Ziv Television Pro-
grams, Inc.

Submitted by: Ziv Television Pro-
grams, Inc., 488 Madison Ave.,
N. Y. C. 22,

The New Adventures of
Martin Kane

From l.ondon Martin Kane pursues
criminals across the space of a conti-
nent, Madrid, Paris, Monaco. Rome,
Munich and other foreign cities are
the setting for danger and excitement
as this U. S. private investigator en-
gages with foreign police authorities in
unraveling tangled skeins of crime and
mystery. Starring Willium Gargan.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Ziv Television Programs.
Inc.

Distributed by: Ziv Television Pro-

RADIO-TELEVISION DAILY

grams, Inc.

Submitted by: Ziv Television Pro-
grams, Inc., 488 Madison Ave.,
N. Y. C. 22.

Men of Annapolis

Tales of men and adventure. of gal-
lantry and tradition, of triumph, ro-
mance and daring—hailing the young
men of Annapolis and our modern
Navy.

Running Time: 30 minutes.

Cost: On request.

Nuntber Available: 39,

Produced by: Ziv Television Programs,
Inc.

Distributed by: Ziv Television Pro-
grams, Inc.
Submitted by: Ziv Television Pro-

grams, Inc., 488 Madison Ave.,
N. Y. C. 22,

Highway Patrol

Colorful law enforcement action-
adventure series based on true-life
stories of State Highway Patrol activi-
ties. Shot on location with the coop-
eration of Highway Patrol headquar-
ters. Starring Broderick Crawford.
Running Time: 30 minutes.

Cost: On request.

Number Available: 117.

Produced by: Ziv Television Programs,
Inc.

Distributed by: Ziv Television Pro-
grams, Inc.

Submitted by: Ziv Television Pro-
grams, Inc., 488 Madison Ave..
N. Y. C. 22,

Mr. District Attorney
Exciting, authentic dramatization of
crime detection and law enforcement
through the office of the District At-
torney. Starring David Brian.
Running Time: 30 minutes.
Cost: On request.
Number Available: 78.
Produced by: Ziv Television Programs,

Inc.

Distributed by: Economee Television
Programs.

Submitted by: Economee Television
Programs, 488 Madison Ave.,
N.Y.C. 22,

Rescue 8

Action dramas based on actual ex-
periences of the Rescue Squad of the
IL.os Angeles County Fire Department.
Jim Davis stars as Wes Cameron,
senior rescue officer, and newcomer
Lang Jeffries is his “shotgun.” Pro-
duced on location.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Herbert B. | eonard.

Distributed by: Screen Gems, Inc.

Submitted by: Screen Gems, Inc., 711
Fifth Ave., N. Y. C.

Casey Jones

Adventures of a railroad engineer
in the West in the 1870s. Stars Alan
Hale in the title role, with Bobby
Clark as his young son and Mary
Lawrence as his wife.

Running Time: 30 minutes.

Cost: On request.

Number Available: 32.

Produced by: Briskin Productions.

Distributed by: Screen Gems, Inc.

Submitted by: Screen Gems, Inc., 711
Fifth Ave., N. Y. C.

FILM ADVENTURE

The 77th Bengal Lancers

Adventures of two young British
officers in the mountainous frontier of
India at the turn of wne century. Star-
ring Phil Carey and warren Stevens.
Runuing Time: 30 minutes.

Cost: On request.

Number Available: 26.

Produced by: Herbert B. Leonard.

Distributed by: Screen Gems, Inc.

Submitted by: Screen Gems, Inc., 711
Fifth Ave., N. Y. C.

The Silent Service

This submarine adventure series,
with  Rear Admiral Thomas M.
Dykers. USN (Ret.) as host and nar-
rator, is scrupulously authentic in re-
creating epics of underseas warfare
from the official records of the U. S.
Navy and other powers. Endorsed by
the Department of Defense, Depart-
ment of the Navy, Navy l.eague and
the Royal Canadian Navy.

Running Time: 30 minutes.

Cost: On request.

Number Available: 78.

Produced by: Twin Dolphins Produc-
tions, Inc.

Distributed by: NBC Television Films.

Submitted by: California National Pro-

ductions, 663 Fifth Ave., N. Y. C.
)

Dangerous Assignment

Brian Donlevy stars as Government
Agent Steve Mitchell in exciting mis-
stons throughout the world. set against
thrilling and exotic locales as back-
grounds to adventure.

Running Time: 30 minutes.

Cost: On request.

Numiber Available: 39,

Produced by: Donlevy Development
Corp.

Distributed by: Victory Program Sales.

Submitted by: California National Pro-
ductions, 663 Fifth Ave., N. Y. C.
1

Crunch and Des
The well-known Philip Wylie stories
from the Saturday Evening Post make
a fascinating adventure series as
Crunch Adams (Forrest Tucker) and
his wife, Des, operate a charter boat
in the fictional Caribee Key area.
(Also available as CHARTER BOAT.)
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Bermuda Productions,
Lid.
Distributed by: Victory Program Sales.
Submitted by: California National Pro-
ductions, 663 Fifth Ave., N. Y. C.
R

Jeff’'s Collie

First off-network run of award-win-

ning series, “Lassie.”

Running Time: 30 minutes.

Cost: On request.

Number Available: 103.

Produced by: Robert Maxwell Associ-
ates.

Distributed by: TPA.

Subniitted by: TPA, 488 Madison
Ave.,, N. Y. C. 22,

Adventures of the Falcon

Charles McGraw stars as Mike
Waring (The Falcon) an undercover
agent for the U. S. Government. His
perilous assignments take him to all

parts of the world. including both

sides of the Iron Curtain.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Federal Telefilms, Inc.

Distributed by: Victory Program Sales.

Submitted by: California National Pro-
ductions, 663 Fifth Ave.,, N. Y. C.

Tugboat Annie

The story of a woman tugboat pilot
and her arch-rival, Capt. Bullwinkle.
Based on the Norman Reilly Raine
stories of the Saturday Evening Post.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: TPA.

Distributed by: TPA.

Submitted by: TPA, 488 Madison
Ave., N. Y. C. 22,

Ramar of the Jungle

Jon Hall, starring as a doctor
known to the natives as Ramar, in
action-packed jungle adventure series.
Running Time: 30 minutes.

Cost: On request.

Number Available: S2.

Produced by: TPA.

Distributed by: TPA.

Submitted by: TPA, 488 Madison
Ave.,, N. Y. C. 22.

Hawkeye and the Last
of the Mohicans

Action adventure based on the ex-
citing tules of the James Fenimore
Cooper novel.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Normandie Productions,
L.td., Canada.

Distributed by: TPA.

Submitted by: TPA. 488 Madison
Ave.,, N. Y. C. 22.

Count of Monte Cristo

Costume drama based on Alexandre
Dumas’ all-time best seller.
Running Time: 30 minutes.
Cost: On request.
Numiber Available: 39.
Produced by: TPA.
Distributed by: TPA.
Submitted by: TPA. 488 Madison
Ave., N.Y.C. 22.

Rendezvous with
Adventure
This series portrays the adventur-
ous, action-packed and often danger-
ous situations faced by a cameraman
and his crew in making filmed rec-
ords of expeditions into out-of-the-way
corners of the earth to accomplish
some definite and worthwhile project.
Running Time: 30 minutes.
Cost: On request.
Number Available: Three.
Produced by: Robert Raisbeck.
Distributed by: Tom Corradine & As-
sociates.
Submitted by: Tom Corradine & As-
sociates, 5746 Sunset Blvd., Hol-
lywood, Calif.

Tomahawk
Adventurous series about explorer
and Indian fighter, Pierre Radidson,
during the pioneer days of the 17th
Century. Complete with Indian fights,
(Continued on Page 49)
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Ever ready to lead the way, CNP now brings you the LIFE OF RILEY —
the only off-network program in all television history to carry with it a twin
record of network triumph and syndicated success! As a network attraction
of five years standing, RILEY averaged a Nielsen AA rating of 27.8. During
that same period, unlike others who’ve flashed on the networks and flopped
in syndication, RILEY ranked as Number One syndicated show on the air!

Bill Bendix, starring as Riley, is beloved by audiences from poll to poll. In
the Home Testing Institute’s nationwide popularity audit for 1958, Bill rated
ahead of such well-known TV personalities as Burns & Allen, Jackie Cooper,

Jackie Gleason and Robert Young.

To get the best laughs on your station (and the last laugh on your competi-
tion) the LIFE OF RILEY is the life for you!

NBC TELEVISION FILMS-A DIVISION OF

CALIFORNIA NATIONAL PRODUCTIONS, INC.



Symbol
of fine
television

films

OFFICIAL
FILMS
INC.

The Adventures of Robin Hood — Network
The Adventures in Sherwood Forest — Syndication
The Buccaneers

Sword of Freedom

The Big Story

Decoy

My Little Margie

Star Performance

The American Legend

Trouble With Father

The Star And The Story

Dateline Europe

Overseas Adventure

Cross Current

Rocky Jones, Space Ranger

My Hero

Colonel March of Scotland Yard

The Hunter

Willy

The Scarlet Pimpernel

NEW YORK « ATLANTA
BEVERLY HILLS ¢ CHICAGO
CINCINNATI » DALLAS « FAYETTEVILLE
FT. LAUDERDALE * MINNEAPOLIS
SAN FRANCISCO « ST. LOUIS



(Continved from Page 45)

pirates, hunts and intrigues among

the French, Dutch and English, and

Indian tribes.

Running Time: 30 minutes.

Cost: On request.

Number Available: 26.

Produced by: CBC.

Distributed by: [ akeside TV Co., Inc.

Submiitted by: l.akeside TV Co., Inc.,
1465 Broadway, N. Y. C. 36.

Adventures of a Jungle

Boy
New TV series filmed entirely in
East Africa and starring Michael Carr
Hartley. Warm human-interest stories
revolving around the life of a 13-
year-old boy who lives in the jungle
with his animal friends. A new ad-
venture each week. Available in either
black & white or color.
Running Time: 30 minutes.
Cost: On request.
Number Available: 3.
Produced by: Kenya Productions, 1.td.
Distributed by: Gross-Krasne, Inc.
Submiitted by: Gross-Krasne, Inc.,
5420 Melrose Ave., Hollywood
38, Calif.

Caribbean Adventure
New TV series starring John How-
ard, presenting a complete adventure
each week. Filmed on Caribbean lo-
cations. Thrilling sailing shots. Basic
plots revolve around daring deeds
performed by principal character, an
electronics scientist performing top-
secret research in the Caribbean.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: Film Studios (Bermuda)
Ltd.
Distributed by: Gross-Krasne. Inc.
Submitted by: Gross-Krasne, Inc.,
5420 Melrose Ave., Hollywood
28, Calif.

African Patrol
New TV series in 39 episodes star-

ring John Bentley, filmed entirely in
East Africa. Authentic backgrounds
for exciting stories of East African
police work in action. Pursuit of crim-
inals takes viewers into never-before-
filmed African areas. Unusual wild
animal photography.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Kenya Productions. I.td.
Distributed by: Gross-Krasne, Inc.
Submitted by: Gross-Krasne, Inc.,

5420 Melrose Ave., Hollywood

38, Calhf.

The Clyde Beatty Show
Each half-hour has a dramatic cli-
max and re-creates the thrilling ex-
periences of Clyde Beatty’s circus per-
formances, his big game hunts into the
African jungle, and his triumphant
tours of Europe. Individual episodes
present incidents from all these back-
grounds, and each combines the vi-
olence of his ferocious big cats, with
the human stories of the circus and its
people. In color and black & white.
Running Time: 30 minutes.
Cost: On request.
Number Available: Four.
Produced by: Walter White, Jr.
Suhmitted by: Commodore Produc-
tions & Artists, Inc., 6636 Holly-
wood Blvd., Hollywood 28, Calif.

RADIO-TELEVISION DAILY

Perils of the Jungie
On an African safari with his friend

Grant, Clyde Beatty plans to buy lions
from Jo Carter but her animals are
wiped out by fire. The fire scene and
others show Beatty in great danger,
once when confronted by a wild goril-
la which he captures and another
which he is compelled to kill. They
are captured by a fierce tribe of war-
riors but later escape while the natives
are preparing to put them to death.
Running Time: 60 minutes.
Cost: On request.
Number Available: One.
Produced by: Walter White, Jr.
Submitted by: Commodore Produc-

tions & Artists, Inc.. 6636 Holly-

wood Blvd., Hollywood 28, Calif.

1 Search for Adventure
A spectacular half-hour series of
TV adventure films with Jack Doug-
las presenting the colorful men and
women who lived these actual experi-
ences.
Running ‘Time: 30 minutes.
Cost: On request.
Nnmber Available: 52.
Produced by: Jack Douglas.
Distributed by: George Bagnall & As-
sociates, Inc., 8827 Olympic
Blvd., Beverly Hills, Calif.

Waterfront
Adventure series laid in the Wil-
mington Harbor of los Angeles.

Preston Foster stars as Cap'n John,

the skipper of a tugboat. His contacts

with harbor activities and foreign

ships make for exciting, adventurous

stories.

Running Time: 30 minutes.

Cost: $25.000 per episode.

Number Available: 78.

Produced by: Roland Reed Produc-
tions, Inc.

Distributed by: M.C.A.

Wanderlust
Audience tahen on travels to all
corners of the world, including the
lively playgrounds, historic cities, na-
tional parks. A go-places and see-
things series. In color and black &
white.
Running Time: 25 minutes.
(C'ost: On request.
Number Avanable: 39.
I'rod;lced by: Bill Burrud Productions,
ne.
Distributed by: Major Television Pro-
ductions, Inc.
Submitted by: Major Television Pro-

ductions, Inc., 1270 6th Ave.,
N. Y. C. 20.
Treasure

Documentary of actual buried pi-
rate loot, hidden wealth, sunken ships
and lost mines. Filmed on the exact
treasure arca, complete with maps, re-
search and clues. Built on everyone's
dreams of finding lost or hidden trea-
sure.  Locales from Nova Scotia’s
mysterious money-pit to the treasure
sands of Tortuga. In color and black-
&-white,

Running Time: 25 minutes.

Cost (complete): On request.

Numiber Available: 39.

Produced by: Bill Burrud Produc-
tions, Inc.

Distributed by: Major Television Pro-
ductions, Inc./George Bagnall &
Associates, Inc.

Submitted by: Major Television Pro-

FILM ADVENTURE

ductions, Inc., 1270 6th Ave..
N.Y.C./George Bagnall & Asso-
ciates, Inc.. 8827 Olympic Blvd.,
Beverly Hills, Calif.

Walter Winchell File

Dramatizations of top news events
and stories covered by the famed col-
umnist.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Desilu Productions.

Distributed by: National Telefilm As-
sociates.

Submitted by: NTA., 10
Circle, N.Y.C. 19.

Columbus

Adventures of
William Tell

Dramatizations based on the excit-
ing and valiant exploits of the legend-
ary Swiss hero.

Running Time: 30 minutes.
Cost: On request.
Number Available: 39.

Produced by: Incorporated Television
Programme Company, Ltd.
Distributed by: National Telefilm As-

sociates, Inc.
Submitted by: NTA, 10
Circle, N.Y.C. 19.

Columbus

High Road to Danger
True adventures experienced by
stafl cameramen sent all over the
world to photograph people involved
in dangerous occupations or experi-
ences. Hosted and narrated by Holly-
wood personality—Steve Brodie. with
cameramen appearing as his guest to
discuss their assignments. Twenty-six
episodes are available in color.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: John A. Ettlinger.
Distributed by: Medallion 1V Enter-
prises, Inc.

Submitted by: Medallion TV. 6000
Sunset  Blvd.., Hollywood 28,
Calif.

Adventure Album
Series dealing with hunting, fishing,
and wildlife over the entire world.
Running Time: 15 minutes.
Cost: On request.
Number Available: 26.
Produced by: Tobey Anguish.

Distributed by: Interstate Television
Corporation.

Submitted by: Interstate Television
Corporation, 445 Park Ave.,
N.Y.C. 22.

Bob Considine
on the Battieline

Dramatization of the great war
battles of the 20th Century with Bob
Considine, INS news correspondent,
as the host-narrator.
Running Time: 30 minutes.
Cost: On request.
Numntber Available: Pilot.
Produced by: Hal Roach Studios.
Distributed by: Hal Roach Studios.
Submitted by: Hal Roach Studios,

Culver City, Calif.

Landmark
An anthology-type program depict-
ing the stories behind the landmarks
of this country—whether a plaque on
a highway or a buoy in a far-flung
port. i
Ruuning Time: 30 minutes.

Cost: On request.

Number Available: Pilot.

Produced by: Hal Roach Studios.

Submitted by: William Morris.
Roach Studios, Culver
Calif.

Mark of the Grizzly
(The Silver Eagle—
Mounty)

The dangers. thrills and suspense of
America’s last frontier for adventure
—the great Northwest. Thrilling ac-
tion-dramas with all the horse-appeal
of the Westerns—plus the dangers of
the great lone land, Canada, patrolled
by Sgt. Jim West and his giant trail-
mate, Joe Bideaux. This is adventure
keyed to the pace of today with all
the unrestricted fury of the past. Over
150 stories already prepared.
Running Time: 30 minutes.

Cost: On request.
Numther Available: Pilot—39 in prep-

Hal
City,

aration. (Color and black &
white).

Produced by: James E. Jewell, Jewel
Radio and Television Produc-
tions.

Distributed by: Jewell Radio and

Television Productions.

Submitted by: Jewell Radio and Tele-
vision Productions, 540 N. Mich-
igan Ave., Chicago 11, Il

Red Light and Siren

Based on the files of the Los An-
geles County Sherifi's Department.
Running Time: 30 minutes.

Cost: On request.

Number Available: Pilot.

Produced by: Hal Roach Studios.

Submitted by: Hal Roach Studios,
Culver City, Calif.

The Tall Man

Michaei Rennie portrays a crime
investigator during the post-Civil War
West. His activities cover both the
East and West and include tracking
down western gunmen or metropoli-
tan racketeers.
Running Time: 30 minutes.
Cost: On request.
Number Available: Pilot.
Produced by: Hal Roach Studios.

Submitted by: Ashley Steiner. Hal
Roach Studios, Culver City,
Calif.

Dateline Europe

The adventures of a newspaperman
in the trouble-filled cities of Europe.
Jerome Thor stars. (Formerly “For-
eign Intrigue.”)

Running Time: 30 minutes.

Cost: On request.

Number Available: 78.

Produced by: Sheldon Reynolids.

Distributed by: Official Films, Inc.

Submitted by: Official Films, Inc., 23
W. 45th St., N.Y.C. 36.

Overseas Adventure

The series that established and
maintains the pattern for intriguing
drama. Formerly “Foreign Intrigue.”
James Daly stars.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Sheldon Reynolds.

Distributed by: Official Films, Inc.

Submitted by: Official Films, Inc., 25
W. 45th St., N.Y.C. 36.

(Continued on Page 53)
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DESCRIPTION Dramatic, fast-moving, authentic...“San Francisco Beat” is syndi-
cation’s most-wanted police-in-action show. Distinguishing features include Desilu’s
expert on-location production and the continuous sales ammo provided by an arsenal
of 113 available half-hours, with more in the works!

RECORD “San Francisco Beat” is hot in Philadelphia (top evening syndicated show
in the market); tops all competing programs in such areas as Cleveland, Youngstown,
Ft. Wayne, Chattanooga, San Francisco and Scranton-Wilkes Barre. On the CBS
Television Network, under another name (“The Line-Up”), the program has been a
steady audience-winner since the first broadcast. It’s consistently the number one
show in its time period, outranking all competition.

CAUTION When last seen “San Francisco Beat” was hauling in local loot for such
advertisers as Piel Bros., Seven-Up, Procter & Gamble, National Biscuit, Bristol-
Myers, Socony Mobil, Household Finance, General Electric and others. Extreme care
should be taken to capture this series for your market. Contact...

CBS TELEVISION FILM SALES, INC.
@ “...the best film programs for all stations”

NEW YORK, CHICAGO, LOS ANGELES, DETROIT, BOSTON, ST. LOUIS,
SAN FRANCISCO, DALLAS, ATLANTA. IN CANADA: S.W. CALDWELL, LTD.

Sources: Nielsen, Prlse & ARB
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...that NTA has some of the best syndicated TV programs of the year! A close-up of the syndicated TV
shows offered by NTA this year reveals some of the most exciting shows of the season. Whichever type you prefer—
action, adventure, mystery or variety—you'll find the most outstanding ones at NTA. So study these proofs...and then

order the thirty-nine prints available now in each series! NATIONAL TELEFILM ASSOCIATES, INC.
Coliseum Tower, 10 Columbus Circle, N. Y. 19, N. Y., JUdson 2-7300
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Cross Current

Suspense-filled “cloak and dagger”
stories, filmed abroad. Originally pre-
sented as “Foreign Intrigue.” Gerald
Mohr stars.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Sheldon Reynolds.

Distributed by: Official Films, Inc.

Submitted by: Officia! Films, Inc., 25
W. 45th St., N.Y.C. 36.

The Adventures of the
Scarlet Pimpernel

Swashbuckling, adventure - filled
stories of one of literature’s most
famous heroes, set in the dangerous
times of the French Revolution. Star-
ring Marius Goring.

Running Time: 30 minutes.

Cost: On request.

Number Available: 18.

Produced by: Harry Alan Towers.

Distributed by: Official Films, Inc.

Submitted by: Ofiicial Films, Inc., 25
W. 45th St.. N.Y.C. 36.

The Hunter

Barry Nelson and Keith Larsen star
as  American adventurers with a
genius for disguise — outwitting the
most ruthless masterminds behind the
Iron Curtain,

Running Time: 30 minutes.

Cost: On request.

Number Available: 26.

Produced by: Edward J. Montagne.

Distributed by: Official Films. Inc.

Submitted by: Official Films, Inc., 25
W. 45th St., N.Y.C. 36.

Sword of Freedom

Rousing adventures of Marco del
Monte — patriot, artist, swordsman,
lover who fights for the Free Republic
of Florence, Italy, during the intrigue-
fraught period of the Renaissance,
when the House of Borgia ruled Flor-
ence with an iron hand. Edmund Pur-
dom stars.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39,

Produced by: Sapphire Films, Ltd.

Distributed by: Official Films, Inc.

Submitted by: Official Films, Inc., 25
W. 45th St.,, N.Y.C. 36.

The Adventures in
Sherwood Forest

The thrilling exploits of Robin
Hood and his merry band in Sher-
wood Forest, as they fight for right
in a troubled land. Starring Richard
Greene.

Running Time: 30 minutes.

Cost: On request.

Number Available: 143.

Produced by: Sapphire Films, Ltd.

Distributed by: Official Films, Inc.

Submitted by: Official Films, Inc., 25
W. 45th St.,, N.Y.C. 36.

Jungle

Traces the fight for survival of ani-
mals throughout the world. The theme
is that the whole world is a jungle,
whether it be in Africa, the Arctic or
the Himalayas.
Running Time: 15 minues.
Cost: On request.
Number Available: 65
Produced by: Radio TV Packagers and

Sterling TV Co., Inc.

RADIO-TELEVISION DAILY

Distributed by: Sterling TV (Fremantle
of Canada Ltd.. in Canada, and
Fremantle Inc.. in the overseas
markets.)

Submitted by: Sterling TV, 6 E. 39th
St., N.Y.C.

Biff Baker, USA

Suspenseful. intriguing drmas films
in the romatic cities of the world. Alan
Hale, Jr. and Randy Stuart play a
typical American couple who run the
gauntlet of thrills and danger.
Running Time: 30 minutes.

Cost: On Request.

Number Available: 26

Produced by: Revue Productions.

Distributed by: MCA TV, Ltd.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C.22.

United States Border
Patrol

Adventures of the law enforcement
agency empowered to act on land, sea,
and in the air, both at home and
abroad, made with the cooperation of
Immigration and Naturalization Serv-
ice, Department of Justice.

Running Time: On request.

Nuntber Available: Pilot.

Produced by: Sam Gatlu Productions,
Inc.

Distributed by: CBS TV Film Sales,

Inc.
Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

Silent Saber

Adventures based on the life of
Benjamin Tallmadge, chief intelligence
office for George Washinaton, are ex-
citin gclose-ups of the upheaval and
drama in the tense days of the found-
ing of our nation.

Running Time: 30 minutes.

Cost: On request.

Number Available: Pilot.

Produced by: Edward J. Montagne.

Distributed by: CBS TV Film Sales,
Inc.

Submitted by: CBS TV Film Sales, 485
Madison Ave.. N.Y.C. 22.

Adventure Today

Ray Forrest presents great film sto-
ries about the world today. Using his
own camera, he takes us along as he
goes under the sea to explore wrecks,
on a bombing run in a dive bomber,
under water to a coral reef, diving in
a submarine, etc.

Running Time: 30 minutes.

Number Available: 26.

Produced by: Sterling TV Co.. Inc.

Distributed by: Sterling TV Co., Inc.

Submitted by: Sterling TV, Co., Inc.,
6 E. 39th St., N.Y.C.

Assignment
Foreign Legion
Action with the Foreign Legion in
their military exploits and in the pri-
vate lives of various Legionnaires—as
told by Merle Oberon, playing a jour-
nalist assigned to the Legion.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: Anthony Bartley.
Distributed by: CBS TV Film Sales,
Inc.
Submiitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

FILM ADVENTURE

Sheena,
Queen of the Jungie

Crisp modern stories of a jungle
queen who fights for jungie justice,
pitting her strength. wits and jungle
know-how against wild animals, re-
vengful natives, and greedy traders.
Running Time: 26:20.

Cost: On request.

Number Available: 26.

Produced by: Nassour Studios.

Distributed by: ABC Film Synd., Inc.

Submitted by: ABC Film Synd., 1501
Broadway, N.Y.C. 36.

The Gray Ghost

Civil War scries based on exploits of
Colonel Singleton Mosby. Confederate
Cavalry leader. Based on “Gray Ghosts
and Rebel Raiders™ by Virgil Carring-
ton Jones, noted historian.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Lindsley Parsons Pro-
ductions, Inc.

Ddistributed by: CBS TV Films Sales,
Inc.

Submiitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

The Adventure of
Jim Bowie
Stories of an American pioneer
(played by Scott Forbes) torn from a
brilliant page of history, the era be-
tween the Louisiana Purchase and the
Mexican War. Hero battles injustice
from the elegant salons of New Or-
leans to the arid badlands of Texas.
Running Time: 26:20.
Cost: On request.
Number Available: 76.
Produced by: Louis F. Edelman.
Distributed by: ABC Film Synd., Inc.
Submiitted by: ABC Film Synd., 1501
Broadway, N.Y.C. 36.

Whirlybirds
Series featuring two operatives of a
helicopter charter service who get in-
volved in various adventures from fly-
ing circuses to forest fires. Stars will
participate in commercials.
Running Time: 30 minutes.
Cost: On request.
Number Available: 78.
Produced by: Gayle Gitterman-Desilu
Productions Inc.
Distributed by: CBS TV Film Sales,
Inc.
Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

Waterfront

Preston Foster turns in one of his
greatest performances in these dock-
side dramas with a family background.
Realistically filmed in picturesque Los
Angeles harbor.

Running Time: 30 minutes.

Number Available: 78.

Produced by: Roland Reed Prods.

Distributed by: MCA TV, Litd.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

Navy Log
Dramatized adventures of real inci-
dents in Navy annals with cooperation
of U.S. Navy and prominent figures on
the national scene.
Produced by: Sam Gallu Productions,
Running ‘Time: 30 minutes.
Cost: On request.
Number Available: 117.
Inc.
Distributed by: CBS TV Film Sales,
Inc.

Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

State Trooper

Complete dramatized stories, star-
ring Rod Cameron, of state police
cases, based on actual police files. Ac-
tion takes place in the State of Nevada,
and is dramatized from the true cases
in the files of the Nevada State Police.
Combines adventure with suspense and
drama.
Running Time: 30 minutes.
Number Available: 78.
Produced by: Revue Productions.
Ddistributed by: MCA TV, Ltd.
Submitted by: MCA TV, 598 Madison

Ave., N.Y.C. 22.

Three Musketeers
An exciting series of swashbuckling
adventures. Thrilling dramas based on
the unforgettable characters and situ-
ations created by the immortal Alex-
ander Dumas. A timeless story of love
and adventure set against colorful
panoramic background of early 17th
Century Europe.
Running Time: 26:20.
Cost: On request.
Number Available: 26.
Produced by: Thetis Film.
Distributed by: ABC Film Synd., Inc.
Submitted by: ABC Film Synd., 1501
Broadway, N.Y.C. 36.

Soldiers of Fortune
A hard-hitting adventure drama set

in the world’s exotic backgrounds.
John Russell and Chick Chandler por-
tray a pair of swashbuckling adventur-
ers who court danger in far-away
places.
Running Time: 30 minutes.
Number Available: 52.
Produced by: Revue Productions.
Distributed by: MCA TV, L.td.
Submitted by: MCA TV, 598 Madison

Ave., N.Y.C. 22.

Flash Gordon

Based on the famous comic strip
character who has appeared in major
newspapers since 1934, and was filmed
in Germany amid the ruins of World
War 1. Flash and his familar asso-
ciates, Dale and Dr. Zharkov, patrol
the universe. protecting our galaxy and
universe from natural and man made
disasters.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: International Continen-
tal TV Films.

Distributed by: Guild Films Co., Inc.,
460 Park Ave., N.Y.C. 22.

Passport to Danger
Ceasar Romero stars in fast-paced
adventure of a diplomatic courier who
circles the globe on vital government
missions. Each show is set in a news-
making city of the world, such as
Paris. Budapest or London, against
authetic foreign backgrounds.
Running Time: 26:20.
Cost: On request.
Number Available: 39.
Produced by: Hal Roach, Jr., Rabco
TV Productions.
Distributed by: ABC Film Synd., Inc.
Submitted by: ABC Fiim Synd., 1501
Broadway, N.Y.C. 36.

Man Behind the Badge

As host and narrator, Char]es Bick-
ford takes viewers on true-life cases
(Continued on Page 55)
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with courageous law enforcement offi-

cers. Taut, first-run dramas filmed ex-

pressly for syndication following a

tremendous network stint.

Running Time: 30 minutes.

Number Available: 39.

Produced by: Bernard Prockter.

Distributed by: MCA TV, Lud.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

Captain David Grief

Action-adventure series based on the
fictional character created by Jack
London. Filmed in the South Seas,
program stars Maxwell Reed in the
title role. Available in color or black
& white.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Guild Films Co., Inc.

Distributed by: Guild Films, 460 Park
Ave., N.Y.C. 22.

I Spy

Colorful adventures of history’s no-
torious spies whose intrigues changed
the outcome of wars. Each tale is told
in a dramatic semi-documentary tech-
nique. Raymond Massey, who stars as
Anton the spy master, introduces each
episode.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Guild Films.
Distributed by: Guild Films Co., Inc.
Submitted by: Guild Films, 460 Park

Ave., N.Y.C. 22.

The Michaels in Africa
Authentic adventures of George
Michael, famed white hunter, and his
family on safaris. Shot in color in
Rhodesia, East Africa, Equatorial
Africa and the Kalahari Desert.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39,
Produced by: Guild Films.

Crusader Rabbit

There are 260 brand-new animated
Crusader Rabbit cartoons in full color,
appealing to both children and adults,
and featuring the amusing and sus-
penseful adventures of Crusader Rab-
bit, Rags the Tiger, Garfield Ground-
hog, Dudley Nightshade and all of the
old favorites plus many new ones.
Also 195 episodes of the original series
in black & white.

Running Time: Various.

Cost: On request.

Number Available: 455 episodes: 260
new color series, plus 195 original
black & white series.

Produced by: Capital Enterprises —
TV Spots, Inc. (animation).

Distributed by: Regis Films.

Submitted by: Regis Films, 1037 N.
Cole Ave., Los Angeles 38, Calif;
612 N. Michigan Ave., Chicago,
Ill.; 8 E. 52nd St., N. Y. C.

Lawrence Fechtenberger
—Space Cadet

An animated cartoon, to be used
either in series form or as separate en-
tertainments, depicting the adventures
of Cadet Lawrence Fechtenberger of
the Interstellar Space Academy. Color
or black & white.

Running Time: 5 minutes.

Cost: $3,900 per episode.

Number Available: One pilot.

Produced by: Goulding-Elliott-Graham
Productions, Inc.

Distributed by: Goulding-Elliott-Gra-
h_a;m. 420 Lexington Ave., N.Y.C.
17.

Cartoon Carnival
Includes Academy Award-winning
George Pal Puppetoons, Noveltoons,
Screen Songs, Animated Antics, etc.
Running Time: 6 to 10 minutes.
Cost: On request.
Number Available: 281.

Distributed by: National Telefilm As-
sociates, Inc.
Submitted by: NTA,

Circle, N.Y.C. 19.

Betty Boop
The popular Betty Boop in exciting
stories for Kids and adults alike.
Running Time: 6 to 8 minutes.
Cost: On request.

10 Columbus

RADIO-TELEVISION DAILY

Number Available: 106.

Distributed by: National Telefilm As-
sociates, Inc.
Submitted by: NTA, 10 Columbus
Circle, N.Y.C. 19.

Littie Lulu

One of America’s most lovable car-
toon characters in exciting adventures.
Running Time: 7 to 9 minutes.
Cost: On request.

Number Available: 26.

Distributed by: National Telefilm As-
sociates, Inc.
Submitted by: NTA,

Circle, N.Y.C. 19,

Whimseyland Cartoons

Animated comedy cartoons.
Running Time: 6-8 minutes.

Cost: On request.

Number Available: 150.

Produced by: Various.

Distributed by: Cinema-Vue Corp.

Submitted by: Cinema-Vue Corp., 245
W. 55th St., N.Y.C. 19

The Kertencalls

An animated soap opera depicting
the adventures of Paul and Cecile
Kertencall and their search for ro-
mance and security. Color or black &
white.

Running Time: 5 minutes.

Cost (complete): $3,900 per episode.

Number Available: Five pilot films.

Produced by: Goulding-Elliott-Gra-
ham Productions, Inc.

Distributed by: Goulding-Elliott-Gra-
ham Productions, Inc.

Submitted by: Goulding-Elliott-Gra-
ham, 420 Lexington Ave., N.Y.C.
Medallion Cartoon

Package

Thirty-five cartoons (four in color)
consisting of six Paddy Pelicans, three
Grandpop Monkeys, six Homer Fox’s,
etc.

Running Time: 6 to 8 minutes.

Cost: Library basis.

Number Available: 35,

Produced by: Various.

Distributed by: Medallion TV Enter-
prises, Inc., Medallion TV, 6000
Sunset Blvd.,, Hollywood 28,
Calif.

Spunky And Tadpole

Cartoons with a fresh, up-to-date
approach. Spunky. a lad of about

10 Columbus

FILM ADVENTURE

FILM CARTOONS

Distributed by: Guild Films Co., Inc.
Submitted by: Guild Films, 460 Park
Ave., N.Y.C. 22.

Federal Men

Thrill-packed dramas based on ac-
tual cases from the files of the U.S.
Treasury Department. First-run-off-
the-network after a sensational five-
year national sponsorship as “Treasury
Men in Action.”

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Pyramid Productions.

Distributed by: MCA TV, Ltd.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

Headline

Mark Stevens portrays crusading
editor, Steve Wilson, in this series that
played the network as “Big Town.”
High-budget documentary-style shows
filmed on location at the Los Angeles

Times.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Gross-Krasne.

Distributed by: MCA TV, Ltd.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

Crusader

Brian Keith portrays an adventurer
whose passion for justice takes him to
the romatic corners of the world. Long
a nationally-sponsored network favo-
rite, these film dramas are now being
offered for syndication for the first
time.

Runnping Time: 30 minutes.

Cost: On request.

Number Available: 52.

Produced by: Richard Lewis-Revue
Productions.

Distributed by: MCA TV, Ltd.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

seven, and Tadpole, a real live teddy
bear—not very bright — but loyal.
These cliff-hangers are available in
color or black & white.
Running Time: 5 minutes.
Cost: On request.
Number Available: 150.
Produced by: Beverly Hill Production,
Distributed by: Guild Films Co.. Inc.
Submitted by: Guild Films, 460 Park

Ave,, N.Y.C.

Daffy Doodle

Series combines original first-run
animated cartoons with live action.
Daffy Doodle, the star, is a live model
bird with a pen-like beak who turns
doodles into animations with a sur-
prise ending. Supporting in the cast is
Daffy's pal Jack (Jack Gray) and his
girl Pat (Pat Parker).

Running Time: 5 minutes.

Cost: On request.

Number Available: 13.

Produced by: Ted Eshbaugh Studios,
Inc.

Distributed by:
tional.

Submitted by: Televisual-Internation-
al, 109 W. 64th St,, N.Y.C.

Terrytoons

Bright, gay characters in original
stories and adaptation of children’s
classics.

Running Time: 6-8 minutes.

Cost: On request.

Number Available: 198.

Produced by: Paul Terry.

Distributed by: CBS TV Film Sales.

Submitted by: CBS TV Film Sales,
485 Madison Ave., N.Y.C. 22.

Story Cartoons

Story cartoons in full color, 100
per cent fully animated. Each one
a delightful story in itself. An adven-
ture of charm, fantasy and magic.
Running Time: 10 minutes.
Cost: On request.
Number Available: On request.
Produced by: Sterling TV Co., Inc.
Distributed by: Sterling TV Co., Inc.
Subimtted by: Sterling TV, 6 E. 39th

St., N.Y.C.

Looney Tunes
Well-known one-reel cartoons pro-
duced originally by one of Holly-
wood’s major studios. They comprise

Televisual-Interna-

the award-winning library of Leon

Schlesinger’'s Looney Tune cartoon

characters—Porky Pig, Daffy Duck,

Buddy, and others. Cartoons are un-

derscored by an 85-piece orchestra.

Running Time: 62 minutes.

Cost: On request.

Number Available: 191.

Produced by: Sunset Productions, Inc.

Distributed by: Guild Films Co., Inc.

Submitted by: Guild Films, 460 Park
Ave., N.Y.C.

Merrie Melodies and
Looney Tunes
One- and two-reel cartoons featur-
ing Bugs Bunny, Daffy Duck, Porky
Pig, Tweety, Elmer Fudd, Syivester,
Sniffles, Pepe le Pew.
Running Time: 10 minutes.
Cost: On request.
Number Available: 337.
Produced by: Warner Bros.
Distributed by: Associated Artists Pro-
ductions.
Submitted by: AAP, 345 Madison
Ave., N.Y.C. 22,

Popeye
One- and two-reel cartoons dealing
with the adventures of Popeye and
his friends.
Running Time: 10 minutes.
Cost: On request.
Number Available: 234,

Produced by: Paramount Pictures
Corp.

Distributed by: Associated Artists Pro-
ductions.

Submitted by: AAP, 345 Madison
Ave.,, N.Y.C. 22.

Walter Lantz Cartoons
These Academy Award-winning car-
toons feature such fantasy characters
as Oswald the Rabbit; Poochie the
Pup; and Meany, Miny & Moe. Car-
toons are grouped so they can be
programmed in a variety of ways.
Running Time: 6%2 minutes.
Cost: On request.
Number Available: 179
Produced by: Walter Lantz.
Distributed by: Guild Films Co., Inc.
Submitted by: Guild Films, 460 Park
Ave, N.Y.C.
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Gumby

A stop-motion animation which en-
ters a wonderworld of plastic charac-
ters who change their shape and can
enter moppet realms of magic and the
West. Produced in color.
Running Tinte: Various.
Cost: On request.
Number Available: 22,
Produced by: Clokey Films.
Distributed by: Victory Program Sales.

