SEPTEMBER 20, 1947

“Here Comes the Freedom Train, You better hurry down; Just like a Paul Revere, It’s Comin’ Into Your
Home Town.”” These Irving Berlin lyrics sound the whistle of 3 train of monumental events. Berlin’s FREEDOM
TRAIN was expressty written far the American Heritage Foundation to use as a musical herald for AHF’s

train (skown above) which starts a tour. of 300 cities September 17 in Philadelphia. The purpote of the FREEDOM
TRAIN—to rededicate the American tradition of liberty, All rights to the FREEDOM TRAIN song—recorded
by Bing Crosby and rhe Andrews Sisters (Decca) ; Buddy Clark and the Modernaires (Columbia): Robert Shaw
and the Victor Choral Group (RCA Victor); Ray Dorey (Majestic), etc.—have been turaed over to the AFH.

Above Thomas D’A DProphy, Kenyon & Eckhardt Agency topper and president of the AHF, reccives assignment of
sopyrigh-s to the traia song from Berlin himself.
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1947 Season
Biggest for
Silo Circuit

Package Shows Declined

NEW YORK, Sept. 13.—Tho this|
was just about the biggest season in
summer stock history, the packaging |
of shows for the silo circuit nose- |
dived a bit in the face of opposition
from managers. There were about
four less complete packages than last
season.

Para Firee Juke?

NEW YORK, Sept. 13.—The
Paramount Theater is toying
with the idea of setting up a
free-play juke box in the base-
ment lounge. Sole records would
be hit tunes of Mel Torme,
Frankie Laine and the King
Cole Trio, perhaps with other
acts booked for near-future
dates. Gimmick could be an
automatic counter installed to ||
poll the relative popularity and
help determine future bookings,
selling value and price to pay
for the act.

Mutual Cops Overall Prize
In 10th Annual Competition;
Stiff Fight in All Divisions

NBC Wins for Single Campaign—CBS for Pubserv

NEW YORK. Sept. 13.—After months of work, both of participating
stations and by the staff of this publication, and after careful study by the
board of judges, results are in on The Billboard’s 10th Annual Radio Pro-
motion Competition, the vearly industry-wide feature designed to select
broadcasting’s best promotion-exploitation. In a competition marked by
stiff battles in every category, here is a quick look at some of the winners:
Mutual took the network Overall prize; NBC the Single Campaign Division

The boys who run the strawhatters
would rather choose their own shows,
have the fun of putting them together
and not pay the added tariff of main-
taining a resident company while
the package is playing. Because the
resident players are not acting, they
frequently lose their personal popu-
larity in the neighborhood and lose
(See Strawhat Record on page 54)

Petrillo Set
To Relax Curb

On Amateurs

NEW YORK, Sept. 13.—New loos-
ening of previous prohibitory regu-
lations cn non-professional broad-
casting and recordings by the Ameri-
can Federation of Musicia M)
was revealed Friday (12) by Rep.

Radio, Pix,
TV To Show
In Hotel Spots

Tex McCrary Fixing Deal

NEW YORK, Sept. 13.—Major ho-
tel rooms around town may become
showcases for television, film and
radio packages if current negotiations
between Tex McCrary and the hos-
telry ops go thru. McCrary, half of
the husband-and-wife team of Tex
and Jinx (Falkenberg) now aired |
over the National Broadecasting Com
pany in a Mr. and Mrs. program
known as Hi Jinx, plans to take
the complete booking job for hote

Carroll D. Kearns (R., Pa.). Speaking
at the first annual convem on
(See Petrillo Relaxing on

NAB Meet

Turn{mt Sets
Record; Code
Is Top Topic

Hot Issnes Stir Interest

ATLANTIC CITY, Sept. 15— An-
nual convention of the National As-
sociation of Broadcasters (NAB) is
now under way, with a number of
burning issues facing the delegates
before adjournment Thursday (18).
Top priority on the agenda was being
given NAB’s spanking new code, first
copies of which were distributed to
the record turnout of delegates this
morning. Altho official debate on the
code is not slated until the final day
of the session, the new standards are
holding high interest from the outset.

A lively battle is expected to de-
velop in Thursday’s debate over sev-
eral sections of the code, with most of
the fireworks expected to center
(See Reccrd NAB Mecet on page 12)

lrooms and put in shows which eould
)l (See Hotel Spots on page 53)

{ Dodge, Ia.,

and CBS the Public Service laurels.
stations) won the regional network
Overall contest, CBS Pacific the Sin-
gle Campaign win and Yankee Net-
work the Public Service category.
WLW, Cincinnati, one of the most
promotion-minded stations in the
business, won in web affiliate, clear
channel Overall; KSTP’s renowned
fish-tag contest copped the Single
Campaign prize and WHO romped in
Public Service.

KECA, K1Z, KUGN Take Laurels

In the network affiliate regional
channel picture, KMBC, Kansas City,
Mo., won Overall; KECA, Los An-
geles, won Single Campaign; KLZ,
Denver, won Public Service. Local
channel web affiliate awards went
to KUGN, Eugene, Ore., for Overall
promotion; WOLF, Syracuse, for Sin-
gle Campaign, and KVFD, Fort
Public Service.

In the independent field, over
5,000 watts, WNEW, New York, is

{ the Overall winner; WHN, New York,

the Single Campaign champ, and
(See 1947 Promotion on page 5)

Under Way m A. (.

M ildred Bailey

Abroad: Stage,

May Tour
Niteries, Air

NEW YORK, Sept. 13.—Mildred
Bailey is considering an offer to make
an eight-week tour of Scandinavia.
Switzerland, Paris and the American
Zone in Germany. If she decides to
make the tour, she will be accom-
panied by Chubby Jackson and a
combo of six or seven men, and pos-
sibly pianist Lenny Tristano. The
foreign booker, who is here now, is
offering Miss Bailey a $2.000-a-week
guarantee for herself, against a per-
centage, plus air transportation and
all income tax paid over 5 per cent.

If the deal goes thru. Miss Bailey
is supposed to start November 1. ac-
cording to Irv Brabeck, her personal
manager. Brabeck is included in the
arrangements. which will call for
him to spend two weeks abroad lin-
ing up the tour, transportation also
to be paid by the booker.

Miss Bailey also has an offer tn go
to Australia with a guarantee of
$4.000 a week and air transportation.
The Australian deal calls for her to

make theater, nitery and radio ap-

pearances for two weeks. If she takes
this offer, either Tristano or Ellis
Larkin will accompany her.

The dough being offered is con-

sidered unusually good, inasmuch as
Miss Bailey ordinarily gets around
$1.500-%1,750 a week.

I'll Be Seein’ Ya

WASHINGTON, Sept. 13.—A
hotel with a video screen in
every room may become a real-
ity in the not too distant future.
The idea—one of the plans. of
Rogers Lacy, of Longview. Tex.,
and Tom Potter, of Dallas—
seemed closer to reality this
week when the Federal Com-
munications Commission (FCC)
granted the men a construction
peirmit for a Dallas video out-
let.

Pacific Northwest Broadcasters (XL

Aussies Limit
Take-Home Pay
For Amer. Acts

SYDNEY, Sept. 13. —American and
Canadian artxsts appearing in Aus-
tralia will not be permitted to send all
their earnings home under the gov-
ernment’s drastic reduction of the use
of dollars for the next year. Altho the
amount they can send out of the coun-
try has not yet been announced, well
informed sources say it will be limit-
ed to approximately $3,250.

The limitation order may force per-
formers who have been booked here
to cancel their tours, altho David
Martin, of the Tivoli Theater Circuit,
biggest importer of American enter-
tainers, said that only the highest-
paid artists would be seriously affect-
ed and he would endeavor to induce
them to follow the example of English
comic Tommy Trinder, who invested
the full profits of his tour, $14,650, in
Australian securities.

The Australian Broadcasting Com-
mission, which was negotiating for a
number of artists before the new
ruling, will outline the new situation
for these entertainers before signing
any contracts. Harald Bowden, gen-
eral manager of J. C. Williamson

| Theaters, Ltd., said he did not think

American playwrights and composers
would be seriously affected since they
| have on other occasions invested their
Australian earnings here and most
assuredly would do so again.

Disk Joek Assn.
Expands; Sets
Two More Units

CHICAGO, Sept. 13.—Two more
chapters of the National Association
of Disk Jockeys (NADJ) were of-
ficially formed this week and plans
were already under way by the three
established locals of NADJ, set up
thus far, to stage giant one-night pro-
motions to raise funds for the new
local chapters.

The Chicago chapter, in its first
meeting, elected Eddie Hubbard. ABC
Club, WIND, chairman; Dave Garro-
way. 11:60 Club WMAQ, secretary,
and Jack L. Cooper top local Negro
(See Disk Jock Assn on page 28)
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LINES DRAWN IN CODE BATTLE

Improved Net

Operations

Gets Support

Rise in Ad Costs Hit

By Jerry Franken

ATLANTIC CITY, Sept. 15.—The
two divergent pressures in the battle
over whether radio will take honest
measures to raise its standards were
thrown into sharp focus here last
week at the first convention of
the National Broadcasting Company
(NBC). While Neil H. McElroy, vice-
president of Procter & Gamble,
warned the NBC affiliates against
excessive tampering with commer-
cials, Sigurd S. Larmon, of Young &
Rubicam, and Charles G. Mortimer,
of General Foods, both supported the
industry’s groping steps toward self-
improvement.

The NBC convention meanwhile
was a sock success, drawing an at-
tendance of almost 400, with reps
from all but six of the 167 NBC
affiliates.  Affiliates voted whole-
heartedly to continue the conven-
tions on an annual basis, while at the
same time supporting moves initiated
by Niles Trammell to raise radio
standards. One such move was a
curfew on crime shows, the other
was to support the proposed NAB
code (see separate story in this issue).

McElroy, Larmon and Mortimer ex-
pounded their views during a forum
held Friday (12). McElroy offered a
strong defense of radio’s status quo,
adding that rising costs in broadcast-
ing imperilled the industry’s com-
petitive position with relation to other
media. If costs continue to climb, he

(See Improvements on page 14)
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hensive and improved code.”

dent Niles Trammell.

sentatives. Charles G. Mortimer,

Radio Department of this issue.

| NBC Convention Highlights

ATLANTIC CITY, Sept. 15.—Here are the highlight develop-
ments of the NBC Convention here last week:

NBC, via speeches by RCA Board Chairman David Sarnoff, NBC
Executive Vice-President Frank Mullen, and WNBT Manager Noran
E. Kersta, showed that Item 1 on the NBC agenda for both the im-
mediate and distant future is the development of NBC television net-
work. Keynote was struck by Sarnoff, who warned NBC affiliates that
by failure to get into video, they were not only passing up a rare
opportunity but were jeopardizing their AM investments.

Strong support was given the NAB code by a resolution adopted
unanimously by NBC affiliates urging passage of a ‘“more compre-

The rump NBC affiliate group faded from the picture when
station managers refused to support Harry Bannister, WWJ, Detroit,
who opposed the improve-radio measure advocated by NBC Presi-

NBC set up curfews for crime shows.
Sharply divergent views as to the advisability of imposing further
restrictions on commercials were expressed by top advertiser repre-

Larmon, of Young & Rubicam, supported such action, while Neil
McElroy, of Procter & Gamble, warned that moves in this direction
might force accounts into other media.

Stories giving greater detail on the NBC Convention are in the

of General Foods, and Sigurd S.

Affiliates Back Crime Show
Curfews; Support NAB Codes

ATLANTIC CITY, Sept. 15.—NBC
affiliates took two steps in the direc~
tion toward which Niles Trammell,
the web’s president, has been aiming
for the past six months, when at the
net’s first convention here last week
they approved a resolution establish-
ing “curfews” for crime shows and
another voicing unanimous support of
the proposed NAB code. At the same
time, the recent ‘“rebellion” of NBC
affiliates against Trammell’s new
policies faded into thin air when the
stations refused to support Harry
Bannister, WWJ, Detroit. Bannister
was the spearhead in organizing a
rump NBC affiliate group which now
to all intents and purposes has dis-
solved.

Crime show curfew provides that
no whodunit may be aired before 9:30
New York time or 8:30 local time in
the Pacific or Mountain zones. Such
shows will, effective January i next,

3!be aired either thru delayed tran-

scriptions or repeat broadeasts in the
zones affected. Current contracts will
not be affected until renewal time.
Some advertiser objections may re-
sult from this move, since the repeat
broadcasts would involve extra 'tal-
ént costs. NBC now has but three
whodunits: Mr. D. A. for Bristol~

Kinesco peRecorder

Shown at NBC Meet

ATLANTIC CITY, Sept. 15.—A
kinescope recorder, described as a
“landmark in the development of
television and of immeasurable bene-
fit to affiliated stations coming into
tele but not yet connected with the
NBC network by a coaxial cable or
relay,” was shown to the affiliates at
the NBC convention here Saturday
(13). Device is a specially designed
camera which can produce motion
pictures direct from the face of a
television picture tube.