Submitted by: California National
Productions, 663 Fifth Ave.,
N. Y. C. 22.

Animaland

Wild animals talk and act their way
through fantasies, yet it's filmed from
real-life. Each animal is a “character”
with a personality and appeal that
every child understands and loves.
There's Christopher Kangaroo. Mrs.
Possum, Mayor Frog and a forest full
of other animal actors.

Running Time: Average, four minutes.

Cost: On request.

Number Available: Continuous.

Produced by: Telescene Film Produc-
tions Co.

Distributed by: Telescene Film Pro-
ductions Co.

Submitted by: Telescene Film Produc-
tions Co., 287 10th Ave., N. Y. C.

Jim & Judy in Teleland
A narrated cartoon series, in which
a little boy and girl climb into the TV
sel, participating in exciting adven-
tures. ‘Tney take a trip through space
in a flying saucer, act as junior FBI
agents, capture pirates and hunt wild
animais all over the world.
Running Time: 5 minutes.
Cost: On request.
Number Avaitanfe: 52.
I'roduced. by: Television Screen Pro-
ductions, Inc.
Distributea vy: Television Screen Pro-
ductions, Inc.
Submitted by: Television Screen Pro-

ductions, lInc., 1/ E. 45th St.,

N.Y.C. 17.

The Adventures of
Blinkey

Blinkey is a boy who, by the twist
of a magic ring or a sprinkling of
magic powder, becomes a marionette
in the land of fantasy, peopled by
a host of amazing and imaginative
characters.

Running Time: 15 minutes.

Cost: On request.

Number Available: 26.

Produced by: Murray King-Blinkey
Productions, Inc.

Distributed by: Interstate Television

Corporation.
Submitted by:

Corporation,

N.Y.C. 22.

Hans Christian Andersen
Tales

Dramatizations of Andersen’s fairy

tales done on location amid beautiful

Danish countryside. Background mu-

sic by a 67-piece orchestra.

Running Time: 30 minutes.

Cost: On request.

Number Available: 26.

Produced by: Interstate Television

Interstate Television
445 Park  Ave.,

Corporation.

Distributed by: Interstate Television
Corporation.

Submitted by: Interstate Television
Corporation, 445 Park Ave.,
N.Y.C. 22.

Punch & Trudy
A  modern-day adventure story,

with live juvenile actors, story lines
that are readily acceptable to children
from four to 16 years of age.
Running Time: |15 minutes.
Cost: $100 to $500 for entire series.
Number Available: Six.
Produced by: Riviera Productions.
Distributed by: Riviera Productions.
Submiitted by: Riviera Productions, 29
Miraleste  Plaza. San Pedro,
Calif.
Our Gang Comedies
Here are all the characters who
have already become so popular on
TV, in brand-new adventures your au-
dience has never seen before. Featur-
ing Spanky. Alfalfa, Froggy, Buck-
wheat, Butch and Darla.
Running Time: 1] minutes.
Cost: On request.
Number Available: 52.
Produced by: Metro-Goldwyn-Mayer.
Distributed by: MGM-TV.
Submitted by: MGM-TV, 1540 Broad-
way, N.Y.C. 36.

Jingle Dingle’s
Christmas Party
A special for Christmas. The Sprite
of Good Cheer—hop aboard the Jingle
Dingle Express for an hour’s excursion
into Frosty Fantasyland. Visit Santa’s
little elves. Dance with his puppets,
slide down the North Pole into your
living room with Jingle Dingle and his
little friends.
Running Time: 60 minutes.
Cost: On request.
Number Available: One.
Produced by: Cinema-Vue Corp.
Distributed by: Cinema-Vue Corp.
Submitted by: Cinema-Vue Corp., 245
W. 55th St.. N.Y.C. 19.

His Honor, Homer Bell

Gene Lockhart portrays the lovable
judge and attorney, whose household
never stops rocking with the antics
of Casey, his 15-year-old niece, and
Maude, his quick-witted housekeeper.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39,

Produced by: Galahad Productions.

Distributed by: Victory Program
Sales.

Submitted by: California National
Productions, 663 Fifth Ave.,
N. Y. C. 22.
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Glencannon
A new TV series starring Thomas
Mitchell and based on the highly suc-
cessful stories originally published in
The Saturday Evening Post. A dif-
ferent adventure each week relates
the highly humorous shenanigans of
Glencannon, chief engineer of the
creaky old freighter “Inchcliffe
Castle.” Filmed on world locations.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Gross-Krasne, Ltd.
Distributed by: Gross-Krasne, Inc.
Submitted by: Gross-Krasne, Inc.,
5420 Melrose Ave., Hollywood
38, Calif.

FILM CHILDREN'S PROGRAMS

The Ray Forrest Show
A variety of film subjects for the
whole family. Ray Forrest stars.
Running Time: 30 minutes.
Cost: On request.
Number Available: 52.
Produced for: Sterling Television Co.,
Inc.
Distributed by: Fremantle of Canada,
1.td.
Submitted by: Fremantle of Canada,
Ltd.. 17 Dundonald St., Toronto
S, Ontario.

The Kitty Kooke Show

An entertaining as well as instruc-
tive approach to food for young view-
ers ages nine to 14. Kitty Kooke,
hostess, demonstrates the day's food
features to her viewers, adding an in-
formative commentary about culinary
matters. During show. film sequences
of many subjects serve for quiz ses-
sions. Includes contests, guests and
puppet personality.

Running Time: 30 minutes.

Cost: On request.

Number Available: Unlimited — live
and film.

Produced by: Maurice H. Zouary TV-
Film Productions.

Submitted by: Maurice H. Zouary TV-
Film Productions. 333 W. 52nd
St, N.Y.C. 19.

Animai Crackers

A group of fascinating animal films
produced especially for the younger
fry. The stories are all about animals,
with the animal itself one of the cen-
tral characters of the story.
Running Time: 10 minutes.
Cost: On request.
Number Available: 60.
Produced by: Sterling TV Co.
Distributed by: Sterling TV Co.
Submitted by: Sterling TV, 6 E. 39th

St, N.Y.C.

Streamlined Fairy Tales
Children’s programs done in partial
animation with clever sound track.
Features well-known fairy tales done
in modern dress. Available on per-run
or library basis.
Running Time: 15 minutes.
Cost: On request.
Number Available: 13.
Produced by: Harry S. Goodman Pro-
ductions.
Distributed by: Harry S. Goodman.
Subniitted by: Harry S. Goodman, 19
E. 53rd St., N.Y.C. 22.
Animal Parade
Series of delightful stories about un-

usual animals.
Running Time: 15 minutes.

Cost: On request.

Number Available: 26.

Produced by: Artransa Pty.. Ltd.

Distributed by: Fremantle Interna-
tional. Inc. (in overseas markets).

Submiitted by: Fremantle International,
366 Madison Ave., N.Y.C. 17.

Jump Jump of Holiday
House

Children’s programs feature Mary
Hickox in a role similar to that of
Fran Allison of “Kukla, Fran & Ollie.”
Her friends are a group of puppets
who enact famous fairy tales. Plenty
of Holiday House merchandise avail-
able for promotion-minded sponsor.
Running Time: 15 minutes.
Cost: On request.
Number Available: 65.
Produced by: Harry S. Goodman Pro-

ductions.

Distributed by: Harry S. Goodman.
Submitted by: Harry S. Goodman, 19

E. 53rd St, N.Y.C. 22.

Animated Fairy Tales
Classic children’s stories presented
in the unique style of Lotte Reiniger.
Running Time: 15 minutes.
Cost: On request.
Number Available: 23.
Produced by: Primrose Productions.
Distributed by: Fremantle Interna-
tional, Inc. (in overseas markets).
Submitted by: Fremantle International,
366 Madison Ave., N.Y.C. 17.

Funny Bunnies
Original children’s stories enacted
by delightful puppets. With the Sue
Hastings Marionettes.
Running Time: Various.
Cost: On request.
Number Available: 26.
Produced by: Dynamic Films, Inc.
Distributed by: Dynamic Films, Inc.
Submitted by: Dynamic Films, Inc.,
405 Park Ave.,, N. Y. C.

Adventures of Danny Dee
Continuous cliff hangers with the
central characters Danny, his sister
Debbie, Filbert the dinosaur, who is
3,000,002 years old. and Pancake the
Magician, always in trouble. A fan-
tasy created through the technique ot
Roy Doty’s magic chalk. The charac-
ters appear in semi-animation.
Running Time: 30 minutes.
Cost: On request.
Number Available: 40.
Produced by: Danny Dee Enterprises.
Distributed by: Cinema-Vue Corp.
Submitted by: Cinema-Vue Corp.,
245 W. 55th St, N.Y.C. 19.

OMEDY

The Great Gildersleeve

Willard Waterman stars as Throck-
morton P. Gildersleeve, the famous
water commissioner of Summerfield.
This TV situation comedy series has
all the popular characters and situa-
tions of the radio favorite.

Running Time: 30 minutes.
Cost: On request.

Nuntber Available: 39.
Produced by: Matthew Rapf.

Distributed by: Victory Program
Sales.

Submitted by: California National
Productions, 663 Fifth Ave.,
N. Y. C. 22,

Is This You

Series of fun-packed satires show-
ing how the average guy or gal re-
acts to the everyday catastrophe.
Teaching her to drive, baby sitting,
husband does the laundry, how not
to garden, taking dancing lessons—
these and other overwhelming chal-
lenges and how to meet them in one
laugh-packed series.
Running Time: 15 minutes.
Cost: $200 to $2,000.
Number Available: 13.
Produced by: Princess Pictures.
Distributed by: Princess Pictures.
Submitted by: Princess Pictures, Inc.,

11 West 42nd St., N. Y. C. 36.
(Continued on Page 59)
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What sponsor wouldn't give his eye teeth to put his message on the moon with a rating like
that, We frankly confess, we couldn’t beat it. However, we can say this . .. when the people

in your market are not looking at the moon, chances are they are looking at television. We

can’t reach the moon but we can reach your market. Our wide inventory of rating winners

offers you the best chance for top-place,

* Only the Guild Sales Plan offers
you the chance tc get balanced
programming with proven rating
winners regardless of budget
limitations.

GUILD FILM

COMPANY INC

balanced programming . . .

action — color
cartoons
musicals
dramas
mysteries

comedies

women's shows
children's shows
features
westerns
science fiction

documentaries

all with proven viewer appeal.

460 PARK AVENUE
MU 8.5365

S

NEW YORK 22. NEW YORK

IN CANADA: S. W. GALDWELL. LTD.. TORONTO




sales offices established in . . .

UNITED KINGDOM
EUROPE
AUSTRALIA
LATIN AMERICA
FAR EAST

N o 3

INTER WORLD TV FILMS, .

460 PARK AVENUE NEW YORK 22, NEW YORK
MURRAY HILL 8-5362 CABLE ADDRESS: INWORTEVE

a service... rich in product,
powerful in service,
global in scope

Inter World TV Films, Inc., with its highly
experienced sales staff, in close, personal contact
with all foreign markets, offers independent
producers and packagers a unique opportunity
to obtain complete world-wide representation and
distribution for their product without any
overhead cost.

Fully experienced, international account
executives, on-the-spot around the world, make
it possible to offer first-rate programming for
all requirements . . . cartoons, features, comedies,
mysteries, adventures, musicals, documentaries
and anthologies.

Inter World contacts affords you the best
opportunity for complete global exploitation
of your product.



{Continvued from Page 56)
Halls of Ivy
Situation comedy series filled with
the warmth, dignity and humor of
campus life, with Mr. and Mrs. Col-
man as the college president and his
wife.
Cost: On request.
Number available: 39.
Produced by: TPA.
Distributed by: TPA.
Submitted by: TPA., 488 Madison
Ave.,, N. Y. C. 22.

Meet Corliss Archer

Long-time favorite familv comedy
feature. In bright display of teen-age
antics and anticipation. Starring Ann
Baker.
Running Time: 30 minutes.
Cost: On request.
Number Available; 39.
Produced by: Ziv Television Programs,

Inc.
Distributed by: Economee Television
Programs.
Submitted by: Economee Television
Programs, 488 Madison Ave.,
N. Y. C.

George Burns &
Gracie Allen Show
Family situation comedy that ran
on CBS-TV for nine years, starring
the husband-and-wife comedy team
that started in vaudeville in 1926 and

in radio in 1933.

Running Time: 30 minutes.

Cost: On request.

Number Available: 240.

Produced by: McCadden Productions.

Distributed by: Screen Gems, Inc.

Submitted by: Screen Gems, Inc., 711
Fifth Ave.,, N. Y. C. 22.

The Life of Riley
William Bendix. as riveter and
bumbling Chester A. Riley, leads his
family and neighbors from one hilari-
ous situation to another in this appeal-
ing comedy.
Running Time: 30 minutes.
Cost: On request.
Number Available: 182.
Produced by: California
Studios.
Distributed by: Victory Program Sales.
Submitted by: California National
Productions, 663 Fifth Ave,,
N. Y. C. 22,

It’s a Great Life
Michael O’Shea, William Bishop,
James Dunn star as three happy hooli-
gans with riotous complications in a
California  boardinghouse. Frances
Bavier is their landlady. There’s a
bevy of beautiful girls in supporting
roles.
Running Time: 30 minutes.
Cost: On request.
Number Available: 78.
Produced by: A Raydic Production.
Distributed by: Victory Program Sales.
Submitted by: California National
Prodygctions, 663 Fifth Ave.,
N. Y IC 22,

Laff Hovie Package
(Hal Roach-Mac Sennett
Comedies)

Sole owner-distributor of one of the
largest silent library comedies in the
world. Included in the subjects are 60
“Our Gang” titles,

Running Time: 10, 20 minutes.
Cost: On request.
Number Available: On request.

National

RADIO-TELEVISION DAILY

Distributed by: Onyx Pictures Corp.
Submitted by: Onyx Pictures Corp..
60 W. 46th St., N.Y.C. 36.

How to Marry a
Millionaire
The sparkling adventures of a trio
of beautiful girls on the loose and
seeking wealthy husbands.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: TCF-TV
Century-Fox.
Distributed by: National Telefilm As-
sociates, Inc.
Submitted by: NTA,
Circle, N.Y.C. 19.

This Is Alice

Adventures of an imaginative, imp-
ish young girl whose fanciful adven-
tures in a modern world make her
true exploits sound and look stranger
than fiction.

Running Time: 30 minutes.
Cost: On request.
Number Available: 39.

Produced by: Desilu Productions.
Distributed by: National Telefilm As-
sociates, Inc.
Submitted by: NTA,

Circle, N.Y.C. 19.

The Fabulous
Oliver Chantry
Chantry is a New York columnist
whose beat covers everything from
the opening of a new play to a mur-
der in the Bowery. Starring George
Sanders.
Running Time: 30 minutes.
Cost: On request.
Number Avaliable: Pilot.
Produced by: Hal Roach Studios.
Submitted by: William Morris, Hal
Roach  Studios, Culver City,
Calif.

(Twentieth

10 Columbus

10 Columbus

Cindy
Eight-year-old Cindy and her at-
tractive widowed mother move into
the California home of the latter’s
flight engineer brother to thoroughly
disrupt his and his housekeeper’s pre-
viously calm household. Starring Eve-
lyn Rudie and Margaret Hamilton.
Running Time: 30 minutes.
Cost: On request,
Number Available: Pilot.
Produced by: Hal Roach Studios.
Submitted by: Ashley-Steiner,
Roach Studios, Culver
Calif.

McGarry and Me

Michael O’Shea as a San Francisco
plain-clothes cop who is constantly
backstopped and ‘“saved” by his
blonde housewife (Virginia Mayo)
many times unbeknownst to himself
and always with humorous overtones.
Running Time: 30 minutes.

Cost: On request.

Number Available: Pilot.

Produced by: Hal Roach Studios.

Submitted by: William Morris Agen-
¢y, Hal Roach Studios, Culver
City, Calif.

Hal
City,

1 Married Joan
Situation comedy with Joan Davis,
Jim Backus.
Running Time: 30 minutes.
Cost: On request.
Number Available: 98.
Produced by: Interstate Television
Corporation.

FILM COMEDY

Distributed by: Interstate Television
Corporatton.

Submitted by: Interstate Television
Corporation, 445 Park Ave.,
N.Y.C. 22.

Little Rascals
Originally released theatrically as
Our Gang comedies.
Running Time: 10 and 20 minutes.
Cost: On request.
Number Available: 90.
Produced by: Hal Roach, Monogram
Pictures Corporation.
Distributed by: Interstate Television
Corporation.

Subsnitted by: Interstate Television

Corporation, 445 Park Ave.,
N.Y.C. 22.
Willy
June Havoc stars in this laugh-

loaded series dealing with the adven-

tures of a “lady lawyer.”

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Desilu Productions.

Distributed by: Official Films, Inc.

Submitted by: Official Films, Inc.. 25
W. 45th St, N.Y.C. 36.

My Little Margie
The series that sparked the “strip-
pable programming” concept. Gale
Storm and Charles Farrell star in one
of America’s favorite situation come-
dies.
Running Time: 30 minutes.
Cost: On request.
Number Available: 126,
Produced by: Hal Roach, Jr.-Roland
Reed Productions.
Distributed by: Official Films, Inc.
Submitted by: Official Films, Inc., 25
W. 45th St.,, N.Y.C. 36.

Trouble With Father
The beloved Erwin family, headed
by bumbling father Stu, embraced by
millions of Americans for its warm-
hearted, natural, fun-filled humor.
Running Time: 30 minutes.
Cost: On request.
Number Available: 130.
Produced by: Hal Roach, Jr.-Roland
Reed Productions.
Distributed by: Official Films, Inc.
Submitted by: Official Films, Inc., 25
W, 45th St., N.Y.C. 36.

My Hero

Robert Cummings stars as a real
estate agent who is aided by lovely
Julie Bishop in one mad-cap situation
after another.

Running Time: 30 minutes.

Cost: On request.

Number Available: 33,

Produced by: Don Sharpe-McCadden
Productions,

Distributed by: Official Films, Inc.

Submitted by: Official Films, Inc., 25
W. 45th St., N.Y.C. 36.

So — You’'re an Amateur
Chef!
(Fun With Famous
Amateur Chefs)

Comic situation series based upon
humorous happenings of a gourmet
club that meets regularly, each cook-
fest ending in unexpected, riotous,
laugh-provoking way. Benchleyesque
style and sophistication, yet warm,
appealing. Merchandising tie-ins: cele-

brity endorsements — free member-

ships in publicized national Society

of Amateur Chefs.

Running Time: 30 minutes.

Cost: $5.000 five times weekly; $7,500
half-hour. (Over the line).

Number Available: 13.

Produced by: Ben Irvin Butler.

Distributed by: James M. Doane.

Submitted by: James M. Doane, 6331
Hollywood Blvd., Hollywood 28,
Calif.

Amos ‘n’ Andy

Comedy team in fun-loving, mis-
chief-making skits with same radio
appeal.
Running Time: 30 minutes.
Cost: On request.
Number Available: 77.
Produced by: Hal Roach Studios. Free-

man Gosden, Charles Correll.

Distributed by: CBS TV Film Sales,

nc.
Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

Paul Killiam Show
The original Thomas Alva Edison

productions with new openings and

closings and the sparkling Paul Killiam

commentary turning them into the fun-

niest film series in a long time.

Running Time: 15 minutes.

Cost: On request.

Number Available: 26.

Produced for: Sterling Television Co.,
Inc.

Distributed by: Fremantle of Canada,
Ltd.

Submitted by: Fremantle of Canada,
Ltd., 17 Dundonald St., Toronto
5, Ontario.

Colonel
Humphrey J. Flack
Alan Mowbray plays a genial ad-
venturer-promoter, Sir Galahad, aided
by his loyal sidekick, Garvey, played
by Frank Jenks (will participate in
commercials).
Running Time: 30 minutes.
Cost: On request,
Number Available: 39.
Produced by: Layton-Stark.
Distributed by: CBS TV Film Saules,
Inc.
Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

Abbott & Costello

A comedy series planned for family
enjoyment. Abbott and Costello’s
special brand of mischief turn any
situation into an immensely funny mis-
adventure.

Running Time: 30 minutes.

Cost: On request.

Number Available: 52.

Produced by: TCA Productions.
Distributed by: Sterling TV Co., Inc.

(Fremantle of Canada, Ltd. in
Canada.)

Submiitted by: Sterling TV, 6 E. 39th
St.,, N.Y.C.

The Honeymooners

Films of nationally sponsored live
network programs. Domestic comedies
starring Jackie Gleason.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39,

Produced by: Jackie Gleason.

Distributed by: CBS TV Film Siles,
Inc.

Submiitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

(Continued on Page 61)
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POWER!

in programming

SOLD!

KTTV, LOS ANGELES, reports 300%
INCREASED rating since programming
on a strip basis.

Latest Nielsen rating shows audience
composition: 22% Men, 31% Women,
17% Teens, 30% Children.

WRCYV, Philadelphia,

WBNS, Columbus, Ohio,

KMJ, Fresno
XVAR, Phoenix, and others
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——— FILM COMEDY

(Continved from Page 59)

Duffy’s Tavern

For many years an outstanding
comedy series on radio, stars Ed Gard-
ner as Archie, who involves himself in
precarious situations. His misadven-
tures unavoidably lead to hilarity.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Hal Roach, Jr.
Distributed by: Guild Films Co., Inc.
Submitted by: Guild Films, 460 Park

Ave.,, N.Y.C. 22.

Life With Father

Show recaptures the warmth and
charm of genteel family life in the
late 1800’s. The high-handed conduct
and bluff manner of Father Day and
the uproarious antics of his handsome
brood provide fine comedy.

Running Time: 30 minutes.

Cost: On request.

Number Available: 26.

Produced by: Ben Feiner, Jr., Fletcher
Markle-McCadden Corporation.

Distributed by: CBS TV Film Sales,
Inc.

Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

Molly (The Goldbergs)
Starring Gertrude Berg in the title
role, “Molly” concerns the problems,
both tragic and comic, which beset a
typical middle-class household in a
small town and how they are solved
by love. warmth, and family devotion.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Guild Films.
Distributed by: Guild Films Co., Inc.
Submitted by: Guild Films, 460 Park
Ave., N.Y.C. 22.

Mama
Films of nationally sponsored live
network programs. Peggy Wood stars
as the warm-hearted center of her
family and community among the Nor-
wegians in San Francisco in the early
part of the century.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: Carol Irwin.
Distributed by: CBS TV Film Sales,
Inc.
Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

Life With Elizabeth

Situation comedy based on the true-
to-life adventures of a married couple.
Stars Betty White, and each program
consists of three amusing incidents,
each one a complete story that can be
programmed individually as a 10-min-
ute program if desired.

Running Time: 30 minutes.

Cost: On request.

Number Available: 65.

Produced by: Guild Films.

Distributed by: Guild Films Co., Inc.

Submitted by: Guild Films, 460 Park
Ave., N.Y.C. 22.

Mr. Adams and Eve
Ida Lupino and Howard Duff star

as married couple Eve Drake and
Howard Adams, who are Hollywood
stars just as they are in real life. Com-
edy deals with the adventures of the
star team as their marriage and screen
careers unfold.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39,
Produced by: Bridget Productions.
Distributed by: CBS TV Film Sales,

Inc.

RADIO-TELEVISION DAILY

Submiitted by: CBS TV Film Sales. 485
Madison Ave., N.Y.C. 22.

Our Miss Brooks
A situation comedy concerning an
English teacher, played by Eve Arden.
Running Time: 30 minutes.
Cost: On request.
Number Available: 128.
Produced by: Desilu Productions. Inc.
Distributed by: CBS TV Film Sales,
Inc.
Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

The Ray Milland Show
Oscar-winning Ray Milland at his
funniest as a witty, girl-bedevilled pro-
fessor of dramatics. Situation comedy
that tickled millions for two straight
years on the CBS network.
Running Time: 30 minutes.
Number Available: 76.
Produced by: Revue Productions.
Distributed by: MCA TV, Ltd.
Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

The Brothers
Gale Gordon and Bob Sweeney star
as the bachelor proprietors of a pho-
tography studio, only one of the bases
touched in the hilarious comedy epi-
sodes.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: Desilu Productions.
Distributed by: CBS TV Film Sales,
Inc.
Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

The People’s Choice
Sparkling romantic-comedy involv-
ing the hilarious adventures of Sock
Miller, played by Jackie Cooper, a
young man trying to make his mark
on the world, and the lively twosome,
who alternately help and hinder him:
his cynical “talking” dog. Cleo, and
his girl, the pert and winsome Mandy,
played by Patricia Breslin.
Running Time: 25:25.
Cost: On request.
Number Available: 104,
Produced by: Irving Brecher.
Distributed by: ABC Film Synd., Inc.
Submiitted by: ABC Film Synd., Inc.,
1501 Broadway, N.Y.C. 36.

The Eve Arden Show

Eve Arden stars as glamorous Liza
Hammond, novelist and the widowed
mother of non-identical twin daugh-
ters. She heads a female household
including her mother, in this comedy
series based on Emily Kimbrough’s
autobiographical adventures, "It Gives
Me Great Pleasure.”

Running Time: 30 minutes.

Cost: On request.

Number Available: 26.

Produced by: Desilu Productions.

Distributed by: CBS TV Film Sales,
Inc.

Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

Laurel and Hardy
Original sound Laurel and Hardy
comedies that will split the funny
bone of all children from six to 60.
Running Time: 30 minutes.
Cost: On request.
Number Available: 60.
Produced by: Hal Roach Studios.
Distributed by: Governor Television
Attractions, Inc.
Submitted by: Governor TV, 151 W,
46th St.,, N.Y.C.

THE SMILE IN STYLE

... Film Comedy Comeback

By LESLIE T. HARRIS
Vice President and General Manager

CBS Television Film Sales, Inc.

HETHER it is a recession-born desire for light entertainment, or a

thorough satiety with the precarious lives of frontiersmen, audi-
ences are asking for a return of the comedy shows. Berle and Gleason,
for instance, can be seen this fall in their highly publicized “comebacks.”
The pearl-handled revolver is being replaced to a growing degree by
the leather-bound jokebook, the gunfighters will give ground to gag-
writers. And the viewer, long concerned for the safety of beleagued
homesteaders, will be able to slip back into a happier atmosphere.

This is an interesting development. The hope is that it will restore
the laugh to its rightful place in the living room. It will also restore
the balance to television programming. But will it last? Will the creative
people be able to maintain a high level of comedy on a weekly basis?
It will be noteworthy experiment.

Comedy has a place in television. The industry would be neglecting
its obligation to a loyal public if it stuck with the grim programs alone.
While westerns and crime shows are certainly part of an overall pro-
gramming structure, the tension should be relieved every now and
then with Fumor. The networks used to purvey a high grade of comedy.
It is to be hoped they can do it again.

In syndication, however, comedy has never really been a major
factor. Look at some interesting statistics: In December, 1956, Pulse
listed 101 syndicated film programs on the market (this list is made up
of quarter-hour, half-hour, and hour non-network film shows that play
in any of the top 22 markets). Of these 101, 16 programs were comedy.
Of the 16, only 3 were produced expressly for syndication, the others
being network re-runs.

In April, 1958, Pulse listed 104 programs. Of these, 14 were comedy
with only one of them produced expressly for syndication, a carry-
over from the earlier Pulse listing (Corliss Archer). Thus it appears that
comedy has not been considered a good vehicle for bringing in the
syndication dollars. Reasons, of course, are the cost element and the
difficulty of producing good comedy whether money is available or
not.

Why, then, has CBS Film decided to go ahead with its production
of “Colonel Flack?” Admittedly, it's a risky business to go into first
run syndication sale with a comedy property if one is to believe the
opinion of the experts.

But there are two things which suggested to us that comedy might
be the trend. It's a bit ungracious to mention our own properties but
we must refer to them to explain our decision. “Amos ‘n’ Andy,” which
had a network run in 1951-1952, has been selling in syndication for
the past five years. It has been tremendously successful and has grossed
several million dollars. Then, last year we put “The Honeymooners'
into syndicated sale. People who read the trade journals know the
success we have had with that series from the standpoint of ratings
and dollar sales, far beyond our expectations.

Yes, they were both network re-runs. But the network run of ““Amos
‘n’ Andy” was five years ago; Certainly, the people who saw it in
1951-1952 are not the only supporters of the show. And yes, “The
Honeymooners” was also a network show. “Produced for network
standards,” it might be said, but syndication standards have been
elevated tremendously in recent times.

We are going with “Colonel Flack” because we feel the market
is ready for a comedy show. We've stuck our neck out before. “Navy
Log” was the first of the dramatic service shows. “The Gray Ghost”
was the first and, as yet, only Civil War series to be done. “Annie
Oakley” was the first and still the only western with a female as the
protagonist. In each case, we have had a major success.

We're going to try it again with “Colonel Flack.” Tradition is
against us. But look how nylon stockings caught on.
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Which is CUTEST ?

CERTAINLY, you know
what you're doing!

But who are you to say
that this baby, that gal,
will rule the raves straight
across the country? Why not
pretest your talent . . . put

it on film . .. show it to
audiences—of all types, all
locales. Then you’ll know in
advance. What's more you
enjoy the advantage of
easier programming, deeper
coverage . . . when you

USE EASTMAN FILM.

For complete information write to:
Motion Picture Film Department
EASTMAN KODAK COMPANY

Rochester 4, N. Y.

Do it IN COLOR. ..
You'll be glad you did!

East Coast Division : ; West Coast Division ~ Midwest Division
342 Madison Avenue v 6706 Santa Monica Blvd. 130 East Randolph Drive
New York 17, N. Y. " Hollywcod.38, California " Chicago |, Illinois

or W. J. GERMAN, INC.
Agents for the sale and distribution of Eastman Professional
Motion Picture Films, Fort Lee, N. J.; Chicago, lll.; Hollywood, Calif.




Victorv at Sea

This classic award-winning docu-
mentary series on sea power in World
War 11 was produced from official
U. S. films, and captured German and
Japanese footage. Richard _Rodgers
composed the score. which is played
by the NBC Symphony Orchestra.
Running Time: 30 minutes.

Cost: On request.

Number Available: 26.

Produced by: NBC Film Division.

Distributed by: Victory Program Sales.

Submiitted by: California National Pro-
ductions, 663 Fifth Ave.. N. Y. C.
nde)

Stranger in the Family
Story of a mentally ill boy and how
he is rehabilitated through proper
guidance. A case history of what could
happen in the average family of today.
why it happened. and how it was re-
solved.
Running Time: 60 minutes.
Cost: On request.
Number Available:
motion picture.
Produced by: United Film & Record-
ing Studios.
Distributed by: Dept. of Public Wel-
fare, State of Hlinois.
Submitted by: United Film & Record-
ing Studios. 301 E. Erie St., Chi-
cago 11, 1L

One full-length

Drew Pearson —

Expose Round the World

Syndicated columnist, Drew Pear-
son, hosts this series based on the ex-
pose of world events and behind-the-
scenes reports backed up by personal
interviews with top “names™ and back-
ground footage.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39,
Produced by: Hullinger Productions.
Distributed by: Lakeside TV Co., Inc.
Submitted by: Lakeside TV Co.. Inc.,

1465 Broadway, N. Y. C. 36.

Uncommon Valor
Story of fighting Marines during
World War It and Korean War—
graphic stories of their courage in
turning the tide in the face of ob-
stacles and obstinate enemies.
Running Time: 30 minutes.
Cost: $500,000.
Number Available: 26 half-hours.
Produced by: Executive Productions,
Inc.
Distributed by:
Corp.
Submiitted by: Atlantic Television
Corp., 130 W. 46th St,, N. Y. C.
36.

Atlantic Television

Medic

This documentary drama on the
progress of medicine won the Sylva-
nia Grand Award, and Victor Young's
music won a Downbeat award. It is
endorsed by the Los Angeles County
Medical Association and was praised
by the American Medical Association.
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FILM DOCUMENTARY

Richard Boone appears as Dr. Kon-
rad Styner. The creative staff con-
sists of th¢ men who made “Drag-
net.”

Running Time: 30 minutes.

Cost: On request.

Number Available: 59.

Produced by: Medic TV Productions.

Distributed by: Victory Program
Sales.

Submitted by: California Nationai
Productions, 663 Fifth Ave..
N. Y. C. 22,

Danger Is My Business
The world’s most hazardous occu-
pations are documented for TV as
host l.t. Colonel John D. Craig,
USAF (Ret.) presents death-defyinz
heroes who perform  vital services
and daredevils who take risks be-
cause it's lucrative. Produced in color.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Crayne Television Pro-
ductions, Inc.
Distributed  by:
Films.
Submitted by:

Productions.
N. Y. C. 22.

NBC  Television

National
Fifth  Ave.,

California
663

Djuka
{(Black Brothers)

A new TV series presenting a dif-
ferent type of action and factual story
each week. Narrator will be a well-
known stage star. Musical background
by Harry Revel. Based on an undis-
covered tribe of South American Ne-
groes.

Running Time: 30 minutes.

Cost (complete): On request.
Number Available: 13.

Produced by: Broadcast Pictures, Inc.

Distirbuted by: Broadcast Pictures,
Inc.
Submitted by:. Broadcast Pictures,

Inc., 850 10th Ave., N.Y.C. I8.

Cross-Country
Aimed at Rural America. the series
brings viewers significant news of

“agribusiness.” Twenty TV farm di-
rectors film on-the-spot events. such
as new farming methods being prac-
ticed, and other features of value to
agricultural America. Five minutes of
local news, delivered live at the local
station, supplements national news
coverage.
Rumning Time: 30 minutes.
Cost: On request.
Produced by: Cross-Country Network,
Inc. (Fred Niles Productions).
Distributed by: Cross-Country Net-
work, Inc.

Submitted by: Fred Niles Productions,
Inc.,, 22 W. Hubbard St., Chi-
cago, Il

Doorway to Fortune

A series of success stories about
people who are living examples of
the strength and endurance of our
way of life. Based on stories taken

from the files of Fortune Magazine.

Running Time: 30 minutes.

Cost: On request.

Number Available: On request.

Produced by: D & R Productions.

Distributed by: Knickerbocker Pro-
ductions. Inc.

Submitted by: Knickerbocker Produc-
tions, Inc., 1600 Broadway,
N.Y.C. 19.

The Magic of the Atom

A pioneer film series devoted to the
peacetime appiications of atomic en-
ergy in our Atomic Age. Series illus-
trates the uses of the atom in medi-
cine. industry, power production, agri-
culture and many fields of science.
Running Time: 15 minutes.

Cost: On request.

Number Available: 26.

Produced by: Handel Film Corp.

Distributed by: Handel Film Corp.

Submitted by: Handel Film Corp..
6926 Melrose Ave.. Los Angeles.
Calif.

B.1.S. Documentary Films

Nearly 50 documentary titles are in
our New York Television Library.
Many have been specially made for
U.S. TV and cover a wide range of
subjects in Britain and the Common-
wealth. The new 1958 B.LS. Televi-
sion Catalog is available free on re-
quest.

Running Time: 10-45 minutes.

Cost: Most films available free except
for shipping costs.

Number Available: S50 approx.

Produced by: Various.

Distributed by: British Information
Services.

Submitted by: British Information
Services, 45 Rockefeller Plaza,

N.Y.C. 20.

Crusade in the Pacific
Follows the war in the Pacific, from
the rise of the Japanese Empire, right
through Korea.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: March of Time.
Distributed by: Sterling TV Co., Inc.
Submitted by: Sterling TV, 6 E. 39th
St, N.Y.C. 17.

John Nesbitt’s Passing
Parade

Breath-taking adventures in science,
history. medicine and geography —
scripted and narrated with the dra-
matic flair that made John Nesbitt
famous. Here you’ll meet the many
exciting personalities and memorable
events that have helped to shape the
course of our lives. ldeal for bank,
utility, insurance or other prestige
sponsorship.

Running Time: 15 minutes.

Cost: On request.

Number Available: 69.

Produced by: Metro-Goldwyn-Mayer.
Distributed by: MGM-TV.

Submiitted by: MGM-TV, 1540 Broad-
way, N.Y.C. 36.

Movie Museum

Motion picture history with the all-
time “greats” such as Mary Pickford,
the Gish sisters, Wallie Reid, Mack
Sennett, Mabel Normand. Francis X.
Bushman, and many others. You see
the creation of new ideas and con-
cepts—the direction of D. W. Griffith,
who fostered innovation after innova-
tion — the effort to bring the infant
industry to life; as a business, and as
an art form.
Running Time: 15 minutes.
Cost. On request.
Number Available: 160.
Produced by: Sterling TV Co.. Inc.
Distributed by: Sterling TV. (Freman-

tle of Canada, Ltd. in Canada.)
Submiitted by: Sterling TV, 6 E. 39th
St N.Y.C. 17.

Confidentia! File
Paul Coates. San Francisco's hard-
hitting newspaper man. conducts a
piercing study of American manners
and morals. Each episode combines

documentary reporting and off-the-
cuff interviews. Coates covers such
controversial subjects as narcotics ad-
diction, juvenile delinquency. alco-
holism and mental health.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Confidential Telepic-

tures, Inc.
Distributed by: Guild Films Co., Inc.

Submiitted by: Guild Films, 460 Park
Ave., N.Y.C. 22.

The British Way
Latest prize-winning documentaries
on Britain and the Commonwealth.
Subjects include atomic power., Queen
Elizabeth 11, a portrait of royalty;
Farnborough Air Show. etc. Brochure
on request.
Kunning Time: Four programs of 15
minutes, three programs of 30
minutes.

Cost: Free except for shipping costs.
Number Available: Seven.
Produced by: Various.
Distributed by: British
Services.
Submitted by:
Services, 45
N.Y.C. 20.

Information

British Information
Rockefeller Plaza,

Kingdom of the Sea

Series depicting life on and under
the sea: true tales of fishermen, divers,
and undersea explorers. Production
was supervised by Colonel John D.
Craig, who also stars. Featured with
him is lovely Zale Parry, California
woman skin diver.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Emperor Productions.
Distributed by: Guild Films Co., Inc.

Submitted by: Guild Films, 460 Park
Ave.. N.Y.C. 22.
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UNITED

®

Some minutes after all the passengers
had left, the pilot snapped his logbook
shut and started down the empty aisle
of his big Mainliner.

Empty? Not quite. In one of the
seats, forgotten, lay a little rag doll.

He reached down and picked it up.
It had the floppy, well-squeezed look
dolls get when they’re really loved.
Any father who has helped a curly-
head snuggle into bed with a favorite
doll would know that here was a real

tragedy. So the pilot went to work to
find its small owner.

United’s vast communications sys-
tem, which speeds weather data. flight
and reservations information coast to
coast, can also trace a heartbroken
little girl. With the help of willing
United people thousands of miles
apart. she was found. And a grateful
mother wrote: “She has other dolls
much newer and prettier. But this little
rag doll is the only one close to her

JUST A LITTLE RAG DOLL

heart. I cannot tell you how much your
returning it means to her, and to us.”

No company rules told that pilot,
and all of those who helped him, that
finding the owner of afrayed little doll
isimportant, Their action sprang from
something far deeper—a genuine in-
terest in people which, on the ground
and aloft. results in “service in the
Mainliner® Manner”—the extra care
you enjoy at no extra fare when you

fly United —the Radar Line.