Frank Mullen, NBC general man-
ager, stated the kinescope recorder
could form the basis of a transcrip-
tion service along the lines of syndi-
cated radio services. It would, he
said, make feasible telecasts of net-
work programs by local stations.

Myers; Molle Mystery Theater and
American Tobacco’s Big Story. Latter
show may fade soon to be replaced by
Show of the Year.

Meanwhile Trammell has shelved
the proposal that NBC affiliates dis=~
continue selling station-break com-
mercials. Two reasons are given for
this decision. One is the storm of
squawks raised by the net’s man-
agers, who claimed the proposal im-
periled their economic existence. The
other is the hope that the new NAB
code will provide means to combat
excess commercialism, the basic aim
of Trammell’s steps to improve
broadcasting standards:

Bannister’s -group - came into ex-
istence last spring, following NBC's
regional meetings at which Trammell
first voiced his proposals. Despite
his “defeat” here, Bannister stated
here last week that he felt his or-
ganization had accomplished its mis-
sion, not only by postponing the sta-
tion-break action, but in future de-
velopments dealing with expansion
of the NBC Station Planning and Ad-
visory Council (SPAC). Bannister
intimated that the irritant qualities
of his campaign had paid off with
constructive action.

Convention tabled three proposals
offered via Bannister, namely, that
SPAC reps pay their own transporta-
tion fees, thereby minimizing any
obligation toward NBC; that an out-
side agency conduct SPAC elections,
instead of the NBC station relations
department, and that SPAC member-
ship be enlarged for greater web
representation.

Webs Subseribe
To BMB’s Plan

ATLANTIC CITY, Sept. 15—It
appeared today almost a virtual cer-
tainty that the four major networks
would subscribe to the Broadcast
Measurement Bureau (BMB) on the
new BMB five-year plan. Three of
the major networks have already de-
cided to go ahead, these being ABC,
CBS and NBC.

Mutual was to hold a meeting late
yesterday afternoon at which the
BMB decision was to be made.  From
all reports, Mutual brass has decided
to join the parade.
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RCA ].Srass
Points Up
Tele Values

NBC Investment Hits 22 Mil

By Paul Ackerman

ATLANTIC CITY, Sept. 15.—Top
brass of the Radio Corporation of
America and its subsidiary, the Na=
tional Broadcasting Company, on
Saturday (13) delivered to the web
affiliates in convention here the
strongest pitch to date on television.
Stations, in effect, were advised to

| get into video quickly or suffer the

alternative of serious economic con-
sequences. Affiliates were indirectly
admonished, wheedled and cajoled.
And putting over the message for
RCA and ABC were two of the
strongest salesmen they possess-—
Brig. Gen. David Sarnoff, RCA chief,
and Frank Mullen, NBC general
manager.

ATLANTIC CITY, Sept. 15.—Co-
incidental with NBC’s drive here to
get its affiliates into television on a
much greater scale, it was revealed
that the network’'s investment into
television so far has hit the stagger-
ing sum of $22,000.000. This dates
from NBC's early video experiments.

NBC’s income this year from tele
time sales are expected to reach
$800,000. Last year the total was
$500.000.

Sarnoff warned that those AM
operators not in television will find
their AM revenue decreased. He

(See RCA £ NBC on paye 14)
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PROMOTION COMPETITION 5

1947 PROMOTION LEADERS

KIEYV, in Doghouse
OneYear, Captures
Pubserv Win Next

NEW YORK, Sept. 13.—One of the
most startling reversals in radio an-
nals was recorded this week by
KIEV, Glendale, Calif., daytime 250-
watter. Cited only a little over a
Year ago in the Blue Book of the Fed-
eral Communications Commission
(FCC), KIEV today is the public
service champion among independent
stations under 5,000 watts after gain-
ing that award in The Billboard’s 10th
Annual Promotion Competition.

Especially interesting was the fact
that KIEV won the award largely
on the basis of the pubserv aspects
inherent in the programing itself
rather than its publicity. The sta-
tion, since the Blue Book, apparently
developed a public service campaign
{See KIEV Cops Pubserv on page 17)

Meet the Judges

Here are the names of the
judges who voted in this year’s
radio promotion competition:

ADVERTISER PANEL

J. M. Allen

Bristol-Myers Co.

Albert S. Dempewolif

Celanese Corp. of America,

Seymour Ellis

Philip Morris & Co.. Ltd.

John Gilman

Lever Bros. Co.

J. Ward Maurer

The Wildroot Co,

Mrs. Ella B. Myers

Genera! Foods Corp.

George Potter

Prudential Insurance Co. of Amer-
ica

W. M. Ramsey

Procter & Gamble

Richard Rettig

Whitehall Pharmacal Co.

AGENCY PANEL

Walter Craig
Benton & Bowles, Inc.

Wickliffe Crider :
Batten, Barton, Durstine & Osborn,
Inc.

Kendall Foster

William Esty & Co., Inc.

John Hymes

Biow Co., Inc,

Frank Xemp

Compton Adverilsing, Inc,

William B. Lewlis

Keonyon & Eckhardt, Inc,

Chester MacCracken

Doherty. Clifford & Shenfield, Inc.

Linnea Nelson

J. Walter Thompson, Inc.

Stanley Pulver

Dancer-Fitzgorcld & Sample, Ine.

Tom Revere

Donchue & Coo, Inc,

Don Stauffer

Sullivan, Stauffer, Colwell & Bayles,
Inc,

Ray Sullivan

Su;livan. Stauffer, Colwell & Bayles,
nc.

Norman Winter

Foote, Cone & Belding

Radio Promotion

WNEW Leads
2,000-Watt
Indie Class

WHN, WOV, WMCA Follow

NEW YORK, Sept. 13.—Competi-
tion in all three categories—Over-
all, Single Campaign and Public
Service — was particularly fierce
among independent stations of 5,000
watts and over in the 10th Annual
Radio Promotion Competition. It was
also in this category that New York
metropolitan outlets showed to good
advantage, with WNEW, WHN, WOV
and WMCA scoring. WNEW won the
Overall award, placing ahead of
WOV. XKSFO, San Francisco out-
let, beat other contenders to take
third.

In the Single Campaign class,
WHN, Loew’s outlet, took top honors
with KMPC, Los Angeles, in second
place. Another New York outlet,
WMCA and Chicago’s WJJD, tied for
third. In the public service cate-
gory, KAKC, Tulsa, took the judges’
nod to win first place. WOV which
scored second in the Overall compe-
tition, came back to take the deuce
spot here, and WIBG, Philadelphia,
followed in third position.

WNEW’s Solid Entry

WNEW, Overall winner, submit-
ted a tremendously solid poinfing up
the station “tripartite” promotion
policy, involving space-buying, time-
for-space exchanges on a time-card
basis, and thirdly and perhaps most
important, “programotion.” It’s es=
timated that some 2,500,000,000 peo-

(See WNEW Leads on page 20)

Bloop, Blimp

NEW YORK, Sept. 13.—
WNEW, New York, which won
the indie station over 5,000,
Overall promotion competition,
was commended by the judges
for its extensive pursuit of a
space-time sWap policy resulting
in deals with a multiplicity of
publications.

This week the station un-
corked another new wrinkle, a
swap deal with Douglas Leigh,
Spectacular  Sign  specialist,
whereby the station’s call let-
ters will be used on Leigh’s
blimp. It’s a three-month deal.

First showing of the blimp
will be in Atlantic Citv. The
blimp is to fly over the Board-
walk at night spieling a WNEW
sales pitch. And dropping rate
cards, no doubt.

Radio Promotion

WEMR, W177
Cop Laurels
In FM Group

WEKNB-FM in Third Place

NEW YORK, Sept. 13.—One of the
closest of all the competition in The
Billboard’s 10th Annual Promotion
Competition was that staged in the
Frequency Modulation (FM) group-
ing. The numerous entries in this
division proved so closely bunched in
quality that the judges had a dif-

(See WFMR, WIZZ on page 20)

_?Overall Prize

To MBS; NBC
And (BS Win

10th Annmnal Contest Keen

(Continued from page 3)
WOV, New York, the Public Service
winner—a clean sweep for the big
town. In the less than five kw. indie
field, WGAY, the Silver Springs,
Md., youngster, won Overall laurels;
WAAF, Chicago, the Single Cam-
paign blue ribbon, and KIEV, Glen-
dale, Calif., the Public Service award.
That KIEV win is quite a switch, for
it was one of the cited Blue Book
over-commercialization offenders,

Three New Categories

Three new categories in the compe-
tition this year were set up for tele-
vision, FM and stations on the air
after January 1, 1947—give or take a
week or two. In tele, WNBT, New
York, won the Single Campaign
badge; WNBW, Washington, Overall.
Both are NBC stations. The FM
prize went to WFMR, New Bedford,
Mass., and the new station honors
went to KAKC, the wide-awake Tulsa
newcomer.

Individual stories in the Radio De-
partment deal with the respective
categories in greater detail.

Some salient facts as to the compe-
tition itself. With some 300 entries,
ranging from simple typed presenta-
tions to elaborate, king-sized entries,
it was the biggest in the 10 years
The Billboard has conducted the sur-
vey. For the record, fancy presenta-
tions gained no advantage; judging
was on the basis of contacts, not fancy
facades. The judges, top advertiser-
agency executives, spent virtually one
entire business day tabbing the pro-
(See 1947 Promotion on page 17)

Radio Promotion

NBC Is Single
Drive Champ;

CBS Pubsery

Pac. N. W. Regional Topper

NEW YORK, Sept. 13.—Promotion
campaigns now being executed by
the major national networks are
clearly gaited to the specific needs
of the individual webs and to each
network’s relationship with its com-
petitors and broadcasting as a whole.
That’s the prime conclusion drawn
by the board of judges in The Bill-
board’s 10th Annual Promotion Com-
petition.

Thus, the Overall network winner,
Mutual Broadcasting System ( MBS),
has, essentially, an Overall sales job

(See Mutual Wins Web on page 18)
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Radio Promotion

WNBW Takes

TV Award;

Second Place to WNBT;

Clean Swee

NEW YORK, Sept. 13.—The top
Overall promotion job in the Tele-
vision Division of The Billboard’s |
10th Annual Promotion Competition, |
in the opinion of the noted members
of the judges’ panel. was that put on
by WNBW, the Washington video
outlet of National Broadcasting Com-
pany (NBC). Making it a clean
sweep for NBC, the web’s New York
outlet, WNBT, gained the other video |
gonfalon for its efforts on a Single|
Campaign. |

The WNBW award was made on'
the basis of that station’s outstanding |
performance, not only in promoting
its own debut but for its efforts in |
making Washington television con-
scious, when only 400 to 600 sets were
in the city. Latter effort was done,
not only thru usual media such as
ads, window displays, booklets and
prass parties, but also in connection
with RCA’s T-Day and general pro-
motion for tele.

One method which WNBW adopted
to acquaint Washingionians with tele-
vision and which aitracted consider-
able attention from the judges was

Radio Promotion

Promosh Lax
In Canadian

Radio QOutlets

But Some Do a Fine Job

NEW YORK, Sept. 13.—To judge
from the number of entries received
from the Canadian stations in the 10th
Annual Promotion Competition, it ap-

pears that Dominion stations :ure sur- |

prisingly lax in showmanship. With
almost 300 entries received in the
entire competition, only a handful—
in the neighborhood of 25—bore Ca-
nadian postmarks. It's not a favor-
able commentary on Canadian radio.

To some measure, tho, those sta-|

tions which did enter, and those sta-
tions which won, compensated for
the lack of activity elsewhere. Some
of the Canadian jobs were really
socko, as detailed later. First, tho,
the winners:

CKWX, Vancouver, B. C,, in the
network affiliate-regional channel di-
vision of the Overall category; CFBC,
St. John, N. B, network affiliate-
regional channel division of the
Single Campaign competition; CKCK,
Regina, Sask., in the network affili-
ate-local channel division of the

(See Promosh Lax on page 28)

The Billbcard

At the NAB

Convention Hall
Display Booth
Nos. 139-141-143
Devoted entirely to
Winners in 10th

Annual Radio
Promotion Competition

E:[ BILLBOARD TRADE SERVICE FEATURE

p for NBC

its invitation, before it began its own
broadcasts, to residents of the city
to come up to its studios and see tele-
vision as broadcast“by the Washing-
ton DuMont outlet and by WNBT in
New York. Promotion from tie-ins
with dealers also proved of consider-
able importance to the station.

As for WNBT, in capturing the
Single Campaign prize, its atiention
(See WNBW TV Winner on page 18)

| Four Stations Win
Double Awardsin
Promotion Derby

NEW YORK, Sept. 13.—Four sta-
tions, out of the 300 which submitted
entries in The Billboard’s 10th An-
nual Radio Promotion Competition,
managed to win awards in more than
one category. These are the outlets
which, in so keen a battle as this, can
really take themselves an extra bow.

Here’s the list:

WLW, Cincinnati—First place in
Overall promotion; third place in Pub-
lic Service promotion, network affiliate,
clear channel division.

WEKY, Oklahoma City, covered it-
self with a double dose of laurels, a
third place in Single Campaign promo-

(See 4 Stations Double on page 20)

Radio Promotion

Regional Stati

ons Qutshine

Key Centers; KMBC, KECA,
KI.Z Take First Honors

NEW YORK, Sept. 13.—Competi-
tion in the regional channel-network
affiliate category of The Billboard’s
10th Annual Promotion survey was
particularly sharp, with hinterland
stations making a stronger showing
than outlets in the key radio produc-
tion centers. Latter fact is of par-
ticular significance and indicates that
radio savvy and know-how is widely
dispersed among the stations of the
nation. This is a happy situation, for
it is important—and necessary from
an industry viewpoint—that there be
no geographic monopoly on the

subtleties of radio promotion.
Top winners in the Overall, Single
Campaign and Public Service di-

work affiliate calegory are,
spectively, KMBC, Columbia Broad-
casting System outlet in Kansas City;
KECA, American Broadcasting Com-
pany station in Los Angeles, and KLZ,
CBS outlet in Denver. In the Overall
division, judges awarded second and
third positions, respectively, to KDYL,
National Broadcasting Company out-
let in Salt Lake City, and KLZ, Den-~
(See Regional Stations on page 23)

Radio Promotion

The Networ

NEW YORK, Sept. 13.—Top network in the 10th Annual Promo-

k Box Score

visions of the regional channel-net- |
re- |

tion Competition, from the standpoint of winning afiiliates, was NBC,
which found five of its stations taking first places; four deucing and
six coming in third. On a basis of three points for wins; two for
seconds and one for thirds, this gives NBC 29 points, seven more than
Mutual, which finished second in the web tally. Mutual had five
wins, three seconds and one third.

Inctuded in each net’s total point score are credits for any wins
the network itself might have won in the network promotion compe~
tition. However, NBC’s score does not include two first places in
television, (WNBW and WNBT). With those added, NBC’s total score
would run to 35 points, 13 more than Mutual.

Here’s the breakdown, and a list of station winners:

First Second Third
Place Place Place Point
Network - Winners Winners Winners Total |
N = 3 2 1 14
CB S e el e ool el o oo oot e oo e 4 2 2 18
MBS o tiiiiiiinsnoriraaas 5 3 1 22
NBC coiiiiieinnseecannons 5 4 6 29

ABC WINNERS: KECA, Los Angeles, first slace, Single Campaign; KUGN, Eugene,
Ore., first place, Overall promotion; CKEY, Toronto, first place, Public Service;
WFIL, Philadelphia, second place, Single Campaign; WSLY, Jackson, Miss.,, second
pace, Single Campaign; WWVA, Wheeling, W. Va., thir@a place, Overall promotion.

CBS WINNERS: Columbia Broadcasting System, New York, first place, Fublic
Service; CBS Pacific Network, regional network, Hollywood, first place, Single Cam-
paign; KMBC, Kansas City, Mo., first place, Overall promotion; KLZ, Denver, first
place, Public Service; WCBS, New Yeork, second place, Single Campaign; WMT, Cedar
Rapids, Ia., second place, Public Service; KLZ, Denver, third place, Overall promotion;
WTAX, Springfield, I1l,, third place, Single Campaign,

MBS WINNERS: Mutual Broadcasting System, New York, first place, Overall
promotion; WOLF, Syracuse, first place, single campaign; KVFD, Fort Dodge, Ia., first
place, Public Service; CKWX, Vancouver, B. C., first place, Overall promotion; CKEY,
Toronto, first place, Public Service; WOR, New York, second place, Overall promotion;
WMT, Cedar Rapids, Ia., second place,
place, Pulbic Service; WEBR, Buffalo, third place, Publle Service.

NBC WINNERS: National Broadeasting Company, New York, first place, Single
Campaign; WLW, Cincinnati, first place, Overall promotion; KSTP, Minneapolis, first
place, Single Campaign; WHO, Des Moines, first place, Public Service; CKEY, Toronto,
first place, Public Service; WTIC, Hartford, Conn., second place, Public Service;
KDYL, Salt Lake City, second place, Overall promotion; WKY, Oklahoma City, second
place, Public Service; KELO, Sioux Falls, 8. D, second place, Overall promotion;
KYW, Philadelphia, third place, Overall promotion; WSB, Atlanta, third place, Single
Campaign; WLW, Cincinnati, third place, Public Service; WKY, Oklahoma City, third
place, Single Campaign; WSYR, Syracuse, third plaee, Public Service; KRGV, Wcslaco,
Tex., third place, Overall promotion.

Public Service; WHYN, Holyoke, Mass., scecond

S

Radio Promotion

15 46 Winners
Repeat in *47;
WOV Score Best

NEW YORXK, Sept. 13.—Some 15
radio  organizations—stations and
networks—gained for themselves the
enviable record of repeating victories
l scored in the 1946 Ninth Annual
| Radio Promotion Competition in this
| year's poll. Best individual record
| was scored neither by a network nor
a network affiliate, but by an inde-
pendent—WOV, New York, the only

outfit to win two awards each year.

| WOV copped its medal via public
service and over-all promotion in
both years.

KLZ. Denver; WKY, Oklahoma
City, and WLW, Cincinnati, are in a
three-way stand-off, each having
accumulated three wins in the two-
vear period. In the network picture,
Mutual repeated its over-all 1946 win
this year; CBS won in single cam-
paigns last year and pubserv in 47,
and NBC followed suit, with each
web reversing its win this year as
against last. CBS Pacific Network
likewise repeated its single campaign
win in 1947’s competition.

List of repeats stack up thus:

Mutual Broadcasting System, Over=
All, 1946 and 1947.

Columbia Broadcasting System,
i (See 15 ’46 Winners on page 20)

'Radio Promotion

Indie Station
Entries Marked
By Originality

NEW YORK, Sept. 13.—A bumper
crop of original promotional 1deas
marked the entries of independent
stations of less than 5,000 watts in
The Billboard’s 10th Annual Promo-
tion Competition. One of the out-
standing conclusions to emerge from
the judges’ sifting of these entries
was that large promotional expendi-
tures are not an absolute guarantee of
success. This became evident as some
stations operating with minimum
budgets walked off with honors in
this division, because of the origi-
nality of their campaigns.

In Overall promotion, for ex-
ample, WGAY, 1,000-watter in Silver
Spring, Md., took top honors. Here
was a station which did not coms-
mence broadcasting until last Decem-
ber, and faced a budget problem
which placed a distinct limitation on
such promotional methods as direct
(See Indie Station Entries, page 22)

Radio Promotion

WLOW Gets

New Station

| Leadership

Many Fine Single Campaigns

NEW YORK, Sept. 13.—Promo-
tional problems facing new stations
taking to the air are frequently more

| complex than those of an outlet with

a continuing promotional effort. Con-
(See WLOW Tops on page 22)
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HE WINNERS

OVERALL

PUBLIC SERVICE

SINGLE CAMPAIGN

NATIONAL NETWORKS
lst vy MUTUAL BROADCASTING SYSTEM

Edgar Kobak, Pres. E. P. H. James, Vice-Pres.,
Promotion, Research and Adv.
REGIONAL NETWORKS
lst e PACIFIC NORTHWEST BROADCASTERS

Ed Craney, Pres. S. J. Schile, Prom. Mgr,

NETWORK AFFILIATES,
CLEAR CHANNEL
J st K WLW. CINCINNAT!

James D. shouse, Pres.
David Partridge, Dir. of Prom. Activitied

2(1 Jr WOR, NEW YORK
Theodore C. Strelbert, Prec
ph Creamer, Prom.

3d*(IIE) KYW, PHILADELPHIA

Leslle W. Joy. Gen. Mgr.
Arthur C. Schofleld, Sales Prom. Dir,

3(1 Y (TIE) WWVA, WHEELING, W. VA,

William E. Rine, Managing Dir.
Howard W. Meagle, Sales Prom. Dir.
NETWORK AFFILIATES,
REGIONAL CHANNEL
lst v KMBC, KANSAS CITY, MO.

Arthur B. Church, Gen. Mgr.
Tom Rucker, Sales Prom. Mgr.

2(1 > ¢ KDYL SALT LAKE CITY

S. Fox. Pres. Frank K. Baker, Pub. Dir,

3(1 b 4 Kll DENYER, COLO.

Hugh B. Terry, Mgr.

E. Lee Fowdren, Prom. MgT.
NETWORK AFFILIATES,
LOCAL CHANNEL
J St J KUGN, EUGENE, ORE.

S. W. McCready, Gen. Mgr.
Harvey Dagering, Program Dir,

2(1 Jc KELO, SIOUX FALLS, §. D,

Sam Fantle Jr Pres.
Anton  Moe, 1es Prom. Dir.

3(1 v KRGV, WESLACO, TEX.

O, L. Ted Tavlor, Exec. Gen. Mgr.
Thelma Pearce, Sales Prom. Dir.
INDEPENDENT STATIONS,
5,000 WATTS AND OVER
lst Y WNEW, NEW YORK

Bernice Judis, Mgr.
John B. B. Sullivan, Sales Prom. Mge.

2(1 Yo WOV, NEW YORK
Ralph N. Weil, Gen. Megr.
Judith Vallen, Sales Prom. Mgr.

3[1 Y KSFO, SAN FRANCISCO
Philip G. Lasky, Gen., Mgr,
David Meblin, Sales Prom. MgT.
INDEPENDENT STATIONS,
UNDER 5,000 WATTS
lst Y WGAY, SILVER SPRING, MD,

John W Kluge, Pres.
Joseph L. Brechner, Mgr.

2(! Yo WITH, BALTIMORE

Thomss G. Tinsler Jr.. Gen. Mgr.
Robert C. Embry, Sules Prom. Mgr.

3(1 Y WFOX, MILWAUKEE

Charles J. Lanphier, Gen. Magr.
Grace Landre, Pub. Dir,

AM STATIONS IN OPERATION
ON OR AFTER JANUARY 1, 1947
lst Yo WLOW, NORFOLK

E. L. Scott, Pres.

2(1 Yc WDVA, DANVILLE, VA

J. D. Pruitt, Pres.

M. Carpenter, Mgr.

Walter M. Windsor, Gen. Mgr. .

B K NOKE

U. S. TELEVISION STATIONS
Est Y WNBW, WASHINGTON

Carleton Smith, Mgr. Loren Myers, Prom. Megr.

U.S. FM STATIONS

NATIONAL NETWORKS
lst vy COLUMBIA BROADCASTING SYSTEM

Frank Stanton, Pres.
Wiltiam Golden, Prom. Dir.

REGIONAL NETWORKS
lst vy YANKEE NETWORK, BOSTON

John Shepard III, Gen. Mgr.
James S. Powers, Prom. Dir.

NETWORK AFFILIATES,
CLEAR CHANNEL
J 5t S WHO, DES MOINES

Maurice E. McMurry, Sales Prom. Mgr.

2(1 Y WIIC, HARTFORD, CONN.

Paul W, Morency, Gen. Mgr.

3(1 Yo WLW, CINCINNATE

James D, Shouse, Pres.
David Partridge, Dir., Sales Prom.

NETWORK AFFILIATES,
REGIONAL CHANNEL
5t * KLL DENVER

Hugh B. Terry, Mgr.
E. Lee Fowdren, Prom. Mgr.

2(1 Y (TIE) WMT, CEDAR RAPIDS, 1A,

Wllllam B Quarton, Gen. Mgr
ales Prom.

Dd (TIE) WY, “OKLAHOMA CITY *

P. A Sugg, Gen. Mgr.
Tom Rucker, Prom. Mgr.

3(1 Y WSYR, SYRACUSE

E. R. Vadeboncocur, Gen. Mgr.
Albert J. Gillen, Sales Prom. Mgr.

NETWORK AFFILIATES,

LOCAL CHANNEL
lst v KVED, FORT DODGE, 1A.

Edward Breen, Gen. Mgr,
Kenneth Peterson, Prom., Mgr.

2(1 +“c WHYX, HOLYOKE, MASS.