Showcase 39

Series of plays that first ran on
ABC-TV as "Ford Theater.” Among
the stars in the series: Barbara Stan-
wyck, Hugh O’Brien, Lorraine Day,
Frank Lovejoy, June Lockhart, Far-
ley Granger.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Screen Gems, Inc.

Distributed by: Screen Gems, Inc.

Submitted by: Screen Gems, Inc., 711
Fifth Ave., N. Y. C.

Badge 714

Jack Webb and Ben Alexander star
as Sgt. Joe Friday and Officer Frank
Smith in syndication re-issues of
“Dragnet.”

Rupning Time: 30 minutes.

Cost: On request.

Number Available: 48 senes A, 39
each series B, C, D,

Produced by: Dragnet
Company.

Distributed by: NBC Television Films.

Submitted by: California National
Productions, 663 Fifth Ave.,
N. Y. C. 22.

Producllon

Paragon Playhouse

The original “Douglas Fairbanks
Presents,” Walter Abel narrates these
stories and Douglas Fairbanks stars in
nine episodes. Contains adventure,
mystery comedy, fantasy, history and
romance.

Running Time: 30 minutes.
Cost: On request.
Number Available: 39.

Produced by: Douglas Fairbanks, Jr.
Distributed by: Victory Program
Sales.
Submitted by:

Productions,

California National
663 Fifth Ave.,

N. Y. C. 22,
The Visitor
Formerly “The Doctor,” these

dramas pass through locked doors to

look in on the private lives of people

enmeshed in dramatic circumstances.

Broadway and Hollywood actors star-

ring in these stories include Thomas

Mitchell, Joan Lorring, Roland

Young, Vaughn Taylor.

Running Time: 30 minutes.

Cost: On request.

Number Available: 44,

Produced by: Marion Parsonnet.

Distributed: Victory Program Sales.

Submitted by: California National
Productions. 663 Fifth Ave.,
N. Y. C. 22.

Pulse of the City

Vivid. human, -fiction dramas, set
against a background of the city.
Running Time: 15 minutes.

Cost: On request.

Number Available: 26.

Produced by: Telescene Film Pro-
ductions Co.

Distributed by: Telescene Film Pro-
ductions Co.

Submitted by: Telescene Film Pro-

ductions Co., 287 10th Ave.,
N. Y. C. 1.
Perspective

Perspective is a dramatic-documen-
tary series that deals with unusual
dramatic stories based on real-life
happenings—from whale hunting ad-
venture to a local bakery story.

RADIO-TELEVISION DAILY

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: NFB.

Distributed by: Lakeside TV Co., Inc.

Submiitted by: Lakeside TV Co., Inc.,
1465 Broadway, N. Y. C. 36.

This Is the Story

True stories; history through sports;
two five-minute vignettes to each
show with surprise endings. Starring
Ed Prentiss.

Running Time: 12 minutes.

Cost: On request.

Number Available: 52.

Produced by: Morton Productions.

Distributed by: Morton Productions.

Submitted by: Morton Productions,
64 E. Lake St., Chicago 1, HIl.

The 0. Henry Playhouse

Presenting a different type of ac-
tion-adventure, drama, or suspense
story each week. Stars narrator-actor
Thomas Mitchell as “O Henry.” Out-
standing stories from the greatest
modern short story writer as per-
formed by outstanding Hollywood
casts. Different casts each week.
Available for re-run bookings. Some
first-runs.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Gross-Krasne, Inc.

Distributed by: Gross-Krasne, Inc.

Submitted by: Gross-Krasne, Inc.,
5420 Melrose Ave., Hollywood
38, Calif.

Dr. Christian

Dr. Christian features the exciting
dramatic adventures of a young doc-
tor involved in and dedicated to the
well-being of the people in his com-
munity. Starring MacDonald Carey.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Ziv Television Pro-
grams, Inc.

Distributed by: Economee Television
Programs.

Submitted by: Economee Television
Programs, 488 Madison Ave..

Y. C. 22.

Favorite Story

Wide variety of familiar and favo-
rite story themes by well-known
authors in moving, dramatic treat-
ments. With Adolph Menjou as host.
Running Time: 30 minutes.

Cost: On request.

Number Available: 78.

Produced by: Ziv Television Pro-
grams, Inc.

Distributed by: Economee Television
Programs.

Submitted by: Economee Television
Programs, 488 Madison Ave.,

Y. C. 22.

Times Square Playhouse

Complete dramatic stories with
Herbert Marshall as narrator.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Ziv Television Pro-

grams, Inc.

Distributed by: Economee Television
Programs.

Submitted by: Economee Television
Programs. 488 Madison Ave..
N. Y. C.22.

FILM DRAMA

The Unexpected

Outstanding Hollywood personal-
ities star in this intriguing series in
which each complete episode builds to
a breathtaking surprise ending.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Ziv Television Pro-
grams, Inc.

Distributed by: Economee Television
Programs.

Submitted by: Economee Television

Programs, 488 Madison Ave.,
Y. C. 22.
Target
Tension impact dramas, tightly

plotted around a relentless dri*.ng

force aimed at some target—man,

place or thing. With Adolph Menjou

as host.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Ziv Television Pro-
grams, Inc.

Distributed by: Ziv Television Pro-
grams, Inc., 488 Madison Ave.,
N. Y. C. 22.

Nothing but the Wind
(The Silent Witness)

This proposed series presents a new
dimension in time, a new dramatic
plane which adds to the emotional
values of a story, its situations and
characters. The processes used to
achieve these effects are new to TV
and result in a lower production cost.
New technique allows unrestricted
freedom in handling of story and in
foreground action as related to back-
ground.

Running Time: 30 minutes (test film
only).

Cost: On request.

Number Available: Test film only,
color and black and white.

Produced by: Walter White, Jr.

Submitted by: Commodore Produc-
tions & Artists, Inc., 6636 Holly-
wood Blvd., Hollywood 28, Calif.

The Adventures of the
Big Man

Wayne Morris plays the role of an
ex-U. S. Naval intelligence officer
working in London. Series deals with
the various adventures in which he
becomes engaged while pursuing con-
fidential assignments.

Running Time: 30 minutes.

Cost: On request.

Number Available: 17.

Produced by: Wick Films, Inc.

Distributed by: Wick Films, Inc.

Submitted by: Wick Films, Inc., 120
S. Mapleton Dr., L.os Angeles 24,
Calif.

On Stage With
Monty Woolley

Adaptations of great classics—Poe,
Dickens, Pushkin, Moliere, Shakes-
peare, Melville, Irving, others. For-
mat planned for three full commer-
cials. All with Monty Woolley and
supporting stars, among them Blanche
Yurka, Sheppard Strudwick, etc.
Running Time: 15 minutes.

Cost: On request.

Number Available: 13.

Produced by: Dynamic Films, Inc.
Distributed by: Dynamic Films, Inc.

Submiitted by: Dynamics Films, Inc.,
405 Park Ave.,, N. Y. C. 22.

Stage 7

Dramatic anthology featuring a
new show each week—drama, mys-
tery, comedy, adventure and romance.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Four Star Films, Inc.

Distributed by: TPA.

Submitted by: TPA, 488 Madison
Ave. N.'Y. C. 22.

The Star and the Story

Ho]]ywoods top stars appear in
stories of their own choice, written
by world-famous authors such as W.
Somerset Maugham.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Four Star Productions.

Distributed by: Official Films, Inc.

Submiitted by: Official Films, Inc., 25
W. 45th St., N.Y.C. 36.

The American Legend

Formerly, “Cavalcade of America.”
Vivid, dramatic stories behind the
men, women and events which shaped
the hlstory of our nation.

Running Time: 30 minutes.

Cost: On request.

Number Available: 80.

Produced by: Various.

Distributed by: Official Films, Inc.

Submitted by: Official Films, Inc., 25
W. 45th St., N.Y.C. 36.

Star Performance

Dick Powell, David Niven, Charles
Boyer, lda Lupino and a host of other
stars in the award-winning series,
formerly “Four Star Playhouse.” This
star-studded series has proven itself
to be an ideal “strippable” program.
Running Time: 30 minutes.

Cost: On request.

Number Available: 153.

Produced by: Four Star Productions.

Distributed by: Official Films, Inc.

Submitted by: Official Films, Inc., 25
W. 45th St., N.Y.C. 36.

The Big Story

Burgess Meredith acts as host and
narrator for these graphic, thrilling
newspaper stories. Series takes its
stories from the front pages of Ameri-
ca’s newspapers, as famous reporters
investigate and break their stories.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Pyramid Productions.

Distributed by: Official Films, Inc.

Submitted by: Official Films, Inc., 25
W. 45th St., N.Y.C. 36.

Decoy

Crime detection gets a new twist in
one of the first series of its kind ever
offered to TV. Based on work done
by the women law enforcement offi-
cers in New York City, Beverly Gar-
land stars as Policewoman Casey
Jones.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Pyramid Productions.

Distributed by: Official Films. Inc.

Submitted by: Official Films, Inc., 25
W. 45th St., N.Y.C. 36.
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available now

first run packages from our library of

FEATURE FILMS

Comedies, dramas, horror stories, westerns,
adventure films or who-done-its — featuring

some of the biggest names in the business.

We'll mix ’em up any way you want for an
exclusive first run package in your market —
at a price that’s right.

the
.L) W’Lel and

a%mcf(; dhow

SOLD IN OVER 100 MARKETS

A

A top-rated property
all over the country
Wire or phone Art Kerman today
for availability in your market.

|

151 West 46th Street, N.Y.C. — JUdson 6-3675

Tv GROWS COMPLEX

. . « New 'Essentials’ Enter

By M. J. RIFKIN
Vice President in Charge of Sales

Ziv Television Programs, Inc.

INCE the advent of television, the functions and responsibilities of

the advertising agency have grown in scope and size. Research,
merchandising, sales promotion, publicity and public relations have
become an integral part of agency operation. This is the result of
many factors, but probably more than any other single influence,
it is the growth of television that has affected agency structure. The
large sums of money committed to the medium; the competition for
the consumer dollar heightened by TV selling; the many intangibles
involved in making TV effective—these aspects have changed the
“extra’ services into “essentials.”

Indeed, one of the major problems facing the agency management
today is to fulfill these new functions without having them overshadow
the basic chores of creating and placing advertising that can influence
the greatest number of potential buyers.

Just as the increasing complexity of TV has caused the agency
to expand and extend its services, so has the swiftly changing medium
necessitated a new concept of operation for the film producer. To
the job of creating and distributing film programs, we have also had
to add services in the field of research, merchandising, promotion and
publicity, to supplement and support the activities of our clients.

Just as the film buyer’s job has become more complex, so has that
of the film seller, requiring a high degree of specialized knowledge.

* * *

To present a new show to a prospective buyer, the film company
representative must know as much about the prospect’s problems as
he does about his own program. He must know the client’s marketing
objecitves, competitive situation, budget consideration, advertising
strategy in other media. Moreover, he must be completely familiar
with the audience situation and time and program availability in
the areas under consideration. Where are alternate weeks available
for sponsorship? Would there be product conflicts involved? Which
time period would have the most new viewers? All of these are
questions he must assist in answering.

And after the signature is placed on the dotted line, the film sales-
man has even more new responsibilities. He must be able to translate
the findings of our research department into terms that are significant
to his own individual client.

He must be prepared to assist and advise on merchondising and
promotion activities. He must know where and how his organization
can be of service, and be able to follow through on these aspects.

In short, he must be a knowledgable advertising specialist, with
the time and skill to perform his varied functions well.

Recognizing this need, we at Ziv have expanded the size of our
sales organization tremendously during the past year and a half. To
provide better and more direct service we have tried to assign our
sales people so that they can work intensively and intmately with
a relatively small group of agencies and clients.

There are two ways to expand a sales organization, and we have
utilized both approaches. The first, and most obvious is to bring our
geographical units down to smaller scale, so that each "task force”
is responsible for serving fewer individual clients. Thus more time
can be devoted to the special problems encountered by each.

The second, and | believe more important way of expanding is by
providing “strength in depth.” By this | mean the addition to our
field force of men who are mature in a business sense and experienced
in dealing with the intricacies of advertising strategy, particularly
as they apply to our television medium.

RADIO-TELEVISION DAILY



Ethel Barrymore TV

Theatre
A half-hour dramatic anthology
series using different ‘“‘name” stars

each week. Ethel Barrymore is the
regular host.

Running Time: 30 minutes.

Cost: On request.

Number Available: 13.

Produced by: Lee Savin and others.
Dnstributed by: Interstate Television

Corporation.

Submitted by: Interstate Television
Corporation, 445 Park Ave.,
N.Y.C.

Rendezvous

Action-packed adventure series in
which audience becomes involved in
suspenseful intrigues that produce ex-
citing entertainment. Romance, come-
dy. tragedy, with a different “name”
personality heading cast of actors
each week, placed in a new and differ-
ent locale, taking audience into a
“rendezvous” with risk and intrigue.
Running Time: 30 minutes.

Cost: $30.000.

Produced by: Wilbur Stark, Jerry Lay-
ton.

Submitted by: Stark-Layton, Inc., 6 E.
45th St, N.Y.C. 17.

Pressure

Arresting dramas based on the
pressures motivating the important de-
cisions of men in all walks of life:
doctors, lawyers, criminals, politi-
cians, brokers, engineers, ad infinitum.
With situations so vital that they fore-
cast tomorrow’s headlines.

Running Time: 30 minutes.

Cost: On request.

Number Available: Pilot.

Produced by: James E. Jewell.

Distributed by: Jewell Radio and Tele-
vision Productions.

Submitted by: Jewell Radio and Tele-
vision Productions. 540 N. Mich-
igan Ave., Chicago 11, IlL

I Am the Law

George Raft spearheads the war on
crime as a Metropolitan Police Lieu-
tenant fighting lawless gangs and
rackets.

Running Time: 30 minutes.

Cost: On request.

Number Available: 26.

Distributed by: Sterling TV Co.. Inc.
(Fremantle of Canada, Ltd. in
Canada.)

Submitted by: Sterling TV, 6 E. 39th
St., N.Y.C. 17.

Rendezvous

Kim Hunter, Keenan Wynn, Gary
Merrill, Patty Duke, Larraine Day.
Bert Lahr, David Wayne are among
the top stars of Hollywood and Broad-
way, who appear in stories both dra-
matic and comic by top writers.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Howard Erskine.

Distributed by: CBS TV Sales, Inc.

Submitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

Janet Dean, R.N.

_ Ella Raines’ dramatic characteriza-
tion of a registered nurse places her in
a variety of situations that offer sus-
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pense, mystery, drama and romance.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Cornwall Productions.

Distributed by: Guild Films Co.. Inc.

Submitted by: Guild Films, 460 Park
Ave., N.Y.C. 22.

The Diplomat

Dramatization of three experiences
which comprise the life of those Amer-
icans representing their country in for-
eign lands; based on files of the U.S.
State Department. Clare Booth Luce
slated as hostess.

Running Time: 30 minutes.

Cost: On request.

Number Available: Pilot.

Produced by: Theodore Granik.

Distributed by: CBS TV Film Sales,
Inc.

Submitted by: CBS TV Film, Sales 485
Madison Ave.,, N.Y.C. 22.

If You Had a Million

Newly released for syndication, this
series of dramas consists of re-runs of
the highly successful program, “The
Millionnaire.” Marvin Miller portrays
a secretary to a billionaire who makes
anonymous gifts of a million dollars to
a variety of recipients, with dramatic
results.

Running Time: 30 minutes.

Number Available: 39.

Produced by: Don Fedderson.

Distributed by: MCA TV, Litd.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

Under the Sun

Selection of the best films of award-
winning “Omnibus”—including drama,
personal features, etc. Special material
written by William Saroyan.

Running Time: 30 minutes.
Cost: On request.
Number Available: 26.

Produced by: Radio-Television Work-
shop of the Ford Foundation.
Distributed by: CBS TV Film Sales,

Inc.
Submiitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22.

Dr. Hudson’s Secret
Journal

A powerful dramatic series of a
man with powers to do good for all
humanity, based on the best-selling
stories by Lloyd C. Douglas. John
Howard stars.

Running Time: 30 minutes.

Cost: On request.

Number Available: 78.

Produced by: Authors Playhouse.

Distributed by: MCA TV, Ltd.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

You Are There

Walter Cronkite, noted news com-
mentator, is host for dramatizations of
famous and crucial moments in the
history of the world. He is aided by
the news staff of CBS who interview
actors recreating the incidents as they
have occurred so that “You Are
There.”

Running Time: 30 minutes.

Cost: On request.

Number Available: 39,

Produced by: CBS News and Public
Affairs.

Distributed by: CBS TV Film Sales,
Inc.

LM DRAMA

Subinitted by: CBS TV Film Sales, 485
Madison Ave., N.Y.C. 22,

Douglas Fairbanks, Jr.
Presents

All the potential of drama brought
into focus by a master of the theatre.
Fairbanks hosts every show, stars in
one out of four. Romance, high ad-
venture, comedy.

Running Time: 26:20.

Cost: On request.

Number Available: 117.

Produced by: Douglas Fairbanks, Jr.

Distributed by: ABC Film Synd., Inc.

Submniitted by: ABC Film Synd., 1501
Broadway, N.Y.C. 36.

Heart of the City

One of the most popular newspaper
series to hit TV. Captures all the ac-
tion and drama behind the headlines.
Pat McVey, Jane Nigh star.

Running Time: 30 minutes.

Cost: On request.

Number Available: 91.

Produced by: Gross-Krasne.

Distributed by: MCA TV, Ltd.

Submitted by: MCA TV, 598 Madison
Ave.,, N.Y.C. 22.

Herald Playhouse

Star showcases from the “Schlitz
Playhouse of Stars” series. Famous
stars of Hollywood and Broadway ap-
pear in a wide variety of stories by
foremost writers.

Running Time: 30 minutes.

Cost: On request.

Number Available: 52.

Produced by: Meridian Productions.
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Distributed by: ABC Film Synd., Inc.
Submitted by: ABC Film Synd., 1501
Broadway, N.Y.C. 36.

Famous Playhouse

One of syndication’s most popular
anthologies of comedy, mystery,
drama and adventure. Studded with
famous Hollywood stars. New films
added continually. Emphasis on be-
lievably and well-plotted stories which
hold an all-family audience from start
to finish.

Running Time: 30 minutes.

Cost: On request.

Number Available: 400.
Produced by: Revue Productions.
Distributed by: MCA TV, Ltd.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

The Playhouse

Big-name Hollywood and Broadway
stars appear in stories by world-fa-
mous writers, both TV originals and
adaptations of famous works. Brode-
rick Crawford, Edmund O’Brien, Joan
Caulfield, Ann Sheridan are typical of
the box office names in this series. Sto-
ries deal with full gamut of human
emotions and interests.

Running Time: 30 minutes.

Cost: On request.

Number Available: 52.

Produced by: Meridian Productions,
Inc.

Distributed by: ABC Film Synd., Inc.
Submiitted by: ABC Film Synd., Inc.
1501 Broadway, N.Y.C. 36.
(Continved on Page 68)
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Playhouse 15

Unique quarter-hour dramas run-
ning the gamut of adventure, mystery,
comedy. Surprise endings with a ter-
rific wallop. Perfect fo rstrip schedul-
ing. Filmed by the renowned Bernard
Prockter, it spells “hard sell.” O.Henry
form.
Running Time: 15 minutes.
Number Available: 78.
Produced by: Bernard Procketer.
Distributed by: MCA TV, Ltd.
Submitted by: MCA TV, 598 Madison

Ave., N.Y.C. 22.

Curtain Time
Formerly titled “Telephone Time.”
this anthology series based on true-to-
life problems is narrated alternately
by John Nesbitt and Dr. Frank Baxter.
The dramas star Bette Davis, Greer
Garson, Joseph Cotten, Walter Slezak,
Claudette Colbert and others.
Running Time: 30 minutes.
Cost: On request.
Number Available: 79.
Produced by: Hal Roach Studios.
Distributed by: Guild Films Co., Inc.
Submitted by: Guild Films, 460 Park
Ave.. N.Y.C. 22.

Dilemma
Each show has a surprise ending

that makes the audience want to come
back for more. Available to stations
on library or single-run basis.
Running Time: 15 minutes.
Cost: On request.
Number Available: 13.
Produced by: Harry S. Goodman Pro-

ductions.
Distributed by: Harry S. Goodman.
Submitted by: Harry S. Goodman, 19

E. 53rd St.,, N.Y.C. 22.

FILM DRAMA

Mayor of the Town
Full of the warmth and humor of
America’s grassroots. “Mayor” Thom-
as Mitchell gives a twinkling perform-
ance worthy of his Oscar award. Huge
ready-made audience. One of the big-
gest shows on radio for over seven
years.
Running Time: 30 minutes.
Number Available: 39.
Produced by: Grosse-Krasne, Rawlins-
Grant.
Distributed by: MCA TV, Ltd.
Submiitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

Conrad Nagel Theatre
Exciting dramas based on famous
stories of contemporary and classical
authors, such as Balzac, Tolstoy,
Chaucer, DeMaupassant and others.
Conrad Nagel serves as host.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: Andre Luotto Prods.
Distributed by: Guild Films Co., Inc.
Submiitted by: Guild Films, 460 Park
Ave., N.Y.C. 22.

The Errol Flynn Theatre

A new TV series presenting a ro-
mantic adventure each week. With
Errol Flynn as host, narrator, and,
every fourth week, as star. Different
name stars are also used in each story.
Running Time: 30 minutes.

Cost: On request.

Number Available 26.

Produced by: Inter-TV.

Distributed by: Great Films, Inc.

Submiitted by: Great Films, Inc., 15 E.
48th St., N.Y.C. 7.
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THE SWING TO REALISM
... ATV Film Trend

By EARL RETTIG

President

California National Productions

MAGINE a tale like Little Red Riding Hood as it might have been
done on television, say 30 years ago. The sets, pastoral and
idyllic; the good gal, very good; the bad guy, very bad.

What might come over the airwaves today are: the wolf's unhappy
childhood and the reasons for his juvenile delinquency; some gas-
tronomical details of grandma being swallowed, shrewd rescue of
the heroine, and, in the finale, an exhibition of the woodsmen’s
chopping technique.

Television programming still ranges from literal realism to fancy
and fiction, but today’s trend is towards real-life stories, with the
treatment natural.

CNP’s own examples of this trend include: “Danger Is My Business,”
a starkly documentary series on hazardous jobs reported by camera-
men working under the most stringent conditions; “The Silent Service,”
with official U. S. Navy footage integrated with scenes played by
actors aboard a submarine; "Victory at Seq,” the perennial favorite
made entirely of combat films, and “Medic,” which tells stories of
medical progress, its facts and details unburdened by fictional mish-
mash.

At the other end of the spectrum, representing the fiction entries,
are the historical drama of “Union Pacific,” the farcical comedy of
“It's A Great Life” and the fantasy of "Gumby.”

Not every show can be pigeon-holed. A middle ground example is
"Boots and Saddles—the Story of the Fifth Cavalry,” in which fiction
is handled with contemporary realism.

Why the shift towards realism?

One explanation is that a non-fiction trend is sweeping all American
mass media. Novels once were the mainstay of publishing; reportage
and other non-fiction are now eminent. Magazines used to rely
heavily on stories; today, factual articles, like the do-it-yourself
craze, have taken over. Movies formerly romanticized the rich in
drawing room comedies and glorified war in dramas; now pictures
like “Marty” are made about ordinary people and war is anythking
but a glorified romp. Even radio, which once had its own complete
range of fiction programming, has gone along with the trend; you
now hear practical broadcasts such as news, weather reports, time
bulletins and recorded music.

The switch to dramatic realism, or non-fiction, or whatever else
you call it, has made important difterences in television programming.
Today’s film series are vastly improved. They're better written, better
acted and better made. Well motivated characters and fully de-
veloped stories have resulted in much more adult appeal and interest.

The demand for realism has been met by producers, distributors,
agencies, advertisers and stations. It may be that a show handling
its stories realistically is the best kind of sales background for many
selling messages. It's possible that, while escape programming sets
the right mood for some kinds of impulse buying, realistic program-
ming is needed 1o set the stage for the sale of a whole catalogue
on the part of the consumer.

Syndicated programs are now sales vehicles for things that weren't
even imagined a few seasons ago: for boats and trailer homes, to
personal services like medical insurance and stamp savirgs plans.
And it may well be that nothing can equal a realistic program in
setting the stage for the advertiser’s copy platform containing several
points that must each be dramatically communicated.

RADIO-TELEVISION DAILY



FILM EDUCATIONAL ——

Unk & Andy ABC Art
Adventures
Unique novelty of learning to draw
various animals with the letters from
A to Z; at the same time show gives
factual information about the ani-
mals’ habits and habitats.
Running Time: 15 minutes.
Cost: On request.
Number Available: 26.
Produced by: Jack Kenaston Prcduc-
tions.
Distributed by: Cavalcade Television
Programs.
Submitted by: Cavalcade Television
Programs. 7904 Santa Moniza
Blvd., Hollywood 46, Calif.

Encylopaedia Britannica
Over 700 titles treating every sub-

ject from atomic fission to zoology.

Available in English, Spanish, Portu-

guese. French, Arabic,

Running Time: 15 minutes.

Cost: On request.

Number Available: 700.

Produced by: Encyclopedia Britanni-

ca Films.

Distributed by: Fremantle Internation-
al, Inc. (in overseas markets).
Submitted by: Fremantle Int'l.. 366
Madison Ave., N.Y.C. 17.

Parade of Presidents
A bi-partisan filmed documentary
of all the U. S. Presidents from

George Washington to FEisenhower.

Exciting footage of now-historical lo-

cations and homes of each President,

portraits, etc.. and live footage of

Presidents from McKinley on. Film

shows all of their families, cabinet

members, unusual happenings. etc. All
wartime Presidents; show actual foot-
age of each war.

Running Time: 30 minutes.

Cost: On request.

Number Available: One (half-hour)—
special films any length produced
on request.

Produced by: Maurice H. Zouary TV-
Film Productions.

LY /
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CONCLAVE OF QUIZMASTERS representing eight NBC-TV Network

Submitted by: Maurice H. Zouary,
TV-Film Productions, 333 W.
52nd St., N.Y.C. 19.

Sunrise Semester
Dr. Floyd Zulli, Jr., assistant pro-
fessor of Romance Languages and
Literature, New York University, is
the enthusiastic and stimulating lec-
turer in the award-winning series
which originated in New York. but
drew such wide national response that
public demand has put the films of
his graphic talks into syndication.
Running Time: 30 minutes.
Cost: On request.
Number Available: 75.
Distributed by: CBS-TV Film Sales.
Submitted by: CBS-TV Film Sales,
485 Madison Ave., N.Y.C. 22.

Exploring Space

Dr. 1. M. Levitt, director of the
Fels Planetarium, Philadelphia, a na-
tionally syndicated columnist, nar-
rates a science-fact picture with the
fascinating realities and possibilities
of life and travel in outer space.
Running Time: 30 minutes.
Cost: On request.
Number Available: Pilot.
Produced by: Paul Thoma.
Distributed by: CBS-TV Film Sales.
Submiitted by: CBS-TV Film Sales,

485 Madison Ave.,, N.Y.C. 22.

Topic
Human interest series to acquaint
Americans with British life. Informal
and entertaining with on-location in-
terviews featuring an American couple,
Joan and Julius Evans. For public
service programming.
Running Time: 15 minutes.
Cost: Free except for shipping costs.
Number Available: 13.

Produced by: British Information
Services.

Distributed by: British Information
Services.

Submitted by: British Information
Services. 45 Rockefeller Plaza,

N.Y.C. 20.

quiz programs convened recently at the web headquarters. They are (I. to r.
seated, front)—Sandy Becker (*Win With a Winner,” Tuesday night), Fred
Robbins (“Haggis Baggis,” Monday through Friday daytime colorcasts);
standing, left to right—Johnny Gilbert (*Music Bingo,” Thursday night),

Carl Cordell (“Lucky Partners,”

Monday through Friday, daytime), Jay

Jackson ("Tic Tac Dough,” Thursday night colorcast), Jack Linkletter

(“Haggis Baggis.” Monday night colorcast),
Monday night, and “Tic Tac Dough,”
and Jan Murray (“Treasure Hunt,”

RADIO-TELEVISION DAILY

Jack Barry (“Twenty-One,”
Monday through Friday daytime)

Monday through Friday daytime).

BERT PARKS tl.) emcee of the “Bid'n Buy” program introduces one of
the show’s models to contestant, Walter Freund of Palm Springs. Calif.
The program is co-produced by Robert Stivers and Irv Atkins. Stivers
owns the show. This type of programming has maintained its strength over
a period of years and still ranks as a top favorite in drawing audiences.

FREMANTLE INTERNATIONAL, INC.

Serving INTERNATIONAL MARKETS with

the Best of America’s Film Programs i

366 Madison Ave., New York 17 ‘
MUrray Hill 7-4344 |
Cable: NYCOMOVER f
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HAS L-W?

Radio’s biggest new commer-
cial jingles and production aids

service, RADIO HUCKSTERS
& AIRLIFTS

The Radio Station Music Li-
brary famed for over 20 years

Hi-quality Film Recording
facilities for Television

Sound Recording service in
new Manhattan studios

Music Scoring for any produc-
tion requirement

DOES L-W?

Custom-build commercials and
air ‘trade marks’ for both
Television and Radio

Supply Wired and FM Back-
ground Music for industry, of-
fices, restaurants, etc.

Provide Music for Films

Syndicate Radio Shows such
as JIM AMECHE’s new disc

jockey series

Sell the new “TV Hucksters &
Airlifts” for local TV Stations
and sponsors

Provide Talent Management
service for Radio

Advise on Station program and
sales problems and campaigns

ALL THIS?
YUP!

LANG-WORTH

FEATURE PROGRAMS, INC.
1755 Broadway
New York 19, N. Y.
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Shock!
Feature films in the horror vein, in-
cluding “Frankenstein,” “Dracula.”

‘The Invisible Man,” “The Wolf Man,”

“The Mummy.”

Running Time: Feature length.

Zost: On request.

Number Available: 52.

Produced by: Universal-International.

Distributed by: Screen Gems, Inc.

Submitted by: Screen Gems, Inc., 711
Fifth Ave.,, N. Y. C.

Son of Shock

More great horror features, sequel
to “Shock!”
Running Time: Feature length.

| Cost: On request.

Number Available: 20.

Produced by: Universal-International
and Columbia Pictures.

Distributed by: Screen Gems, Inc.

Submitted by: Screen Gems, Inc., 711
Fifth Ave., N. Y. C.

Feature Films

Thirty-three feature films — follow-
ing theatrical release—mostly through
United Artists.

Running Time: 60 minutes and up.

Cost: On request.

Number Available: 33.

Produced by: Various.

Distributed by: George Bagnall & As-
sociates, Inc.

Submitted by: George Bagnall & As-
sociates, Inc., 8827 Olympic Blvd.,
Beverly Hills, Calif.

Tinderbox

A full-length feature cartoon based
on the fairy tale by Hans Christian
Andersen. Aimed at family audiences.
Running Time: 65 minutes.

Cost: On request.

Number Available: 1.

Produced by: Palladium Corp.

Distributed by: Cinema-Vue Corpor-
ation.

Submitted by: Cinema-Vue Corpora-
tion, 245 W. 55th St.,, N. Y. C. 19.

The Hildegarde Show

A new TV series presenting for the
first time in her own program “The
Incomparable Hildegarde” co-starring
Hans Conreid. Stories by Margaret
Manners and Dorothy Waring. Screen
plays by George Marion, Jr. Directed
by Frank Borzage and Tay Garnett.
To be shot in New York, Paris, Lon-
don, Istanbul, Madrid, Tokyo, Rio de
Janeiro. In De Luxe Color.

Running Time: 60 minutes.

Cost: On request.

Number Available: Eight or more.

Produced by: Broadcast Pictures, Inc.

Distributed by: Broadcast Pictures,
Inc.

| Submitted by: Broadcast Pictures, Inc.,

850 Tenth Ave, N. Y. C. I8.

Flamingo Theatre
Twenty-six full-length features pro-
duced in Hollywood and in three
European capitals, each film with im-
portant star names.
Running Time: 60-90 minutes.
Cost: On request.
Number Available: 26.
Produced by: Princess Pictures and
major studios.
Distributed by: Flamingo Films.
Submitted by: Princess Pictures, Inc.,
11 W. 42nd St., N. Y. C. 36.

Champagne Package
Includes such outstanding features
as  “High Noon.” “Bells of St

Mary’s,” “The Third Man,” “The

Men.” “Rebecca.” “Cyrano de Berge-

rac,” “Spellbound,” ” “Eve of St.

Mark,” “Uncle Harry,” “Colonel Ef-

fingham’s Raid.”

Running Time: Various.

Cost: On request.

Number Available: 58,

Produced by: 20th Century-Fox,
David O. Selznick, Stanley Kra-
mer and others.

l)islribu!ed by: National Telefilm As.
sociates, Inc.

Submitted by: NTA, 10 Columbus
Circle, N.Y.C. 19.

Fabulous Forty

Includes Alex Guiness in “Captain’s
Paradls_e,” Ralph Richardson, Ann
Todd in “Breaking the Sound Bar-
rier,” James Mason, Claire Bloom in
“The Man Between,” Moira Shearer
in “Tales of Hoffman,” and Canada
Lee, Charles Carson in “Cry the Be-
loved Country.”
Running Time: Various.
Cost: On request.
Produced by: Various.

Distributed by: National Telefilm As-
sociates, Inc.
Submitted by: NTA.

Circle, N.Y.C. 19.

TNT Package
Includes loretta Young, Joseph
Cotten_in “The Farmer's Daughter,”
Cary Grant, Ingrid Bergman. Claude
Rains in “Notorious,” Jennifer Jones.

10 Columbus

FEATURE FILM

Claudette Colbert in “Since You Went

Away,” Jennifer Jones, Joseph Cotten

in “Portrait of Jenny,” Gregory Peck

in “The Paradine Case.”

Running Time: Various.

Cost: On request.

Number Available: 35.

Produced by: David O. Selznick and
others.

Distributed by: National Telefilm As-
sociates, Inc.
Submitted by: NTA,

Circle, N.Y.C. 19.

Rocket 86

Includes such features as “Laura,”
“Cluny Brown,” “Miracle on 34th
Street,” “Claudia,” “Jane Eyre,” “Cap-
tain from Castile,” “House of Roths-
child,” “Tobacco Road.” “Junior
Miss.,” “Apartment for Peggy,” etc.
Running Time: Various.

Cost: On request.

Number Available: 78 by 20th Cen-
tury-Fox and others, various.
Distributed by: National Telefilm As-
sociates, Inc.
Submiitted by: NTA,

Circle, N.Y.C. 19.

20th-Century Fox
Package
Includes Henry Fonda, Dana An-
drews in “Ox Bow Incident,” Walter
Pidgeon. Maureen O'Hara in “How
Green Was My Valley,” Rita Hay-
worth, Victor Mature in “My Gal
Sal,” Gene Tierney, Dana Andrews in
“Laura,” Victor Mature, Richard Wid-
mark in “Kiss of Death.”
(Continued on Page 72)

10 Columbus

10 Columbu-

CHEVROLET
2 Minutes — Color

“Going to the Dance”

Another Creative Commercial By . . .

LAWRENCE-SCHNITZER PROD.

1040 No. Las Palmas
Hollywood 38, Calif,

HUMAN INTEREST
VISUAL COMMUNICATION
CREATIVITY
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A TELEVISION STALWART

. . . The Feature Film Gives Long, Sturdy Service

By HAROLD GOLDMAN
Executive Vice President

S the feature film maintains its position
as one of the solid cornerstones of
television programming and is accepted by
the viewer, station and advertiser for its
entertainment and commercial valves, it is
most appropriate to review the entire area
of motion pictures in the television medium.
The current position of the feature and
the outlook for that type of programming
during the coming year is a subject of con-
stant discussion in the industry.

The station operator has learned to de-
pend on the feature fiim as a staple item
in his programming set-up. It has garnered
high ratings in both large and small markets.
It has set the cash registers jingling as
advertisers seek to take advantage of its
pulling power.

Network offiliates and independent sta-
tions have established feature film theatres
as regular programming fare with the re-
sult that a consistent program pattern has
been evolved for the viewer.

These programming hours have become
prime vehicles for the advertising dollars
of local, regional and national advertisers
who use them for participations—and with
excellent results. Surveys indicate that these
advertisers are pouring more and more
dollars into these programs.

* * *

In many instances these established fea-
ture film periods provide the bulk of revenue
received by stations.

With the current trend in the television
industry leaning towards saturation spot
purchase of time, it is obvious that feature
films are extremely important to the stations’
program structures.

The net result has been that television
stations have been consuming features in
ever-increasing quantities. It is only a
question of time before the bulk of available
films will have been used up. The apparent
shortage is slowly coming into focus now.

A sampling of program schedules in rep-
resentative cities reveal that New York and
Los Angeles use in excess of 100 feature
films every week. Other markets are not
far behind these two cities in the number
of feature films telecast. They are using
the product in proportionate numbers. A
recent count in the Los Angeles market re-
vealed that no less than 126 feature films
were telecast in one week.

The coming year will see increased time
given over to feature film programming as
stations seek to take advantage of the
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National Telefilm Associates

pulling power of this type of programming.
That pattern is also developing in foreign
markets where Hollywood features are
highly popular. Those markets are opening
up new vistas for the film distributor.

To satisfy the demands created by the
increased popularity of the feature film
programs, the station must have a continu-
ous supply of product. He must place him-
self in the comfortable position of knowing
that he has available films to draw on
to carry the spots bought by the local, re-
gional and national advertisers.

* * *

Hence the station must of necessity look
ahead and purchase film in large quantities
for extended periods of time. It must build
a backlog of film.

The utilization of this product presents a
challenge to station operators. The pro-
gramming of these features often can mean
the difference between high and low ratings
and also red and black figures in the
ledgers. Personal observation convinces me
that if these features are programmed at
well thought-out intervals, they can con-
tinue to thrive and bring excellent results
for many years to come.

A program director can stretch the life
of a particular motion picture by getting
six to eight runs out of a film where another
would only get two or three runs out of
the same feature.

This type of planning though, can only
be accomplished if the station has acquired
a substantial supply of product in its vaults.

A prime example of this line of reason-
ing is the case of the local CBS station in
New York City. This station has endeavored,
and in most instances, has been successful
in securing a plentiful supply of feature
film packages offered in the market. Con-
sequently, they have built up an enormous
backlog of films.

By programming the features in the early,
late and late, late time periods they have
established those segments as heavy income
producing units. To protect that source of
income, they constantly are in the market
for all sorts of features.

* * *

It would be well for stations throughout
the country to study the WCBS-TV formula
most carefully. The time obviously is draw-
ing near when there will be a shortage of
features. Those stations with a backlog will
be the ones who will be in the drivers’ seats.

As for the post-48 features, the outlook
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as of now is drab, indeed. There will be
a few post-48's that will be offered to
television stations, but it won’t be in quanti-
ties sufficient to be effective.

Two prime reasons are the road-blocks
preventing the opening of the flood-gates.
The most important obstacle is the action
taken by motion picture exhibitors. They
are bringing tremendous pressures to bear
against the motion picture companies to put
an end to the release of motion pictures
to TV. Another reason covers the demands
made by the various guilds and crafts for
participation in the receipts received by
motion picture companies. Those demands,
if granted, lift purchase prices to new
heights.