William Dwight, Pres.
Charles N. DeRose, Gen. Mgr,

3(1 v WEBR, BUFFALO

Cy King, Station Director
INDEPENDENT STATIONS,
5,000 WATTS AND OVER
5t H WOV, NEW YORK

Ralph N. Weil, Gen. Mgr.
Judith Vallen, Sales Prom. Mgr.

$Dd J WIBG, PHILADELPHIA
Edward D. Clery, Gen. Mgr.
Rupe Werling, Sales Prom. MEgr.

NO THIRD PLACE

INDEPENDENT STATIONS,
UNDER 5,000 WATTS
lst v KIEV, GLENDALE, CALIF.

David H. Cannon, Pres.
Jack Heintz, Gen. Mgr.

2(] Yo WHY(, NEW YORK

Seymour N. Siegel, Mer,
Lilian Supove, Pub. Dir.

B % KMYR, DENVER

F. W, Meyer, Gen. Mgr.
E. H. Meyer, Sales Prom. Mgr.

AM STATIONS IN OPERATION
ON OR AFTER JANUARY 1, 1947
Hst v KAKC, TULSA

Sam E. Avey, Pres.

NO SECOND OR THIRD
CANADIAN STATIONS, NETWORK
AFFILIATES, CLEAR CHANNEL

NONE
CANADIAN STATIONS, NETWORK
AFFILIATES, REGIONAL CHANNEL
st % CKEY, TORONTO

Jack K. Cooke, Pres.
CANADIAN STATIONS, NETW ORK
AFFILIATES, LOCAL CHANNEL

Est v CJCA, EDMONTON, ALTA.

J. M. Taylor, Pres.

Glenn Condon, Gen. Mgr.

Len Smith, Com’'l 1\.Igr.

H. E. Pearson, Gen. Mgr.

Est e WFMR, NEW BEDFORD, MASS.

Tom ‘Wertenbaker Jr., Acting Mer.

211 Yo WIZI, WILKES-BARRE, PA.

Richard G. Evans, Pres,

3(1 Y WKNB-fM, NEW BRITAIN, CONN.
Bob Martineau, Mgr.
CANADIAN STATIONS, NETWORK
AFFILIATES, CLEAR CHANNEL
NONE

wxzansl

CANADIAN STATIONS, NETWORK
AFFILIATES, REGIONAL CHANNEL
Jst sk (WX, VANCOUVER, B. C.

Arthur Holstead, Pres.
Frank IH. Elphicke, Mgr.

CANADIAN STATIONS, NETWORK
AFFILIATES, LOCAL CHANNEFL
NONE

NATIONAL NETWORKS
lst vk NATIONAL BROADCASTING COMPANY

Niles Trammell, Pres.
Charles P. Hammond, Dir. of Prom.

REGIONAL NETWORKS

lst vy COLUMBIA BROADCAS(ING SYSTEM PACIFIC NET
Donald W. Thornburgh, Vice-Pres.

NETWORK AFFILIATES,

CLEAR CHANNEL

lst v KSTP, MINNEAPOLIS

Stanley Hubbard, Manager
Sam Levitan, Prom. Mgr.

B WCES, NEW YORK

Arthur Hull Hayes, Magr.
Jules Dundes, Adv. and Prom. Mgr.

B  WSB, ATLANTA

John M. Outler Jr., Gen. Mgr,
Jean Hendrix, Publicity

NETWORK AFFILIATES,
REGIONAL CHANNEL
lst e KECA, LOS ANGELES

Clyde P. Scott, Mgr.
Willlam» J. Davidson, Program DIr,

2(1 ¢ WFIL, PHILADELPHIA

Roger W. Clipp, Gen. Magr.
James T. Quirk, Sales Prom. Mgr.

S S WKY, OKLAHGMA CiTY

P. A. Sugg, Gen. Mgr.
Tom Rucker, Prom. Magr,

NETWORK AFFILIATES,
LOCAL CHANNEL
lst Y WOLF, SYRACUSE, N. V.

E. R. Vadeboncoeur, Gen. Mgr.
Albert J. Glllen, Sales Prom. Mgr.

2(] Y WSLI, JACKSON, MISS.

L M Sepaugh, Gen. Mgr,
B. Wray, Sales Prom. Mgr.

3(1 Y WTAX SPRINGFIELD, ILL.

Oliver J. Keller, Pres. and Mgr.
INDEPENDENT STATIONS,
5,000 WATTS AND OVER
lst Y WHN, NEW YORK

Herbert L. Pettey, Director
Robert G. Patt, Sales Prom., Mgr.

2(1 o KMPC, 10S ANGELES

G A Richaxds Pres.
O. Reynolds, Gen. Mgr.

3(1 * (TIE WM(A NEW YORK

Charles Stark, Gen. Mgr.
Howard Klarman, Sales Prom. Mgr.

3(1* (TIE) WD, CHICAGO, ILL.

Arthur F. Harre, Gen. Mgr.
Edward Short, Pub. Dir.

INDEPENDENT STATIONS,
UNDER 5,000 WATTS
St % WAAF, (HICAGO

\Vard A. Neff, Pres.
. Eidmann, Gen. Mgr.

Dd % WSUA; BLOOMINGTON, IND.

Warren G. Davis, Pres. and Gen. Mgr,

3d Yo WCMW, CANTON, 0.

Merlin Schneider, Pres.
AM STATIONS IN OPERATION
ON OR AFTER JANUARY 1, 1947
Est Yo KWEM, WEST MEMPHIS, ARK.

George P. Mooney, Magr.
Bill Trotter, Com’'l Megr.

U. S. TELEVISION STATIONS
lst v WNBT, NEW YORK

Noran E. Kersta, Mgr.
Charles Hammond, Prom. Dir.

CANADIAN STATIONS, NETWORK

AFFILIATES, CLEAR CHANNEL
NONE

CANADIAN STATIONS, NETWORK

AFFILIATES, REGIONAL CHANNEL

lst v C(FBC, ST. JOHN, N. B.

Norman Botterill, Mgr.

NO SECOND OR THIRD

CANADIAN STATIONS, NETWORK
AFFILIATES, LOCAL CHANNEL
Est v CKCK, REGINA, SASK.

Victor Sifton, Pres.

NO SECOND OR THIRD

P. B. Keffer, Gen. Mgr.
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Judges Picking Promotion Wimnners

3

Photos on this page shows some of
the judges in The Billboard's Promotion
Competition studying entries before
balloting. Photo at top, left, shows (.
to r.) John Gilman, Lever Bros.; john
Hymes, Biow Company, and Ted Steele,
Benton G Bowles.

Frank Kemp, Compton Agency;
Wi ickcliffe Crider, B.B.D.GO., and Rich-
ard Rettig, Whitehall Pharmacal Com-
pany (1, to r.)_shown second from top,
at left, ponder SVer network affiliate, re=
gional channel entries.

Pursing his lips in serious contempla-
tion, Chester MacCracken, of Doherty,
Clifford & Shenfield, works his way thru*
some of the 300-odd entries with
Stanley Pulver (center), of Dancer,
Fitzgerald & Sample, and Mrs. Ella B,
Myers, advertising manager of General
Foods.

At left, bottom photo (L tor.), }. M.
Allen, of Bristol-Myers Company; Don
Stauffer, Sullivan, Stauffer, Colwell &
Bayles; shirt-sleeved William B, Lewis,
Kenyon & Eckhardt, and William M.
Ramsey, Procter & Gamble, pore over
the network entries in the Radio Pro-
motion Competition.

At top, right (1, to r.), Tom Revere,
Donahue & Coe; J. Ward Maurer, the
Wildroot Company; George Potter, vice=
president, Prudential [nsurance Come
pany of America; Ray Sultivan, Sullivan,
Stauffer, Colwell & Bayles, and Linnea
Nelson, ]. Walter Thompson, confer as
to winning entries,

At bottom, right, Seymour Eflis, ad-
vertising manager of Philip Morris; Ken-
dall Foster, William Esty Company, and
Albert S. Dempewolff, Celanese Cor-
portion.of America, getting ready to cast
their votes for radio’s best promotion
work.

Radio Promotion

How Winners Were Picked;
Judges Avoided All bias

NEW YORK, Sept. 13.—Painstak-
ing care and exhaustive study of
every entry received earmarked the
judging by the board of judges in
this year’s—the 10th—Annual Radio
Promotion Competition, conducted by
The Billboard. Every possible meas-
ure which could be arranged to insure
a fair, unbiased shake for every entry
was undertaken. As a result, the
awards, in the considered opinions of
this paper’s editorial staff, represént
selections which not only tabbed the
winners with the highest degree of
accuracy, but which represent the
judgment of men and women from the
advertiser-agency fields best fitted to
make those selections.

Judging took place September 3 at
the Wedgwood Room of the Waldorf.
The judges—their names are listed
elsewhere in this week’s radio depart-
ment—devoted the greater part of one
full working day to making their
selections.

Voting Set-Up

Here’s how the voting procedure
was set up. As each entry was re-
ceived, it was assigned to a Billboard
staffer, who wrote a brief but com-
plete report on it. These reports

form the contents of Report on Radio
Promotion, 1946-1947, a 300-page
book to be distributed at the conven-
tion of the National Association of
Broadcasters (NAB) in Atlantic City.
At the Wedgwood Room, a copy of
the report was attached to each entry,
and those which were graded “out-
standing,” “excellent” or *good” were
marked accordingly. Entries which
did not rate in these groups were not
labeled.

Since there were almost 300 entries
—many of them multiple units con-
sisting of several fact-crammed books,
etc.—it would have been impossible
to expect all the judges to go thru all
the entries. Accordingly, the judges
were organized into subcommittees;
and these subcommittees were as-
signed to various categories. Thus,
one group judged network and re-
gional network entries; another
judged FM, television and new sta-
tions, another judged clear channel
web affiliates, and so on. In addition,
the judges were requested, upon com-
pleting their assignments, to vote on
other groups, after proper study. In
this way, every category was weighed
by two or more judging units.
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HIGHLIGHTS AND . ..

HONORABLE MENTIONS

A siation in Jasper, Ala., sounds an insurance company=-spon-
sored siren every time a fire occurs in town; a station in Oklahoma
City has a safety campaign featuring jingles on mock tombstones;
a Washington station exposed a phoney veterans' benefit boat ride;
in Florida, a broadcaster tossed ‘‘floating treasure” bottles into the
Atlantic, while in California, an outlet had Gregory Peck auction
off a bathing suit while worn by a curvaceous beauty! These were
among the original ideas which flodded into The Billboard’s 10th
Annual Promotion Competition.

So, to the following stations, whether winners or not, for their
ingenuity and their hard-hitting promotions, The Billboard delivers
warm honorable mentions:

WNBC, New York, clear channel NBC affiliate, for its bang-up
job on overall promotion, with the emphasis on thoroness rather than
the spectacular, and particularly, for its remarkably productive
“Salute to the Cities” campaign.

WGAR, Cleveland, clear channel CBS affiliate, for its heli=
copter hops to cities now within its listening range where wire=
recorded interviews, played back later, made a host of new friends.

WWWB, Jasper, Ala., local channel MBS affiliate for breaking
into regular shows during local fires with a sponsored announce-
ment of the location and size of the fire, urging citizens to stay
away from the scene.

WWDC, Washington, independent, for uncovering a phoney
vet-beneiit boat ride, exposing it publicly and causing it to be can-
celled within 72 hours.

FM Pioneering

WGYN, New York FM station, for pioneering with full-time
FM broadcasts and for bringing FM to the attention of people by
piping its programs into factories and amusement parks.

KSDJ, San Diego, regional channel CBS affiliate, for getting
film star Gregory Peck to aid its Cancer Fund drive by auctioning
a hand-painted swim suit virtually off the back of a lush damsel.

WONS, Hartford, Conn., regional channel MBS afliliate, for
tying up its publicity with Lieut. Gov. Snow, whose name spelled
backwards is the station’s call letters.

WBAP, Fort Worth, clear channel ABC affiliate, for plugging
the Paul Whiteman program by a tie-up with grocers which had
stickers about the show pasted on housewives’ bundles.

WHFM, Rochester, New York, FM station, for pointing up
the increase in FM listenership by filling in the number of sets
in its area in ink on all promotional matter, with an asterisk ex-
plaining that any printed figure would be out of date immediately.

WKY, Oklahoma City, regional channel NBC affiliate, for its
safety campaign featuring eye-stopping mock tombstones with
humorous jingles inderibed on them, and for a sock, compelling ad
slogan, “The world’s tallest transmitter” as 959 feet high “and a
million listeners wide.”

CFCB, St. John, New Brunswick, regional channel CBS affiliate,
for its catchy new station promotional mailing pieces including
a diaper, box of popcorn and a can of sardines labelled “opening
soon.”

Floating Bottle

WINK, Fort Myers, Fla.,, local channel CBS affiliate, for its
floating bottle gimmick which invited finders to present them at
the studio for a “treasure.”

KTUC, Tuscon, local channel CBS affiliate, for ending the
famine on local live entertainment by opening a theater in the city.

‘WBBM, Chicago, clear channel CBS afliliate, for exposing the
stark facts, uncensored, on juvenile delinquency in Cook County.

Also, to the numerous stations thruout the country which tied
in with local or regional fairs and expositions and brought them-
seltes before a wider public audience than ever before, including
YWBNS, Columbus, O.; KOY, Phoenix, Ariz.; WHOT, South Bend,
Ind.; WELM, Elmira, N. Y.; WAPI, Birmingham; WHO, Des Moines,
Ia.; and WMT, Cedar Rapids, Ia.

Radio Promotion

WLV, With a First and Third,
Sensation of National Race;

KSTP and WHO Also Winners

NEW YORK, Sept. 13.—Highlight-
ing the competition among the many
clear channel network afliliates en-
tered in The Billboard’s 10th Annual
Promotion Contest was the winning
by WLW, Cincinnati, of first honors
in the overall promotion division and
third prize for public service promo-
tion. This feat, in view of the num-
ber of outstanding entries submitted
by the major web affiliates, proved
one of the most spectacular of the en-
tire competition. KSTP, Minneapolis,
won the first prize for a single cam-

paign, while WHO, Des Moines, led
the awards list for public service pro-
motion.

WLW’s prize-winning entry in the
overall division was labeled by the
judges as “a compendium of informa-
tion, a veritable bible of promotional
material.,” Scarcely a promotional
facet was untotched by the station,
which, without accepting the gim-
mick, the fancy or the cute type of
promotion, delivered an all-embrac-
ing campaign on the highest levels of
(See WLW Is Sensation on page 18)

Radio Promotion

KUGN, WOLF, KVFD Lead Field
Among Low-Wattage Stations;

High in Promotional Ingenuity

NEW YORK, Sept. 13.—The low
wattage staticns are often long on in-
genuity. This is borne out by the
entries in network affiliate-local
channel category of The Biuboard’s
10.h Annual Promotion Competition.
Another highlight emphasized bx the
entries in the local channel class also
obtains in the regional division—
namely, outlying stations, far re-
moved from what are regarded as
key centers of radio activity, show no
dearth of promotional brains. The
250-watters not only have mastered
routine promotional methods, but also

are hep to stunts and are alert enough
to latch on to situations which arise
suddenly and possess inherent pro-
motional possibilities.

Top winners in the Overall, Single
Campaign and Public Service divi-
sions of the network affiliate-local
channel division are, respectively,
KUGN, ABC outlet in Eugene, Ore.;
WOLF, Mutual outlet in Syracuse,
N. Y., and KVFD, Mutual affiliate in
Fort Dodge, Ia.

KUGN, winner in the Overall class,
lent a fresh touch to its promotional
(See KUGN, WOLF, KVFD, page 22

Special Award

10 “UNFINGERED” SILVER DOLLARS

Probably the most unusual entry received in this year’s promo-
tion competition came from WFOM, Marietta, Ga., a 250-watt in-
dependent outlet. The entry was unusual, not for a lavish physical
get-up, but because of what it said.

After one reading of the WFOM entry, the judges in the coms-
petition, as well as The Billboard staffers, agreed that WFOM rated
some sort of special award—and after you read the following, yowll
see why we awarded the “10 ‘unfingered’ silver dollars.”

The award, a special scroll framed in cartwheels, will go on
to the station after it is displayed at The Billboard’s exhibit at the
NAB convention in Atlantic City. Come in and take a gander,
but meanwhile, read the following WHOM entry excerpts:

CAMPAIGN:
Can you sell fish?

PARTICIPANTS:
Employees of WFOM except station manager and salesmen.

PURPOSE:

A, To acquaint employees with our advertising rates and the
know-how in getting advertisers on the air.

B. To know WFOM’s selling points.

C. To get acquainted with as many prospective advertisers
as possible.
D. To create a “family” among all those working for WFOM.

PRIZE:
Ten (10) silver dollars to the winner—the person securing the

most advertising in dollars and cents during that one week.

BUILD-UP:

The manager wrote the following let{er to each of the employees:

“Would you like to win 10 SILVER DOLLARS? Are you a
salesman? Can you sell fish?

“We want each member of the staff of WFOM to sell some
advertising—to sign up some customers on a contract blank—to
know how our rate card works—to know WFOM’s selling points.
Sometimes the best salesman is stified beneath a pile of routine de-
tail duties and never lets the world know that he can talk turkey
for business reasons. Here IS YOUR chance to prove how hepped
you are—a chance to talk WFOM with the people you trade with.

“Here is how it’s going to work: We are giving each of you
several contract blanks and a rate card and the information you
need. The one who secures the most amount (in dollars and cents)
of advertising wins the purse, 10 SILVER DOLLARS.

“Here are a few simple facts concerning the contest; read them
over and then go out and sell—sell WFOM—sell ADVERTISING—
sell yourself!

“The prize goes to the person securing the most advertising in
dollars and cents. Sell all you can.

“No incoming telephone advertising requests will count.

“TEN SILVER DOLLARS goes to the winner, but if the adver=-
tiser fails to pay his bill—the winner must default the prize.

“When this campaign is over, we can tell who ‘CAN SELL FISH'.”

Ten silver dollars were secured and for a few days prior to campaign date
the employees had a chance of “fingering” the silver pieces. On the campaign
date the coins were hung with visible tape as a fish line on the studio bulletin
board. along with a chart showing in thermometer fashion the progress of each
contestant.

RESULTS:

To the surprise of all, the results were exceedingly gratifying. In the last
three hours of the campaign., Program Director Charles Beresford was $2.50
ahead of contender, Engineer William Granberry. At the close of the campaign,
Granberry had succeeded in securing another $5 contract which placed him
in first with $898.50 in signed contract sales. The program director fell in second
place with $893.50 in cdntract sales.

The total sales during the week for all contestants amount to well over
$2.000.

One surprising factor of the entire campaign, causing Broadcast magazine
to write the “fisn” campaign up was the sales of the maid, Hattie Scott. She
signed up advertisers among her own community which are still on the air today.

b
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The pictures on these pages are but a sample of
whut adyertisers and listeners will be seeing a lot of
thi= year—N\BC stars through the eyes of the famous

earicaturist, Sam Berman,

With the familiar NBC lineup of stars intact—plus

such newcomers ag Al Jolson, Jimmy Durante, Frank :
|

Sinatra, Eddie Dowling, Jack Carson, Bob tawk,

|

Garry Moore and the Ford Thgi\a\teﬁr, the 1947-48 season

on NBC will shine brighter than (i\’ét%«l)ealilillg'fé

listeners the greatest eoncentration of talent, o

b 220 e i R i i S

advertisers the greatest concentration of listeners ever

G

to lm'afbmxdon 4 i-ﬁﬁgle netwark.

Amercea’s No, 1 Network




12

NAB CONVENTION

The Billboard

September 20, 1947

NAB, NAM, LE

Drive Looms
For Revision

Of FCC Aect

NAB Distributes Proposals

WASHINGTON, Sept. 15, — Next
session of Congress will feel the im-
pact of the hottest drive in history
for revision of the Communications
Act thru proposals by the National
Association of Broadcasters (NAB)
lo strip the Federal Communications
Commission (FCC) of some of its
broadcast powers. This became ap-
parent here today as the NAB touched
off the campaign by distributing
ropies of proposed legislative re-
visions to NAB members at the as-
tociation’s Atlantic City conclave.

NAB’s crusade to whip up public
support is regarded as unprecedented.
With NAB insiders candidly voicing
hope that the association’s drive will
be supported by the powerful Ameri-
ran Legion, which boasts a member-
ship of 3,000,000, and by the Na-
lional Association of Manufacturers
(NAM), regarded as one of the most
otent pressure organizations in the
and.

High significance consequently is
being attached to the participation
of American Legion and NAM spokes-
men in the NAB convention, with
National Commander James F.
D’Neil, of the Legion, and Robert R.
Wason, chairman of the NAB board,
appearing as featured speakers at the
Atlantic City conclave.

NAB Stratcgy
NAB'’s strategy in the legislative
campaign is regarded as exceptional-
ly shrewd inasmuch as delegates to
the convention are expected to carry
home with them copies of the as-
sociation’s proposed legislative

changes, pacing the way for a drive
reaching congressmen from the vari-
ous constituencies during the current
recess and also the general public.
Strong possibility is seen that the

GION VS. FCC?

Burrows To Write
Joan Davis Show

NEW YORK, Sept. 13.—Joan Davis
show, wrapped up by Hubbell Robin-
son, vice-president in charge of pro-
graming for the Columbia Broadcast-
ing System (CBS), starts as a co-op
on the web Saturday, October 11, in
the 9:30 p.m. slot. Bill Goodwin,
currently in this time, will be shifted
to another spot. The Davis show
will be written by Abe Burrows.
Dick Mack will again be producer-
director.

CBS intends to build up Saturday
night as a strong comedy period. In
addition to Davis, Saturday schedule
has Sweeney and March at 8:30-9
p.m., and Abe Burrows, 10-10:45 p.m.
Writing spot will not affect Burrows’
CBS show.

Network - Scripters
Strike Threat Eased

NEW YORK, Sept. 13.—The strike
threat which faced the networks over
their impasse with the Radio Writers’
Guild on rights for the scripters has
been slightly dissipated. In a day-
long session between the negotiators
yesterday, progress - was reported
made in settling the dispute.

Things looked black last Monday
(8) when the RWG national executive
committee rejected the webs" coun=
ter-proposals regarding ownership of
radio and other rights to freelance
scripts. In fact, the union summoned
its top execs thruout the country to
show the webs it meant business.

Another meeting will be held
Wednesday (17) and RWG brass is
hopeful some compromise can be
worked out.

NAB Frames Strong Code

To Answer Industry’s Crix;
Regulatory Measures Stiff

New Set-Up Follows NBC, CBS Operation Methods

ATLANTIC CITY, Sept. 15.—A
surprisingly strong code, packed with
provisions designed to answer criti~
cisms leveled at the broadcasting
industry within the last year or so,
will be offered to the membership
Thursday (18) during the course of
the 25th annual convention of the
National Association of Broadcasters
(NAB) the subject of speculation for
months, ever since the NAB's stand-
ards of practice committee began
framing the new document. Details
of the code were first revealed here
today (Monday).

That the code will be the cause of
considerable controversy is almost
certain, and it is equally likely that
one of the hottest items will be the
stiff regulatory measures offered in
connection with children’s programs.
The code has already received ample
support, most notably by a resolution
adopted by NBC affiliates in their
own convention here last week, urg-
ing the NAB to pass a strong, effec-
tive code.

The code was first presented to the
NAB board of directors yesterday
(Sunday). Formal reaction of the
directors was not available at press
time.

Among the salient features of the
code, these provisions are the most
notable:

No middle commercials in new

(See NAB, NAM Legion on page 26)

NEGATIVE CHARGE
41.25 on FIRST ORDER
OF 25. NO NEGATIVE
CHARGE ON ORDERS FOR
100-8 x10’s FoRr $6.60.
50 % DEPOSIT, BALANCE €.0.0.

POST CARDS |
SEND NEGATIVE OR PRINT.

$7"'§ > MULSON STUDIO
p:pr.c.,amna'ﬂaom 8, CONN.

The Billboard

At the NAB

Daily Convention
Round-Table
Discussions

WAAT, Newark,
970 K.C.
9:05 A.M.

rA BILLBOARD TRADE SERVICE rEAmEE-I

Record NAB Meet Under Way;
Proposed New CodeTops A genda

(Continued from page 3)
around the provisions for toning down
commercials. Changes in kid show
and mystery standards also are likely
to be hotly discussed.

Another vital issue slated for heavy
discussion in the remaining days of
the convention is the economic crisis
faced by radio in these days of over-
developed markets. One portion of the
problem will be dramatically present-
ed when a group of Powers models
take places in a living graph to show
increased costs of station operation.

Other issues to be batted around,
both officially and unofficially, are the
legislative proposal for changing the
Federal Communications Act (see
separate story in this issue), radio
editorializing, international radio
problems, ideas for renewed emphasis
on FM, and numerous questions in-
volving James C. Petrillo and his
American Federation of Musicians
(AFM).

Today marks the first time in NAB
convention history that special clinics
have been held. Clinic topics include
broadcast advertising, employee-em-
ployer relations, programing and en-
gineering. Other meetings today in-
clude those of the music advisory, FM
executive, legislative, reasearch and
public relations committees.