Another problem affecting the eventual
life expectancy of feature films on tele-
vision is the quantity of films being put into
circulation by the distributors. We at NTA
are well aware of this problem. Conse-
quently we are carefully distributing fea-
tures in smaller packages and spreading the
delivery dates over an extended period
of time. In that manner are we able to
stabilize the flow of product and keep the
availability to stations on a more flexible

basis.
* * *

That procedure has its advantages for the
station, too. It permits the station to spread
payments over a longer period of time and
not burden itself with large payments.

The smaller package also puts the station
operator in a more tenable position. He
does not have a huge block of features
thrown in his lap for immediate exposure.
The smaller package has a tendency to
generate a greater respect for the indi-
vidual picture and gives him the opportunity
of programming accordingly.

These observations add up to one con-
clusion—that the feature film is one of the
stalwarts of television programming. The
unfortunate thing, however, is that in some
instances features are not presented in time
periods where they would achieve maximum
results.

While some critics declare that the fea-
ture film is showing signs of weakness, the
fact remains that they are still being pro-
grammed throughout the country with good
results. The advertiser is buying spots in
those time periods. The station owner is
finding it a good source of revenue and the
viewer is showing continued interest.

The feature film remains a staple item in
the television industry.
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DOLLARS AND SENSE

... And How They Both Apply To Feature Films

By JASON RABINOVITZ
General Manager, MGM-TV

HENEVER a story appears in the trade

papers that a television station has
purchased a feature film library for a sum
running into the millions of dollars, many
people react with a great deal of surprise.
They seem to feel that seven figured sums
are a great deal of money to pay for
feature films. Of course, it is a great deal
of money, but it is also one of the soundest
programming profit investments in television.
Whenever you consider a purchase, the
important thing is to study the true value
of what you’re getting rather than looking
at price alone.

As a matter of fact, when talking figures
about feature films, the thing to keep in
mind is not what they cost, but what they
pay. And pay is what they do for stations
whose investment eye is on the future, and
whose sales force is adept with an adding
machine. An across the board early and
late feature program slot is potentially the
biggest profit making period on o station’s
schedule.

Without lighting a studio, a station can

take a daily three hour time block and
turn it into a golden egg-laying goose to
the tune of thousands of dollars per week
and millions of dollars per year.

For example, let’s assume there is a station
which serves a market of about 600,000
television sets. If it can prcduce a 15.0
rating in programming a feature, it's deliver-
ing 90,000 turned-on receivers. By charg-
ing an advertiser $1C0 for a one minute
spot, the advertiser is payping only slightly
more than $1 per thousand. This is far
less than one-third the cost per-thousand
of a minute spot on the average network
show.

This is the kind of arithmetic that brings
smart nationarl advertisers flocking to par-
ticipate in feature film programs. $100 a
spot is a great buy. As usual, there’s a
slight catch. We're talking about 15.0 rat-
ings in markets that have 3 or 4 television
stations. Obviously, only the channel with
the top features can consistently come up
with 15.0 ratings. This is where the old
adage about “getting what you pay for”

FEATURE FILM

applies. The best features cost more, but
they also bring in more revenue.

The million dollar figure that a station
the size we’ve been discussing will pay for
a Ibirary is usually amortized over a period
of five to seven years. On a five year basis,
the annual cost would be about $200,000.
A lot of money, but let's see what that
expenditure can return in spot revenue.

Seven Early Shows and seven Late Shows
per week adds up to a total of fourteen
shows. Each show will accommodate 12
minute spots and 6 ID’s; $1,200 worth of
spots and $240 worth of ID’s, a total of
$1,440. Multiply this figure by 14 shows
per week and the total is $20,160. Now
multiply by fifty-two weeks and the poten-
tial amount total is $1,048,000.

Is it any wonder that a station will spend
$200,000 a year in order to increase its
gross by over a million. It is clear that the
millions of dollars being spent by stations
for feature films is the biggest programming
bargain in television today.

{Continued from Page 70)

Running Time: Various.

Cost: On request.

Number Available: 52.

Produced by: 20th Century-Fox.

Distributed by: National Telefilm As-
sociates, Inc.

Submitted by: NTA, 10 Columbus
Circle, N.Y.C. 19.

The Big Fifty

Fifty outstanding motion pictures
from 20th Century-Fox's library.
Running Time: Various.

Cost: On request.

Number Available: 50.

Produced by: 20th Century-Fox.

Distributed by: National Telefilm As-
sociates, Inc.

Submitted by: NTA, 10 Columbus
Circle, N.Y.C. 19.

Horror

Creaking doors, disappearing stair-
cases and a goodly collection of as-
sorted phantoms, vampires and zom-
bies.
Running Time: 60 minutes and morc.
Cost: On request.
Number Available: 52.
Produced by: Monogram-United Art-

ists.

Distributed by: Associated Artists
Prod.

Submitted by: AAP, 345 Madison
Ave., N.Y.C.

Galaxy 20

A stellar group of full-length fea-
tures including such classics as “The
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Red Shoes,” “Odd Man Out,” “The

Mikado,” “l.avender Hill Mob” and

*“'The Importance of Being Ernest.”

and such award-winning stars as

Alec Guinness, Vivien leigh, James

Mason, Kim Hunter and David Niven.

Running Time: Various.

Cost: On request.

Number Available: 20.

Produced by: J. Arthur Rank.

Distributed by: ABC Film Synd., Inc.

Submitted by: ABC Film Synd., 1501
Broadway, N.Y.C. 36.

Special Six
Six All Time Greats—Laurence Oli-
vier’'s “Hamlet,” Alfred Hitchcock’s
“Lady Vanishes.” Nicholas Monsar-
rat’s “The Cruel Sea,” Daphne Du
Maurier’'s “Hungry Hill,” plus the
hauting epic “The Rocking Horse
Winner,” and the touching drama
“Colonel Blimp.”
Running Time: Various.
Cost: On request.
Number Available: Six.
Produced by: J. Arthur Rank.
Distributed by: ABC Film Synd., Inc.
Submitted by: ABC Film Synd., 1501
Broadway, N.Y.C. 36.

Constellation of Stars

Consists of high-budget major-
company pictures selected from a
group of over 300 for release to TV
stations. All the films are top cast
productions and almost half of them
are post-'48 releases.

Running Time: Feature films.
Cost: Barter.
Number Available: 52.

Produced by: Alexander Korda and
others.

Distributed by: C & C Films, Inc.

Submitted by: C & C Films, 445 Park
Ave., N.Y.C.

Anniversary Package

Prize-winning feature films. Drama,
comedy. suspense, adventure. Stars:
Frederick March, Alec Guinness, De-
borah Kerr, Jack Hawkins, Alastair
Sim, Dirk Bogarde. in such classics
as: “Great Expectations,” “Quartet,”
“Kind Hearts and Coronets,” “Black
Narcissus” and “Man in the White
Suit.”

Running Time: Various.

Cost: On request.

Number Available: 16.

Produced by: J. Arthur Rank.

Distributed by: ABC Film Synd., Inc.

Submitted by: ABC Film Synd., 1501
Broadway, N.Y.C. 36.

Warner Bros. Features

Feature motion pictures.
Running Time: Various.
Cost: On request.
Number Available: 754.
Produced by: Warner Bros. Pictures

Corp.

Distributed by: Associated Artists
Prod.

Submitted by: AAP, 345 Madison
Ave., N.Y.C.

MGM Academy Award

Theatre

26 of Metro-Goldwyn-Mayer’s very
best features. Thirteen have received

Academy Awards, and thirteen have

received Academy Award Nomina-

tions. Includes: Madame Curie, Marie

Antoinette, The Harvey Girls, Gas-

light, Boomtown, Captain’s Courage-

ous and Boystown.

Running Time: Two hours.

Cost: On request.

Number Available: 26.

Produced by: Metro-Goldwyn-Mayer.

Distributed by: MGM-TV.

Submitted by: MGM-TV, 1540 Broad-
way, N.Y.C. 36.

Movieland Features
Many of today’s most popular stars
in pictures of vast popular appeal.
Nine out of 10—post '48.
Running Time: Various.
Cost: On request.
Number Available: 81.
Produced by: United Artists, 20th
Century-Fox, and others.
Distributed by: Associated Artists

Prod.
Submitted by: AAP, 345 Madison
Ave., N.Y.C.

MGM Pre-1948 Feature
Film Library
Top-quality films, representing the
entire pre-1948 output of sound films
from the world’s largest motion pic-
ture studios. More than S0 Academy
Award Winners — starring such film
immortals as Clark Gable. Robert
Taylor, Spencer Tracy, Gregory Peck,
Van Johnson, Jimmy Stewart, Mont-
gomery Clift, Gene Kelly, Fred As-
taire, Mickey Rooney, Ava Gardner,
Lana Turner, Joan Crawford. etc.
(Continved on Page 74)
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FEATURE YOUR FEATURES

. - « To Achieve the Maximum Return on Your Library
By ELIOT HYMAN

President, Associated Artists Productions

DONT think there’s a television station

in the country that doesn’t program fea-
ture motion pictures. Almost all have been
highly successful in attracting audiences
and sponsors. But there are still a few ad-
vertisers and agencies who don’t appreciate
the sales job that features can do for them.

What can stations do about it? Two things,
it seems to me. Make your feature programs
successful, and see that every potential
client and agency knows about them.

%* * %*

Most stations do an excellent job of
programming their features, and they are
the ones that enjoy consistently high ratings.
From a study of the operations of these
stations, we have evolved a few simple sug-
gestions that may be of help to stations that
would like to aftract more national and
regional business. The most important thing
is to make the features you play as import-
ant as their record throughout the country
shows they really are. When you think
they're big, and program and promote them
in a big way, your audiences and sponsors
will also think they’re big. Which they are.

The most obvious way of making the
features important is to give them a good
and a regular time slot, and build audience
habit patterns. It is of more value to have
viewers in the habit of watching a movie
while having dinner every night, or before
going to bed every night, than to have them
keeping an eye out for occasional pictures
they want to see.

* * %*

You can make them important, also, in
the way you present them. Do you have a
live M.C. for the program? Then select a
personality and place him in a setting that
gives the proper stature and prestige. Make
the introductory remarks important . . . play
up the star and story values; mention the
backgrounds of the director, producer,
studio; point out interesting facts or anec-
dotes or reviews. All of these are available
from the distributor. If, instead, you simply
treat features as a fill-in for your schedule,
your audiences will treat them as such. Fea-
tures are not just fillers. After all, many
independent stations, among the country’s
biggest money-makers, have built their en-
tire operations around top feature film
libraries.

* * *

Promotion, of course, is vital in building
successful feature programs. Use your own
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facilities to the utmost, preferably by using
trailers in the feature programs themselves
and elsewhere in your schedule, on a
regular basis. Trailers have been shown
by research firms like Sindlinger to be the
single most important factor in attracting
patrons to movie theatres, and the same
thing is true of television movies. And, of
course, any other facilities available should
also be used . . . newspapers, billboard,
car cards, television listings, magazines, etc.

%* * %*

Letting agencies and advertisers know
about the value of feature programs is
something that a number of stations, un-
fortunately, do not do as well as they might.
Simply including a listing of “Feature Film
Programs” in your regular program schedule
does not do the job. Articles in the trade
press every week, for example, relate that
time-buyers are anxious for information in
detail on stations’ markets and programs.
Give them full information on your feature
programs. Tell them which libraries you
have, and list specific titles and stars
wherever possible. Include lists of current
sponsors, ratings and their translation into
television households and numbers of peo-
ple, mail pull stories, sponsor success stories,
etc.

In the latter connection, many stations
are missing a good bet by not supplying
information on sponsorship and success
stories to the distributors from whom they
acquired their feature films. By not doing
so, they are losing out on a lot of potential
advertising and promotion that goes to ad-
vertisers and agencies from the distributors.
For example, we have a year-round cam-
paign of trade paper advertising, direct
mail and other forms of promotion which
reaches a substantial percentage of tele-
vision advertisers and their agencies. We
are only too happy to include in this cam-
paign successes achieved by individual sta-
tions, giving full credit to the stations and /or
sponsors. We can easily keep track of
ratings in each market on our Warner Bros.
features and cartoons and Popeye cartoons,
but we must rely primarily on the stations
to supply us with lists of sponsors, renewals,
sales results, special promotions, contests,
dealer tie-ins, and similar local data. Where
stations do supply this data, we try always
to include it in A.A.P. advertising.

Another essential advantage to advertis-
ers of sponsoring or participating in feature
film programs is the atmosphere in which
their commercials are seen, although this
may be a difficult point for stations to con-
vey. The Schwerin Research organization
and others have stated often that the same
commercial will have greater or lesser ef-
fect, depending upon the setting in which
it appears. Where can a commercial ap-
pear to better advantage than in the friendly
atmosphere of a top feature film, while
the audience is being entertained by top
stars, in top stories, with costly production?
The slogan of a number of years ago still
applies, “Motion Pictures Are Your Best
Entertainment.” Features will deliver more
attention to a commercial, more friendly
acceptance of the message, and more sales
results as a consequence.

%* * %*

Why should stations strive so to get maxi-
mum results from their feature film pro-
grams?  Because the potential profit is
greater than from any other form of pro-
gramming, except possibly for cartoons. It's
easy to see. On network programs, the
station receives only a small percentage
of its time charge. On local live programs,
in the few cases where such are presented,
the production cost is usually too close
to income for the station’s comfort. On half-
hour syndicated programs, the station makes
at best a small mark-up on the program
cost in addition to time charges.

* %* *

But on feature films, where the cost is pro-
rated over a number of runs during a num-
ber of years, the potential income is fabu-
lous. Let me tell you about just one case.
A station out West bought our entire Warner
Bros. feature library, and schedules 20
films each week on four individual programs.
The head of that station on a visit to New
York recently told me that just one of those
four programs, and that the afternoon one,
is paying the entire cost of the library,
with the other three representing clear profit.

* * *
To stations everywhere, therefore, | re-
peat, “Feature Your Features,” and you'll

enjoy increased audiences, sponsorship, and
profits.

73



(Continved from Page 72)

Running Time: 60 minutes to three
hours.

Cost: On request.

Number Available: 723.

Produced by: Metro-Goldwyn-Mayer.

Distributed by: MGM-TV.

Submitted by: MGM-TV, 1540 Broad-
way, N.Y.C. 36.

Hollywood Telepictures

Full-length post-1948 feature films.
George Raft, E. G. Robinson, Dane
Clark, Vincent Price, Marsha Hunt,
Diana Dors, Lon Chaney and Cecar
Romero star in the films that made
them famous.

Running Time: Various.
Cost: On request.
Number Available: 140.

Produced by: Lippert.
Distributed by: Guild Films Co., Inc.

Submitted by: Guild Films, 460 Park
Ave.,, N.Y.C. 22.

Andy Hardy Theatre

Full-length feature filmc revolving
around one of the world’s most fam-
ous families. Starring Mickey Rooney,
and with the roles of his various girl
friends filled by such MGM glamour
girls as Lana Turner, Ava Gardner,
Ether Williams and Ann Rutherford.
Running Time: Approx. 90 minutes.
Cost: On request.

Number Available: 15.

Produced by: Metro-Goldwyn-Mayer.

Distributed by: MGM-TV.

Submitted by: MGM-TV, 1540 Broad-
way, N.Y.C. 36.

RKO Feature Library
(Movietime USA)

The library of RKO feature films
consists of 740 major-company pic-
tures. It includes the so-called post-
*48 pictures all of which are licensed
to TV stations on a barter basis.
Running Time: Feature films.

Cost: Barter.

Poem for a Day

A poem for each day of the year—
holidays, seasons, human interest, etc.
Based on original poetry and prose
by New York Mirror columnist Nick
Kenny, and recited by Frank Wal-
decker with organ music by Radio
City Music Hall’s Jack Ward. Rest-
ful viewing and listening with film
illustrating poetic passages. Ideally
suited for opening or closing day’s
telecasts, or on spot basis.

Running Time: Two minutes.

Cost: On request.

Number Available: 365.

Produced by: Maurice H. Zouary.

Distributed by: Kenny-Zouary, Inc.

Subimnitted by: Maurice H. Zouary TV-
Film Productions, 333 W. 52nd
St.,, N.Y.C. 19.

Fun for Nothing

Filmed program demonstrating how
to have fun without spending any
money. Offers countless ideas of
things to do with leisure time which
provide enjoyment at little or no cost.

Great variety of subjects: music,
drama, sports, arts and crafts, home
decorating, hobbies, travel, social

events, games, etc. Basic appeal is
entertainment; secondary result is to
stimulate viewer to utilize these activi-
ties for his or her own pleasure.
Running Time: 15, 30 minutes.
Cost: On request.

Number Avaliable: Two Y -hour and
one Y2-hour weeklv.

Produced by: Oliver W. Nicoll Pro-
ductions.

Submitted by: Television Features of
America, N.Y.C. 36.

Film Shorts

Includes Unusual Occupations, Spec-
tacular Reviews, Color Cruises, Pic-
torials, Speaking of Animals, Pace-
makers, Hedda Hopper's Hollywood,
Band Shorts, etc.
Running Time: Various.
Cost: On request.
Number Available: 400.

Distributed by: National Telefilm As-
sociates, Inc.
Submitted by: NTA,

Circle, N.Y.C. 19.

10 Columbus

The Three Stooges
Slapstick antics of three cut-ups
whose short subjects have been mar-
quee attractions in theatres since 1933.
Running Time: 15 minutes.
Cost: On request.
Number Available: 78.
Produced by: Columbia Pictures.
Distributed by: Screen Gems, Inc.
Submitted by: Screen Gems, Inc., 711
Fifth Ave., N. Y. C. 22.

Popular Science
Originally released theatrically, the
series has won five Academy Awards.

The 0O!d American Barn
Dance
Each show features outstanding
musical entertainment, comedy, sing-
ing — by nationally-known artists in
the Country Music field.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: William L. Klein.
Distributed by: Kling Studios.
Submitted by: United Film & Record-
ing Studios, 301 E. Erie St., Chi-
cago 11, 1L

74

Music for the Millions
Concert piano solos rendered by
Miklos Schwalb; all are well-known,
popular and accepted familiar classics.
Running Time: 15 minutes.
Cost: On request.
Number Available: 39.
Produced by: George Richfield.
Distributed by: Major Television Pro-
ductions, Inc.
Submitted by: Major Television Pro-
ductions, Inc., 1270 6th Ave.,
N.Y.C.20.

FEATURE FILM

FILM SHORTS

FILM MUSICAL

Number Available: 742.

Produced by: RKO.

Distributed by: C & C Films, Inc.

Submitted by: C & C Films, 445 Park
Ave., N.Y.C.

Hall of Fame Classics

Memorable screen performances by
all-time movie greats, including Ru-
dolph Valentino, Douglas Fairbanks,
Sr., and Gloria Swanson, among
others.

Running Time: 60 imnutes and more.
Cost: On request.

Number Available: 11.

Produced by: United Artists.
Distributed by: Associated Artists

Prod.
Submitted by: AAP, 345 Madison
Ave., N.Y.C.

Feature Films
Top feature films, mostly late re-
leases.
Running Time: Various.

Cost: On request.
Number Available: 300.
Produced by: Various.

Distributed by: Governor Television
Attractions, Inc.

Submniitted by: Governor TV, 151 W.
46th St., N.Y.C.

Comedies, Musicals—
Drama, Action
Two feature packages—Ilight come-

lies and musicals. Two feature pack-
ages—drama and action.

Running Time: 60 minutes and more.
Cost: On request.

Nuimnber available: 26 Comedies, 13
Musicals; 18 Action, 52 Dramas.

Produced by: Monogram/United Art-

ists.

Distributed by: Associated Artists
Prod.

Submitted by: AAP, 345 Madison
Ave., N.Y.C.

These entertaining and educational

films encompass a world of unusual

and exciting items in today’s modern

science.

Running Time: 15 minutes.

Cost: On request.

Number Available: 78.

Produced by: Jerry Fairbanks, Para-
mount Pictures, Inc.

Distributed by: Interstate Television
Corporation.

Subinitted by:
Corporation,
N.Y.C.

Interstate Television
445 Park Ave.

Grantland Rice’s
Sportlights

The Academy Award-winning sports-
reel with the “Dean of American
Sportscasters,” featuring one of the
largest and most varied assemblages
of filmed sporting pastimes and out-
door activities.

Running Time: 10 minutes.
Cost: On request,
Number Available: 206.

Distributed by: National Telefilm As-
sociates, Inc.
Submitted by: NTA,

Circle, N.Y.C. 19.

10 Columbus

Half-Hour Series,
Serials, Shorts

89 Candid Cameras — with Allen
Funt—also 100 Ya-hours. 52 Gabby

Hayes—action Y2-hour Westerns. 39
Johnny Jupiters—space travel. King
of the Wild—13 episodes of 15 min-
utes or 12 of 18-20 minutes—wild
animals, African jungle. Phantom of
the West—13 episodes of 15 minutes
or 10 of 18-20 minutes—masked rider
against law of the old West, The
Lone Defender—Rin-Tin-Tin—13 epi-
sodes of 15 minutes or 12 of 18-20—
The Wonder Dog — a secret desert
mine. 16 one-reel musicals—top jazz
bands and singers.

Running Time: Various.

Cost: On request.

Number Available: As above.
Distributed by: Associated Artists

Prod.
Submitted by: AAP, 345 Madison
Ave., N.Y.C.

Big Rascals

RKQO shorts which feature such
famous funnymen as Leon Errol, W.
C. Fields, Billy Gilbert, Phil Harris
and others. The slapstick and satire
of the one-reelers are consistently re-
lieved by hilarity.

Running Time: 15 minutes.

Cost: On request.

Number Available: 133.

Produced by: RKO Radio Pictures,
Inc.

Distributed by: Guild Films Co., Inc

Submitted by: Guild Films, 460 Park
Ave.,, N.Y.C.

Enchanted Music

Programs are comprised of sym-
phony, ballet or opera excerpts taken
from well-known popular and familiar
works in all three fields. Performed
by brilliant artists.

Running Time: 30 minutes.

Cost: On request.

Number Available: 13.

Produced by: George Richfield.

Distributed by: Major Television Pro-
ductions, Inc.

Submitted by: Major Television Pro-
ductions, Inc., 1270 6th Ave.,
N. Y. C. 20.

Ranch Party
Top Country and Western musical
artists in a song-and-dance fest. Emcee:
Tex Ritter. Headliners: Collirs Kids,
Sons of the Pioneers. Guests: Tex Wil-
liams, Jim Reeves.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Briskin-Ranch Party Pro-
ductions.
Distributed by: Screen Gems, Inc.
Submitted by: Screen Gems, Inc., 711
Fifth Ave., N. Y. C. 22.
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Let’'s Have Music

Folk songs (Waltzing Matilda,
Twelve days of Christmas, Frankie
and Johnnie, etc.). Sung by Oscar
Brand, while silhouettes dance on
screen,

Running Time: 3-5 minutes.

Cost: On request.

Number Available: 6.

Produced by: Dynamic Films. Inc.

Distributed by: Dynamic Films, Inc.

Submitted by: Dynamic Films, Inc.,
405 Park Ave., N. Y. C. 22.

Musical Moments

Music and wonderful nature
tography designed to give a few
utes of relaxation.

Running Time: 3-5 minutes.

Cost: On request.

Nomber Available: 10.

Produced by: Dynamic Films, Inc.

Distributed by: Dynamic Films, Inc.

Submitted by: Dynamic Films, Inc.,
405 Park Ave., N. Y. C. 22.

pho-
min-

Christmas Carols

Twelve best-loved Christmas carols
starring the whimsical Sue Hastings
Marionettes: eight titles. Also in live
action and interesting background.
Black & white and color.

Running Time: 1-3 minutes.

Cost: On request.

Number Available: 12.

Produced by: Dynamic Films, Inc.

Distributed by: Dynamic Films, Inc.

Submitted by: Dynamic Films, Inc.,
405 Park Ave.,, N. Y. C. 22.

Musical Parade of Stars
Top musical artists including Law-

rence Welk, Gail Storm, Tennessee

Ernie Ford. Nat “King” Cole, Teresa

Brewer, Steve Lawrence, Peggy lee,

Mel Torme, Sarah Vaughn, and many

others. Wide variety of songs and

music, both standard and Pop. Hi-fi

sound on fitlm. All films produced ex-

pressly for TV.

Running Time: 5 minutes.

Cost: On request.

Number Available: 1100.

Produced by: Studio Films.

Distributed by: Cinema-Vue Corpora-

tion.

Submitted by: Cinema-Vue Corpora-
tion, 245 W. 55th St, N. Y. C. 19.

Cousin Fuzzy and
His Cousins

This country music show is not
hillbilly — is more polkas, waltzes,
etc., with comedy numbers by Cousin
Fuzzy and his troupe. Particularly
suited for rural areas.

Running Time: 30 minutes.

Cost: On request.

Number Available: 13.

Produced by: Gallagher Films, Inc.

Distributed by: Gallagher Films, Inc.

Submitted by: Gallagher Films, Inc.,
137 N. Oakland Ave., Green Bay,
Wisc.

Foy Willing and the
Riders of the Purple Sage

_Action takes viewers on a relaxed
visit  through  majestic, romantic
scenes of the old West, with favorite
Cowboy tunes, tying-in with the pic-
ture. Black & white and color.
Running Time: 15 minutes.

Cost: On request,

Number Available: 260.

Produced by: Foy Willing Television
Productions.

Distributed by: RCA Recorded Pro-
gram Services.

Submitted by: RCA Recorded Pro-
gram Services, 155 E. 24th St
N.YC. 10.

Famous Guests

Night club aperator having trouble
getting famous guests to appear but
always does get them—many amusing
incidents—each film a complete story
with musical numbers, singing, danc-
ing and floor shows.

Running Time: 30 minutes.

Cost: On request.

Number Available: 13.

Produced by: Producciones Caledron,
s.a.

Distributed by: Cavalcade Television
Programs.

Submitted by:
Monica Blvd,,
Calif.

C.T.P., 7904 Santa
Hollywood 46,

Captured
Formerly “Gangbusters.” Chester
Morris narrates this realistic series
of crime-expose programs produced
by Phillips H. Lord and based on the
actual files of law enforcement agen-
cies throughout the U. S., recreating
the pursuit and capture of some of
today’s most notorious criminals.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: Phillips H. Lord.
Distributed by: Victory Program
Sales.
Submitted by:
Productions,
N. Y. C. 22.

California National
663 Fifth Ave.,

Inner Sanctum

The celebrated squeaking door is
the entry to mystery and suspense.
Hollywood and Broadway stars ap-
pear in stories especially written for
TV, bringing video all the power of
this famed radio series.
Running Time: 30 minutes.

RADIO-TELEVISION DAILY

Cost: On request.

Number Available: 39.

Produced by: Galahad Productions.

Distributed by: Victory Program
Sales.

Submitted by:
Productions,
N. Y. C. 22.

The Shadow

One of radio’s most popular mys-
tery series now available for TV. La-
mont Cranston, playboy, turns into
The Shadow and fights crime.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39,

Produced by: Demby Productions,
Inc.

Distributed by: Demby Productions,
Inc.

Submitted by: Demby Productions,
Inc., 1 W. 58th St,, N. Y. C. 19.

California National
663 Fifth Ave.,

Streets of Danger
Re-release of highly successful se-
ries starring Louis Hayward. A dif-

FILM MUSICAL

FILM MYSTERY

Town and Country Time

Country music variety with singing,
comedy, dancing by Champion Clog
and Square Dancers, with guest stars.
Black & white and color.

Running Time: 12:30, 26:30 minutes.

Cost: On request.

Number Available: 52.

Produced by: Connie B. Gay.

Distributed by: RCA Recorded Pro-
gram Services.

Submitted by: RCA Recorded Pro-
gram Services, 155 E. 24th St,
N.Y.C. 10.

The Frankie Laine Show

An intimate musical revue starring
the famed “Mr. Rhythm™ and featur-
ing Connie Haines. Each program
consists of two solo numbers by
Frankie, two more in which he works
with Connie Haines, plus a solo per-
formance by Connie and the surprise
guest appearance of an internation-
ally famous variety act.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Guild Films Co., Inc.

Distributed by: Guild Films.

Submiitted by: Guild Films, 460 Park
Ave., N.Y.C. 22,

Guy Lombardo and His
Royal Canadians

America’s No. One musical favor-
ite hits the TV top. Each film fea-
tures a famous girl vocalist, guest
stars, and the entire L.ombardo aggre-
gation with “the sweetest music this
side of heaven.”

Running Time: 30 minutes.

Cost: On request.

Number Available: 78.

Produced by: Guy l.ombardo Films,
Inc.

Distributed by: MCA TV, Ltd.

Submitted by: MCA TV, 598 Madi-
son Ave., N.Y.C. 22.

Liberace

Musical series built around Liber-
ace, one of the biggest solo attrac-
tions in U. S. concert halls. Programs
also feature brother George and the

addition of guest stars and an aug-

mented orchestra,

Running Time: 30 minutes.

Number Avaiiable: 113.

Cost: On request.

Produced by: Guild Fiims Co., Inc.

Distributed by: Guild Films.

Submitted by: Guild Films, 460 Park
Ave.,, N.Y.C. 22.

Ballets de France
The famed Ballets de France per-

form their wonderful dance special-

ties. Stirring music, exciting stories,

superb choreography, all matchlessly

filmed.

Running Time: 15 minutes.

Cost: On request.

Number Available: 26

Produced for: Sterling TV Co., Inc.

Distributed by: Fremantle of Canada,
Fid.

Submitted by: Fremantle of Canada,
17 Dundonald St.,, Toronto 5,
Ontario.

The Rosemary Clooney
Show

Musical variety starring top singing
Rosemary Clooney supported by Nel-
son Riddle and his Orchestra, the Hi-
1.0’s. and other top talent. Famous
guest stars include Tony Curtis, Janet
Ieight, Jose Ferrer, Gene Nelson and
many others.
Running Time: 30 minutes.
Number Available: 39.
Produced by: Joseph S. Shribman.
Distributed by: MCA TV. Ltd.
Submitted by: MCA TV, 59¢ Madison

Ave., N.Y.C. 22.

Florian Zabach Show

A personality musical series revolv-
ing around the violin virtuoso. Za-
bach's repertoire covers a wide range
of both popular and classical melodies.
He is ably supported by the dancer,
Mary Ellen Terry, and Harry Zimmer-
man'’s concert-size orchestra.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Guild Films Co., Inc.
Distributed by: Guild Films.
Submitted by: Guild Films, 460 Park

Ave., N.Y.C. 22.

ferent suspense thriller each week

with emphasis on hard-hitting action

and romance with principal character

out to solve a crime. Available for

first-runs in a few situations, and

subsequent runs in others. Top Hol-

lywood actors in casts.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Gross-Krasne, Inc.

Distributed by: Gross-Krasne, Inc.

Submitted by: Gross-Krasne. Inc.,
5420 Melrose Ave., Hollywood
38, Calif.

Boston Blackie

Thrill-packed mystery series. Kent
Taylor, who stars as Boston Blackie,
available for commercials.

Running Tlme: 30 minutes.

Cost: On request.

Number Available: 58.

Produced by: Ziv Television Programs,
Inc.

Distributed by: Economee Television
Programs.

Submitted by: Economee Television
Programs, 488 Madison Ave.,
N. Y. C. 22.

Fabian of Scotiand Yard
Adventures of former superintend-

ent of Scotland Yard, Robert Fabian.

Called by Time magazine “"The De-

tective of the Century.”

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Submitted by: Telefilm Enterprises,

120 S. Mapleton Dr., Los Angeles

New Adventures of
Charlie Chan
Series based on Charlie Chan char-
acter created by Earl Derr Biggers.
Star available for commercials.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Submitted by: TPA, 488 Madison
Ave, N. Y. C. 22.

(Continued on Poge 76)
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Mystery Is My Business

Actiop-adventure mystery dramas
starring Hugh Marlowe as one of fic-
tion's most famous detectives.
Running Time: 30 minutes.

Cost: On request.

Number Available: 32.

Produced by: Norvin Productions, Inc.

Distributed by: TPA.

Submitted by: TPA, 488 Madison
Ave., N. Y. C. 22,

Capsule Mysteries
An entertaining series featuring
Glenn Langan, designed to attract a
wide audience everywhere. “Capsule
Mysteries” offers the viewers active
participation in the solution of cimes
through correct answers at the close
of each episode. Each episode com-
plete in itself.
Running Time: 5 minutes.
Cost: On request.
Number Available: 39,
Produced by: Chas.
Productions.
Distributed by: Cinema-Vue Corpor-
ation.
Submitted by: Cinema-Vue Corpor-
ation, 245 W. 55th St., N. Y. C.

Colonel March of
Scotland Yard
London’s world-famous police force
is the background, Boris Karloff the
star of this spine-chilling series that
puts the accent on taut suspense.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: Panda Productions, 1.td.
Distributed by: Official Films, Inc.
Submitted by: Official Films, Inc., 25
W. 45th St, N.Y.C. 36.

The Veil

A dramatic anthology of true mys-
tery stories that border on the un-
believable but are based on fact.
Running Time: 30 minutes.

Cost: On request.

Number Available: Pilot.

Produced by: Hal Roach Studios.

Submitted by: Hal Roach Studios,
Culver City, Calif.

Brothers Brannigan
Story of two brothers in the police
department of a large city. Steve, the
eldest, is married, has five children,
and is head of homicide. Tim, the
younger brother, is new to the force,
and single. He admires his older
brother, but there is occasional con-
flict, as well as humor and affection,
in their relationship.
Running Time: 30 minutes.
Cost: Approx. $28,000.
Produced by: Wilbur Stark, Jerry lay-
ton.
Submitted by: Stark-Layton, Inc., 6 E.
45th St.,, N.Y.C. 17.

Rocky King Detective
This basically is the story of Rocky
King, his wife Mabel, and the various
adventures that Rocky King gets in-
volved in by virtue of his job as head
domo of a metropolitan police force.
In addition to action and suspense,
the at-home sequences between Rocky
and Mabel add warmth and humor.
Running Time: 30 minutes.
Cost: Approx. $28,000.
Produced by: Wilbur Stark, Jerry Lay-
ton.
Submitted by: Stark-Layton, Inc., 6 E.
45th St.,, N.Y.C, 17.

Michelson TV
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Mann of Action

John lIreland is an ex-con turned
private eye who lives on and operates
from his fishing boat, which roams
from Seattle to Ensenada.
Running Time: 30 minutes.
Cost: On request.
Number Available: Pilot.
Produced by: Hal Roach Studios.
Submitted by: Ashley-Steiner, Culver

City, Calif.
Public Defender

Reed Hadley stars as Public De-
fender of those who are unable to
secure private counsel to defend their
personal rights and liberties.
Running Time: 30 minutes.
Cost: On request.
Number Available: 69.
Produced by: Hal Roach, Jr.
Distributed by: Interstate Television

Corporation.

Submitted by: Interstate Television
Corporation, 445 Park Ave,,
N.Y.C.

Rookie Cop

Story of Jimmy Hughes, a young.
conscientious cop, aimed particularly
at a youthful audience. Jimmy is no
super-sleuth and he doesn’t bark or-
ders. He is still new enough at the
cop game to be sympathetic, especial-
ly with young kids in trouble.
Running Time: 30 minutes.
Cost: Approx. $28,000.
Produced by: Stark-Layton, Inc.
Submitted by: Stark-Layton, Inc., 6 E.

45th St., N.Y.C. 17.

Grand Jury
Dramatizations of cases coming be-
fore the Los Angeles Grand Jury.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.

Produced by: Desilu Productions.
Distributed by: National Telefilm As-
sociates, Inc.
Submiitted by: NTA,

Circle, N.Y.C. 19.

Homicide
Police story with New York City
background. Hero is Cliff Robinson,
head of homicide division, who—in
his constant fight against crime—
takes the viewer to identifiable and
exciting locales of the big city, rang-
ing from crowded Times Square to
the lonely waterfronts, from sedate
Fifth Avenue to the Bowery.
Running Time: 30 minutes.
Cost: Approx. $28,000.
Produced by: Wilbur Stark, Jerry Lay-
ton.
Submitted by: Stark-Layton, Inc., 6 E.
45th St, N.Y.C. 17.

Official Detective

Crime stories based on authentic
files of Official Detective Magazine,
which are based on actual criminal
cases in various cities.

Running Time: 30 minutes.
Number Available: 39.

Produced by: Desilu Productions.
Distributed by: National Telefilm As-
sociates, Inc.
Submitted by: NTA,

Circle, N.Y.C. I9.

Cases of Eddie Drake

In each of these action-filled epi-
sodes, rough-and-ready Eddie reviews
one of his more interesting cases for
his  beautiful client, Psychologist
Karen Gayle, to supply information
on criminal behavior for a book is
is preparing.
Running Time: 30 minutes.

10 Columbus

10 Columbus

FILM MYSTERY

Cost: On request.

Number Available: 13.

Produced by: Impro Productions—
Harlan Thompson and Herbert
I.. Strock.

Distributed by: CBS TV Film Sales.

Submitted by: CBS TV Film Sales,
485 Madison Ave., N.Y.C. 22.

Sherlock Holmes

Tales of the world’'s most notable
sleuth, as played by Ronald Howard,
son of the late leslie Howard. Stories
faithfully retain the tone of the ori-
ginal Arthur Conan Doyle master-
pieces. Series co-stars H. Marion
Crawford, as Doctor Watson, and the
atmosphere of london in 1880 is
vividly portrayed.
Running Time: 30 minutes.
Cost: On request.
Number Available: 39.
Produced by: Andre Hakim.
Distributed by: Guild Films Co.. Inc.
Submitted by: Guild Films, 460 Park

Ave., N.Y.C. 22.

Files of Jeffrey Jones

Good mystery yarns with novel
twists and turns—a combination of
the best actors, writers, and directors.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39,

Produced by: Lindsley Parsons Pro-
ductions, Inc., lindsley Par-
sons.

Distributed by: CBS TV Film

Submitted by: CBS TV Film

485 Madison Ave., N.Y.C.

Racket Squad

Exposes of rackets, con games and
swindles based on authentic cases
from police, bunco squad files. Reed
Hadley stars in this true-to-life series.
Endorsed by police and community
clubs throughout the country, offers
advertisers entertainment with built-
in public service.
Running Time: 26:20.
Cost: On request.
Number Available: 98.
Produced by: Hal Roach. Jr.
Distributed by: ABC Film Synd., Inc.
Submitted by: ABC Film Synd., Inc.,

1501 Broadway, N.Y.C. 36.

San Francisco Beat
One of the most suspenseful series
of police dramas in TV. San Francis-
co is the setting. Crime and crime
detection is the motif.
Running Time: 30 minutes.
Cost: On request.
Number Available: 148.
Produced by: Jaime del Valle, Desilu
Productions, Inc.

Distributed by: CBS TV Film Sales.
Submitted by: CBS TV Film Sales,
485 Madison Ave., N.Y.C. 22,
Mickey Spillane’s
Mike Hammer
One of America’s fastest-selling
mystery writers comes to TV. Mickey
Spillane fans number over 50,000,000
—his best-sellers have sold over 28.-
000,000 copies. Veteran actor Darren
McGavin portrays the hero in this

new TV thriller.

Running Time: 30 minutes.

Numniber Available: 39.

Director: Richard Irving.

Distributed by: MCA TV, Ltd.