Featured speakers are brushing up
their notes in preparation for their
addresses the remainder of the con-
vention period. NAB Prexy Justin
Miller delivers the annual president’s
report tomorrow morning at 10
o'clock, to be followed by Goar

Mestre, vice-president of Inter-Amer-
ican Broadcasters’ Association.

Following tomorrow’s luncheon,
Admiral W. H. P. Blandy is slated to
speak briefly. Back in the main hall,
Robert R. Watson, chairman of the
board of National Association of Man-
ufacturers (NAM) will be the after-
noon’s chief speaker. Other featured
speakers will be Federal Communica-
tions Commission Chairman Charles
Denny, who will speak Wednesday;
Representative Clarence Lea, who
speaks tomorrow, and James O'Neil,
newly elected American Legion com-
mander, who will talk Thursday.

Besides being incorporated in some
of the speeches, the AFM problem
will come in for discussion at individ-
ual meetings of several NAB commit-
tees, including the labor and FM
groups. New legislative or judicial
procedures for coping Wwith Petrillo
are likely to be submitted for dis-
cussion.

Most of the talk on international
radio is likely to be centered around
the Voice of America broadcasts in
view of a recent letter to NAB from
Assistant Secretary of State William
Benton, asking that the broacdcast be
discussed by NAB. Proposal that the
U. S. give up some of its international
frequencies also is expected to gain
attention.

For the edification of the delegates,
nearly an acre of floor space has been
crowded with exhibits or radio sets
and equipment. Latest model video,
FM and combination sets ave arousing
much interest,

shows less than 15 minutes.

Restrictions are placed on the use
of box top or wrapper appeals in kid
programs and no appeals asking for
children to purchase goods in order
to keep a program on the air are
permitted.

Programs involving tortures, horror
or the supernatural are to be avoided.

Commercial copy is to be written
and broadcast so as to end mislead-
ing statements of prices or values and
misleading comparisons of prices or
values or false or deceptive claims.

Commercials should not include
trick sound effects, blatant announ-
cers and over repetition. This, ob-
viously, was designed with an es-
pecial regard for spot announcements.

Code also places strict limitations
on length of commercial copy. Time
range for daytime shows is one min-
ute on a five-minute show; two
minutes on a 10-minute show, and
two minutes and 40 seconds on a 15~
minute show. Half-hour day shows
get a four-minute allotment. Evening
times for commercials run the same
up to 15-minute shows, which get
only two and a half minutes of plug
time and three minutes for half-hour
shows. Longer programs are in pro=-
portion.

Cowecatchers Out

Another strong provision, and one
which again is regarded as highly
provocative, deals with cowcatcher
and hitch-hike announcements. These
dangling plugs, the object of a recent
“get-’em-out” drive by Niles Tram-
mell, NBC president, would be subject
to strict regulation under the new
code. Provision reads as follows:

While there is no restriction on the
number of products which any single
sponsor may advertise within the
above time limits, commercials for
these prodlcts should be presented
within the framework of the spon=
sor’'s program structure. This pre-
cludes the use of such programs of
simulated spot announcements which
are divorced from the program by
preceding the introduction of the
program itself, or by following its
apparent sign-off. To this end the
program itself should be announced
and clearly identified before the use
of what have been known as ‘cow-
catcher” commercials, and the pro-
gram should be signed off after—not
before—the use of what have been
nown as “hitch-hike” commercials.

In many respects, the proposed
NAB code follows the line of the
practices observed by several major
webs, notably NBC and Columbia, in
that restrictions are placed on types of
advertisers permitted; equal distribu-
tion of controversial issue-time is pro-
vided; crime and horror are not to be
treated glamourously; professional
advice is verboten; horse race and
gambling information is eliminated;
newscasters are to be responsible only
to broadcasters and not to sponsors.

Ten Commandments

The provisions for kid shows, 10 in
number, have already been dubbed
the “NTAB’s 10 Commandments.

«“Programs for children and young
people should be designed to meet
the following:

1. They should convey the

(See NAB FRAMES on page

come
26) /
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tough-minded examination ‘
of 1947 radio values shews |

CBS is the most effective

network in America, today

Radio doesn’t stand still. Vigorous new things keep happen-
ing in its solid maturity, as in the days of its youth. Yet in all
of the swift confusions of radio’s growth and changes some
simple basic yardsticks remain, with which to measure radio

network values.
What are these yardsticks ?

I. Completeness of coverage
2, Balance of facilities
2. Balance of program schedules

These combine to give a sometimes-overlooked (but very basic)

Theasure of network efhiciency:

How many listeners delivered at what cost ?

We have applied all these yardsticks to all the networks in a
new CBS study; a useful measure of the coverage and econo-

mies of the networks.

The figures show, simply and clearly, that CBS is the most

eflective network in America, today.

To see the study — and to get the utmost in radio values. ..

SEE CBS...THE COMPLETE NETWORK

W, 0 e Giammn o L e e
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NBC CONCLAVE SOCK SUCCENS

Improéements
Get Support
Of Air Brass

McElroy Warns on Costs

(Continued from page 4)
warned, advertisers might be forced
into_other outlets, since radio’s prin-
cipal advantage has been its low
cost-per-listener rate. McElroy ex-
pressed concern over imposition of
more restrictions on radio plugs, tak-
ing the approach that the increased
cost factor, combined with commer-
cial restrictions, might prove disas-
trous insofar as the advertiser is con-
cerned.

Larmon and Mortimer, on the
other hand, praised broadcasters for
the critical self-examination which
characterized both this year’s and
last year’s NAB conventions. Larmon
urged de-emphasis on block pro-
grams, especially citing soap operas
and horror-crime-adventure stuff, as

Ellington Agency
Gets Big Cities
Service Account

NBC Doles Out
Comic Books as

Kid Interest Lift

NEW YORK, Sept. 13.—Cities
Service account, which until a few
months ago was handled by Foote,
Cone & Belding, has been awarded to
the Roy Ellington Agency.

All indications late this week were
that Cities Service’s network pro-
gram, Highways in Melody, would be
continued over the National Broad-
casting Company.

Cities Service account, which totals
about $10,000,000 yearly in billings,
was resigned by FC&B. Latter agency
and its predecessor, Lord & Thomas,
held the account many years.

well as criticizing the lack of pro-
gram variety. He urged improve-
ment in moral tone, improved censor-
ship, higher standards in new shows,
minimization of commercial time and
higher standards for commercial
sales talks. He urged broadcasters to
encourage new types of shows and to
stress public service programs.

ATLANTIC CITY, Sept. 15.—Sock
new promotion gimmick was revealed
to the NBC convention here last weel:
by Charles Hammond, the web’s pro-
motion director. Aiming to increase
kid interest in NBC programs, the
web will shortly start distribution of
a specially published comic book, the
initial rrint order of which was over
a million.

Distribution will be effected in
various ways, among them inclusion
as an insert called On the Air in
Scholastic, a students’ magazine. Mags
are 1-page colored affairs with copy

stressing NBC programs and the net
itself.

This is part of an all-over NBC
drive to hypo web and radio public
relations, another step being the pro-
duction of a motion picture to be ex-
hibited thru standard tilm channels.

More Chicago

12 Noonto 6 PM

(560 KC)

People

seven days a week

thaw to any other olalion

See Hooper for July

RCA & NBC

Execs Give

Tips on Tele

Get In Fast—Or Else

(Continued from page 4)
stated that as the video audience
increases many listeners will switch
from AM to television. “This will
reduce the audience of sound-broad-
casting stations and will affect their
revenue, which is based on circula-
tion.” He pointed out that to “main-
tain their present positions in their
local communities and to safeguard
investment and earning capacity of
established sound-broadcasting sta-
tions, prudent owners will consider
television as an added new service”

“There is no protection in standing
still,” Sarnoff warned. Thruout his
talk he alluded to video’s future,
painting a rosy picture. He pointed
out there are now 13 stations on the
air. By the end of 1947 he expects
26 and by the end of 1948 about 50.
By this time he also expects about
750,000 in use.

Sarnoff additionally stated local
television has strong possibilities
from the programing and advertising
points of view. As for network
tele, he stated that automatic radio
relay stations, alone or in combina-
tion with coaxial cable, show great
promise for speeding video service
thruout the nation. Coast-to-coast
tele is likely in the next few years,
he indicated.

Mullen, telling the affiliates that
NBC is thru with waiting and that
“we're on our way,” advised the
convention not to be apprehensive
about video costs. Apart from ex-
pense of transmitter and certain
equipment, he added, costs were rea-
sonable, including local programing.
He also stated that the local revenue
picture is better than anticipated.
He added that NBC would provide
the affiliates with all possible service
in advance of interconnection. “With~
in months,” he said, ‘“we’ll have an
East Coast network.” Mullen then
warned that local service must pre-
cede national service.

Noran Kersta, NBC video exec,
followed Mullen with a mass of
slides and statistics, warning the
convention to “decide soon.” Later
it will be tougher, he pointed out.
He listed the large radio advertisers
who have used the web’s vidco
facilities, and via a large screen,
indicated to the convention a sample
week on NBC tele.

Of the 140 stations in 140 markets
provided by the FCC allocation,
Kersta pointed out that 85 were
already spoken for. Of these 85
channels 35 per cent are NBC
affiliates.

The Billboard

At the NAB

Daily Facsimile
Transmissions

‘ WAAT-FAX

See the Promotion Winners
end Ge? the Convention News
via facsimile
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IN JUST
ONE YEAR

BOSTON'S BEST RADIO BUY!

“Share of Audience” up 459%

For the first time, an independent station has attained overall
leadership in Boston radio. With 100% local programming,
WHDH has swept into top spot for sports, airing Red Sox and
Braves baseball games; Boston Yanks football, plus headline

3

college games; Boston Bruins hockey: numerous “sports round.

&

THEN (June-July 1946)

ups,” and Herald-Traveler tlews every hour on the half hour.
Musically, too, WHDH offers easiest listening with many popular
participating features, including the “Carnival of Music,” and

the new “Tommy Dorsey Show.”

HOOPER STATION LISTENING INDEX
SHARE OF AUDIENCE

__ HERE'S WHY

. : — w H n H
Network

. Network | Network Network
INDEX WHDH | gytion A | Station B | Station C | Station D .gi @ g ) S
TOTAL RATED. . . E s 8 ﬂ s
TIME PERIODS 5«6 : 25-7 23-2 22.3 11.5 2 B E g F B & w
NOW (June-July 1947)
HOOPER STATION LISTENING INDEX And if you'’re buying Boston, you want the
SHARE OF AUDIENCE best. In one year, WHDH has skyrocketed
INDEX WHDH Network ?'Z?'\:::ka gz';i‘::'kc : gz:;::l’:; from a poor 6th to leadership among all

Station A

TOTAL RATED
TIME PERIODS

25.7 | 21.9 | 19.6

12.6

Boston stations! Your John Blair man has

the whole story — but here are two facts

- 10.0

you should know now:

CLASS “"A’" HOUR RATES*

*from SR & DS, August 1947

BOSTOR'S BEST BUY

WHDH $225.00 .
able in Boston.
Network Station A 560.00
Network Station B 525.00
Network Station C 440.00
Network Station D 400.00

1. WH H will deliver you lowest cost per thousand radio time availe
2. wn D" superior coverage will assure you of reaching the maximum

number of listeners for every dollar spent.

HERALD-TRAVELER STATION . 5,000 WATTS - CP 50,000 WATTS

Represznied Nationally by John Blair & Company

RADIO 15

WHDH BECOMES
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FMA TURNABOL

Will Iiicker
With Instead
Of Defy AFM

Optimistic on Outlook

By Sam Chase
NEW YORK, Sept. 13.—A virtually
complete turnabout in attitude to-
ward James C. Petrillo and the Amer=-
fcan Federation of Musicians (AFM)
(See FMA Turnabout on page 26)

T ON PETRILLO

Hooper To Launch
FM PhoneCount
After World Series

NEW YQRK, Sept. 13.—The in~
creasing number of FM receivers in
the New York area has led FM

broadcasters to believe they must
now add the usual trappings of com-
mercial radio if they are to compete
for the advertisers’ radio dollar. It
was not unexpected, therefore, for
the convention of the Frequency
Modulation Association (FMA) to
hear pollster C. E. Hooper announce
(See Hooper to Launch on page 20)

First FM Review: “Treasury
Of Music” on 28-Outlet Web

NEW YORK, Sept. 13.—This marks the first time a trade paper has
reviewed an FM radio show. With the onset of the Stromberg Carlson
Treasury of Music as the first commercial program aired over the 28 stations
of Continental, the FM network, a new era in broadcasting got under way.
It is the intention of°The Billboard to expand continually its coverage of FM
activities, including program reviews. Program was heard under far from
ideal conditions, as it came to banqueting delegates at the Frequency Modu-
lation Association (FMA) convention while they wrapped up their meat
course and waited for dessert. Music
featured the Rochester Civic Orches-
tra, under the direction of Guy Fraser

Rep. Kearns

Harrison, from Rochester, N. Y., with
(See First FM Revicw on page 21)

Startles With
Olive Branch

Pats Petrillo on Back

NEW YORK, Sept. 13.—Heralded
as the most bitter adversary of James
C. Petrillo and the American Feder-
| ation of Musicians (AFM), Rep. Car-
roll Kearns (R., Pa.), came up with
an address before the FM Associalion
(FMA) here this week-end which
breathed respect and understanding
for the union chief’s position. Kearns,
chairman of the House Labor Sub-
committee investigating the nruisi-
cians’ union, tangled recently with
Petrillo at hearings in Washington
and in the opinion of many observers,
came out a poor second. But his talk
before FMA betrayed no rancor.