Submiitted by: MCA TV, 598 Madison
Ave., N.Y.C. 222.

The Whistler

Every program tells the story of
an unusual adventure in the lives of
same average, everyday people—
strange happenings in which fate in

Sales.
Sales,
22.

the guise of The Whistler plays an

important part,

Running Time: 30 minutes.

Cost: On request.

Number Available: 39,

Produced by: Joel Malone, Adrian

Gendot—Joel Malone Associates.

Distributed by: CBS TV Film Sales.

Submitted by: CBS TV Film Sales,
485 Madison Ave., N.Y.C. 22.

Code 3

Powerful and revealing dramas
based on factual cases from the files
of the los Angeles Sheriff’s office.
Each episode is a vivid study in glar-
ing problems which confront Ameri-
can communities and law enforcement
agencies. Filmed against the back-
drop of los Angeles County.
Running Time: 26:20.

Cost: On request.

Number Available: 39,

Produced by: Ben Fox-Hal Roach, Jr.

Distributed by: ABC Film Synd.

Submiitted by: ABC Film Synd., 1501
Broadway, N.Y.C. 36.

City Detective

A spellbinding series of metropoli-
tan mystery and adventure starring
the inimitable Rod Cameron. In its
fourth year of successful selling, its
popularity continues unabated in mar-
ket after market.
Running Time: 30 minutes.
Cost: On request.
Number Available: 65.
Produced by: Revue Productions.
Distributed by: MCA TV, Ltd.
Submitted by: MCA TV, 598 Madi-

son Ave., N.Y.C. 22.

Crime Does not Pay
Exciting crime stories with a point-
of-view that makes them perenially
timely. Dramatized in a documentary,
staccato style that provides perfect
suspense entertainment for prime
evening hours. Each story drives home
the moral that crime does not pay.
Starring such famous MGM names
as Laraine Day, Robert Taylor, Van
Johnson and others.
Running Time: 21 minutes.
Cost: On request.
Number Available: 48.
Produced by: Metro-Goldwyn-Mayer.
Distributed by: MGM-TV.
Submiitted by: MGM-TV, 1540 Broad-
way, N.Y.C. 36.

Sherlock Holmes
The most popular detective of all
time, Sherlock Holmes, who suc-
ceeded where even Scotland Yard
could not in solving the most fascinat-
ing and baffling cases. He's Boswelled
as usual by the genial Dr. Watson.
Running Time: 60 minutes.
Cost: On request.
Number Available: 12.
Produced by: Universal.
Distributed by: Associated Artists
Prod.
Submitted by: AAP, 345 Madison
Ave.,, N.Y.C.

Paris Precinct
Police adventure stories taken from
the files of the Paris police. Paris
serves as a focal point for thrilling
behind-the-scenes events. Series stars
Claude Dauphin and Louis Jourdan,
and each episode is a complete case
history in itself.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: Andre Hakim.
Distributed by: Guild Films Co., Inc.
Submiitted by: Guild Films, 460 Park
Ave., N.Y.C.
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Yesterday’s Newsreel
Dramatic highlights of news events
of former years.
Running Time: 15 minutes.
Cost: On request.
Number Available: 137.
Produced by: Ziv Television Programs,

Inc.

Distributed by: Economee Television
Programs.

Submitted by: Economee Television
Programs, 488 Madison Ave.,
N.Y.C. 22,

Farm Newsreel

A weekly program highlighting im-
portant agricultural developments, in-
cluding ftarm equipment, research,
care of livestock and crops. One of
the first nationally syndicated TV pro-
grams devoted solely to the interests
of the farmer. Includes narration,
music and natural sound on film. Sold
exclusively in each market.

Running Time: 15 minutes.

Cost: On request.

Number Available: 52 per year.

Prodlllced by: Hearst-Metrotone News,
nc.

Distributed by: Telenews.

Submiitted by: Telenews-Hearst Metro-
tone News, Inc., 235 E. 45th St.,
N.Y.C. 17.

Telenews Weekly News
Review

A comprehensive, fast-paced review
of the important news highlights of
the week—ready to telecast with nar-
ration, music and natural sound on
film. Open-ended for commercials.
Shipped every Friday for release upon
receipt. Sold exclusively in each mar-
ket.

Running Time: 15 minutes.

Cost: On request.

Number Available: 52 per year.

Produced by: Hearst-Metrotone News,
Inc.

Distributed by: Telenews.

Submitted by: Telenews-Hearst Metro-
tone News, Inc., 235 E. 45th St.,
N.Y.C. 17.

o

FILM NEWS

Telenews Daily Newsfilm

Twelve minutes per day, Sundays
through Fridays, of top-flight cover-
age of important news events through-
out the world. Muitiple shipments
from key processing points in major
cities. Available daily, 432 feet or
less per day, with shipments timed
to meet newscast deadlines.

Running Time: As required.

Cost: On request.

Number Available: Daily.

Prodlllced by: Hearst-Metrotone News,
nc.

Distributed by: Telenews.

Submiitted by: Telenews-Hearst Metro-
tone News, Inc., 235 E. 45th St.,
N.Y.C. 17.

Newsfilm

Newsfilm, a service of CBS News,
usable as many different ways as there
are station news programs. Provides
in pictures and words a comprehensive
edition of the day's most important
happenings.

Running Time: 12 minutes.

Cost: On request.

Number Available: Daily.

Produced by: CBS TV Film Sales.

Distribuetd by: CBS TV Film Sales.

Submitted by: CBS TV Film Sales,
485 Madison Ave., N.Y.C. 22.

Television Newsbriefs

Short news film clips on important
British events and personalities, for
use on newscasts and news-in-depth
shows. Stories are issued on the aver-
age once a week. Length—S50 seconds
to 1¥2 minutes, silent or SOF; slightly
longer films for women's and agricul-
tural programs.

Running Time: 45 seconds-5 minutes.

Cost: Free.

Number Available: 50 to
year.

100 per

Produced by: British Information
Services.

Distributed by: British Information
Services.

Submitted by: British Information

Services., 45 Rockefeller Plaza,
N.Y.C. 20.

Darren McGavin, in action as the title character of MCA-TV's “Mickey
Spillane’s Mike Hammer” series, new syndicated program which is expected
to ride the crest of a new resurgence of interest in mystery show TV pro-
grams. The programs are based on the celebrated books which have racked
up phenomental sales records.
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THE EQUAL ACCESS BATTLE
. . . Some Progress Reported

HE battle waged by broadcasting to gain its right to equal access

with other journalistic media in coverage of courtrooms, civic
meetings and governmental bodies is a slow and grinding effort. But
progress is being made in widely separated areas of the country.

The boon caused by revocation of the American Bar Association’s
canon 35 would be inestimable. This rule in prohibiting broadcasting
equipment in courtrooms is a severe limitation on the potential of
radio and TV.

Below is a cross-section of comment on the issue compiled from
questionnaires sent to stations throughout the country. They indicate
the progress which has been made by the industry on this front.
Bright spot in the picture is increased access to legislature meetings
and activities of civic groups.

THE QUERY: What progress has been made by radio and TV
in the fight for equal access in your area?

WSAZ, HUNTINGTON, W. VA.: The station televises state legis-
lative sessions, uses film on coverage of city council meetings, etc.

KTTV, LOS ANGELES: Receives co-operation—except for court-
rooms.

KDKA-TV, PITTSBURGH: Movie Cameraman has on occasion
been granted permission by trial judge to photograph murder
trial in progress, but judge was later reprimanded by President
Judge and permission was withdrawn.

KSYD-TV, WICHITA FALLS, TEX.: A co-operative effort among
the three radio and two TV stations has established a local,
private, w~eather circuit which gives each media the same in-
formation at the same time. Aside from weather, no steps have
been taken.

WTVN-TV, COLUMBUS, O.: Canon 35 in effect. However, there
has been no denial of coverage of any other event when re-
quested.

WFBM-TV, INDIANAPOLIS: This is not a serious problem. We
have had good relations with courts, police, etc. There have
been isolated instances of resistance to camera and tape re-
corder coverage but, by and large, no problems.

WBTV, CHARLOTTE, N. C.: We have access to the lower courts
regularly, Superior Courts on rare occasions, and Government
agencies and meetings all of the time.

WIBF, AUGUSTA, GA.: Television is not barred from any
events now open to any segment of the press. However, volun-
tary news releases are generally first given to the newspapers.
Courtroom photography still of course, prohibited to all segments
of the press.

KLZ-TV, DENVER: Editorializing by KLZ-TV management led
directly to a hearing conducted by the Colorado Supreme Court
concerning Canon 35. This resulted in the repeal of Canon 35,
the first state in the nation to do so, enabling radio and TV
reporters to enter Colorado courtrooms for the first time.

KOMU-TV, COLUMBUS, MO.: Great progress has been made
even to the extent of allowing coverage to ke made of a murder
trial held recently in Jefferson City.

KOSA-TV, ODESSA, TEX.: No fight needed here. We have
access.

KING-TV, SEATTLE: None in court rooms, but substantial prog-
ress has been made in coverage of state and local governmental
affairs.

WPTA, FORT WAYNE, IND.: We are receiving excellent co-
operation from civil agencies.

KXGN-TV, GLENDIVE, MONT.: 1000% improvement. Local
authorities have been “cracked” and offer excellent cooperation.

KARD-TV, WICHITA, KAN.: Excellent, especially within the City
Commission.

WHIZ-TV, ZANESVILLE, O.: With the exception of court-room
photagraphy, we have equal access.
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Texas Rasslin’

The fastest action and wildest type
of wrestling, allowed only in Texas,
before an audience of over 6,000
people. Some of the greatest names in
the world of professional wrestling par-
ticipate in single and tag team main
events. Also featured are a few wom-
en’s championship matches.

Running Time: 30 minutes,

Cost: On request.

Number Available: Continuous pro-
duction and current.

Produced by: Texas Rasslin’ Film Inc.

Distributed by: Maurice Beck, mgr.

Submitted by: Texas Rasslin’ film Inc.,
Cadiz & Industrial Blvd., Dallas,
Texas.

Speed Classics

Complete exciting stories of cham-
pionship speed events loaded with
thrills, chills and spills. Big cars, stock
cars, speed boats and motorcycles.
Running Time: 15, 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: Dynamic Films.
Distributed by: Dynamic Films.
Submiitted by: Dynamic Films Inc., 405

Park Ave., N. Y. C. 22.

Championship Wrestling
From Hollywood

_ Five cameras cover the top wrestlers

in contests from the Hollywood Legion

Stadium. Up-to-the-minute wrestling,

each edited for one-hour program-

ming and retaining continuity of

matches and a high level of action.

Running Time: 60 minutes.

Cost: On request.

Number Available: 39.

Produced by: Val. 1. Lindberg.

Distributed by: Cinema-Vue Corp.

Submitted by: Cinema-Vue Corpora-
tlign, 245 W, 55th St., N. Y. C.

This Week in Sports
TV’s action-packed summary of the
major sports events of the week—up
to and including Sunday. Ready to
telecast, with narration, music and
natural sound on film. Open-ended
for commercials. Shipped every Tues-
day, for release upon receipt. Sold
exclusively in each market.
Running Time: 15 minutes.
Cost: On request.
Number Available: 52 per year.
Produced by: Hearst-Metrotone News,
Inc.
Distributed by: Telenews.
Submiitted by: Telenews-Hearst Metro-
tone News, Inc., 235 E. 45th St,,
N.Y.C. 17.

The Sam Snead Show

Golf lessons from the fundamentals
through tournament play. Filmed on
golf courses in various parts of the
U. S. A. Viewer has a golf lesson
just as if it were done in person.

Vitapix Westerns

Westerns starring Johnny Mack
Brown and Whip Wilson. All released
theatrically between 1947-50. Have
high quality reproduction and audience
appeal to all age levels.

Running Time: 65 minutes.

Cost: On request.

Number Available: 27.

Produced by: William F. Broidy Pro-
ductions, Inc.

Distributed by: Cinema-Vue Corpo-
ration.

Submitted by: Cinema-Vue Corpora-
tion, 245 W, 55th St.,, N.Y.C., 19.

Boots and Saddles—the
Story of the Fifth Cavalry

The life and times of the American
cavalryman of the 1870’s are recreated
with vivid excitement in this adult
Western of Captain Shank Adams
(Jack Pickard) and his Co. “A,” fight-
ing natural and man-made enemies
across a desolate frontier.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: California National Pro-
ductions, Inc.

Distributed by: NBC Television Films.

Submitted by: California National Pro-
dlzlctions, 663 Fifth Ave., N. Y. C.
22.

Frontier

Worthington Miner’s classic adult
Western about the settling of the fron-
tier west of the Mississippi. True
stories of men and women who en-
dured hardships and dangers to make
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FILM WESTERN

Color.

Running Time: 3:15 minutes.

Cost: On request.

Number Available: 39.

Produced by: Scope Productions, Inc.

Distributed by: RCA Recorded Pro-
gram Services.

Submiitted by: RCA Recorded Pro-
gram Services, 155 E. 24th St.,
N.Y.C. 10.

Time Out for Sports
Stories of the most dramatic events
of all sports history. Hosting the
series is Marty Glickman. Title art
is by the World-Telegram’s Willard
Mullin and each episode is introduced
by a Mullin cartoon.
Running Time: 15 minutes.
Cost: On request.
Number Available: 26.
Produced by: Sterling TV Co., Inc.,
& Hearst Metrotone News.
Distributed by: Sterling TV Co., Inc.
Fremantle of Canada, Ltd., in
Canada).

Submiitted by: Sterling TV Co., 6 E.
39th St, N.Y.C.

The Big Fights

Historic fistic clashes of the past—
Baer-Carnera, Ross-McLarnin, Wil-
lard-Moran and others.
Running Time: 30 minutes.
Cost: On request.
Number Available: 12.
Produced by: Radio & TV Packagers.
Distributed by: Fremantle Internation-

al, Inc., (in overseas markets).
Submitted by: Fremantle Int’l, 366
Madison Ave., N.Y.C. 17.

Bowling Time

The nation’s leading bowlers com-
pete in tense, exciting matches for
$17,500 in prizes in the first Ameri-
can and National Leagues of Bowl-
ing. Thousands of dollars are offered
as prizes to audience contestants who
bowl on the show. lee Jouglard on
each program gives interesting bowl-
ing lessons. Guest stars are intro-
duced by Bud Palmer.
Running Time: 60 minutes.
Cost: On request.
Number Available: 26. .
Produced by: Discovery Productions.
Distributed by: Sterling TV Co., Inc.
Submiitted by: Sterling TV Co., Inc.,

6 E. 39th St., N.Y.C.

Bowling Stars

Each week, two of the nation’s top-
ranking bowlers compete in exciting
match game competition with cash
prizes of more than $80,000. Nation-
ally-known sportscaster, Joe Wilson,
handles the narration of the matches.
Running Time: 30 minutes.
Cost: On request.
Number Available: 26.
Produced by: Matt Niesen.
Distributed by: Sterling TV Co., Inc.
Submitted by: Sterling TV, 6 E. 39th

St,, N.Y.C

Tension shows in the faces of a detachment of men from Fort Lowell,
led by U. S. Cavalry Capt. Shank Adams (John Pickard), left, and Scout
Luke Cummings (Michael Hinn), riding into a canyon and fearing surprise
attack by the Apaches in “Boots and Saddles — The Story of the 5th
Cavalry,” California National Productions new film series. The merchan-
dising department of CNP has arranged for “Boots And Saddles” to appear
as a soft cover book from the press of Berkley Publishing Co. The western
series will be the basis of story material for the new volume. Also Saalfield
Publishing Co. signed to release a coloring book on the same series for

children.

farms, cattle land and cities out of the

vast prairie.

Running Time: 30 minutes.

Cost: On request.

Number Available: 30.

Produced by: Worthington Miner.

Distributed by: Victory Program Sales.

Submiitted by: California National Pro-
ductions, 663 Fifth Ave.,, N, Y. C
22.

The Cisco Kid

Exciting Western series.
Renaldo as the Cisco Kid.
Running Time: 30 minutes.
Cost: On request.

Number Available: 130.

Produced by: Ziv Television Programs,
Inc.

Distributed by: Ziv Television Pro-
grams, Inc.

Submitted by: Ziv Television Pro-

grams, Inc.,, 488 Madison Ave.,

N.Y.C. 22.

Duncan

Union Pacific

Jeff Morrow stars as Bart McClel-
land, an ex-Major in charge of the
construction project, and Susan Cum-
mings is Georgia, operator of the
“Golden Spike” end-o’-track cafe, in
this railroading epic of the era when
East and West were first linked by rail.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: California National Pro-
ductions.

Submitted by: California National Pro-
ductions, 663 Fifth Ave., N.Y.C.
22,
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Hopalong Cassidy

William Boyd stars as America's
No. 1 Cowboy Hero, now a fixture on
the national scene, famous as the
Fourth of July.

Running Time: 30, 60 minutes.

Cost: On request.

Number Available: 52 half-hour, 52
hour.

Produced by: William Boyd Produc-
tions, Inc.

Distributed by: Victory Program Sales.

Submitted by:
Productions,
N.Y.C.22.

California National
663 Fifth Ave.,

Steve Donovan,
Western Marshal
Authentic tales of the old West are
enacted by Douglas Kennedy as the
Marshal and Eddy Waller as his side-
rider, Rusty.

Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

Produced by: Vi-Bar Productions.
Distributed by: Victor Program Sales.
Submitted by: California National Pro-

ductions, 663 Fifth Ave., N. Y. C.
22,

Annie Oakley

Exciting original Western stories
about famed sharpshooter, Annie
Oakley, character as suggested by the
historical figure.

Running Time: 30 minutes.

Cost: On request.

Number Available: 81.

Produced by: Lou Gray for Armand
Schaefer of Flying “A” Pictures

Distributed by: CBS TV Film Sales.

Subniitted by: CBS TV Film Sales,
485 Madison Ave., N.Y.C. 22.

U.S. Marshal

The crime-fighting activities of a
U. S. Marshal in the Western regions
of the United States. John Bromfield
stars.

Running Time: 30 minutes.
Cost: On request.

Produced by: Desilu Productions.
Distributed by: National Telefilm As-
sociates, Inc.
Submniitted by: NTA,

Circle, N.Y.C. 19.

10 Columbus

Man Without a Gun

A fast-moving Western series spot-
lighting the adventures of a fighting
newspaper publisher who combats

RADIO-TELEVISION DAILY

crime via the medium of his news-
paper columns.

Running Time: 30 minutes.
Cost: On request.
Number Available: 39.

Produced by: TCF-TV (20th Century
Fox).

Distributed by: National Telefilm As-
sociates, Inc.

Submitted by: NTA,
Circle, N.Y.C. 19.

10 Columbus

Sheriff of Cochise

The exciting adventures of a mod-
ern-day sheriff based on the crime
files in the oftice of the Sheriff of
Cochise County, Bisbee, Ariz.

Running Time: 30 minutes.

Cost: On request.

Number Available: 78.

Produced by: Desilu Productions.

Distributed by: National Telefilm As-
sociates, Inc.

Submitted by: NTA,
Circle, N.Y.C. 19.

10 Columbus

Western Features
Starring
Gene Autry

Top-budget Republic Pictures Cor-
poration features starring Gene Autry
and a cast of top supporting players.

Running Time: 60 minutes.
Number Available: 56.

Produced by: Republic Pictures Cor-
poration.

Distributed by: MCA TV, Litd.

Submitted by: MCA TV, 598 Madi-
son Ave., N.Y.C. 22.

The Gene Autry Show

In this highly popular series of TV
films, Gene stars as a roving defender
of range justice—riding, roping, fight-
ing and singing. Pat (The Beard) But-
tram lightens each episode with wry
cowboy humor.

Running Time: 30 minutes.
Cost: On request.
Number Available: 91.

Produced by: Armand Schaefer, Fly-
ing “A” Productions.

Distributed by: CBS TV Film Sales.

Submitted by: CBS TV Film Sales,
485 Madison Ave., N.Y.C. 22.

Roundup Time

Action-packed Western features in
the old tradition.

FILM WESTERN

Running Time: 60 minutes.
Cost: On request.

Number Available: 76.
Produced by: Monogram.

Distributed by: Associated Artists
Prod.

Submitted by: AAP, 345 Madison
Ave.,, N.Y.C.

The Range Rider

Jack Mahoney plays a different kind
of frontier hero fighting for justice
and order as a plainsman; films pro-
duced in Sierra Madre country.
Running Time: 30 minutes.

Cost: On request.
Number Available: 78.

Produced by: Armand Schaefer, Fly-
ing “A” Productions.
Distributed by: CBS TV Film
Submitted by: CBS TV Film

485 Madison Ave., N.Y.C.

Sales.

Sales,
22.

The Adventures of
Kit Carson

Sponsored nationally for four years,
stars Bill Williams as the famous
frontiersman. Of these true-to-history
films 52 are first-run in all but 12
markets.
Running Time: 30 minutes.
Cost: On request.
Number Available: 104.
Produced by: Revue Productions.
Distributed by: MCA TV, Ltd.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

Tim McCoy

An adventurous and educational
Western based on famous personali-
ties and historical events of the Wild
West. Stars Tim McCoy and featured
with him are 500 Indians, who have
greatly contributed to McCoy’s knowl-
edge and understanding of Indian life.
Rumning Time: 15 minutes.
Cost: On request.
Number Available: 39.
Distributed by: Guild Films Co., Inc.

Submitted by: Guild Films, 460 Park
Ave., N.Y.C.

The Adventures of
Champion

Champion, a wild stallion, is be-
friended by a small boy and his dog,
Rebel, a German shepherd, who are
go-betweens in time of trouble.

Running Time: 30 minutes.

Cost: On request.

Number Available: 26.
Produced by: Flying “A™ Pictures.
Distributed by: CBS TV Film Sales.

Submitted by: CBS TV Film Sales,
485 Madison Ave., N.Y.C. 22.

Western Features
Starring
Roy Rogers
Top-budget Republic Pictures Cor-

poration features starring Roy Rogers

and a cast of top supporting players.

Running Time: 60 minutes.

Number Available: 67.

Produced by: Republic Pictures Cor-
poration.

Distributedl by: MCA TV, Ltd.

Submitted by: MCA TV, 598 Madison
Ave., N.Y.C. 22.

Brave Eagle

Brave Eagle, Chief of the Chey-
enne, gives fresh drama to series based
on his efforts to keep peace during
pioneer days.

Running Tinte: 30 minutes.

Cost: On request.

Number Available: 26.

Produced by: Roy Rogers Frontier
Productions.

Distributed by: CBS TV Film Sales.

Subniitted by: CBS TV Film Sales,
485 Madison Ave., N.Y.C. 22,

26 Men

Tris Coffin stars as Ranger Captain
Tom Rynning in dramatized authentic
stories of the Arizona Rangers as
they battled from 1901 to 1909 to rid
the Territory of Arizona of crime.
Kelo Henderson is featured.

Running Time: 26:20.

Cost: On request.

Number Available: 78.

Produced by: Russell Hayden.

Distributed by: ABC Film Synd., Inc.

Submitted by: ABC Film Synd., 1501
Broadway, N.Y.C. 36.

Buffalo Bill, Jr.

Buffalo Bill, Jr., is the story of
the adventures of a heroic young son
of the old West who rides, ropes, and
fights for justice in the tradition of
the “hoss opera.”

Running Time: 30 minutes.

Cost: On request.

Number Available: 42,

Produced by: Lou Gray for Armand
Schaefer of Flying “A” Pictures

Distributed by: CBS TV Film Sales.

Submitted by: CBS TV Film Sales,
485 Madison Ave., N.Y.C. 22.
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R. S. V. P.

Renzo Cesana (formerly the “Con-
tinental”) answers, in a romantic way,
your questions on problems unique to
1 world made up of two sexes. Renzo
:an integrate or feed to commercial.
Running Time: 5 minutes.

Cost: On request.
Number Available: 4.
Produced by: Bill Sturm Studios, Inc.,

Distributed by: Bill Sturm Studios,
Inc.

Submitted by: Bill Sturm Studios, Inc.,
723 Seventh Ave., N. Y. C. 19.

Amy Vanderbilt

Each show features Amy Vander-
bilt, prominent social figure and au-
thority on etiquette, discussing the cor-
rect thing to do for every occasion.
Running Time: S minutes.

Cost: On request.

Number Available: 78.

Prod;lced by: A-V Film Productions,
nc.

Distributed by: United Television Fea-
tures.

Submitted by: United Film & Record-
ilnlg lSltludios, 301 E. Erie, Chicago

New York Confidential

Exciting, original stories of New
York City filmed on location.
Running Time: 30 minutes.

Cost: On request.

Number Available: 39.

>roduced by: Television Programs of
America, Inc. (TPA).

distributed by: TPA.

syubmitted by: TPA, 488 Madison
Ave., N.Y.C. 22,

Don Ameche Presents
Play of the Week

Dramatic anthology series. Different
tory with different top quality stars
:ach week. Don Ameche is host for
rach program and participates in com-
nercials.
tunning Time: 30 minutes.

Cost: On request.

Number Available; 39.

>roduced by: Four Star Films.

distributed by: TPA.

jubmitted by: TPA, 488 Madison
Ave, N. Y. C. 22,

Mr. Consul

A filmed dramatic series produced
vith the cooperation of DACOR
Diplomatic and Consular Officers,
Retired) and utilizing the published
vorks of such men as George F.
Ceenan, (former ambassador to US
sR), Harry R. Anslinger (U. S. Nar-
'otics Commissioner) and others. All
ilming to be shot abroad.

30

Sew Easy

Complete home course in basic
sewing, utilizing the new *unit con-
struction method.” Features Lucille
Rea, head of Home Economics De-
partment, University of lowa, under
whose exacting auspices this series
was produced. Also available in color.
Running Time: 30 minutes.

Cost: On request or Barter Plan.

Number Available: 26. 50

Produced by: Homecraft Films.

Distributed by: Medallion TV Enter-
prises, Inc.

Submitted by: Medallion TV, 6000
Sunsct  Blvd., Hollywood 28,
Calif.

The Mary Margaret
McBride Show

A new TV series, starring Mary
Margaret McBride. Viewers can come
every day via TV into Miss McBride’s
Catskill Mountain home where the
great, the famous, the funny and the
fabulous people of the world come
visiting.

Running Time: 30 minutes.

Cost: On request.

Number Available: Pilot film.

Produced by: James Love Productions,
Inc.

FILM MISCELLANEOUS

Running Time: 30 minutes.
Cost: On request.

Produced by: Dcrel Producing Asso-
ciates, Inc.

Submiitted by: Derel Producing Asso-

ciates, Inc., 68 William St.,
N.Y.C.
What's Wrong With This
Picture?

A gimmick show with prizes, star-
ring a local personality.
Running Time: 12 minutes.
Cost: On request.
Number Available: 260.
Produced by: Morton Productions.
Distributed by: Morton Productions.

Submitted by: Morton Productions, 64
E. Lake St., Chicago 1, Illinois.

The Joe Emerson Show

Joe Emerson, star of Hymns of All
Churches, appears in shows featuring
two hymns and two spirituals, human
interest story about authors and songs,
plus choir of eight — four males and
four females, piano and organ — in
cheerful and warm atmosphere. Also
156 15-minute radio shows available
starring Joe Emerson.

Running Time: 15 minutes.

Cost: On request.

Number Available: 26.

Produced by: Morton Productions.
Distributed by: Morton Productions.

Submitted by: Morton Productions, 64
E. Lake St., Chicago 1, Ill.

FILM WOMEN'S PROGRAMS

Distributed by: James Lqve Produc-
tions, Inc.

Submitted by: James Love Produc-
tions, Inc., 115 W. 45th St.,
N. Y. C. 36.

The World of Fashion

Weekly series of interviews with
top fashion names plus a look inside
the fashion world, editorial comment
and news on fashion trends. Program
conducted by Al Davidson.

Running Time: 15 minutes.
Cost: On request.
Number Available: One.

Produced by: Alfred Davidson Asso-
cites.

Submitted by: Alfred Davidson Asso-
ciates, 38 E. 57th St., N.Y.C. 22.

Fashion Newsreel

Top fashions of the women's world
—filmed here and abroad with narra-
tion and natural sound aimed to in-
terest both sexes. Released weekly.
Running Time: 5 minutes.
Cost: On request.
Number Available: 52 per year.
Produced by: Hearst-Metrotone News,

Inc.

Distributed by: Telenews.

Rocky Jones,
Space Ranger

Rocky Jones, a Ranger in the service
of the United Worlds, plies his craft
“The Orbit Jet” through space to the
moons and planets. His crew consist
of his co-pilot, Vena, a feminine navi-
gator, Bobby, a teenage boy, and Pro-
fessor Newton. Richard Crane stars.
Running Time: 30 minutes.

Cost: On request.
Number Available: 39.

Produced by: Roland Reed Produc-
tions Inc.

Distributed by: Official Films.

Submitted by: Roland Reed Produc-
tions, Inc., 650 N. Bronson, Los
Angeles 4, Calif.

Science Fiction Theatre

A new series based on astounding
scientific facts lavishly produced with
a new cast of Hollywood stars every
week. With Truman Bradley as host.
Running Time: 30 minutes.

Cost: On request.
Number Available: 78.

Produced by: Ziv Television Programs,
Inc.

Distributed by: Economee Television
Programs.

Submitted by: Economee Television
Programs, 488 Madison Ave.,
N.Y.C. 22.

Watch the World

Each episode contains three indi-
vidual news “featurettes,” ranging from

Submitted by: Telenews-Hearst Metro-
tone News, Inc., 235 E. 45th St.,
N.Y.C. 17.

Fun to Reduce

The sprightly body-toning program
that trains as it entertains. Margaret
Firth, the star, has been a student of
figure control since her youth.
Running Time: 15 minutes.

Cost: On request.

Number Available: 65.

Produced by: Guild Films Co., Inc.

Distributed by: Guild Films.

Submitted by: Guild Films, 460 Park
Ave., N.Y.C. 22

Lilli Palmer Show
Lilli Palmer stars and interviews

famous persons in the theatre, music,

literature, the dance, and allied arts.

A prestige show for discriminating

audiences.

Running Time: On request.

Cost: On request.

Number Available: 26.

Produced for: California National
Productions, Inc.

Distributed by: Fremantle of Canada,
Ltd

Submittc:d by: Fremantle of Canada,
l.td., 17 Dundonald St., Toronto
5 Ontario.

sports and travel to science and the
arts. Don Goddard narrates.

Running Time: 15 minutes.

Cost: On request.

Number Available: 26.

Produced by: NBC Film Division.
Distributed by: Victory Program Sales.

Submitted by: California National Pro-
ductions, 663 Fifth Ave.,, N. Y. C.
ndel

Tales of the Old West

Based on historical locales of the
Old West — famous characters, feuds,
fights and events — done in re-enact-
ments. Indian ceremonials and dances.

Running Time: 12 minutes.

Cost: On request.

Number Available: 13.

Produced by: Phil. E. Cantonwine.
Distributed by: Bengal Pictures.

Submitted by: Bengal Pictures, 1028
N. Western Ave., Hollywood.

Vagabond

Bill Burrud takes you on a fabulous
tour of the continent with a series
gloriously filmed in color or black &
white in the lively playgrounds of
America.

Running Time: 30 minutes.

Cost: On request.

Number Avajlable: 39.

Produced by: Bill Burrud Productions.
Distributed by: Official Films, Inc.

Submitted by: Official Films, Inc., 25
W. 45th St.,, N.Y.C. 36.
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SPOT ADVERTISER BOON

. « . Multiple Run Shows

By PIERRE WEIS

- o= Y

General Manager of Economee

Television Programs

THE perennial challenge posed to the agency by spot television is
how to get maximum effectiveness from each advertising dollar.
In that most flexible of all media, the same amount of money can be
spent in many different ways with vastly different results.

One of the important changes within television in recent years
has been the development of new opportunities for efficient spot
advertising through the increased scheduling of strong film properties
in time periods where they have never before been seen. This has
opened a new frontier for spot advertisers.

Station after station has successfully used this technique to re-
vitalize daytime and fringe time. It has turned time periods in which
ratings lagged into periods with outstandingly large audiences. View-
ers, attracted by top programs with strong star names, formed the
day-in, day-out tune-in habit. The researchers tell us that daytime
viewing has soared ahead this year. To a large extent, this gain must
be attributed to the widespread adoption of the film rerun, particularly
in the form of strip programming.

Consider what happened in Mobile, Ala. when station WALA-TV
launched “Mr. District Attorney” in its 5-5:30 p.m. period. Ratings
jumped from a previous five-day average of 8.6 to a five-day average
of 11.7 in the first three months, and then to 13.4 in the next three
months.

in San Francisco, KPIX slotted "I Led Three Lives” from 5:30-6:00
p.m. Against a previous five-day average of 5.8, the series built to
an 8.7 average for the first three months.

When viewing forges ahead, advertiser interest perks up, too.
More and more, we find our largest national advertisers, those whose
budgets are large enough to accommodate any form of advertising
that is deemed effective, buying into these spot carriers.

It is not cost efficiency alone, | submit, that has attracted these
advertisers.

The sales message that appears within the context of a program
benefits from its identification with a program, and its association with
the star and story that are audience favorites. For the very largest
advertiser this is a strong advantage. For the company trying to
get the most value from limited funds, it is a necessity.

The most spectacular success of rerun film programming has been
achieved in the form of the daytime strip. So many outstanding
success stories have been created by this technique, that this one use
almost overshadows other equally strong possibilities.

As a once-a-week entry, the subsequent run program has done
an outstanding audience-building job.

In Washington, for example, on WMAL-TV, “Science Fiction Theatre”
in its third run, on Sunday afternoon at 6:00 p.m. and on Wednesday
at 6:30 the program had a 6-months average rating of 17.5. This
made it the second highest rated show in Washington, against all
properties, new as well as rerun.

To enhance the value of its own time periods is the job of the station.
To recognize and utilize these new values is the function of the agency.
Just as the film rerun has reshaped the structure of daytime TV, so
| believe can the extension of this technique into other time periods
create new opportunities for advertisers.

Outstanding star-name programs which have proved their audience-
building power on their first showings can be aired many, many
times without any diminution in oppeal. That is why agencies are
putting increasing emphasis on this type of buy. It is a new answer to
the old problem of how to get the most for your spot TV dollar.
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SOME STRONG OPINIONS

. . . of Agency Executives :

By ART YATES
Staff Writer

N a survey of leading executives in advertising and radio and tele-

vision, RADIO-TELEVISION DAILY came up with some rather strong
opinions on the relationships between agencies and the radio and
television industry.

Some points stressed:

1. Sponsors can’t pay the spiralling prices being asked.

2. Double sponsorship for half hour shows is becoming more
popular to overcome the high costs.

3. There are no “phonies”, who last, in either the radio and TV
business or on Madison Ave.

4. Agencies lose accounts, but they gain other accounts, making
recession fears unfounded.

5. Agencies are being asked to make pilots.

6. Cooperation is needed among directors, producers and casts.

7. Problems exist between webs and agencies as in all other
industries, and they are sometimes serious, but solutions are found
for most of them, and on the whole, the relationships are solid and
in good standing.

The reshuffling going on in networks themeslves, are cause for
concern to advertisers, according to Robert E. Lusk, president of
Benton & Bowles advertising agency.

The slump in auto sales for the first six months of the year has
created a problem for agency and network people.

The automobile client has been blaming the drop in sales on ad-
vertising.

The agency-network people counter that claim by stating that
the auto industry has priced its product so high, that the consumer
cannot afford to buy.

The net result, is that Buick and others switched agencies and
upped their ad budgets, all in the hope, that sales for the last half
of the year would zoom.

A wait-and-see policy is now in effect, and only by next year,
will there be an answer.

It appears, according to industry spokesmen, queried on this prob-
lem, that auto sales will take an upswing, and extensive radio and
television advertising, will put the business back on a solid basis.

“Soap Operas are still the way to sell detergents, and other prod-
ucts of that nature,” stated a Colgate exec.

The cooperation between agencies in putting these soap shows on
the air, has been wonderful, and this is certainly not an area where
there is a problem, according to a spokesman at ABC.

“We never have had a problem with selling soaps, detergents,
and such,” the network executive continued.

The supposed perfection of video and magnetic tape has also
created some problems, and solved others in the advertising game.

Commercials are now being taped, and the costs of commercials has
been greatly reduced with the introduction of this process.

However, the agency and the network are not agreed as to the
overall success of the tape.

Video tape is being used by private commercial outfits like Tele
Studios with great success, but CBS-TV claims that there are still a
great many imperfections in the process, and until all the bugs are
ironed out, a cut-down in the use of tape is being planned by the
network.

The agency on the other hand, is going along with the tape, and
many commercials are now being planned for magnetic taping.

The overall picture is a bright one, and the future of agency net-
work relations is solid, network presidents and agencies officials stated.
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HOW TO ALLOCATE THE DOLLAR

. « « What Part of an Ad Budget Should Go to Web Radio?

By MATTHEW J. CULLIGAN

Vice President in Charge of the

WITH most advertising budgets under
the closest scrutiny these days, the
problem of how available funds can best
be allocated has become one of prime im-
portance.

There no longer seems to be any doubt
in advertisers’ minds that network radio
has a place in any effective advertising
campaign. But to what extent? To borrow
the terminology of show business, should
network radio have the leading role or
should it be a supporting player or merely
a bit player? | might add that the same
question arises in agencies daily with refer-
ence to television and the print media.

But, because of my position in radio, the
way the question is often put to me, in off-
the-record conversations with agency men
and some that are on-the-record, too, is
this: “What part of the budget for this
account do you feel should be spent in
network radio?”

Resisting the temptation to answer “All
of it,” | consider the variables involved
before attempting an approximate figure.
If | am thoroughly familiar with the client's
product or products, and if | know his ob-
jectives, | can make a suggestion based
upon my experience with other advertisers
having similar problems. If not, | must first
get this information.

* * *

There is no slide rule for determining
that “x” dollars in a “y” budget should be
spent on network radio, or any other
medium. But | offer here some guide lines
that may be helpful. At least, they should
be of assistance to agency men who came
into the business since the advent of tele-
vision and who are not well acquainted
with network radio as it is today.

In the case of the advertiser with a rela-
tively small budget, | don't have to resist
that temptation | mentioned. | can sincerely
advise him to put all his advertising eggs,
or most of them, into the basket of network
radio. There are several valid reasons for
this. First and foremost, there is network
rodio’s relatively inexpensive price structure.

A low-budget advertiser finds it impossible
to dominate or even command an important
position in television or print media, owing
tc their high rate structures. Network radio
is the one medium where dominance can
be achieved and maintained for a very
reasonable expenditure. And this low cost of
network radio also makes it possible to
maintain both frequency and continuity,
which together with dominance are extreme-
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NBC Radio Network

ly important facets of any advertising cam-
paign.

Moreover, an advertiser can get product
identification with some of the entertain-
ment world’s brightest stars at the same low
rate—a prestige factor that will help to
stimulate his own sales force and his distri-
bution outlets.

Another benefit is network radio’s mer-
chandising organization. The NBC Radio
Network, | know, has made merchandising
a powerful tool in behalf of its clients. Al-
though any advertiser, large or small, can
benefit from these services, they are of
particular help to the low-budget advertiser
who may be competing with far larger
companies in the same field.

* * *

Advertisers have told us that they attrib-
uted a fair measure of the success of their
campaigns to the added impact gained
by our closed circuit broadcasts to their
branch personnel or their dealers.