A

A.MARSHALL FIELD STATION REPRES|

< NATIONAKLY.
A4 7% e

_BY. AVERY-KNOD

INDEPENDENT
STATION

Kearns quoted Petrillo as saying,
.| “T want FM to grow.” The Congress-
man then added he thought Petrillo’s
only fear was, justly, for technological
unemployment among AFM members.
| He also quoted indusiry spokesmen
(See Kearns Startles ’Em page 23)

IFMA Elects
Dillard Prexy;
Ranks Double

NEW YORK, Sept. 13.—The new
board of directors of the Frequency
Modulation Association (FMA), it-
self elected today, immediately voted
unanimously to make Everett Dillard,
of Washington, the org’s new presi-
dent. Dillard, who founded the Con-
tinental Network, first commercial
FM web, replaced Roy Hofheinz of
KOPY-FM, Houston, after efforts to
induce Hofheinz to serve again had
failed.

Seven new members were elected
to join the eight current members on
the board of directors, in line with an
earlier vote to expand the board from
12 to 15 members. New additions in-
cluded Ed Hodel, WCFC, Beckley,
W. Va.; William Ware, KSWI-FM,
Council Bluffs, Ia.; David G. Taft,
WCTS, Cincinnati; E. Z. Jones,
(See Dillard FM Prexy on page 21)

o R B Loee R R s S

5 Promotion Awards

At FMA Banquet

NEW YOREK, Sept. 13.—The first
annual banquet at the Frequency
Modulation Association (FMA) con-
vention meeting found awards flow-
ing freely. The three FM division
awards of The Billboard’s 10th Annual
Promotion Competition were present-
ed by Jerry Franken, radio éditor of
(See 5 Promotion Awards, page 26)
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KIEV COPS PUBSERV

(Continued from page 5)
effectively promoting the station to
listeners, civic groups and govern-
ment agencies

Besides a highway safety contest,
with the use of a station-announcer

as a baby sitter for a prize, the station
undertook a rumber of other public

service campaigns. These included
a benefit dance for municipal play-
grounds,
Glendale municipal government,
Chamber of Commerce and Junior
Chamber programs, and weekly re-
motes from high schools and colleges,
produced by the schools’ radio de-
partments and designed to give prac-
tical experience to interested stu-
dents.

a 26-week series on the

1947 PROMOTION

({Continued from page 5)
motion toppers, a rare tribute to the
stature of the competition in the
industry.

Broadcasters will be able to see the
winning entries at The Billboard’s
NAB convention booth in Atlantic
City, where copies of “Report on
Radio Promotion, 1946-1947" will be
available. This book includes a re-

port on every entry submitted, a
compilation never before available in
the broadcasting business. Warning:
The supply is limited.

First-place winners in the competi-
tion will be presented with lucite
plaques, which also will be displayed
at the NAB convention. Second and
third-place winners will be presented
with scrolls. And if you didn't win
this year, better luck next.

s
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MASTERFULLY TRANSCRIBED
FOR YOUR SPONSORSHIP BY...

NEW VYORRK

Starring on the Most Brilliant Transcribed Dramatic
Show Ever Offered for Local and Regional Sponsorship

Y

THE PAVORITE STORIES OP: SPENCER TRACY + INGRID BERGMAN ¢ SHIRLEY TEMPLE »

ORSON WELLES = SINCLAIR LEW1S » FATHER E. J. FLANAGAN ¢ CECIL B. DeMILLF ¢ FRED
ALLEN ¢ IRVING BERLIN » ARCHIE GARDNER o ALFRED HITCHCOCK AND MANY MORE!

C

In the spirit of perfection that distinguishes this matchless serfes
we have chosen as host and narrator , . . the one and only Ronald
Colman. Now , . . his incomparable artistry, his magnetic voice and

faultless diction are yours to sponsor in a dramatic program of une
precedented lavishness.

Shirley Temple, Orson Welles, Spencer Tracy, Bing Crosby and
scores of other famous persons select their FAVORITE STORY, the
greatest stories of all time, masterfully adapted by writers pre-eminent
in their field, Jerome Lawrence and Robert E. Lee. A superb company
of radio’s finest actors . . . Ben Alexander, Jobn Beal, Vincent Price,
Edna Best, Benita Hume, Janet Waldo, Howard Duff . . . a fifreen piece
orchestra under the direction of Claude Sweeten, brilliant musical scores
by Robert Mitchell.

156 half. hours available . . . every one a rare combination of prestige
and dynamic entertainment, every one an unparalleled triumph of tran-
scribed showmanship!

3

CHICAGO

HOLLYWOOD

COLMAN
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WLW Is Sensation of Race;
KSTP and WHO Also Winners

ed, much less carried out by an in-

(Continued from page 9)
dividual station. Merchandising, for

merchandising, audience building and
test planning. Thru its “triple-A plan example, was attacked on every level,
of station promotion,” the Midwest |from the manufacturer clear down
giant hit audiences, advertisers and |thru distributor, wholesaler and re-
their product and agencies. tailer to the consumer. Manufacturers

The »r.atn-tan~.ng “horoness of this | were aided by questionnaires which
structure had a scope seiaom atiempt- | the station had a select group of fam-

. And BONUS Audience...
it's W T_AG-.

TOP BONUS—AUDIENCE
DELIVERING STATIONS

On First 10 Daytime and Top Three

p Saturday Daytime Shows Based On
Decentber, 1946, Thru April, 1947,
Hooperatings.

For Audience..

DAYTIME

£ Based on December, 1946, thru April, 1947, City Hooperatings and “Top 10" for June 1—7 Report

Program Hooperating Oty Statlen Five Month

June 15th Rating
Report

OUR GAL, SUNDAY 63 Worcester WTAG 222

MA PERKINS (CBS) 6.4 Worcester WTAG 19.7

ROMANCE OF HELEN TRENT [ ] Worcester WTAG 18.7

AUNT JENNY 6.0 Worcester WTAG 139

YOUNG DR. MALONE 56 Worcester WTAG 169

Some Outlets
Excel Wooing
Top. 10 Dayiime Daytime AudS

urday Daytime ;

Dhofig WTAG 63 PTS. OVER AVERAGE

’ Total Bonue Points
livered Over Na-
tional Averages (On

Station, City
and Power

1. WTAG
W Orcester—=5,000 — v ereecmrmiamarmrens 63.7

There’s WTAG, Worcester, Mass.,
for example, a 5,000-watter which
scores 63.7 points over the national
average. Closest station to WTAG,

............. , has a score of 34.3 bonus }
the Bonus Audience Rat-

ings for the Top Ten Day-

time Shows, CBS had five of them—including the first three. In every one of these five,
'WTAG was the fop oudience delivering station!

When Billboard reviewed

When You Busy Time—LBuy A Busing Audience!

WORCESTER

580 KC 500Q Watts

PALUL H. RAYMER CO. Notiona! Soles Represenfatives.
Affilicted with the Worcester Telegrom = Gazette,

FOR 11 YEARS WBNS HAS
PULLED A HUGE AUDIENCE
FOR ATLANTIC REFINING
SPORTS BROADCASTS

ASK JOHN BLAIR

In Columbus, Ohio,
It's

ilies answer about products and sales
methods. Retailers were assisted by
store modernization conclaves. All
told, WLW'’s over-all promotion pro-
vided a model of productive service-
ing.

Second place in the over-all picture
went to WOR, New York. Ranging
from sales promotion brochures for
its programs to the campaign for its
25th anniversary, WOR made use of
original, well-executed material. De-
vices included a periodically revised
booklet, beer glass mats and eye-
stopping trade ads.

Winding up in a dead heat for third
place were KYW, Philadelphia, and
WWYVA, Wheeling, W. Va. The KYW
entry clearly demonstrates that sta-
tion’s ability to get up huge crowd-
pulling outdoor affairs, such as picnics,
beach parties, soap box derbies and
street horse shows, which drew thous-
ands. Station also made use of other
spectacular promotions such as elec-
tric signs and airplane trailers as well
as more routine methods. WWVA in-
dicated its know-how thru its promo-
tion of its WWV A Jamboree Program,
which is viewed by 2,000 weekly, and
by the ballyhoo attendant upon
WWVA’s switch from American
Broadcasting Company (ABC) to
(CBS), handling of its 20th anniver-
sary and tie-ups with local merchants.

KSTP Single Champ

The single campaign championship
was won by KSTP, Minneapolis, for
its renowned “fish” campaign, thru
which the station got national public-
ity breaks when it put special tags in
the jaws of 1,000 fish and offered
prizes totaling more than $500,000 to
anglers catching them. Second prize
for a single campaign went to WCBS,
New York, for its promotion of the
change in its call letters from WABC,
making every use of air time and tal-
ent and an outstanding newspaper
advertising campaign. WSB, Atlanta,
for promoting its The Harbor We
Seek sustainer series, got third prize.
This job took in organized religious
groups, civic organizations, colleges
and universities with its drive against
racial and religious intolerance.

In the category of public service,
top honors went to WHO, Des Moines,
for the spectacular job it did in pro-
moting the fourth annual Corn Plow-
ing Match and Soil Conservation
Field Day, which drew 50,000 farm-
ers to the one-day event and gained
national notice. The sustained pro-
motion by WTIC, Hartford, Conn,, for
its fire prevention campaign drew the
second place award, mainly on the
basis of its 108 programs and 1,196
announcements on the theme, plus a
well-advertised poster contest. The
campaign which won third prize for
WLW in the public service category
was that surrounding its flying of
four citizens to Europe to survey food
and famine conditions. After this
dramatic stroke, the station promoted

duce more and for consumers to waste
less food.

WNBW TV WINNER

(Continued from page 6)

to small details and unusual methods
as well as to traditional promotional
efforts delivered a sock job on the
Louis-Conn heavyweight champion-
ship fight. The station, thruout its
campaign, made the broadcast simu-
late actual fight conditions.

For example, at special demonstra-
tions in the NBC studios the night
of the fight, with 500 to 600 people
gathered to watch on receivers, “bet-
ting prohibited” signs were posted
around the studios, 500 copies of a
fight program with a full-page NBC
tele ad were distributed to the
viewers and mock ring corners were
placed in front of each of 25 re-
ceivers, subtly selling the idea that
each seat is ringside with tele. The
studio, in short, had virtually every
authentic touch of the “fight club”
except smoke and smell. The usual
devices, too, were employed, includ-
ing window and counter displays,
banners at the fight itself and news-
paper ads Plus announcements over
NBC’s New York radio outlet.

widely the need for farmers to pro-.

Mutual Wins
Web Overall

(Continued from page 5)

‘to do, and its promotion stressed that
thruout—even to the presentation’s
title, Targets for 1947. Singles Cam-
paign honors, won by National Broad-
casting Company (NBC), were bas:d
on sell the NBC success story. And
in winning the judges’ vote as Pub-
lic Service Promotion champion, Co-
lumbia Broadcasting System (CBS)
matched its outstanding programing
in that sphere with some equally fine
promotion.

Regional Webs

Among the regional webs, the
Overall Promotion award went to.
the Pacific Northwest Broadcasters,
Inc., for switching call letters on their
outlets so that the first three letters
were “KXL—" and then promoting
the stations as the “XL” stations.
Columbia Pacific Network won the
Single Campaign prize for regional
webs for promoting its Menace in
White documentary on illegal medi-
cal practices. Public Service win-
ner among the regionals was the
Yankee Network of New England,
for its programing in sponsoring the
Yankee Network Institute, including
four different series of programs.

The MBS entry, in winning the
Overall web award, drew the vir-
tually unanimous acclamation of the
judges for carefully conceived and
perfectly executed promotion aimed
at accomplishing specific objectives.
These objectives included, in part,
selling MBS's coverage and economy,
and its packaged or ‘“discovered”
shows; building the web’s station re-
lations and selling MBS to the audi-
ence. Utilization of all promotional
media was nbt the whole of MBS’
story, which also depended for suc-
cess upon a thoro, solid and readable
application. This the web got, as it
accomplished each objective carefully,
interestingly and logically.