Another way in which network radio can
aid an advertiser's merchandising program
is by obtaining local retailer identification
adjacent to the national advertising mes-
sages. In several recent NBC Radio Net-
work campaigns, for every dollar spent by
the national advertiser, local retailers in-
vested three dollars of their own money
for tie-in announcements. This extension of
the national radio advertising at the local
level results in increased impact and addi-
tional frequency and continuity.

Equally important, however, is (and this
is true with large or small advertisers) that
local dealers and retailers have an in-
creased awareness of the advertising that
is being done for the product.

| have been considering the advertiser
with a relatively small budget, although,
as | said, a good merchandising program
works well for any advertiser. Now, let's
take a look at the larger advertiser who
has a substantial budget. Undoubtedly he
will want to use a variety of media. What
share of his money should he allot to net-
work radio?

* * *

I would say that the advertiser with well-
established brands, who is planning large
television and print campaigns, should de-
vote from 10 to 20 per cent of his budget
to network radio. This small amount will
maximize his investment in the more ex-
pensive media.

Due to the high cost of visual media,
many advertisers now use every fourth
issve of weekly magazines and alternate
week broadcast patterns in television. They

thereby fail to maintain continued contact
with the public, and the curve of forgetting
begins to operate. Unless reinforced, the
effectiveness of their commercial messages
becomes watered down.

But network radio—at low cost—fills in
the gaps of their visual advertising, main-
tains the necessary continuity and reinforces
their commercial impressions in the way
necessary for maximum impact.

The advertiser who is constantly introduc-
ing new brands or models, as in the cos-
metics, fashions, soft goods, automotive and
other industries, should reserve a more sub-
stantial part of his budget for network radio.
His objective is to achieve consumer recog-
nition of his product as quickly as possible.
The speed and saturation coverage of
network radio are qualities he will want to
take advantage of when planning a well-
balanced campaign.

Whether it's a new product or just a new
approach to selling a familiar one, use of
network radio is the most economical way
of introducing any new material. In the
case of a new advertising theme, no matter
how attention-getting a slogan or idea may
be on television or in print, it will take some
time before it becomes firmly affixed in the
minds of consumers. This lead time, which
in effect is lost time, can amount to quite
a figure in view of today’s visual media
costs. The smart advertiser will let network
radio prepare the way, so that when the
new message is used in the other media
later, it will “register” without delay.

- > *

Network radio is especially geared to
the advertiser with a special problem {and
what agency man will admit that his ac-
count does not pose a special problem?).
The amount this advertiser should soend on
network radio would vary, depending upon
whether the unusual circumstances were
foreseeable, or whether he merely warted
to protect himself against contingencies that
micht arise.

But, in any event, network radio should
be important to him because of its exclusive
characteristics—complete flexibility, general
usefulness and speed.

Recently, the performance of one make
of automobile was outstanding in an econ-
omy run. Within hours after the manufac-
turer’s cars were officially declared the
winners, NBC Radio was carrying the news
to the entire nation.

No other medium can match network
radio’s speed. Nor is any other medium as
flexible.

85



LEIF EID

W e e

FAYE EMERSQN

Wy -

RAY HENLE

WALTER O'KEEFE

.

World Radio History

DOROTHY

:J\ i

6LSEN

BOB & RAY




DON RUSSELL

28 “
DRGE GDBEL

14.;;
ART LINKLETTER

—

RAY SCHERER

h .

TEDI THURMAN

L

PETER HACKES

POSITIVE

APPROACH
TO THE
“TOP 40"

For advertising to adults with
discretionary money to spend,
you’re in more rewarding com-
pany with radio personalities
like these forty, than with
“‘the top 40 (or 30 or 20) tunes.”

Radio programming based on
juke-box fads may attract
a fervent audience—but the
chances are good that the fer-
vor is strictly for the beat.

The personalities and programs
shown here represent varied,
balanced radio programming of
interest to a more mature and
thoughtful market (and, it’s
safe to say, alot more solvent).

If you sell white buckskin shoes
and bubble-gum, by all means
use a juke-box station. But for
soap and cars and other prod-
ucts, youwant the cream market
—the customers with money to
buy.Thisistheaudience attract-
ed to stations affiliated with

THE NBC
RADIO
NETWORK

T AN S S

5
¥ -



RADIO TRAFFIC PROGRAMMING

.+ . The Automobile Has Created A Rapidly Expanding Market

By ARMAND HAMMER

PEED, power and improved highway

conditions have focussed more attention
on automobile radios and created a new
in-car advertising market.

These 38-million sets have now been
recognized by a House Traffic Safety Sub-
commitee as a prime means for alleviating
traffic congestion. By the same token these
same sets are a prime means of communi-
cation for advertisers who wish to reach
an adult, buying audience.

Though many have talked about auto
radios, their numbers, their use and their
particular impact in the overall broadcast
advertising picture, it remained for this
Congressional group—through a public
hearing—to pinpoint the importance of the
auto radio in today’s living pattern.

Two major factors were emphasized.
Firstly, it became known that 36 and one-
half million cars on the highways today
are radio-equipped—with 85 percent of all
new cars actually rolling from factory pro-
duction lines with radios already installed.
And secondly, full realization was given
to the fact that drivers are coming more
and more to rely on their auto radio sets
as the single means of communication to
them of driving conditions ahead.

* * *

This has not been a sudden development.
It has resulted from many factors—newer
and better highways for one thing; the de-
mand for suburban living; bigger and more
highly powered automobiles and the overall
tendency of the American public to rely
more and more on its privately owned cars
as the basic means of transportation.

America truly is on the move these days.
And on the move the auto radio is the only
instantaneous method for communications.

The House group of which | speak made
a special report to the general public the
other day which contained these sentences
in its “Basic Facts” resume of a public hear-
ing held April 2 last: “It is immediately
apparent that commercial broadcasting sta-
tions are in a position to render a tremen-
dously valuable service to the vast majority
of motorists on our streets and highways.
It is equally apparent that commercial radio
is the only way of reaching the motorist
with information while he is in his auto-
mobile. True, billboards and road signs also
reach the motorist while he is traveling,
but these are static displays not capable
of supplying current information.”
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This fact, on which the committee based
its recommendations for greater coordina-
tion by state authorities with the broadcast
media in their areas, specifically pinpoints
the philosophy | outlined above—that is
that the auto radio today has become one
of the most potent means of communication
usable by the advertiser.

* * *

Mutual Network stations across the coun-
try—95.6 percent of them to be specific—
have recognized this fact for several years
and have pioneered in broadcasting spe-
cificially to motorists. MBS stations have
used initiative, ingenuity and much fore-
sight in anticipating the services motorists
must have via their car radios and supply-
ing same.

In addition, 31 of our stations, from Buf-
falo, N. Y. to Miami Beach, Fla., have
proved that a regular “communications
network’ can be established for the motorist
by the simple expedient of citing the nearest
MBS station to which he can tune for addi-
tional traffic, weather and road condition
information—regardless of which direction
he happens to be traveling.

This was a test pattern—which Mutual
now plans to extend throughout its exten-
sive network of affiliated stations.

There lies the nub of the power-impact
of auto radios. By cross-plugging adjacent
MBS stations to highway traveling motorists,
Mutual stations can assure a network ad-
vertising client that his message is beinn
heard in a large number of the 36 and
one-half million cars on the highways.

This, then, becomes in effect a Mutual
“auto network” of which an advertiser can
take advantage.

* * *

The entire philosophy of motor travel
today prompts this new look at what radio
can do to alleviate travel conditions—and
make motoring more safe and comfortab'e.

It seems like only yesterday that travel
was measured in miles. Today ftravel is
measured in time. Superhighways caused
this. For example, Pittsburch is only seven
hours from New York—driving averace
turnpike speeds. Accordinaly the motorist
is increasingly aware of the potentials of
hitting major city areas—such as New York
—during road-packed hours.

It behooves him then to know which ap-
proach roads—New York City, for example,
can be reached through two tunnels and
three different bridges—to use to avoid
traffic jams. For this he is dependent com-
pletely on his auto radio—and the accuracy
of the information it supplies.

An overheated radiator, a flat tire, a
dirty gas line—seemingly inconsequential
matters on the open highway—provide al-
most insurmountable stumbling blocks and
traffic hazards when motorists funnel into
narrowed access roads to big cities. Within
seconds there is a traffic jam.

Cars fifty miles away add to the jam—
in 50 minutes. It is these vehicles—these
drivers completely unaware of conditions
ahead—that radio can and does serve best.
Because radio is the only way in which the
conditions can be communicated to them.

The means of getting this information to
the motorist, via the commercial radio sta-
tion, has been the subject of much research.
The House Subcommittee to which | referred
above has held several hearings on the
matter, heard many suggestions.

From these sessions they have concluded
that there is one method, via the states and
the governors of the states, to get this in-
formation through to motorists swiftly and
accurately. It is on this method they have
reported.

The ingenious. imaginative techniques for
obtaining road traffic information have
made Mutual stations across the country
number one listening posts for automobilists.
To this proved effectiveness there is now
added the impact of a House Subcommittee
report urging governors in each state to
coordinate more thoroughly their police
networks for gathering roadblock informa-
tion, collating such information and making
it readily avai'able on a round-the-clock
bas's to radio stations.

Stations which specialize in auto-broad-
cast practice, such as Mutual stations, will
garner accordingly greater shares of the in-
car listening audiences than they have ever
before enjoyed.

Travel distances today are measured in
terms of travel minutes—not road miles. And
radios in cars provide the clock that tells
motorists how soon, how well and how
safely they will reach destinations.

This is the new “in-car advertising market”’
advertisers should appreciate is available
to them. And, via Mutual, it is available in
most expeditious, most efficient form.
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The Farm Show

Monday-Friday, 11:45 a.m., local
farm news, 4-H Club, FFA, home
demonstration and soil conservation
news detailed.

Availability: Live talent.

Running Time: 15 minutes.

Cost: $12 commissionable.

Number Available: 5 per week.
Produced by: Alfred Evans.
Submitted by: KSWA, Graham, Texas.

Lancaster County Farm
Hour

A farm program by the farmer,
about the farmer and for the farmer.
Featuring Farm Agents, representa-
tives of poultry and livestock organi-
zations plus music and farm news.
Integrated throughout are local news
items and weather information. Heard
11:30 a.m.-12:25 p.m.

Availability: Live talent.

Running Time: 55 minutes.

Cost: On request.

Number Available: 5 times weekly.

Audition Facilities: Tape.

Produced by: Dick Orkin.

Submitted by: WLAN, 252 N. Queen
St., Lancaster, Pa.

Down To Earth

This program is broadcast from the
North Dakota Agricultural College.
The show is all-inclusive for the farm-
er, his wife and children. Each depart-
ment of the show is headed up by a
well-known authority on all the differ-
ent fields in agriculture and farm
home-making.

Availability: Tape.

Running Time: 15 minutes.

Cost: On request.

Number Available: 5 per week.

Audition Facilities: Tape.

Produced by: Dave Bateman.

Submitted by: KSJB, Box 1271, James-
town, N. D.

Farm Fare

At noon Bob Murdoch interviews
farm and ranch owners, etc. Progam
aimed at urban agriculturists and
ranchers.

Availability: Live talent.

Running Time: 15 minutes.

Cost: On request.

Number Available: 5 per week.
Audition Facilities: Tape.
Produced by: Bob Murdoch.
Submitted by: KTBB, Tyler, Texas.

The Farm News

A concise, up-to-the-minute report
to farmers and ranchers. State, region-
al and national farm news, as well as
announcements of local farm and
ranch meetings, 12:45-12:50 p.m. Mon-
day, Wednesday, Friday.
Availability: Live talent.
Running Time: 5 minutes.
Cost: $15.
Number Available: 3 per week.
Audition Facilities: Tape.
Produced by: Stan Meyer.
Distributed by: KFBB.
Submiitted by: KFBB, Box 1139, Great

Falls, Mont.

RFD 1580 and the
Markets

First 10 minutes is devoted to news
of interest to farmers, ranchers, and
their families. Tips are given on how
to rid crops and gardens of certain
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pests; nutritional information is fea-
tured. Talks given by County Agent
and assistant; Home Demonstration
Agent and assistant. Last five minutes
is stock markets.
Running Time: 15 minutes.
Cost: On request.
Number Available: 6 per week.
Audition Facilities: Tape.
Submitted by: KGAF, Box
Gainesville, Texas.

222,

Extension Service
Program

Members of Franklin Parish Exten-
sion Service and Farm Bureau give
important farming information.
Availability: Live talent.

Running Time: 15 minutes.

Cost: On request.

Number Available: 6 per week.

Audition Facilities: Tape.

Produced by: Guy Luno.

Submitted by: KMAR, Box 312 Winns-
boro, La.

Valley Rural Report
Show includes current farm news
(political and Washington report),
farm market coverage (local and re-
gional), “Rural Event Calender,” in-
formation concerning farm operations,
etc. Also broadcasts from local stock
yards, once a week on Friday after-
noon.
Availability: Live talent.
Running Time: 30 minutes.
Cost: On request.
Audition Facilities: Tape, Live talent.
Produced by: Glenn Thomas.
Distributed by: American
Broadcasting Company.
Submitted by: American Broadcast-
ing Company, WAFC, Staunton,
Va.

Home

Early Show

Farm show done by Stacey Cole at
his farm, includes interviews and up-
to-date information of interest to
farmers.
Availability: Live talent.
Running Time: 25 minutes.
Cost: On request.
Number Available: 10 per week.
Audition Facilities: Tape.
Produced by: WKXL.
Distributed by: Highland Stations of

Keene & Concord, N. H.

Submitted by: WKXL, Concord, N. H.

Farm Sheet
Complete markets, farm and gar-
den information with WSOY farm di-
rector, “Happy” Hank Haynes.
Availability: Live Talent.
Running Time: 5 minutes.
Cost: On request.
Number Available: 260.
Audition Facilities: Tape.
Produced by: WSOY.
Distributed by: WSOY.
Submitted by: WSOY, 1100 E. Persh-
ing Rd., Decatur, IIl.

Farm Fare
This is a program of bright, rhyth-
mic numbers interspersed with an-
nouncements and messages of interest
to farmers including weather, time,
temperature, etc.
Availability: Live talent.
Running Time: 30 minutes.
Cost: On request.
Produced by: Bill Greener.
Submitted by: WBEL, 430 State St.,
Beloit, Wisc.

Town and Country

A program aired Saturday mornings
that combines quick, thumbnail bits of
information of authoritative value to
the home gardener and farmer. Inter-
spersed with time, weather and music.
Agricultural expert, Ivan Jones, is
host.

Availability: Live talent.

Running Time: 3 hours.

Cost: On request.

Number Available: 1 per week.

Audition Facilities: Tape.

Produced by: Bob Franklin.

Submitted by: KGW, 1139 S.W. 13th
St., Portland, Ore.

Farm Hour

This program runs from 12-1 p.m.,
six days a week. Contains farm and
state news, market reports, farm agent
reports, and country music.
Availability: E.T., Live talent.
Running Time: 60 minutes.

Cost: On request.

Number Available: Spot basis.

Produced by: KWOC.

Submitted by: KWOC, Box 405, Pop-
lar Bluff, Mo.

KFEQ Farm Hour

Program gives the farmer the latest
market information, a daily guide to
agricultural meetings in the area, and
the latest agricultural news from the
nation and the states in our listening
area.

Availability: Live talent.

Running Time: 15 minutes.

Cost: On request.

Number Available: 6 per week.

Audition Facilities: E.T., Tape.

Produced by: KFEQ.

Distributed by: KFEQ.

Submitted by: KFEQ, 40th & Faraon
Sts., St. Joseph, Mo.

KFEQ—Farm Review

A review of agricultural activities in
the nation and the St. Joseph area.
Prepared and presented by the KFEQ
Farm Service Department. Harold J.
(Smitty) Schmitz and Ralph Melon
give the farmer a review of the mar-
kets, a complete list. of meetings and
a summary of the farm news.
Availability: Live talent.

Running Time: 30 minutes.

Cost: On request.

Number Available: | per week.

Audition Facilities: E.T., Tape.

Produced by: KFEQ.

Distributed by: KFEQ.

Submitted by: KFEQ, 40th & Faraon
Sts., St. Joseph, Mo.

Farm News

Round-up of latest national and
state farm news at 11:55 a.m. Monday
through Saturday, reported by WIBW
associate farm director, Charles Ross.
Availability: Live Talent.

Running Time: 5 minutes.

Cost: On request.

Number Available: 312.

Audition Facilities: Tape.

Produced by: WIBW.

Submitted by: WIBW, Box 119, To-
peka, Kans.

Piedmont Farm Program

WSIS farm service director, Harvey
Dinkins, by the presentation of news,
personages in agriculture, demonstra-
tions, and other means, keeps the pub-

lic abreast of developments in the en-

tire field of agriculture—local, nation-

al and international. Dinkins travels

through broadcast area and other

states for guests and information val-

uable to persons in agriculture.

Availability: Live talent.

Running Time: 45 minutes.

Cost: On request.

Number Available: 5 per week.

Audition facilities: Tape, Live talent.

Submitted by: WSIJS, 419-421 N.
Spruce St., Winston-Salem, N. C.

Farm Service News

A complete round-up of farm news
reported by WIBW farm director, Wil-
bur Levering. Includes markets, agri-
cultural weather information, tape
recordings made in the field and gen-
eral farm news. 6:30-6:45 a.m. Mon-
day through Saturday.

Availability: Live talent.

Running Time: 15 minutes.

Cost: On request.

Number Available: 312 per year.

Audition Facilities: Tape.

Produced by: WIBW,

Submitted by: WIBW, Box 119, To-
peka, Kans.

RFD—Southwest Kansas

Farm program produced and aired
by Roddy Peeples. Covers weather,
markets, and all important farm news
and information, and features on-the-
spot recorded interviews with farmers,
agricultural specialists, and others.
Sponsorship of segments of program,
which airs 6-6:55 a.m.

Availability: E.T., Live talent.

Running Time: 55 minutes.

Cost: On request.

Audition Facilities: E.T., Tape. Live
talent.

Produced by: Roddy Peeples.

Submitted by: KGNO, Dodge City,
Kans.

RFD—Noon Edition

Farm program produced and aired
by Roddy Peeples. Covers the latest
farm news and information on re-
gional, local, and national basis and
features on-the-spot interviews with
farmers, specialists, and others, five
days per week.

Availability: E.T., Live talent.

Running Time: 15 minutes.

Cost: On request.

Number Available. 3.

Audition Facilities: E.T., Tape, Live
talent.

Produced by: Roddy Peeples.

Submitted by: KGNO, Dodge City,
Kans.

KGYW Farm News Report

Program includes all news of inter-
est to farmers in the Solano-Napa
County area compiled from offices of
the County Agents, Dept. of Agricul-
ture, UPI and personal contact with
farmers. Bill Roberts, KGYW farm
news man, handles show.

Availability: Live talent.
Running Time: 15 minutes.
Cost: $10.
Number Available: 5 per week.
Audition Facilities: Tape.
Produced by: KGYW.
Submitted by: KGYW, Box 1112, Val-
lejo, Calif.
(Continued on Page 90)

89



(Continued from Page 89)

Farm Feature

This program follows the direct re-
port from the U.S. Weather Bureau.
It deals with the latest information
of interest to farmers in northeast
Nebraska.

Availability: 1l.ive Talent.

Running Time: 5 minutes.

Cost: $24 one time.

Number Available: Three per week.

Audition Facilities: E. T., Tape.

Produced by: WJAG's Farm Dept.

Submitted by: WJAG, 309 Braasch
Ave., Norfolk, Nebr.

Today’s Farmer

A 15-minute program 12:15-12:30
p.m., consisting of market reports,
seasonal crop conditions and perti-
nent tips essential to good farming
practice in the Mid-South. Derek
Rooke is one of three farm editors
on station and is a TV personality
as well.

Availability: Live Talent.

Running Time: 15 minutes.

Cost: On request.

Number Available: Five per week.

Audition Facilities: E. T., Tape, Live
Talent.

Produced by: Derek Rooke.

Distributed by: WMC.

Submitted by: WMC, Box 311, Mem-
phis, Tenn.

Man on the Street
The program samples the view of
the people on Main Street. Provides
unique way of giving away sample of
sponsor products, with a custom-built,
informal pitch about product made in
person to an individual.
Availability: Live talent.
Running Time: 10 minutes.
Number Available: Six per week.
Audition Facilities: Tape.
Produced by: Tom Jones.
Submitted by: WWKY, Box 535, Win-
chester, Ky.

Let’s Talk It Over

News Editor, Al Cole invites listen-
ers to phone him about anything under
the sun. Three to five calls daily,
mostly on civic and political subjects.
No holds barred.

Running Time: 15 minutes.

Cost: On request.

Number Available: Six per week.

Submitted by: WRUN, 258 Genesee
St., Utica, N. Y.

1490 Club

Not a new title, but a completely
new show. Featuring telephone calls,
on the air, from listeners, interviews by
phone and live.
Availability: Live talent.
Running Time: 55 minutes.
Cost: On request.
Number Available: Five per week.
Audition Facilities: Tape.
Produced by: Chuck Yount.
Submitted by: WKBV, West

Richmond, Ind.

Main,
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WHOP Farm Hour

Farm Director Dink Embry reports
on farm news from all over the area,
including on-the-spot reports from the
University of Kentucky, Kentucky
State Fair, etc. Wherever farm news
is being made, Embry is there to
cover it. lLivestock, tobacco, grain,
produce and other reports are daily
features.

Availability: Live Talent.

Rumning Time: 30 minutes.

Cost: On request.

Number Available: Five per week.

Audition Facilities: Tape.

Produced by: WHOP.

Subnitted by: WHOP, Box 539, Hop-
kinsville, Ky.

Listen Ladies

Presented 9:45-10 a.m. daily, Mon-
day through Saturdays. It presents
Naomi Wolf, who is well-known lo-
cally and is a member of the Welfare
Board in Sussex County. She has the
war mability to talk to her audience,
rather than at them, in a friendly,
conversational tone—and her audience
loves her for it.

Availability: Live Talent.

Running Time: 15 minutes.

Cost: On request.

Number Available: 3, 6 per week.
Audition Facilities: Tape.

Produced by: Naomi Wolfe.
Submitted by: WNNJ, Newton, N. J.

1230 Club

Each of six non-competing sponsors
receives two one-minute commercials
in the course of the program. Five
minutes before program close, a tele-
phone number is selected at random
and called. If the answering person
can answer a question taken from one
of the commercials, he gets check
amounting to $2.05 for each day since
last answered.

Availability: E.T., Live talent.

Running Time: 45 minutes.

Cost: $100 monthly each sponsor—
alternate days—$60 monthly.

Number Available: Six per week.

Audition Facilities: Tape.

Produced by: KERV.

Submitted by: KERV, Box 791, Kerr-

ville, Texas.

Problem and Solution
Listeners telephone household prob-
lems and procure solutions for same
from other listeners as well as pro-
gram host. Mail inquiries are also in-
vited. Problems continue to be dis-
cussed until a solution is procurred.
Availability: Live talent.
Running Time: 15 minutes.
Cost: On request.
Number Available: Five per week.
Audition Facilities: E.T., Tape, Live
talent.
Produced by: WITZ.
Distributed by: WITZ.
Suhmit:]ed by: WITZ, Box 167, Jasper,
Ind.

Phono Quiz

Audience participation show for
merchandise and cash prizes. In order
to be called on programs, listeners
must procure “Phono Quiz” cards
from sponsors. All telephone calls are

RADIO AGRICULTURAL, GARDENING

Five Minutes With
Your County Agent

Program is designed for the farmer,
as well as the home-gardener. Fea-
tures the Sussex County Agricultural
Agent in a five-minute talk. The
topics discussed range from the care
of pets, farm animals, etc., to care
of crops and gardens.

Availability: live Talent.

Running Time: 5 minutes.

Cost: On request.

Number Available: Various.
Audition Facilities: Tape.
Distributed by: WNNJ.

Submitted by: WNNJ, Newton, N. J.

Chore Time

Heard Monday through Saturday,
6-7 a.m. A combination of live and
recorded music. news, farm news and
weather beamed to the rural listener.
Program contains daily beeper reports
from farm and weather specialists.
Availability: Live Talent.

Running Time: 60 minutes.
Cost: On request.

Number Available: Six per week.
Audition Facilities: E. T., Tape.
Produced by: WKZO, Carl Collin.

Submitted by: WKZO, 590 W. Maple,
Kalamazoo, Mich.

“aired.” Listeners are also invited to

submit questions; those questions used

are awarded merchandise prizes.

Availability: Live talent.

Running Time: 30 minutes.

Cost: On request.

Number Available: Six per week.

Audition Facilities: Tape, Live talent.

Produced by: WITZ.

Distributed by: WITZ.

Submitted by: WITZ, Box 167, Jasper,
Ind.

Open Line
With Roger Bell

A telephone-interview show where-
in the listeners are invited to call in
their opinions on a provocative ques-
tion. Only one question per evening
is used, and the listener’s comments,
although tape-delayed by four seconds,
are actually heard over the air. Sample
questions: “Are Mercy Killings Justi-
fiable?” “Should Wives Work?” Satur-
day shows review all of the week’s
subjects. Ten p.m.-midnight, Monday-
Saturday.

Availability: Live talent.

Running Time: 2 hours.

Cost: On request.

Number Available: Participation or
quarter-hour segment.

Audition Facilities: Tape.

Produced by: KXOK.

Distributed by: KXOK.

Submitted by: KXOK Broadcasting
Inc., Radio Park, St. Louis 13.

The Riddleman

Riddles are submitted by listeners,
who call on telephone to answer rid-
dles. Both sides of conversation are
on the air. Awards go to those who
answer riddles and also to those sub-
mitting riddles.

WSBS Farm Report
Monday through Saturday. 6:30-
6:55 a.m..—weather reports designed
for farmers telling haying days, spray-
ing days, when to tap maple trees.
etc. lLocal market reports and farm
auction prices. County Agent’s re-
ports. Roundtable discussions among
farmers on local problems.
Availability: Live Talent.
Running Time: 25 minutes.
Cost: On request.
Audition Facilities: Tape.
Produced by: Lee Quimby.
Submitted by: WSBS, Route 7, Great
Barrington, Mass.

Garden Gate

Sam Caldwell, horticulture expert,
gives timely tips to home gardeners,
answers listeners’ questions, awards
“Order of the Green Thumb” and its
accompanying prizes to one of the
nation’s outstanding home gardeners;
also gives prizes for original garden-
ing poem.
Running Time: 15 minutes.
Cost: On request:
Number Available: On request.
Distributed by: CBS Radio.
Submitted by: CBS, 485 Madison

Ave., N.Y.C. 22.

RADIO AUDIENCE PARTICIPATION ——

Availability: Live talent.

Running Time: 15 minutes.

Cost: $2.25 per participation.

Number Available: Five per week.

Audition Facilities: Tape.

Produced by: WLET.

Submitted by: WLET, 423 Prather
Bridge Rd., Toccoa, Ga.

Party Line

Listeners telephone Party Line start-
ing 8:30 a.m. and talk to MC, Bill
Brady. Conversations are broadcast
instantaneously. Discussions vary from
recipe exchanges to arguments on city
streets, taxes, juvenile delinquency,
and questions on how to remove stains,
etc.

Availability: E.T.

Running Time: 15 minutes.

Cost: On request.

Number Available: Five per week, 13-
week minimum.

Audition Facilities: Tape.

Produced by: Bill Brady.

Distributed by: WPRC.

Submitted by: WPRC, Route 66, Lin-
coln, III.

Speed Quiz
A telephone quiz game in which all
listeners may participate. No pur-
chases or store visits necessary. Lis-
tener, following program intro and
one-minute commercial, has 20 sec-
onds in which to answer general in-
formation-type question. Cash prize
(included in purchase price) accumu-
lates.
Availability: Live talent.
Running Time: 5 minutes.
Cost: $9.
Number Available: Five per day, Sun-
day through Saturday.
Audition Facilities: Tape.
Submitted by: KWIZ, Santa Ana, Cal.
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What to Do—Where to Go
Good music interspersed with local

and regional upcoming activities. Show

is S5-minutes long. Information rather

than personality show. Open for par-

ticipatine spots.

Availability: E.T., Live talent.

Running Time: 55 minutes.

Cost: On request.

Audition Facilities: E.T., Tape.

Produced by: WSTV Inc.

Distributed by: WSTV Inc.

Submitted by: WSTV Inc., Exchange

Realty Bldg.. Steubenville, Ohio.

Silhouettes in Stereo

A 25-minute program of music on
stereophonic tape, using both the AM
and FM facilities.
Running Time: 25 minutes.
Cost: On request.
Number Available: 5 per week.
Submiitted by: WFLA, Box 1410, Tam-

pa, Fla.

Moments to Meditate

Live organ music — chatter about
the music. composer, etc. — reminis-
cence of days gone by, romance, etc.,
suggested by title and words of music
used. Philosophical type of chatter by
Mrs. Frankel, widow of “Singin” Sam.”
Availability: Live talent.

Running Time: 15 minutes.
Cost: On request.

Number Available: 5 per week.
Audition Facilities: Tape.

Produced by: Mrs. Harry “Smiles”
Frankel.

Submiitted by: WKBV, W. Main, Rich-
mond, Ind.

Midnite Moods

An hour-long period of semi-classi-
cal music selected from a complete,
up-to-date LLP library. Each program
features three or four albums. One of
these is a vocalist or vocal group to
fit the mood.
Availability: Live talent.
Running Time: 60 minutes.
Cost: $40.
Number Available: 7 per week.
Audition Facilities: Tape.
Produced by: KFBB.
Distributed by: KFBB
Submiitted by: KFBB, Box 1139, Great

Falls, Mont.

Good Music Time
Classical record program with Paul
Hume, music editor of the Washington
Post. Heard 21 hours weekly, from 9
till midnight. Monday through Satur-
day; 8-11 p.m. Sundays.
Availability: Live talent.
Running Time: 3 hours.
Cost: $65 an hour.
Number Available: 9.
Audition Facilities: Tape.
Produced by: WOL..
Submitted by: Washington Broadcast-
ing Co., WOL, 2000 P St.,, NW._,
Washington 6, D. C.

The Lee Vincent Show
Two hours of the top bands and
name vocalists (excluding Rock ’'n
Roll) and humor throughout the show
by Lee's two daughters, Juanita (14)
and Candy (8). It's a musical “free for
all” and a family affair that creates
enjoyment for the full two hours.
Availability: Live talent.
Running Time: 2 hours.
Cost: On request.
Number Available: 1 per week.
Audition Facilities: Tape.
Produced by: Lee Vincent.

RADIO-TELEVISION DAILY

Distributerd by: WILK.

Submitted by: Wyoming Valley Broad-
casting Company, WILK. 88 N.
Franklin St., Wilkes-Barre, Pa.

The World’s Great

Sacred Music
Dr. Karl Grossman, retired chair-
man. Music Department, Western Re-
serve University. discourses knowinaly
and entertaininelv on the development
of religious music with sidelights on
the composers and the manner in
which they received inspiration. The
finest LP music obtainable is utilized
in conjunction with these remarks.
Availability: Live talent.
Running Time: 30 minutes.
Cost: On request.
Number Available: 13 or 26.
Audition Facilities: E.T., Tape.
Produced by: WGAR.
Distributed by: WGAR.
Submitted by: WGAR, Hotel Statler,
Cleveland. Ohio.
Nitebeat
One-half hour. 11:30-12 midnight,
using popular music directed to auto-
mobile radios and late listeners in the
home. This program is done by Conrad
Balfour.
Availability: Live talent.
Running Time: 30 minutes.
Cost: On request.
Number Available: 5 per week.
Audition Facilities: Tape.
Submitted by: KSJB, Box 1271, James-
town, N. D.
An Afternoon of Albums
A three-hour program of LP album
music, with news on the hour and
half-hour. One album played each 25-
minute segment. Six albums per after-
noon. Available for spots or program
sponsorship.
Availability: Live talent.
Running Time: 3 hours.
Cost: On request.
Number Available: 5 per week.
Produced by: Art Steffes, KVOX.
Submitted by: KVOX Broadcasting
Inc., Radio Ranch, Moorhead,
Minn.
Top 30 of the Thirties
A top-thirty program that doesn’t
feature the Rock 'n Roll top 30. The
music is selected from the best sellers
from 1930-1940. Music of the greats
—Glen Miller, Tommy and Jimmy
Dorsey, Goodman and James. In-
cluded in the show are the top news
and sports stories from the 1930’s. In-
stead of the present weather readings,
we use the high and low readings from
the 1930’s.
Availability: E.T., Live talent.
Running Time: 55 minutes.
Cost: On request.
Number Available: 5 per week.
Audition Facilities: E.T., Tape.
Produced by: Marvin Livingston.
Distributed by: KCRC.
Submitted by: KCRC, Box 952, Enid,
Okla.
Dial a Tune
Listeners dial the station’s call let-
ters on the telephone, and the “Dial a
Tune” Lady answers to take their re-
quest. Listeners may request any rec-
ord of their choice. Lady finds the rec-
ord in our library and plays same on
air. Popular program for teenagers and
adults.
Availability: E.T., Live talent.
Running Time: 60) minutes.
Cost: On request.
Number Available: 5 per week.
(Cont.nued on Page 92)
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in your AM, FM.or TV market!

An unbeatable combination of music, talent, pro-
duction aids and low cost make the SESAC
Transcribed Library your best programming
buy . .. the easiest way to attract and hold both
audiences and sponsors.

PLANNING

a “Polka Party” or a “Magic Holiday?” Need some
“Tuneful Topics” or sales-producing children’s
shows ? How about a “Ballad 'n Bounce” format or a
stirring Easter Package? The work is done for you.
Almost 1,000 ready-to-air script shows that make
planning a pleasure.

PRODUCTION

is so simple with complete indexes, both alphabetical
and classified, listing nearly 5,000 selections. A must
for every station is the easy-to-use Catalog of 8500
Bridges, Moods and Themes. Individualized shows in
a flash with the detailed program notes of every
selection . . . perfect for continuity or ad-lib pro-
duction.

PROGRAMMING

is more effective, less expensive with this great
Library. Rates for the entire service start at $52.50
monthly while you may subscribe to an individual
section from $3.00 per month. No matter what your
format or program policy, you can have top draw,
top attraction in your market with the

Sesac Transcribed Library

““The best music in America”

[ , i

WRITE

SESAC INC.

The Coliseum Tower
10 Columbus Circle
New York 19, N. Y.
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Stereo San Joaquin

Combined facilities of KPMC and
KQXR - FM present twice - monthly
half-hour broadcast of stereo radio
with full range of program source ma-
terial, using both tape and disc. Music
store tie-in for promotion is point-of-
purchase factor for public listening in
the stores or at home. Aired Wednes-
day evenings at eight.

Running Time: 30 minutes.

Cost: $175 per month (commission-
able).

Number Available: Twice monthly.

Audition Facilities: Tape.

Produced by: KPMC, KQXR-FM.

Submitted by: KPMC, Bin 1709, Bak-
ersfield, Calif.

Sunset Serenade

Quiet mood music from lush string
LP’s, designed to offer relaxing period
at dinner time. Especially adapted for
commercials with “soft sell.”
Availability: Live talent.

Running Time: 15 minutes.

Cost: On request.

Number Available: Unlimited.

Audition Facilities: Tape.

Produced by: WKBN.

Distributed by: WKBN.

Submitted by: WKBN, 3930 Sunset
Blvd., Youngstown, Ohio.

The Late Show in Stereo

Program is broadcast in sterco-
phonic fidelity, utilizing a great library
of the finest stereo tapes available.
Memorable tunes from the past, inter-
mixed with wonderful show tunes. A
full hour of uninterrupted music.
Availability: E.T.

Running Time: 60 minutes.

Cost: $85 per half-hour.

Number Available: 7 per week.

Audition Facilities: Tape.

Produced by: KOIN.

Submitted by: KOIN, 140 S.W. Colum-
bia, Portland 1, Ore.

Essays in Music

WGN-Radio presents an  exciting
new series of afternoon radio recitals,
designed to introduce, to a wide listen-
ing audience, the outstanding young
concert artists of the Chicagoland
area. It is our aim to present an im-
pressive survey of the finest of today’s
young talent.

Availability: Live talent.

Running Time: 30 minutes,

Cost: On request.

Audition Facilities: Live talent.

Produced by: Richard Jones, Robert
Bradford.

Submitted by: WGN, 441 N. Michigan
Ave., Chicago 11, Ill.

Music With Morris

Dudley Morris, a devotee of semi-
classical and classical music, offers the
area his comments and selections each
afternoon Monday through Friday,
3:05-4 p.m.

Running Time: 55 minutes.
Cost: $54,

Number Available: 260.
Audition Facilities: Tape.
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Produced by: KGBX Radio Produc-
tions.

Submitted by: Springfield Broadcasting
Co., Inc., KGBX, 605 Boonville
Ave., Springfield, Mo.

Home Town Band Concert

Half-hour flight into fantasy where-
in Wayne Mack originates the HTBC
from a simulated setting at the Band
Shell at Home Town Park. Program
uses crowd noises, background sound,
etc. along with recorded band music
and gives such a vivid picture of “on-
the-spot” broadcast that listeners call
to ask directions to Home Town Park.
Availability: E.T.

Running Time: 30 minutes.

Cost: On request.

Number Available: 52 weeks.

Audition Facilities: Tape.

Produced by: Wayne Mack.

Distributed by: WDOK.

Submitted by: WDOK, 1515 Euclid
Ave., Cleveland, Ohio.

Your Opinion

A teenage panel show consisting of
high school students from six high
schools in South Dakota, Wyoming
and Montana. We present new record
releases to the teenage panel and ask
their opinion on whether the record
will become a hit and whether teen-
agers would purchase the record. Show
is complete with judge, defense and
prosecuting attorney. clerk of courts
and court recorder. Now running into
second year of broadcast.

Availability: Live talent.

Running Time: 60 minutes.

Cost: $45.

Number Available: 1 per week.
Audition Facilities: Tape.

Produced by: Ralph Canary.
Distributed by: Ralph Canary.
Submitted by: KDSJ, Deadwood, S. D.

Land of Dreams

Sweet music for relaxing from 10
to midnight, after most good TV pro-
grams are off. Done in soft, relaxed
style, perfect for reaching adult audi-
ence at home and in cars. Al Wiman,
MC. Sold participating or in segments
of five minutes to one hour.
Availability: E.T.

Running Time: 60 minutes.

Cost: On request.

Audition Facilities: Tape.

Produced by: Al Wiman, Bill Slaton.

Distributed by: The Branham Co.

Submitted by: WJQS, King Edward
Hotel, Jackson, Miss.

After Hours

Weekly series devoted to the jazz
world and Rhythm and Blues. Inter-
views with noted composers and re-
cording artists. Background notes on
the world of jazz.

Availability: Live talent.

Running Time: 30 minutes.

Cost: On request.

Number Available: 13.

Audition Facilities: Tape, Live talent,

Produced by: Bill Baker, D. Robert
Scott.

Distributed by: Radio & TV Roundup
Productions.

Submitted by: WHBI, 35 Warren St.,
Newark 2, N. J,

Adventures in Sound
Program highlights the unusual, the

RADIO MUSICAL

interesting, and the educational, with-
out forsaking the entertaining or en-
joyable. Fine music, recorded plays,
poetry and prose, biographies make
this an interesting and unusual pro-
gram.
Availability: E.T., Live talent.
Running Time: 90 minutes.
Cost: On request.
Number Available: 6 weekly, Septem-
ber through March.
Audition Facilities: Tape.
Produced by: John Kirkwood, KBOIL..
Submitted by: KBOL, Inc., Box 146,
Boulder, Col.

Nite Club Music

Emanating from a famous night
club comes a variety of music. Play-
ing society to jazz music and singing.
Availability: E.T., Live talent.
Running Time: 15, 30 minutes.

Cost: On request.

Number Available: Unlimited.

Audition Facilities: Tape, l.ive talent.

Produced by: V.S. Becker Productions.

Distributed by: V.S. Becker Produc-
tions.

Submitted by: V.S. Becker Produc-
tions, 551 Fifth Ave., N. Y. C. 17.

Julius Walter Show

Julius presents a quarter-hour of
“live music” from current ballads to
great standards of years gone by.
Known as “master of the keyboard.”
Availability: Live talent.

Running Time: 15 minutes.

Cost: $55.

Number Available: 5 per week.

Audition Facilities: Tape.

Produced by: KOIN.

Submitted by: KOIN, 140 S.W. Colum-
bia, Portland 1, Ore.

This Is Stereophony

One of 11 hour-long stereophonic
broadcasts programmed each week by
stations KPAM and KPFM, now in
their second year of regular stereo
broadcasts of classical and standard
popular music,

Cost: On request.
Submitted by: Broadcasters Oreg. L.td.,

KPAM-KPFM, Box 1230, Port-

land 7, Ore.

Nightline in Pittsburgh

Program stars Rex Dale, Monday
through Friday, 10 p.m.-12:30 a.m.
and features top musical selections in
jazz, bop, swing and semi-classics.
Mr. Dale also MC’s fulltime Stereo
program, “Stereo Studio,” a segment
of his “Nightline in Pittsburgh” show.
News, weather, temperature and sports
reports are also presented.
Availability: E.T., Live talent.
Running Time: 22 hours.

Cost: On request.

Number Available: On request.

Audition Facilities: E.T., Tape, Live
talent.

Produced by: WAMP.

Submitted by: National Broadcasting
Co., WAMP, Chamber of Com-
merce Bldg., Pittsburgh, Pa.

Make Mine Music

Late evening music show heard 8-10
p.m. Well-rounded format of music,
tnterspersed with news, weather and
baseball scores. Show is carried seven
nights per week.

Availability: Live talent.

Running Time: 120 minutes.

Cost: On request.

Number Available: Unlimited.
Audition Facilities: Tape.

Produced by: Lauren Haacke.
Distributed by: KDIX.

Submitted by: KDIX, Dickinson, N. D.

Wake Up Smiling

A bright eye-opener” full of music,
time checks, news, weather and gim-
micks. Ad-lib commercials on request
plus sound effects. Music of all kinds,
Pop, Rock ’n Roll, “oldies,” polkas,
etc. Aired Monday through Saturday,
6:35-8:45 a.m.
Availability: Live talent.
Running Time: 2 hours.
Cost: On request.
Number Available: 6 per week.
Audition Facilities: Tape.
Produced by: Dick Sherbahn.
Submitted by: WLAN, 252 N. Queen

St., Lancaster, Pa.

Organ Moods

Monday through Friday morning
show with Ed Walker at the studio or-
gan. Gets good mail response and a
lot of requests.

Availability: Live talent.

Running Time: 30 minutes.

Cost: On request.

Audition Facilities: Tape.

Submitted by: WFLA, Box 1410, Tam-
pa, Fla.

Yesterday’s Hit Parade

Program consists entirely of hits of
yesteryear, 2-3 p.m., Monday through
Friday.

Availability: E.T.

Running Time: 60 minutes.

Cost: On request.

Number Available: On request.

Audition Facilities: Tape.

Produced by: KFRU.

Submitted by: KFRU, Hwy. 40 E,,
Columbia, Mo.

Curtain Call

A musical program of the news and
music of Hollywood and Broadway,
past and present. Music from the films
and stage successes with current show
business personalities and news. Broad-
cast 2-2:45 p.m.

Availability: Live talent.

Running Time: 45 minutes.

Cost: On request.

Number Available: 4 per week.

Audition Facilities: Tape.

Produced by: Dick Orkin.

Submitted by: WLAN, 252 N. Queen
St., Lancaster, Pa.

Top Thirty
Conducted by Nick Stemler 6-9 a.m.
He plays the top tunes of the day, adds
chatter about the platters, personali-
ties and what have you. Builds up a
good show with lots of music, news,
weather and general information of in-
terest to the early-morning audience.
Availability: E.T.
Running Time: Various.
Cost: Participation only.
Number Available: On request.
Audition Facilities: Tape.
Distributed by: WWTB,
Submitted by: Tison Broadcasting Co.,
WWTB, 113 E. La Fayette St.,
Tampa 2, Fla.
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Music for Milady

Runs for two hours in the morning.
Features music for the women only,
news for women, Hollywood news,
announcement of the new babies from
all Enid hospitals. Station sends a red
rose to all new mothers. Announce-
ment of weddings and anniversaries.
Wedding and anniversary gifts to all
couples whose announcements is given
on program.

Availability: E.T., Live talent.

Running Time: 2 hours.

Cost: On request.

Numiber Available: 5 per week.

Audition Facilities: E.T., Tape.

Produced by: Marvin Livingston.

Distributed by: KCRC.

Submitted by: KCRC, Box 952, Enid,
Okla.

Cloud 9

A program of music late at night
with special effects used heavily, such
as harps and echo chambers. Particular
feature of the program is the “Who
are you? What are you doing?” letters
from listeners.

Availability: E.T., Live talent.

Running Time: 60 minutes.

Cost: On request.

Number Available: Various.

Audition Facilities: E.T., Tape.

Produced by: KRIO.

Submitted by: KRIO., 500 E. Beau-
mont, McAllen, Texas.

Intermission

A program of classical, Pop concert
and semi-classical music heard every
week night. Written and produced by
KRIO. Strict copy limitations are ob-
served. Printed copies of music to be
heard mailed each month.
Availability: Live talent.

Running Time: 2 hours.

Cost: On request.

Number Available: On request.

Audition Facilities: E.T., Tape, Live
talent.

Produced by: KRIO.

Submitted by: KRI1O, 500 E. Beau-
mont, McAllen, Texas.

The Milton Cross Show

Consists of symphonies, ballets, and
a complete balance of classical and
lighter music, with Milton Cross as
host and commentator. The program
is heard three hours a night, six nights
a week.
Availability: Tape.
Running Time: 3 hours.
Cost: $800.
Number Available: 240.
Audition Facilities: Tape.
Produced by: Ira Marion.
Submitted by: WCRB-AM-FM, Boston
54, Mass.

Ballads by Ballard

Romantic and light philosophical
poetry and prose, backed by appropri-
ate mood music, with the voice of
Dave Ballard. “Ballads by Ballard”
have been recorded on the MGM,
Skylark, and Decca labels.
Availability: Live talent.

Running Time: 5 minutes.
Cost: $12 one time rate.
Number Available: On request.
Audition Facilities: Tape.
Produced by: Dave Ballard.
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Distributed by: Dave Ballard.
Submitted by: KTIX, 101 Bellevue
Ave., N., Seattle 2, Wash.

Shopper’s Special
“Shopper’s Special” is designed for
morning radio listeners. Only records
that have hit a million in sales or are
old standards are featured. Show is
interspersed with time and tempera-
ture.
Availability: E.T., Live talent.
Running Time: 2 hours.
Cost: On request.
Audition Facilities: Tape.
Produced by: Hunt Cunningham.
Submitted by: Dixie Radio, Inc.,
WDIP, Box 519, Panama City,
Fla.

Sound of Jazz, '58
Saturday jazz show. 4:15-5:15 p.m.
All types. with program notes.
Availability: E.T., Live talent.
Running Time: 60 minutes.
Cost: $40 less 25 per cent regional.
Number Available: 1 per week.
Audition Facilities: E.T., Tape, Live
talent.
Produced by: William A. Hoftyzer.
Submiitted by: KBAM, Box 31, lLong-
view, Wash.

950 Club
Featuring “Music in Three Dimen-
sions—past, present and future.” Each
artist is featured for 15 minutes (seg-
ment includes his or her records of the
past, present, and future. Appeals to
adult listeners.
Availability: E.T., Live talent.
Running Time: Every day, all day
long.
Cost: On request.
Number Available: Daily.
Audition Facilities: E.T., Tape.
Produced by: Stan Richards.
Distributed by: Headley-Reed Co.
Submitted by: WORL, 705 Beacon
St., Boston 15, Mass.

Opera for You

Host William H. Wells interviews
operatic stars and personalities. Selec-
tions from operas as well as, when
time permits, complete operatic per-
formances. Guests have included Inge
Borkh, Eleanor Steber, Leonard War-
ren, Samuel Barber.
Availability: E. T.
Running Time: 60 minutes.
Cost: $120.
Number Available: Unlimited.
Audition Facilities: Tape.
Produced by: WBAI-FM.
Distributed by: WBAI-FM.
Submitted by: WBAI-FM, 2 E. 6lst

St., N. Y. C. 21.

Let Freedom Ring
Here are 12 shows that keep the
rich heritage of America alive. Scripts
for the major patriotic holidays of
the year, featuring stirring band mu-
sic, inspiring sacred songs and ever-

appealing popular classics that truly |

paint a musical portrait of the Ameri-

can scene.

Availability: E. T.

Running Time: 15 minutes.

Cost: $49.50.

Number Available: 12.

Audition Facilities: E. T.

Produced by: SESAC Inc.

Distributed by: SESAC Inc.

Submitted by: SESAC Inc., The Coli-
seum Tower, N. Y. C. 19.

(Continued on Page 94)
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6 to 60.....

RADIO RAHALL

Colorful news reporting by outstanding personalities, plus music

for every mood . . .

is the reason Rahall Stations appeal to every

age group . . . 6 to 60. And you get the lowest cost-per-thousand

impressions with Radio Rahall.

ALLENTOWN, PA. /

MANCHESTER NH./

J(TPETERURE FA)

BECKLEY w A/

NORRISTOWN, PA

Again 71 Hooper, morning
and afternoon, April and
May, in the fast growing Al-
lentown, Bethlehem, Lehigh
Valley market.

5000 watts, top Pulse in the
Manchester, Concord Nashau
areas. Hard-selling personali-
ties on the morning show 5 to
10 a.m.

5000 watts. First with local
news on the west coast of
Florida. Top personality sta-
tion in the fast growing
Tampa - St. Petersburg mar-
kets.

Morning, noon and night, 21
on Hooper in the rich soft
coal fields. Sell your products
on the top-rated morning
show 5 to 9:45 a.m.

Top Pulse station in the ultra-
rich Montgomery County and
Philadelphia fringe area. In-
quire about avails on the
morning show 6 to 9 a.m.

sold nationally thru

WEED & CO.

Joe Rahall, President

“Oggie” Davies, Gen. Manager
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Funtime

A sparkling combination of two
complete dance packacges. A sponsor-
appealing and sales-stimulating com-
bination of polka and square dance
music at its rollicking best. Twenty-
six quarter-hour shows each of “Polka
Party’” and “Swing Your Partner.”
Availability: E. T.

Running Time: 15 minutes.

Cost: $75.

Number Available: 52.

Audition Facilities: E. T,

Produce1 by: SESAC Inc.

Distributed by: SESAC Inc.

Submitted by: SESAC Inc., The Coli-
seum Tower, N. Y. C. 19.

2,000 Years of Music

Leonard Altman describes the de-
velopment of music from early times
to the present. Each program is com-
plete in itself and traces a certain pe-
riod of musical history through play-
ing representative works by the well-
known composers of that day.
Availability: Live talent, tape.
Running Time: One hour.

Cost: On request.

Audition Facilities: Tape, live talent.

Produced by: Concert Network.

Submitted by: Concert Network
(WNCN, New York; WBCN,
Boston; WHCN, Hartford;
WXCN, Providence), 28 W, 44th
St., N. Y. C. 36.

Music We Remember

A concert hall of treasured music
that lives on in the listener’s repertory
of familiar compositions. Memorable

WTAC

melodies enhanced by significant

background continuity, featuring the

music of Alfredo Antonini and His

Orchestra, the Symphonic “Pops” Or-

chestra, the Philharmonic Orchestra

and many other favorites.

Availability: E. T.

Running Time: 30 minutes.

Cost: On request.

Number Available: 52.

Audition Facilities: E. T.

Produced by: SESAC Inc.

Distributed by: SESAC Inc.

Submitted by: SESAC Inc., The Coli-
seum Tower, N. Y. C. 19.

The Best in Music
Two hours of music most loved

throughout the U. S.; popular and
semi-classical. Vocalists Stuart Foster,
Louise O’Brien with Alfredo Anto-
nini's Orchestra and special guest
singers and instrumental artists,
Running Time: Two hours.
Cost: On request.
Number Available: On request.
Produced by: Bruno Zirato, Jr.
Distributed by: CBS Radio.
Submitted by: CBS, 485 Madison

Ave.,, N. Y. C. 22.

Christmas Package

A sparkling package of complete
programs for the Christmas season,
filled with hymns and carols, chil-
dren’s delights and heartwarming me-
lodic tributes to capture your holiday
audiences. The best in religious and
secular music and Yuletide story-
telling.
Availability: E. T.
Running Time: 15, 30 minutes.
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FLINT, MICHIGAN
in the Market

All day average 42.6—Nearest competitor 16.0 (Hooper)
340 out of 360—% hours 1st.—20—", hours. 2nd. (Pulse)
See our audience composition—Monday through Friday. (Pulse)

National representative — George P. Hollingbery Co.

FOUNDERS CORP.

Cost: $49.50.

Number Available: 12.

Audition Facilities: E. T.

Produced by: SESAC Inc.

Distributed by: SESAC Inc.

Submitted by: SESAC Inc., The Coli-
seum Tower, N. Y. C. 19.

Po!ka Party

We're having a party that features
a melting pot of melodies to suit all
musical tastes. It's pleasant, listenable,
danceable music with that vigorous
"heel and toe” effect in such popular
dance rhythms as mazurkas, waltzes,
rheinlanders, obereks and other polka-
flavored steps.
Availability: E. T.
Running Time: 15 minutes.
Cost: $49.50.
Number Available: 26.
Audition Facilities: E. T.
Produced by: SESAC Inc.
Distributed by: SESAC Inc,
Submitted by: SESAC Inc., The Coli-

seum Tower, N. Y. C, 19.

The Scope of Jazz

Noted jazz authorities Nat Hentoff
and Gunther Schuller in a discussion
series, with a large number of musical
selections, and with guests. Concerns
the scope and form of modern jazz.
Availability: E. T.
Running Time: 60 minutes.
Cost: $120.
Number Available: Unlimited.
Audition Facilities: Tape.
Produced by: WBAI-FM.
Distributed by: WBAI-FM.
Submitted by: WBAI-FM, 2 E. 6lst

St. N. Y. C. 21.

Ballad ’'N Bounce

Variety is the keynote of this lively
dance party that combines the stylings
of large orchestras, small jazz combos
and refreshing vocals into a satisfying,
well-balanced listening habit. It's the
smooth and mellow, jazz and jump,
the blues and bequine—the best in
music presented by such top-notch
names as Richard Hayman, Betty
Madigan, Dick Jacobs, Don Redman,
Jose Melis, Coleman Hawkins, Buddy
Weed, Joe Venuti and other star at-
tractions.
Availability: E. T.
Running Time: 30 minutes.
Cost: On request.
Number Available: 52.
Audition Facilities: E. T.
Produced by: SESAC Inc.
Distributed by: SESAC Inc.
Submitted by: SESAC Inc., The Coli-

seum Tower, N. Y, C. 19.

Opening Night
Discographer Miles Kreuger and his
collection of Broadway original cast
recordings going back to the turn of
the century. Mostly music, with some
commentary on the circumstances sur-
rounding most of the opening night
performances we hear.
Availability: Live talent.
Running Time: 60 minutes.
Cost: $120.
Number Available: Unlimited.
Audition Facilities: Tape.
Produced by: WBAI-FM.
Distributed by: WBAL-FM.
Submitted by: WBAIL-FM, 2 E. 6lst
St.. N. Y. C. 21.
(Continved on Page 107)

One of the Founder's grouje; of Stations,
including KPOA, Honolulu: WFBL, Syracuse,
New York: WSMB New Orleans, Louisiana:
KTVR-TV, Oenver, Colorado
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OFFICIAL FILMS...
PIONEER IN BRITISH

TV FILM PRODUCTION

H. H. HACKETT,
CHAIRMAN OF THE BOARD,
OFFICIAL FILMS, INC.

By HAROLD HACKETT

Chairman of the Boeord
Official Films, Inc.

THE rise of TV film production in England during the past four

years has been rapid and remunerative, and the pioneering
efforts of Official Films, Inc. in its development have brought
appropriate reiurns.

Participation in the development of the British TV industry has
been vital to American firms for two different reasons.

First, the expansion of British TV provided a great new market
for our American film product.

But the door to this market was not thrown wide open imme-
diately. To protect the future of British industry and labor, a
quota limitation of 20 per cent was imposed on the amount of
foreign-made film which couid be programmed on British TV
schedules. But with the tremendous backlog supply of American

film available greatly exceeding the demand, price levels were
naturally depressed by the limited market.

The need for film, however, was acute, since the British adver-
tising dollar was not abundant enough to support production
costs of live programming.

OFl GOES BRITISH

To cope with this situation, Official Films, Inc. became a part
of the British production scene, making film there which as
British product fell outside the 20 per cent restriction.

Another factor, frankly, was the low production cost in Britain.
(This cost, by the way, has spiralled in the past four years, in a
pattern similar to that in the United States, and is expected to
continue.)

Once established, Official Films, Inc. contracted a distribution
(Continuved on Page 96)




OFFICIAL FILMS...
PIONEER IN BRITISH
TV FILM PRODUCTION

(Continved from Page 95)

agreement with the London firm, In-
corporated Television Programme Co.,
Ltd., under which Official Films British
produced programming would be pur-
chased at an advantageous price per
film. This compares very favorably
with the low return realized in the sale
of American-produced TV film.

In addition, the sale of our British-
produced film in Canada and Aus-
tralia brings another substantial re-
turn, so that the British Commonwealth
provides a 40 per cent write-off before
distribution of the films in the United
States and other TV areas of the
world.

Over a three-and-a-half-year pe-
riod, Official Films has produced 305
films in Great Britain, and has a gross
sale of $2.5 million from the British
Commonwealth alone.

The first series produced was
“Colonel March of Scotland Yard,” on
which shooting began at the end of
1953. The location was obviously an
important factor since the facilities
and background were authentic and
available. The cost, too, was favor-
able, about half what it would be
today.

“The Buccaneers,” a 39-episode se-
ries was also produced in England as
a result of unusually favorable circum-
stances. The idea of a series based on
stories of piracy during the days of the
Spanish Main had long been an ambi-
tion of mine. It happened that the
“Moby Dick” feature film company,
which had filmed much of the picture
in England, had available a 140-foot
whaling ship and the miniature repro-
ductions necessary for close-up action
photography. We were able to pur-
chase these at a great saving and with
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an additional modest expenditure we
adapted the whaler to assume six dif-
ferent forms, ranging from a Spanish
galleon to a frigate. With all possible
economy the equivalent film today
would cost more than half again as
much.

Thirty “Sir Lancelot” films were also
made in England, based on the King
Arthur legends of the eighth century.

Neither of these series had the ad-
vantage of star names known in the
U.S., since British actors were used for
all roles. However, though star names
are an important “plus,” the success
of a costume drama does not depend
on them.

Starts New Trend

The “Robin Hood"” series, produced
in 1954, started the trend to costume-
adventure stories in TV film program-
ming.

"Robin Hood” will live forever, it is
timeless. Its theme is unique in that it
carries a tremendous moral lesson with
universal appeal which makes it a pe-
rennial drawing card in entertainment.
It has the further advantage of an
internationally famous star name,
Richard Greene.

The series has been sold in all the
British TV countries, in Central and
South America, in Japan, ltaly, Nor-
way and the U.S.A.

Ample Facilities

The Official Films British product is
made at a Walton-on-the-Thames
studio in which the firm owns a 25 per
cent interest. The remaining 75 per
cent interest is held by Sapphire Films,

a British firm totally owned by Hannah
Weinstein. She maintains a production
staff to handle the films and can be
considered in the “young genius” cate-
gory as a film producer, with “Robin
Hood,” “Buccaneers,” and “Sir Lance-
lot” to her credit.

Official Films also produced a series
in Amsterdam, Holland, called “Secret
File.” This is a spy series which called
for wide-spread international back-
grounds. Amsterdam was ideal for this,
since the city has a universal air about
it. There are locations in it which could
be scenes in any other European city.
Amsterdam also has a good studio for
shooting interiors, the Cinetone facil-
ities, though unfortunately the acting
and directing ability available is not
always of the highest quality.

More To Come

Official Films’ current production
schedule in England includes a series
based on H. G. Wells’ “The Invisible
Man.” To make this idea palatable for
TV, the concept of a man becoming in-
visible has been lifted from the horror
category and given a comedy-mystery
aspect. The program has been sold to
CBS-TV for network showing in the
1958-59 season. The pilot film for this
series cost a pretty penny, since the
budget had to include special effects,
optical illusions and other unique pro-
duction techniques to give the show its
unusual flavor.

For the future, Official Films plans to
continue to participate in British TV
film production of many subjects which
logically should be produced there in
order to take advantage of authentic
locations and backgrounds.
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Sfulmed libmry of adventures
Official Films...available to You now
-rating, fanaly-appeal show-case!

N HOO

America’s No. 1 Hero and his merry band have become
real to millions of famulics. His thnlling

exploits . . . daring adventure, blended with a struggle
toward an 1dcal . . . have carned the praise

of tcachers and educators.

NOW YOU CAN CASH IN ON
AN LESTABLISHED SUCCESS...

"The consistently high ratings and prestige

N MUZ R N Al hl
standing of The .Adventures imn Sherwood Forest”
give vou a hot-selling vehicle for every kind

of product . . . for everv member of the family.



world-famous
stage and screen
star

RICHARD
GREENE

dashlng
as the
hero

he portrays!




AND A FABULOUS
CAST OF STARS
10O MATCH THL

EXCITEMLENT

Ol ROBIN HOOIL)’S

ADVENTURLES

ALAN WHEATLEY as the Sheriff of Nottingham
ARCHIE DUNCAN as Little John
BERNADETTE O’FARRELL as Maid Martan
ALEXANDER GAUGE as Friar Tuck

orealistie back Qo (
dramatic action

./ /g// suspense!



the
CIILICS
Say

BULLSEYL

Jhe artistic and dreaomatic suceess ol U LUhe Adventures in Sherwood Forest™ s established!

N. Y. TIMES: “Settings were handsome, supporting Gist hnpressive ...
- just about evervthing connected with Robin Hood s first rate!™

BILLBOARD: “The rapid rise ol the Robin Hood series has been
the tdk of the trade. The debut drew a 22,7 Niclsen,
and it has been dimbing relentlessly ever sinee.”

N.Y. DALLY NEWS:  “T'he answer to those who have been arving lor
entertaining quality shows lor youngsters!”

VARIETY: ““The Richard Greene starrer should attract a sizeable
chunk ol the moppet (e lor that matter, the adult) audience.”

N. Y. TRIBUNE: “Score a bullseye for Greene in his Robin Hood role!™

N 'V GUIDE:  “With be-dimpled film star Richard Greene as the Sherwood Forest
counterpart of gun-totin” Gene Autry or Roy Rogers, Robin Hood Tures
\ some 32 million viewers cach week ..ot all kids, cither!™

REDBOOK: “The exploits of Robin Hood and his hand have all the exciting elements
ol cops and robhers, plus enough sly British wit to amuse pivents who

mav be peeking over small shoulders.”

DENVER POST:  The series seems to have all the ingredients ...
action. suspense and story.”

NUMBER ] SHARL NUMBY R | SHARI
OF OF or | Or
i STATIONS [ AUDIENGE i STATIONS | AUDIENCG
! - 4 +
Birminghain P 623 | Los Angeles 7 HHOC
t | t
Boston | 3 b3, Miami-Fi. Lauderdale 3 [ 6479
* ——
Butialo 3 708, New York 7 12.9¢,

| \l I I M B E R Charleston-Huntington 3 70.9°. 1 Nortolk 2
Colorado Springs ‘ g [ 63.6° 1 Philadelphia 4
RATINGS 0 || ] B |
Davton 3 67.8 1 Providence 2

1

[} [ I + = - T
ln Clt 5/ Duluth-Superior 9 75.1¢, Roshester 9 69.6¢,
i |

after city! v ] ]

Robin Hood has consistently outrated every kind of competition in its
time spot —and has achieved top national ratings: 39.1, 38.1, 37.2 NIELSON

JUST LOOK AT THE RECORD!

|
- -3 . _— 4 —

Jacksonwlle g Y23, San Antonio bl.5%




ROBIN HOOD
COMES ALIVE

to become your
most powerful
salesman!

<% His Universal appeal —reaching every

member of the family!

% A built-in following — proven
by three top vears on network!

<% Same sponsors for three vears — and

their sensational sales records show why!



“THE ADVENTURLES
IN SHERWOOD FOREST”

slarring RI C HA RD (; RI‘Z E N I'C
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s\ Q J\J 1)

s the buy of the ymr.’

Produced by Sapphire Films, 1.td.

P

i . : |
25 West 45th Street. New York 36. N. Y. « Pliaza 7- 0100

W 3 REPRESENTATIVES:
ATLANTA [ Jackson 2-1878
BeverLy HILLS [ Crestview 6-3528
Ciicaco [ Dearborn 2-5246
CiINCINNATL [ Cherry 1-4088
DaLLAs [ Emerson 8-7467
FAYETTEVILLE [ Hillcrest 2-5185
FT. LAUDERDALE [ Logan 6-1981
MinnNEAPoLIs [ Walnut 2-2743
SAN Francisco | Juniper 5-3313
St. Louis | Yorktoun 5.9231




ﬂUALITY PLUS QUANTITY

. « « The Success Secret of Strip-Programming
By RAYMOND JUNKIN

Vice President in Charge of Sales

HE idea of strip programming syndicated

TV films is certainly far from new. It had
been tested spasmodically over a period of
years before Official Films Inc. suddenly put
it on a paying basis by offering a number
of high quality filmed series with enough
episodes to make the plan feasible and
profitable on a continuing basis.

Both quality and quantity are of para-
mount importance in considering a series
for stripping. Quality, of course, assures a
station manager the advantage of offering
an accepted, pre-sold show, with a definite
following developed through network view-
ing and publicity, at a cost far below what
a comparable program would cost him live,
or first-run on film.

Quantity assures him an ample number
of episodes in any given series to avoid
too frequent repetition and consequent fall-
ing off of interest. Between 100 and 150
has been found to be the ideal number.
Beyond 150, the cost can become prohibi-
tive. Under 100, repeats must start too soon,
and much of the original advantage of a
top-rated program is lost after a time.

Strip vs. Soap Opera

Although the basic concept of strip pro-
gramming is similar to that of the airing
of soap operas, five days a week, syndicated
film is far superior in quality, if for no other
reason than basic economics. Whereas soap
operas must be produced on a moderate
budget of a few thousands an episode, the
syndicated film, produced originally for
nighttime network airing, can afford budgets
of five or six times as much. Naturally this
makes possible a much better show, at a
much more advantageous rate.

Boon to All

From the station manager’s viewpoint,
strip programming has proved the success-
ful means of filling the void caused by the
difficulty of maintaining a satisfactory level
of local live programs. Outside of large
metropolitan areas, let's face it, suitable
talent just is not available on a local level,
with the exception of personalities for news,
weather, sports and children’s shows. In the
early days of TV, stations attempted to pro-
gram locally, but found the quality level
could not keep up to that of network produc-
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Official Films, Inc.

tions or syndicated shows. Strip program-
ming overcame this problem. It enables the
individual station to offer an important
sponsor a program of network quality and
proved appeal at a local price.

To sales representatives of local stations
strip programming is a boon as well, since
all they are obliged to do is sell the sponsor
on the individual station and time period
involved. The program, with its record of
network success, is soundly pre-sold.

Sponsors, too, enjoy a great plus value
from strip schedules. In addition to getting
finest network-quality programs at lowest
local prices, they can achieve nationwide
uniformity in the presentation of their per-
sonality and message by participating in
the same show over a wide area. By pur-
chasing spots on a five-day basis, they gain
identification with the particular series over
a long period.

The Blue Chips Are Down

The roster of big-budget advertisers who
have bought into such properties as “My
Little Margie” bear witness to the pay-out
value of OF's Strip Programming deal. It
includes such know-the-score sponsors as
Procter & Gamble, Lever Brothers, Pillsbury,
Warner-Lambert, Best Foods Co., Interna-
tional Latex, Sealtest Division of National
Dairy Products, Gillette Co., Pepsi Cola,
B. T. Babbitt, Scott Paper, Welch Grape
Juice, Miles Laboratories, American Home
Products, Hazel Bishop, Bon Ami, and many
more.

The rating picture bears out the judg-
ment of these astute advertisers. For instance,
the “Trouble With Father” series (aired on
network as “The Stu Erwin Show’’) drew
the following ratings in strip scheduling:

ARB Ratings
Average Cumulative
WSB-TV, ATLANTA ....... 1.3 29.3
WGN-TV, CHICAGO ...... 5.2 ne
WISH-TV, INDIANAPOLIS .. 10.3 221

Ratings for "My Little Margie” were:

ARB Ratings
Average Cumulative
KPHO-TV, PHOENIX ...... 8.8 18.5
WCBS-TV, NEW YORK .... 4.1
KGW-TV, PORTLAND, ORE... 5.6 143
WEWS.TV, CLEVELAND .... 59 13.9

Pinpoint Timing

Another important advantage of strip
programming is the opportunity to schedule
it at the most suvitable time for reaching the
desired local audience. For instance, in
programming “American Legend” (formerly
"DuPont Cavalcade”) many stations have
found it particularly adaptable to the late
afternoon period, 4:30 to 5 P.M. The series,
giving a dramatic presentation of authentic
historical material, touches both the younger
audience and adults who may be watching
at that time of day.

"Robin Hood”—Double Value

Great enthusiasm has been evidenced for
our new series now going into syndication,
“Adventure in Sherwood Forest’” (seen on
network as “Robin Hood”). This delightful
adventure series, in addition to its three
most successful years on network, will derive
interest and publicity from the fact that it
is currently to be shown for the fourth year
as “Robin Hood over WCBS-TV. Only re-
strictions on the syndicated showings require
that the program not be aired locally on
the same day the network programs it, and
that there be no product conflict in sponsor-
ship.

This program has brought numerous re-
quests from Blue Chip sponsors for regional
sponsorship purchases, but Official Films
prefers selling to individual stations. How-
ever, we will work out a regional arrange-
ment for a sponsor interested in such a
deal.

The "“Robin Hood” series was made for
an adult audience, but of course has a great
appeal for younger groups as well. The ideal
time for showing this program seems to be
between 4 and 7 P.M. Announcement of
availability of the program for syndicated
showing resulted in immediate sales to 10
major markets, for a gross of over $1 million.

We think strip programming is here to
stay!
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QUALITY TV FILM IS NEEDED

. . « For Special Requirements of Sponsors, Time Periods

By SEYMOUR REED

Executive Vice President-Treasurer, Official Films, Inc.

S the member of the firm whose history goes back over eight years

ago to the days of home movies, | have been in television from
its earliest days and woatched our original network sales of MY HERO,
TERRY AND THE PIRATES and the making of the FOUR STAR PLAYHOUSE
pilot, frcm which the series was sold. There has been a tremendous ex-
pansion of television since those early days.

Having watched the syndication field closely, it recently appeared to
me that there was a crying need of local stations for quality TV film
to meet the special requirements of a specific time period or individual
sponsor. Consequently, a new Custom Programming Plan was recently

launched by Official Films, under
my supervision. In the two months
of its operation the Plan has met
with conspicious success. Interesting-
ly enough, the outstanding leader
of our Custom Programming Plan
has been the 153 FOUR STAR
PLAYHOUSE films, which we have
re-titled STAR PERFORMANCE. Re-
alistically, this is a very natural
thing to have happened as it has
been an outstanding success rating-
wise in syndication. Programming-
wise it is ideal as a series or may
be grouped into individual series
starring Charles Boyer, Dick Powell
and David Niven, as each of these
stars appears in over thirty of the
films. It is also used as a strip pro-
gram on a weekly basis; as an
anthology or a series on a particu-
lar theme—(drama, comedy, ad-
venture). This unusual flexibility has
proven a boon to a variety of
sponsors.
Esso Success

Typical of the success of this

topnotch series is Esso’s sponsor-

STAR PERFORMANCE

ship of the program on a wide re-
gional basis under the title of “’Esso
Golden Playhouse.” This particular
showing of the series has drawn a
47.7 ARB with an 82.9 per cent
share of audience. Aired in a Tues-
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day, 9:30 P.M. period as "‘Star
Performance,” the program draws
a 20.1 ARB with a 34 per cent
share of audience.

WCSH-TV, Charleston - Hunting-
ton, West Virginia, aired the series

2
= e _
t Cummings

MY HERO starringR(;ber

in the Saturday, 7 P.M. period. It
drew an ARB of 22.9, a 50.2 per
cent share of audience, with 35%
men, 28% women, 37% children.

ROCKY JONES-SP;\E RANGER—
attuned to the excited interest in cur-
rent developments in space science.

WILLY—a comedy program starring
June Havoc as a lady attorney.

In Memphis, Tennessee, showing
in the 9:30 P.M. time period on
Saturdays on WREC-TV, the “Esso
Golden Theatre” films drew an ARB
of 19.8, a share of audience of 45.8

. 2N
THE ADVENTURES OF THE
SCARLET PIMPERNEL

per cent, with an audience com-
position of 36% men, 47% women,
17% children.

WDAU-TV, serving the Scranton-
Wilkes Barre area in Pennsylvania,
showed the series on Tuesdays at
10:30 P.M. The results were a 19.8
ARB, a 45.6 per cent share of audi-
ence, and an audience composition

“FOREIGN INTRIGUE”—now avail-
able in 3 separate series: “Overseas
Adventure,” starring James Daly;
“Dateline Europe,” starring Jerome
Thor; “Cross Current,” starring Gerald
Mohr.

W .
4

THE STAR AND THE STORY—
produced expressly for syndication;
starring David Niven, Charles Co-
burn, Teresa Wright, and many other
top-flight performers.

of 32% men, 59% women, 9%
chiidren.
Another which  Official

series

Films made is MY HERO, with which
| personally spent time on the set.
This series stars Robert Cummings.

The Plan has offered tremendous
flexibility to overcome the many
special problems which crop up in
scheduling, and

every station’s

»
THE HUNTER—thrilling series of in-
trigue, suspense and romance, starring
Barry Nelson and Keith Larsen.

therefore, required special person-
nel to work with the individual sta-
tions. We, therefore, selected Miss
Sherlee Barish, who has spent many
years working in the field with
stations, to be primarily concerned

CULONEL MARCH OF SCOT-
LAND YARD-—adventure series star-
ring Boris Karloff.

with tailoring this Plan to the needs
of an individual station.

Additional outstandingly success-
ful series offered under the Plen
are:

ROCKY JONES-SPACE RANGER,
WILLY, THE ADVENTURES OFf THE
SCARLETT PIMPERNELL, FOREIGN
INTRIGUE, THE STAR AND THE
STORY, COLONEL MARCH OF
SCOTLAND YARD, AND THE HUN-
TER.

We feel that our Custom Pro-
gramming Plan will answer many
station and sponsor problems with
proven film properties.

RADIO-TELEVISION DAILY



(Continued from Page 94)

guest artists from the world of modern
music as: Stan Freeman, Lou Stein,
Will Bradley, the Elliot Lawrence
Septet, the Eddie Safranski Orchestra,
Skitch Henderson and many others.
Availability: E. T.
Running Time: 30 minutes.
Cost: On request.
Number Available: 260.
Audition Facilities: E. T.
Produced by: SESAC Inc.
Distributed by: SESAC Inc.
Submitted by: SESAC Inc.. The Coli-

seum Tower, N. Y. C. 19.

Wednesday Night Opera
A full evening of the world’s great

music, presenting complete, recorded

versions of traditional and modern

opera. The host will conduct live in-

terviews between the acts with famous

operatic personalities.

Availability: Live talent, tape.

Running Time: Three hours:

Cost: On request.

Audition Facilities: Live talent, tape.

Produced by: Concert Network.

Submitted by: Concert . Network
(WNCN, New York; WBCN,
Boston; WHCN, Hartford:
WXCN, Providence), 28 W. 44th
St., N. Y. C. 36.

Fiesta Time

Time for a fiesta! A pulsating, care-
free spirit from South of the Border.
Latin melodies performed in the
authentic styles and rhythms of their
native countries. The Havana Dance,
Pan-American and Fiesta Dance Or-
chestras are among the South Ameri-
can groups that injroduce you to the
captivating beats of the Spanish dance.

Availability: E. T.

Running Time: 15 minutes.

Cost: On request.

Number Available: 26

Audition Facilities: E. T.

Produced by: SESAC Inc.

Distributed by: SESAC Inc.

Submiitted by: SESAC Inc., The Coli-
seum Tower, N. Y. C. 19.

Wheel of Chance
The nation’s newest tunes and new-
est heart-throb sensation — Christo-
pher Hersey—with prizes won by the
listening audience.
Running Time: 25 minutes.
Cost: On request.
Number Available: One per week.
Produced by: Wes McWain.
Distributed by: Mutual Broadcasting
System.
Submitted by: Mutual Broadcasting
System, 1440 Broadway, N.Y.C.

18.

1 Remember When
Paul Whiteman, The Dean of
American Pop Music, reminisces

about the great tunes and personali-

ties of show business. “Pops” person-

ally introduces over 150 exclusive

new high fidelity recordings of Ameri-

ca’s favorite music.

Availability: E. T.

Running Time: 30 minutes.

Number Available: One weekly, un-
limited.

Audition Facilities: E. T.

Produced by: RCA Thesaurus.

Distributed by: RCA Recorded Pro-
gram Services.

Submitted by: RCA Recorded Pro-
gram Services, 155 E. 24th St.,
N.Y.C. 10,

KBIS

1000 watts — 970 KC

RADIO MUSICAL

Bandstand, U.S.A.

Jazz festival. Hot and cool jazz at
its greatest—Ilive, from famed jazz
niteries along the nation’s East Coast,
with genial Guy Wallace as host and
escort,

Running Time: 100 minutes.

Cost: On request.

Distributed by: SESAC Inc.

Submitted by: SESAC Inc., The Coli-
seum Tower, N. Y. C. 19.

. Magic Holiday

Settle back in your easy chair and
travel to the far corners of the world
with only your imagination as a pass-
port. Your travel guide aboard the
magic carpet of melody describes the
picturesque lands as top-name orches-
tras provide an exciting and enchant-
ing musical interpretation of the
places you visit.
Availability: E. T.
Running Time: 30 minutes.
Cost: On request.
Number Available: 156.
Audition Facilities: E. T.
Produced by: SESAC Inc.
Distributed by: SESAC Inc.
Submiitted by: SESAC Inc., The Coli-

seum Tower, N. Y. C. 19.

The Hour of Charm

Starring a unique orchestral assem-
blage led by Phil Spitalny, the orches-
tra’s originator, the all-girl orchestra
plays everybody’s favorites and stars
the well-known Evelyn and her Magic
Violin.

Availability: E. T.

Running Time: 30 minutes.

Cost: On request.

Number Available: One weekly, con-
tinuous.

Serving Bakersfield, California,

KBVM

1000 watts — 1380 KC

and the Southern San Joaquin Valley

Serving Lancaster, California,
and Antelope Valley

Modern Music-and-News Format
Proven Leadership in Audience

Cost-Per-Thousand Efficiency
Point-of-Sale Merchandising

Now Represented Nationally By —

Audition Facilities: E. T.

Produced by: RCA Thesaurus.

Distributed by: RCA Recorded Pro-
gram Services.

Submitted by: RCA Recorded Pro-
gram Services, 155 E. 24th St
N.Y.C. 10.

Aspects of Music
Fine music program of universal
appeal. New records, unusual and sel-
dom-heard works and composers. Live
interviews with outstanding personal-
ities from the music world, and in-
formative comments on the works
presented.
Availability: Live talent, tape.
Running Time: 1Y2 hrs.
Cost: On request.
Audition Facilities: Live talent. tape.
Produced by: Concert Network.
Submitted by: Concert Network
(WNCN, New York; WBCN,
Boston; WHCN, Hartford;
WXCN, Providence), 28 W. 44th
St,, N. Y. C. 36.

Here Comes The Band
The blare of horns, the resounding
“boom” of the bass drum. and the
pretty majorettes are the signals for
the rousing beat of “Here Comes the
Band.” A lively quarter hour of
marches, concert band numbers and
novelties played with the matchless
pep and perfection of the National
Symphonic Band, the All-American
Band and the famous Karl King Band.
Availability: E. T.
Running Time: |5 minutes.
Cost: On request.
Number Available: 52.
Audition Facilities: E. T.
Produced by: SESAC Inc.

WEED RADIO CORPORATION

New York

Chicago

Detroit Des Moines

Atlanta

Dallas Boston

San Francisco

Los Angeles
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Club 800

Monday through Friday, 2-4:30
p.m. Emceed by George Marshall who
invites listeners to become members
of the Club. Members are remem-
bered on their birthday with special
birthday cards; gifts awarded mem-
bers daily on a “picked-at-random”
basis. With news at 2:55 and 3:55,
“Community Reporter” at 3:10 with
news of local civic and social activi-
ties in the area. Smooth Pop music.
Availability: I.ive Talent.

Running Time: Participating.

Cost: On request.

Audition Facilities: Tape.

Produced by: George Marshall.

Submitted by: WHTN, Cowles Broad-
casting Co., 625 Fourth Ave.,
Huntington, W. Va.

Disc-O-Rama

A fast-moving disc jockey-type
show spiced with special features, in-
terviews, etc.
Availability: Live Talent.
Running Time: On request.
Cost: On request.
Audition Facilities: E. T.
Produced by: KMMIJ,
Submitted by: KMMJ, Grand Island,

Nebr.

Through the Night

All-night music and discussion pro-
gram. Hugh McPherson, popular West
Virginia DJ, talks with all manner of
experts in controversial fields. Plays
jazz for adult-type all-night listener
as well as commercial Pops and
classics.

Availability: E. T., Live Talent.

Running Time: Six hours.

Cost: On request.

Number Available: Six per week.

Audition Facilities: Tape.

Submitted by: WCHS, 1111 Virginia
St., E., Charleston, W. Va.

Dinner Bell

Farm features and music.
Availability: Live Talent.
Running Thne: 90 minutes.
Cost: On request.
Audition Facilities: E. T.
Produced by: KMM]J.
Submitted by: KMMJ, Grand Island,
Nebr.

The Morning Show

A fast-moving disc jockey-type show.
Availability: 1.ive Talent.
Running Time: 60 minutes.
Cost: On request.
Audition Facilities; Tape.
Produced by: KMMJ.
Submitted by: KMMJ, Grand Island,
Nebr.

Night Train

Lively teen format show utilizing
complete sound effects—click-clack,
whistles, etc. Listeners win prizes on
telephone contests. All listener re-
quests by mail only. Available in
three segments.

Availability; E. T., Live Talent.

Running Time: 160 minutes.

Cost: On request.

Number Available: On request.

Audition Facilities: E. T., Tape, Live
Talent.

Produced by: Kerby Confer,
Plankenhorn.

Submitted by:

Fred
WMPT, Will-Mont
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¢y St., South Williamsport, Pa.
Broadcasting Company, 301 Per-

Early Bird Show

Music, the finest of the latest Pop
records and some of the proven favor-
ites, combined with latest news and
weather reports, enlivened with
quickie-quiz, deejayed by talented
Bob Peterson.
Availability: Live Talent.
Running Time: 210 minutes.
Cost: $130.
Number Available: As desired.
Audition Facilities: Tape.
Produced by: Bob Peterson.
Submitted by: WHAP, Box

Hopewell, Va.

621,

Inbound
Time. news, temperature, traffic
show conducted by Dale Howard.
Availability: E. T., Live Talent.
Running Time: 90 minutes.
Cost: On request.
Number Available:
Audition Facilities:
Talent.
Submitted by: KGON, Box 5865,
Portland 22, Ore.

21.
E. T., Tape, Live

Morning Show
Typical morning show conducted
by Howard McAnulty.
Availability: E. T., Live Talent.
Running Time: Three hours.
Cost: On request.
Number Available: 42.
Audition Facilities: E. T., Tape, Live
Talent.
Submitted by: KGON, Box
Portland 22, Ore.

Breakfast Bell
Farm features and music.
Availability: Live Talent.
Rumning Time: 105 minutes.
Cost: On request.
Audition Facilities: E. T.
Produced by: KMMJ.
Submitted by: KMMJ, Grand Island,
Nebr.

The Alan Freed Show
Freed’s recent Broadway engage-
ment broke all-time gate receipts at
the Paramount Theatre in New York.
He reflects a segment of the younger
generation and its music tastes. Pro-
gram features record favorites with
a minimum of commentary, a strictly-
music approach that brought him na-
tion-wide fame.
Availability: E. T., Live Talent.
Running Time: 225 minutes.
Cost: $67 per minute participation.
Number Available: 3 minutes per 14
hour.
Audition Facilities: E. T., Tape, Live
Talent.
Produced by: WABC.
Submitted by: American Broadcast-
ing-United Paramount Theatres,
Inc., WABC, 39 66 St.,, N.Y.C.

5865,

Music for Remembrance
A different type of DJ program
conducted with a sentimental touch
Monday through Friday 5:05-5:30
p.m. by Alvin Johnston, who pos-
sesses an uncanny ability to choose
all-time favorites of years gone by
that tug at the heartstrings. Directed
to housewife and tired homeward-
bound businessman alike.
Availability: E. T., Live Talent.
Running Time: 25 minutes.

Cost: On request.

Number Available: Up to 260.

Audition Facilities: Tape.

Produced by: Alvin Johnston.

Submitted by: WCOH, Box 581, New-
nan, Ga.

Father Marrer’'s Show

The Reverend Father Robert Mar-
rer presents a program of the finest
in recorded music. Father Marrer is
one of only three priests in the nation
presenting a disc jockey show. It is
inspirational in character rather than
of a strict religious nature, and the
accent is on adult entertainment.
Availability;: Live Talent.

Running Time: 45 minutes.

Cost (complete): $8 per spot.

Number Available: One show per
week.

Produced by: Rev. Fr. Robert Marrer.

Submitted by: WSTV, Inc., Exchange
Realty Bldg., Steubenville, Ohio.

Breakfast KLUB

Morning DJ, Ron McCoy, presents
a variety of music, news, weather and
time reports.
Running Time: Four hours.
Cost: On request.
Number Available: Seven per week.
Audition Facilities: Tape.
Produced by: Ron McCoy.
Submitted by: KL UB, 165 Social Hill

Ave., Salt Lake City, Utah.

Up With the Birds
A DJ show conducted by Brad
Drawbridge, a master at dry New
England humor, and broadcast Mon-
day through Saturday, 8-8:53 a.m.
Availability: Live Talent.
Running Time: 15, 30 minutes.
Cost: On request.
Audition Facilities: Tape.
Produced by: Brad Drawbridge.
Submitted by: WSBS, Route 7, Great
Barrington, Mass.

Wake Up and Sing
Morning show, with MC Pete
Stenger. He's got that wonderfully
corny sense of humor that wakes up
his audience with a smile. He sings,
too. Time, temperature, weather,
news and music all blend in the Sten-
ger style.
Availability: Live Talent.
Running Time: 150 minutes.
Cost: On request.
Audition Facilities: E. T. or Tape.
Produced by: WSAZ.
Submiitted by: WSAZ, 201 Ninth St.,
Huntington, W. Va.

Martin Block's
Make Believe Ballroom
Music played is supplied through

Operation 60,000, Saturday mornings,
the rotating Platterpicker Panel is
polled personally on newest record
releases. Martin’s listeners enjoy his
thoughtful gestures — flowers, candy,
etc.; his Date with Sinatra Contest.
Top recording artists appear on the
program. Block’s informed comment-
ary integrates these features into one
of New York radio’s smoothest con-
tinuing musical productions.
Availability: E. T., Live Talent.
Running Time: Four hours.

Cost: $100 per participation.

Number Available: 3 minutes per Y4

hour. .
Audition Facilities: E. T., Tape, Live
Talent.

Produced by: Robert Moss.

Submitted by: WABC, American
Broadcasting - United Paramount
Theatre, Inc.,, 39 W. 66th St.,
N.Y.C.

Music Shop

The tempo increases slightly as Tru
Taylor begins his broadcast day.
Keeping away from the “too-hot-to-
handle” tunes, Tru airs contemporary
Pops in addition to the favorites of
yesterday. Format is geared especially
for young housewife.

Availability: E. T., Live Talent.

Running Time: Three hours.

Cost: Sold by spots.

Audition Facilities: E. T., Tape, Live
Talent.

Distributed by: Headley-Reed Co.,
Co., Inc. & Kettell-Carter Co.,
Inc.

Submitted by: The Fall River Broad-
casting Co., Inc., WSAR, Box
927, Fall River, Mass.

The Teen Touch

Music for teenagers, emceed by
three guest local high school DIJ’s.
Program contains tunes for teens, plus
news of local school activities. High-
light is a salute to an outstanding
school student, and an interview with
this student.
Availability: Live Talent.
Cost: $100 per week.
Number Available: 36 weeks.
Audition Facilities: Tape.
Produced by: WLAG.
Distributed by: WLAG.
Submitted by: WLAG, WLAG Bldg.,

LaGrange, Ga.

KLUB’s Terry Awhile
An afternoon matinee with a varie-
ty of music, news, tips, weather and
time. Presented by the ladies’ favorite,
Bill Terry. Broadcast 1-6 p.m.
Available: E. T.
Running Time: Five hours.
Cost: On request.
Number Available: Six per week.
Produced by: Bill Terry.
Submitted by: KLUB, 165 Social Hall
Ave., Salt Lake City, Utah.

Jim Stapleton Show
Novelty and popular music festival,
featuring top-flight records of yester-
day along with a carefully-selected
group of novelty numbers and hum~
our anecdotes.
Availability;: E. T., Live Talent.
Cost: $25 per 15 minutes.
Number Available: Monday through
Friday.
Audition Facilities: Tape.
Produced by: Jim Stapleton.
Submitted by: WLVA, 2320 Lang-
horne Rd., Lynchburg, Va.

Bob Stewart Show

We play records, conduct inter-
views and in general program a show
that has appeal to someone some-
where who buys. We try to have a
little pleasure and bless any sponsor
we might have. Promotion and mer-
chandising plans are already estab-
lished, but we’ll change them for
any client.

Availability: Live Talent.

Running Time: 60 minutes.

Cost: $60 per hour.

Number Available: Unlimited.

Audition Facilities: Tape.

Submitted by: KCHV, Box 277, Coa-
chella, Calif.
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Availability: E. T., Live Talent.

Running Time: Four hours.

Cost: On request.

Audition Facilities: E. T., Tape, Live
Talent.

Produced by: South Central Broad-
casting Corp.

Distributed by: South Central Broad-
casting Corp.

Submitted by: WIKY,
Evansville, Ind.

The Gene Brent Show

A morning show, sign-on till 9
a.m., programmed by Gene Brent to
appeal to a general audience, with
music that’s bright, but with no Rock
’N’ Roll or Hillbilly, and plenty of
reports of time, news and weather.
Availability: Live Talent.

Running Time: Participating.

Cost: On request.

Audition Facilities: Tape.

Produced by: Gene Brent.

Submitted by: WHTN, Cowles Broad-
casting Co., 625 Fourth Ave.,
Huntington, W, Va.

Box 148,

Rise n’ Shine
Art Shepard greets each bright new
day with a bright musical smile. In-
tended to start his listeners off on the

proper foot, Art’s timely sense of

humor coupled with Pop music (with

a little Rock 'N' Roll) and a good

sense of taste are the foundation of

this popular show.

Availability: E. T., Live Talent.

Running Time: Five hours.

Cost: On request.

Audition Facilities: E. T., Tape, Live
Talent.

Distributed by: Headley-Reed Co.,
Inc., Kettell-Carter, Inc.

Submitted by: The Fall River Broad-
casting Co., Inc., WSAR, Box
927, Fall River, Mass.

Music, Inc.

Norm Rapoza captures the women'’s
audience with his easy, informal pat-
ter as well as his selection of standard
Pop tunes. Norm also runs an occa-
sional contest slanted at the house-
wife.

Availability: E. T., Live Talent.

Running Time: Three hours.

Cost: On request.

Audition Facilities: E. T., Tape, Live
Talent.

Distributed by: Headley-Reed Co.,
Inc., Kettell-Carter, Inc.

Submitted by: The Fall River Broad-
casting Co., Inc., WSAR, Box
927, Fall River, Mass.

—RADIO MYSTERY —

Yours Truly,
Johnny Dollar

Johnny Dollar, insurance investi-
gator with an unlimited expense ac-
count, delves into claims cases where
foul play or indication of fraud is
detected. Dollar flies all over the
country setting down in new locales
each week for the colorful stories.
Running Time: 30 minutes.

Cost: On request.

Number Available: On request.

Produced by: Jack Johnstone.

Distributed by: CBS Radio.

Submitted by: CBS, 485 Madison
Ave., N. Y. C. 22.

Secrets of Scotland Yard
Clive Brook stars in this dramatic

series of important cases handled by

Scotland Yard's CID. Stories are

based on objects in the collection of

*“The Black Museum.”

Availability: E. T.

Running Time: 30 minutes.

Cost: On request.

Number Available: 52.

Audition Facilities: E. T.

Produced by: Towers of London, Ltd.

Distributed by: lang-Worth Feature
Programs, Inc.

Submitted by: Lang-Worth Feature
Programs, Inc., 1755 Broadway,
N.Y.C. 19.

Suspense

Suspense mysteries built on psycho-
logical tension, stories of ordinary hu-
man beings reacting to extraordinary
pressures in unusual experiences.

Running Time: 30 minutes.

Cost: On request.

Number Available: On request.

Produced by: Wm. N. Robson in Hol-
lywood.

Distributed by: CBS Radio.

Submitted by: CBS, 485 Madison
Ave, N. Y. C. 22.
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The Lives of Harry Lime
Mystery, adventure series starring

Orson Welles who created character

in movie “The Third Man” from book

by Graham Greene. Excellent cast,

music by Sidney Torch, zither by An-

ton Karas, composer of title tune.

Availability: E. T.

Running Time: 30 minutes.

Cost: On request.

Number Available: 52.

Audition Facilities: E. T.

Produced by: Towers of London, Ltd.

Distributed by: Lang-Worth Feature
Programs, Inc.

Submitted by: Lang-Worth Feature
Programs, Inc., 1755 Broadway,
N.Y.C. 19.

Peril

Stories of suspense and intrigue
with danger lurking at every corner.
Similar to the nationally famous “Sus-
pense” series.

Availability: E. T.

Running Time: 30 minutes.

Cost: On request.

Number Available: 52.

Audition Facilities: Tape.

Produced by: Harry S. Goodman
Productions.

Distributed by: Harry S. Goodman
Productions.

Submitted by: Harry S. Goodman
Productions, 19 E. 53rd. St.,
N. Y. C. 22,

Moment of Peril

Stories of ordinary people suddenly
enmeshed in a “Moment of Peril.”
Availability: E. T.

Running Time: 30 minutes.

Cost: On request.

Number Available: 52.

Audition Facilities: Tape.

Produced by: Harry S. Goodman
Productions.

Distributed by: Harry S. Goodman
Productions.

(Continued on Page 110)
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Submitted by: Harry S. Goodman
Productions, 19 E. 53rd St
N. Y. C. 22.

The Ann Colone Show

Warm, good music, friendly, and
a mail puller. Ann includes special
service announcements (meetings,
parties, etc.) and interviews.
Availability: Live Talent.

Running Time: 60 minutes.

Cost: On request.

Number Available: Five per week.

Audition Facilities: E. T., Tape.

Produced by: WGL.

Submitted by: WGL, 201 W. Jeffer-
son, Ft. Wayne, Ind.

820 Club

A six-hour show with music that
has the lush appeal, the sparkle, the
current trend of popular melody and
the special language understood by
all the young at heart from Mother
to teenage Susie.

Availability: E. T., Live Talent.

Running Time: Six hours.

Audition Facilities: E. T., Tape, Live
Talent.

Produced by: South Central
casting Corp.

Distributed by: South Central Broad-
casting Corp.

Submitted by: WIKY,
Evansville, Ind.

Broad-

Box 148,

DJ Jamboree
Six DJ’s each take a half hour on
Saturdays from 1:30 to 4:30 p.m. and
review the top 50 songs of the week.
Each DJ rotates the time he is on
each week so as not to repeat the

same tunes, or time segment.
Availability: Live Talent.
Running Time: Three hours.
Cost: On request.
Number Available: 52.
Audition Facilities: Tape.
Produced by: WCDL.
Distributed by: WCDIL..
Submitted by: WCDIL,
Rd., Carbondale, Pa.

127 Salem

Sam 'n’ Denzil Show

Prize-winning disc jockey wake-up
team with popular music for all age
brackets. Time, temperature, weather,
and early morning comedy.
Availability: E. T., Live Talert.
Running Time: Four hours.

Cost: On request.

Audition Facilities: Tape.

Produced by: Sam Poland, Tom Mur-
hy.

Subn?ill);d by: WCHS, 1111 Virginia
St., E., Charleston, W. Va.

Top Forty Time

Freeman Hover is DJ. Has two-
hour show once or twice a week. Lists
the top 40 songs, the picks for future
popularity, and introduces new tunes.
Beginning a semi-regular schedule of
remote (local) broadcasts of Record-
hops.

Cost: On request.

Number Available: Variable.
Audition Facilities: Tape.

Produced by: Freeman Hover.
Distributed by: KCSR.

Submitted by: KCSR, Chadron, Nebr.

cast, Time, etc.

WORLD'S LARGEST SELECTION

of Transcribed Radio Programs

® MYSTERY and ADVENTURE SHOWS (V2 hr.)

® 5 and 15-MINUTE PROGRAMS

Soap Operas — Humor — Sports — Finance — Variety, Etc.

® JINGLES — CUSTOM MADE and OPEN-END
STATION IDENTIFICATION JINGLES. Jingles for Local Spon-
sors and for Regional and National Advertisers. Weather Fore-

All Your Radio Program Needs at ““Down To Earth” Prices

HARRY 5. GOODMAN

PRODUCTIONS

19 EAST 53rd ST.,

N. Y. 22, N Y,
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KWFT Station “A” Station “B”
No. of Counties 77 28 19
Total Radio Homes 340,080 140,650 110,850
Monthly Coverage 124,430 49,450 42,370
Weekly Coverage 108,300 43,680 37,350
Weekly Circulation 108,120 43,550 36,690
Daily Circulation 72,630 28,110 23,160

KWFT has over 49% more Radio Homes than Stations A & B

combined.

KWFT has over 35% more monthly coverage than Stations
A & B combined.

KWFT has over 33% more weekly coverage than Stations
A & B combined.

KWFT has over 34% more weekly circulation than Stations
A & B combined.

KWFT has over 41% more daily circulation than Stations

A & B combined.
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620k¢ -=Wichita Falls, Texas

— RADIO MYSTERY

(Continued from page 109)
Let George Do It

“Private eye” series. Top-rated on
Don Lee Network for past 12 years,
Available outside 11 Western states.
Availability: E. T.

Kunaing ‘lime: 30 minutes.

Cost: On request.

Number Available: 65.

Audition Facilities: E. T.

Produced by: Searles & Park.

Submitted by: Harry S. Goodman
Productions, 19 E. 53rd St.,
N. Y. C. 22.

it’s a Crime, Mr. Collins
Adventures of a charming private
detective, Greg Collins, and his beau-
tiful wife, Gail, who is often more
clever than her husband.
Availability: E. T.
Runninz Time: 30 minutes.
Cost: On request.
Number Available: 52.
Audition Facilities: Tape.
Produced by: Harry S.
Productions.
Submitted by:
Productions,
N. Y. C. 22.

Danger With Grainger
The hard-boiled adventures of
Steven Grainger, private eye.
Availability: E. T.
Running Time: 30 minutes.
Cost: On request.
Number Available: 52.
Audition Facilities: Tape.
Produced by: Harry S. Goodman
Productions.
Submitted by:
Productions,
N. Y. C. 22.

Goodman

Harry S. Goodman
19 E. 53rd St,

Harry S. Goodman
19 E. S3rd St.,

Crime Files of Flamond
Stories from the files of a modern
super-sleuth who uses the science of
psychology to solve crimes.
Availability: E. T.
Running Time: 30 minutes.
Cost: On request.
Number Available: 52.
Audition Facilities: Tape.
Produced by: Anderson & Anderson.
Submitted by: Harry S. Goodman
Productions, 19 E. 53rd St
N. Y. C. 22.

Crime Club

Tensely portrayed tales of the most
interesting cases from the files of the
world’s most famous police depart-
ments. Narrations by Roland Strong.
Availability: E. T.

Running Time: 30 minutes.

Cost: On request.

Number Available: 52.

Audition Facilities: Tape.

Produced by: Hector Crawford Pro-
ductions.

Submitted by:
Productions,
N. Y. C. 22,

Harry S. Goodman
19 E. 53rd St,

Adventure Into Fear
Stories of the mysterious, the un-
canny, the strange and the unknown.
Availability: E. T.
Running Time: 30 minutes.
Cost: On request.
Number Available: 52.
Audition Facilities: Tape.
Produced by: AWA Productions.
Submitted by: Harry S. Goodman
Productions, 19 E. 53rd St.,
N. Y. C. 22.

. . . FILM

Wilbur Stark-Jerry Layton, Inc.
PRODUCTIONS
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1190 ON YOUR DIAL

WLIB has more Negro listeners than any other New York station
—network or independent (Pulse).

WLIB is the only radio station in New York City with studios in
Harlem.

WLIB is the first New York station broadcasting Negro commu-
nity news and special events on a regularly scheduled basis—every
hour on the half-hour.

HARLEM RADIO CENTER ¢ Hotel Theresa « 125th Street and Seventh Avenue « New York 27




in the Negro market, here’s the key
for New York City and vicinity,

the real smart buy 1s

5000
Watts

with the topmost Pulse-overwhelmingly!

WOV's roots in the Negro community go back to the
faraway days of Alan Courtney’s “Understanding
Through Music,” and the establishment of the “WQV
1280 Club” seventeen years ago. These were pio-
neering programs with special meaning for the Negro
segment of New York.

As its population and income level grew, the Negro
family left its few traditional neighborhoods. Today
it is an important segment of the entire 17 county
area. The present market encompasses 427,054
radio families in New York, New Jersey.and Con-
necticut. Its size has increased 41% in the last

e

7 years alone and is still growing. So are its tastes
and income levels as well. ’

WOV programs to this entire metropolitan Negro.
market 11 hours a day. It is the only New York
Station that reaches this market in its entirety. And
the rating trend continues as strongly as ever in its
favor. Let us brief you on these facts and on the
recent success stories of advertjsers using WOV's
facilities.

WOV NEW YORK




The Bill Curtis Show

Bill Curtis plays everything from
the newest records to the old stand-
ards. The program includes weather
reports, driving tips, news, time, and
good listening records.

Availability: E. T., Live Talent.

Running Time: 2, 3 hours.

Cost: On request.

Submiitted by: WHAT, Conshohocken
& Windermere Aves., Philadel-
phia 31, Pa.

Better Youth for
Tomorrow

Produced and narrated by a Negio
high school principal and guests. Fea-
tures Negro students as well as chil-
dren who have been in trouble. Each
of them tells his own story, urging
others not to make the same mistake.
Endorsed locally by white and Negro
pastors, teachers and local police.
Availability: Live Talent.

Running Time: 15 minutes.

Cost: $10.

Number Available: Continuous.

Audition Facilities: Tape.

Produced by: Frank Farrish.

Submitted by: WMDC, Box 571, Haz-
lehurst, Miss.

Anything Goes

This is handled by two disc jockeys:
Theo Wade and Ford Nelson. It fea-
tures a little bit of everything, and
gospel music is played on the show.
Running Time: 15 minutes.

Cost: On request.

Number Available: Five per week.

Audition Facilities: E. T., Tape, Live
Talent.

Produced by: David James.

Submitted by: WDIA, 2074 Union
Ave., Memphis, Tenn.

Teen Town Singers

Show featuring kids from 12 to 17
singing in a chorus. They sing spir-
ituals and popular songs; arrangements
are made by A. C. Williams who di-
rects the Teen Town Singers.
Availability: Live Talent.

Running Time: 30 minutes.

Cost: On request.

Number Available: One pzr week.

Audition Facilities: E. T., Tape, Live
Talent.

Produced by: David James,
Williams.

Submitted by: WDIA, 2074 Union
Ave., Memphis, Tenn.

A. C.

Aunt Carrie

A program that handles people's
problems. Folks write in asking for
advice on their love, marital or any
kind of problem they happen to have
and Aunt Carrie answers them and
gives them advice.

Availability: E. T., Live Talent.

Running ‘iime: 15 minutes.

Cost: On request.

Number Available: Five per week.

Audition Facilities: E. T., Tape.

Produced by: David James.

Submitted by: WDIA, 2074 Union
Ave., Memphis, Tenn.

Man on the Street

This show is to originate at the
front of a local Negro theatre in the
heart of Macon's Negro shopping
area. The MC is popular “Big Saul.”
Available six days per week.

RADIO-TELEVISION DAILY
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Availability: Live Talent.

Running Time: 15 minutes.

Cost: On request.

Number Available: Six per week.

Audition Facilities: Tape.

Submitted by: WIBB, Professional
Bldg., Macon Ga.

Swing Low Sweet

Chariot
This program is conducted by Miss
Portia Perry, mistress of gospel and
religious music. Local news is given
concerning church activities.
Availability: E. T.. Live Talent.
Running Time: 60 minutes.
Cost: On request.
Submitted by: WHAT, Conshohocken
& Windermere Aves., Philadel-
phia 31, Pa.

The Bandwagon
Industralized East Texas’ vast Negro
population listens to the morning
Bandwagon for the latest in Rhythm
and Blues, Gospel, and top tunes, plus
interesting information especially for
them. On the air for 11 years.
Availability: E. T., Live Talent.
Running Time: 60, 90 minutes.
Cost: On request.

Audition Facilities: E. T., Tape, Live
Talent.

Produced by: KMHT.
Distributed by: KMHT.

Submitted by: KMHT, Box 791, Mar-
shall, Texas.

Bee Hive
Kool Gent has a style unique in
Chicago, and it is the type most liked
by teenagers. He is a “rhymer.” That
is, Kool Gent does many of his ad-
lib comments and record introduc-
tions in beat and rhyme.
Cost: On request.

Produced by: Rollins
Inc.

Submitted by: Rollins Broadcasting,
Inc.-WBEE, 75 E. Wacker Dr.,
Chicago, Ill.

Broadcasting,

Teen Age Dance

A two-hour dance originating from
local youth center, supervised by
Miami Colored Police Benevolent As-
sociation. Features top records of the
day, guest stars, live music from high
school groups, various contests (dance,
amateur, etc.).
Availability: Live Talent.
Running Time: Two hours.
Cost: $215.50 (13 week basis).
Number Available: 1.
Audition Facilities: Tape.
Produced by: WMBM.
Distributed by: WMBM.
Submitted by: WMBM, Miami Beach,

Fla.

King Bee Show
Music and news. Rhythm and Blues
from 6:30 till 9:55 a.m., Monday
through Friday
Running Time: 205 minutes.
Cost: On request.
Produced by: Rollins
Inc.
Submitted by: Rollins Broadcasting,
Inc.-WBEE, 75 E. Wacker Dr.,
Chicago 1, 11l

Broadcasting,
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Sunday Reverie

Program features Norfley Whitted
in readings of favorite poems and
short essays or Bible scriptures with
organ or chorus musical background.
Availability: Live Talent.
Running Time: 30 minutes.
Cost: $50.
Number Available: 52.
Audition Facilities: Tape.
Produced by: Carolina Radio, Inc.
Submitted by: WAAA, Winston-Salem,

N. C. & WSRC, Durham, N. C.

Jive Before Five
A program of Negro music and
announcements.
Availability: Live Talent.
Running Time: 30 minutes.
Cost: $30 one time.
Number Available: Monday through
Friday.
Audition Facilities: Tape.
Produced by: John Crawford.
Distributed by: WAUD.
Submitted by: Auburn Broadcasting
Co., WAUD, Box 391, Auburn,
Ala.

Concert Showcase
Famed musicologist Nora Holt pre-
sents a weekly recital by two of the
community’s promising up-and-com-
ing serious music artists. Long re-
garded as one of the top music critics
and teachers in America, Mrs. Holt
offers a showcase for talented Negro
concert recitalists. Many of the mu-
sicians heard on this program in their
recital debut have gone on to Town
Hall and Carnegie Hall concerts.
Availability. Live talent.
Running Time: 30 minutes.
Cost: On request.
Number Available: 52 per year.
Audition Facilities: Tape, live talent.
Produced by: Nora Holt.
Submitted by: WLIB, 2090 Seventh
Ave., N. Y. C. 27.

The Bruce’s Roost
Program is presided over by that

old Witch Doctor Man himself, Ra-
mon Bruce. This show is designed
strictly for the hep set—no squares
need apply. Ramon’s platter chatter
may be up there with the sputniks,
but his sales pitches are right down to
earth. If you want to keep abreast of
the latest trends and favorites in the
community, this is the place to do it.
Availability: Live talent.
Running Time: Two hours.
Cost: Quarter-hours on request.
Number Available: Eight quarter-

hours—six days a week.
Audition Facilities: Tape, live talent.
Produced by: Norma Greenstein.
Submitted by: WLIB, 2090 Seventh

Ave., N. Y. C. 27.

Community News

Complete newscasts every hour on
the half-hour and news capsules every
hour on the hour produced by the
station’s news and special events staff
headed by George W. Goodman. Au-
thoritative local community develop-
ments are reported hourly in addition
to special beep telephone reports from
on-the-scene observers all over the
U.S.A. Special coverage is given to
news breaks anywhere that may be
of interest to the area.
Availability: Live talent.
Running Time: Five minutes.

Cost: On request. .

Number Available: 24 per day—six
days a week.

Audition Facilities: Tape, live talent.

Produced by: George W. Goodman.

Submitted by: WLIB, 2090 Seventh
Ave., N. Y. C. 27.

The Editors Speak
This award-winning public service

news show is now available for com-
mercial sponsorship. A unique news-
in-depth analysis show, it consists of
a weekly report to the community by
prominent Negro newspaper execu-
tives on stories and news events of
the preceding week and their potential
influence on the lives and living con-
ditions of the people in the area.
Availability: Live talent.
Running Time: 30 minutes.
Cost: On request.
Number Available: 52 per year.
Audition Facilities: Tape, live talent.
Produced by: George W. Goodman.
Submitted by: WLIB, 2090 Seventh

Ave., N. Y. C. 27.

Harlem Frolics

Music, notes and chatter with Bill
Dupree, one of the newest radio per-
sonalities on the “uptown” horizon.
Bill spins all the latest platter releases
and keeps an accurate up-to-date tab-
ulation of the community’s favorite
musical artists and recording stars.
Within a relatively short time, Dupree
has built a large and loyal listening
audience.
Availability: Live talent.
Running Time: 90 minutes.
Cost (complete): On request.
Number Available: Five per week—

52 weeks.
Audition Facilities: Tape, live talent.
Produced by: Bill Dupree.
Submitted by: WLIB, 2090 Seventh
Ave., N. Y. C. 27.

Harlem Serenade

As the title suggests, this is one of
the most popular “uptown” shows on
the air. Presided over by Hal Jackson,
veteran broadcaster and DJ, the pro-
gram offers the best in music, includ-
ing new releases, old favorites and
standard Pop tunes. All interspersed
with the incomparable Jackson patter,
frequent time signals, weather fore-
casts and almanac reminders designed
to start you off right on a busy day.
Availability: Live talent.
Running Time: Three hours.
Cost: Quarter-hours on request.
Number Available: 12 quarter-hours

daily—six a week.
Audition Facilities: Tape, live talent.
Produced by: Hal Jackson.
Submitted by: WLIB, 2090 Seventh
Ave.,, N. Y. C. 27.

The Gospel Train

Conductor of “The Gospel Train”
is Lorenzo “Larry” Fuller, winner of
press accolades around the world for
his electrifying  performance as
“Sporting Life” in the touring com-
pany of “Porgy and Bess.” Larry
blends representations of the finest
renditions of Negro gospsl music with
inspirational readings and messages
of faith. A truly inspiring hour for all
who listen.
Availability: Live talent.
Running Time: Three hours.

(Continued on Page 114)
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Cost: Quarter-hours on request.
Number Available: 12 quarter-hours
daily—six times a week.
Audition Facilities: Tape, live talent.
Produced by: Larry Fuller.

Submitted by: WLIB, 2090 Seventh
Ave.,, N. Y. C. 27.

The Negro Sings

The Negro is one of America’s most
religious and devout citizens. Every
Sunday morning this program of spir-
itual and inspirational music is heard.
Larry Fuller reads hymns and sacred
verse accompanied by his own original
musical backgrounds on the studio
organ. This show is one of the most
popular before-church programs in the
Negro community.

Availability: Live talent.
Running Time: Three hours.
Cost: On request.

Number Available: Four quarter-hours
per week—52 weeks.

Audition Facilities: Tape, live talent.
Produced by: Larry Fuller.

Submitted by: WLIB, 2090 Seventh
Ave., N. Y. C. 27.

At Home
With Betty Granger

The noted fashion and society edi-
tor of the Amsterdam News, vivacious
Betty Granger, presents a daily spark-
ling half-hour of interviews with fam-
ous people, news, views, and home-
making hints. Since its debut Betty
Granger’s show has become a midday
listening must for Negro housewives
throughout the metropolitan New
York area.

Availability: Live talent.

Running Time: 30 minutes.

Cost: On request.

Number Available: Five per week—
52 weeks.

Audition Facilities: Tape, live talent.

Produced by: Betty Granger.

Submitted by: WLIB, 2090 Seventh
Ave.,, N. Y. C. 27.

Accent on Jazz

What would the history of Ameri-
can music be like without the contri-
bution of the Negro both as a per-
former and composer? Clarence Bul-
lard presents a weekly review of the
latest jazz record releases interspersed
with occasional jazz classics on rec-
ords that have now become collectors’
items. Two solid hours of “solid” mu-
sic.

Availability: Live talent.
Running Time: Two hours.
Cost: On request.

Number Available: Four quarter-hours
per week—52 weeks.

Audition Facilities: Tape, live talent.
Produced by: Clarence Bullard.

Submitted by: WLIB, 2090 Seventh
Ave.,, N. Y. C. 27.

Editor’s Viewpoint

A nightly editorial prepared by the
station’s community news staff headed
by George W. Goodman is presented
just prior to sign-off of Negro pro-
gram bloc. This news-in-depth feature
will relate to one or more news events
that have occurred during the day, or
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possibly the outcome of a special re-
port undertaken by the news staff.

Availability: Live talent.
Running Time: Five minutes.
Cost: On request.

Number Available: Six per week—52
weeks.

Audition Facilities: Tape, live talent.
Produced by: George W. Goodman.

Submitted by: WLIB, 2090 Seventh
Ave.,, N. Y. C. 27.

Jumpin’ Geo.
DJ-type show. Interviews with the
big names on wax.
Availability: E. T,
Running Time: 15 minutes.
Cost: $56 one time.
Number Available: 312.
Audition Facilities: Tape.
Produced by: KSAN.
Distributed by: KSAN.

Submitted by: KSAN, 111]
St., San Francisco, Calif.

Market

Bill’s Ballroom

All types of dance music, fast and
slow, combined in a program that ap-
peals to all ages.

Running Time: Two hours.

Cost: On request.

Audition Facilities: Tape.

Submitted by: WHAP, Box
Hopewell, Va.

Willie Mays
A sports show featuring Willie
Mays.
Availability: E. T.
Running Time: 15 minutes.
Cost: $56 one time.
Number Available: 312.
Audition Facilities: Tape.
Produced by: KSAN.
Distributed by: KSAN.

Submitted by: KSAN, 1111 Market
St., San Francisco, Calif.

621,

Earl Father Hines

Music, piano and a “gift of gab.”
DJ-type show. Interviews included in
program.

Availability: Live Talent.
Running Time: 15 minutes.
Cost: $56 one time.
Number Available: 312,
Audition Facilities: Tape.
Produced by: KSAN.
Distributed by: KSAN.

Submitted by: KSAN, 1111
St., San Francisco, Calif.

Market

Gospel Rocket

Three editions daily, ‘“Sunrise,”
“Morning,” and “Evening,” conducted
by Thermon Ruth — noted gospel
music figure who produced some of
the first successful Gospel music stage
presentations. In addition to the lead-
ing Gospel recordings, he reports on
church and community activities.
Cost: On request.

Number Available: Participating.

Audition Facilities: Transcription.

Produced by: Thermon Ruth.

Submitted by: WOV, 730 Fifth Ave.,
N.Y.C. 19.

The Alma John Show

Alma John, 1958 winner of McCall’s
Gold Mike award, opens the window
of the world for her listeners. Her
guests range from school children to
presidents and Kings, from social work-
ers to unwed mothers. (Monday
through Friday)

Running Time: 25 minutes.

Cost: Participating.

Number Available: On request.

Audition Facilities: Live talent.

Produced by: Alma John.

Submitted by: WWRL, Woodside 77,
N.Y.

Harlem Rocket

Jack “Pear Shape” Walker, who's as
smooth and as skiliful as they come,
keeps this show ticking fast with wake-
up time signals, weather bulletins, sub-
way and communtation reports and
lively music. Monday through Satur-
day, 7-9 a.m.

Cost: On request.

Number Available: Participating.

Availability: 1.ive talent, E.T.

Produced by: WOV,

Submitted by: WOV, 730 Fifth Ave.,
N.Y.C. 19.

Blue Rocket

Features two authoritative gentle-
men who can juggle hot music and
hard sell. Weeknights find Jack Walker
at the helm and on the week-end it’s
“Hot Rod Hulbert,” originator of
rocket shipping as a style of disc jock-
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