NBC’s Campaign

The NBC Single campaign, based
upon the It Happened on NBC theme,
was restricted to direct mail and
trade paper advertising. However, it
was a model for this type of promo-
tion, featuring art work by Joe
Kaufman in each ad to tell the story
of a top NBC show. In all, the cam-
paign sought to impress the story of
how a good show is aided, thru the
web’s potent facilities and contact
with top NBC shows, to become a
top show itself.

The heavy promotion set up by
CBS before each of its major public
service shows was told by the prize-
winning entry in that category of
web competition, The material used
was in keeping with the high quality
of the shows themselves, among the
finest such ventures in recent broad-
cast history. Sent to each station
carrying the shows were a brochure
and special material concerning the
show, including: copy, artwork and
producton generally. In connection
with its We Went Back documentary,
CRBS pulled probably its best promo-
tion, whereby This Week magaZine,
with a circulation in the millions, co-
operated in its preparation and ex-
ploitation.

The Billboard

At the NAB

Report on Radio
Promotion
1946-1947

At The Billboard Booth
Radio’s First
“promotion Anthology”’
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Radio Rep Business
Lures L&T Company

CHICAGO, Sept. 13.—Lorenzen &
Thompson, Inc.,, in the newspaper
rep field for the past 27 years, this
week annpunced that it would go
into the radic rep business starting
November 1. One of the larger news-
paper rep orgs, the company presently
maintains offices in nine key cities.

The move into the radio field was
made to keep up with what the org

calls the “consistent trend of news-!

paper publishers toward radio sta-
tion ownership.” As a result of this
trend, L&T decided to expand its
activities to serve all interests of its
newspaper clients.

The company presently is not stat-
ing what stations it will represent,
but has announced - that James J.
Devine, one of its v-p’s, will head the
radio division in company’s New York
office and Carlfn S. French will be
manager cof radig operatiams in Chi-
cago. French was the former owner
of WTMV in East 3t. Louis. Ill., and
before that was with Hearst as an
advertising exec in Chi and New
York for 15 years.

Heed Mex Protest
Over KNOE Step-Up

WASHINGTON, Sept. 13.—On the
basis of a formal complaint by the
Mexican Government, the Federal
Communications Commission (FCC)
is expected to make final its proposed
decision announced this week denying
the bid of KNOE, Monroe, La., to in-
crease power to 5-kw. and switch
{frequency from 1450-kec. to 1390-kc.

Following the filing of the bid,
Mexico protested that such grant
would interfere with XETL, Tuxpan.
FCC in the tentative ukase found
Mexico justified in its protests under

Joke

NEW YORK, Sept. 13.—Over-
heard at the FM Association con-
vention here this week:

‘“The only guys in radio who
are against FM are those in favor
of the static guo.”

' terms of the North Arherican Region-
al Broadcasting Agreement
(NARBA). In addition, FCC claimed
that a power increase for KNOE would
black out all other signals for a large
proportion of Monroe’s population.

9 am-12 Noon Sunday

BEA WAIN & ANDRE BARUCH “‘Mr. & Mrs. Music”
12 Noon-2 pm  5:30-6:

$70...FIRST ON YOUR DIAL

30 pm Monday through Saturday

THE TOMMY DORSEY SHOW

10-11 am 7-8 pm Morday through Saturday

A few participations are still available in these
outstanding platter sessions. You'll be selling

in the best of company—including Warner Bros., TWA,
Rem & Rel, Piel's Beer,
Cigarettes, Robert Hall Clothes, Oldsmobile and others.

They've acted fast. How about you?
For details: WMCA Sales or Free & Peters.,

National Shoes, Camel
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WNEW Leads
5,000 -Watt
Indie Class

(Continued from page 5)

ple received wisual impressions of
WNEW annually as a result of this
fripartite policy. For instance, 5,-
000.000 impressions per month is
the estimated total accruing from
special car cards oa Tifth Avenue
busses.

Other effective promotion results
from space-for-time swaps as evi-
denced bv deals with The New Yorlk
Jowrnal-American and Radio Mirror
Magazine. In “programotion,.” how-
ever, station has landed its most ef-
fective promotion deals. Parmalee
taxi chain, for instance, carries
posters on 2,000 cabs and in return
the station produces a weekly show
plugging Parmalee. Similar deals
are in operation with two theater
chains in retura for trailers, lobby
displays and program space. These
are only a few examples of the
WNEW oworomotionusl operation. Its
effectiveness can Le judced by the
fact that the stetion ranks second
among New Yok outlets in ratings
between 8 a.m. and 8 p.m.

WHN grabbed the Single Campaign
award with its promotion of Ted
Husing’s Bandstand. Putting a na-
tionally-known sports commentator
into a disk jock spot was a new
twist and was worked to a fare-thee-
well by station’s promotion depart-
ment.- Press breaks were supple-
mented by extensive use of radio, bus
cards, testimonial dirmers and other
routine methods. In addition, some
unusual ideas were conceived.

KAKC won top honors in the Pub-

.

lic Service category by virtue of
consistent and unusual promotion.
From its on-the-air debut in Decem-
ber, 1946, to August 1, 1947, station
devoted 445 hours and 12 minutes
to public service programs and an-
nouncements. In addition to this
tvpe of routine activity, however,
KAKC carried thru some extraordi-
nary projects. One ot these involved
the girl who was hit by a runaway
automobile just before her graduation
tfromn high school. Wires were run
tfrom the high school auditorium to
the hospital, where the young miss
heard the graduation proceedings.
Ileadlines carried the storv: “HIGH
SCHOOL GIRL GRADUATES VIA
RADIO.”

WOV, New York, scored second in
the Overall promotion category by
virtue of its expert handling of its
two-fold promotion problem, namely:
exploitation ot English-language pro-
grams, and secondly, promotion of
Italian programs, inciuding special
audience studies determining the ex-
tent of the foreign language audience.
KSFO, San Francisco, achieved third
place in the competition by virtue ot
its solid promotion of the station’s
use ol music.

In the Single Campaign category,

second place on the busis of sound
use of orthodox promotion methods
predicated upon vesearch findings.
The campaign succeeded in jacking
up the Hooperatings 18 per cent.

WMCA. New York, and WIJD, Chi-
cago, tied tor third place in the Single
Campaign class, the New York out-
let on the basis of its promotion of its
Mor. and Mrs., Music program, and the
Chi station on the basis of its pro-
nmiotion of disk jock Einie Simon.

In the Public Service category,
WOV landed second as a result of its
programing and talent search activ-
ities, and WIBG third on the basis of
larce evidence of public service ac-
tivity,

Crce again...

WGBL==x T0PS Billbouard’s List

of Top Bonus-Audience Stations

Here's what famous Billboard
Magazine found out ubout WGBI in
its Continuing Program Studies:

WGB I led ull stations in delivering

Bonus Audiences.

wGBI delivered 76.6 Bonus Points
over the Nutional Averuge, §d
WGB! led rhe next highest stution
by 19.3 Bonas Poines.

WGBI led all stations on 4§ outof 5
op-rated CB> shows.

That's coverage! And on WGHI,
's coverage tn Scranton — Wilkes-
Barre...the nation's prosperous 19th
market. A word to the marker-wise

is sufficient!

(Figures fram Hooper Station Listening Index
Oct. 1946 1hrough Feb. 1947)

CBS AFFILIATE
910 KC

! 1000 WATTS DAY

500 WATTS NIGHT

an ey

- Since jt i ]
) -9
D the bonye
©Of 1o ¢ .
g Sall mepg,
B rrosra ine for the I00E @

45 the cosppergt
Promoter. whg 7,'1’:53"""
e G T ST

FRANK MEGARGEE, President

8
en ;
also Qualif hesa s

Certain stationg show §

al ubiijty ¢,
LY o deliver py;
8s 1 ] ‘
19T above (e n‘l'?ltiilg
5 Sc(_ﬂtox.,

audienc,

outlet ¢ € Producin

an readily p, SPDreciated,

i v
e P e e
P st
forernd et
e e
——— Pt
A —— Do
Z= BLAIR ==
s 2

SERTIEN 8 COMPANY  Zonmo
S Bt
SREIIOPAL REPRESENTAIIYERS
Ww/‘ - et 3

KMPC, Los Angeles, was awarded |

WEFMR. WI1ZZ
Cop Laurels

/ . -

In FM Group
{(Continued from page 5)

ficult time bLefore thev decided that
the first prize go to WFMR, New
Bedtord, Mass., with WIZZ, Wilkes-
Barre, Pa., second. and WKNE-FM,
New Britain, Conn., third.

The WFMR entry was keved to the
station’s belief in personal contact
and service as a prime means to sup-
plement newspaper publicity. To
this end, it sponsored talks, movies,
and on-the-air demonstrations be-
fore kev orguanizations to boost FM.
It also sponsored classes in which it
trained radio repairmen to service
FM receivers, and sent out two re-
pairmen to install antennae and serv-
ice sets thru dealers. Backbone of
the station’s promotion is regular
publicity in the local newspaper, the
Standard-Times which owns the sta-

tion. -

Absorbing Story

The WIZZ «ory also proved fo be
most absorbing. If you live in
WI1ZZ’s area and want to hear a local
baseball game broadcast, vou have to
buy, borrow or get near an ¥M re-
ceiver, for that FM station cornered
the broadcasts while the local AN
stations were waiting for a sponsor.
By acquiring the choice local pro-
graming plum, WIZZ automatically
struck a resounding blow for FM in
its area. Another plan in the WIZZ
works is “transcasts.”” by which
9,000.000 riders of trackless busses
and trolleys will. each month, hear
the FM broadcasts.

An active campaign to inform peo-
ple in its area about FM also has
been carried on by the third prize
winner, WKNB-FM. This is done
via dealer co-operation, station break
announcements on the AM adjunct,
WEKNB. and ruuning a contest with
FM converters as a prize. WKNB-FM
also has broadcast the Boston major
league baseball games, thus offering
programing of widesinterest to stimu-
late purchase of FM receivers, and it
has installed FM receivers in bars
and grills, so that a wider section of
the public could hear FM reception.
Local ads also have helped promote
the mediuin.

One group of judges held that the
entry of WGYN, New York, while it
cdid not quite gain sufficient votes for
a prize, was strong enough to rate
special mention. One of eight FM
stations in its area, operating on an
almost non-existent budget, WGYN
has not only striven to attract FM
listeners to its station, but has tried
to attract listeners generally to FM
and keep FM listeners sold on FM.
This it did by becoming the first
FM station to operate full time in
New York, offering programing for
home listeners and retailers demon-
strating the medium. Two other sta-
tions which followed credited WGYN
with influencing their decision to go
{full time. Station also plugged FM
by having its programs piped into
factories and into Palisades Amuse-
ment Park, where 30,000 visitors
daily have heard iis static-free shows
over the public address systems.

4 STATIONS DOUBLE
(Continued from page 6)
tion and a deucer in public service
program. It's a regional channel web
affiliate.
KLZ, Denver, also scored a win and
a third, its first place being in Public
Service promotion and its third being
in Overall promotion. It too, is «
regional web affiliate. and like WKY
and WLW, claims NBC as its radio
mother,
Only one indie station took more
than one award, this being the Arde

.

|

| paign,

15 1946 Winners
Repeat in 1947

(Continaed jrom page 6)

Single Campaign, 1916, Public Serv-
ice, 1947.

CBS Pacific Network, Single Came~
paign, 1946 and 1947.

National Broadcasting Company,
Public Service, 1947; Single Cam~
paign, 1947.

WLW, Cincinnati, Public Service,
1346, Overall and Public Service,
1947,

KLZ. Denver, Public Service 1946
and 1947; Overall, 1947,

WKY, Oklahoma City, Overall,
1946; Public Service and Single Cam-
paign, 1947.

Yankee Network, Single Campaign,
1946; Public Service, 1947.

WJID, Chicago, Overall,
Single Campaign, 1947.

WFIL, Philadelphia, Single Cam-
paign Service, 1946: Single Campaign,
1947,

WOV, New York., Public Service
and Overall, 1946; Public Sérvice
and Overall, 1947.

CKCK, Reegina. Sask.. Public Serv-
ice. 1946: Single Campaign, 1947.

WHN, New York, Single Campuign,
1946; Single Campaign., 1947.

KMPC, Los Angeles, Single Cam-
1946 and 1947.

WNYC, New York., Public Service,
1946 and 1947.

HOOPER TO LAUNCH
(Continued from page 16)

that his rating service had been dele-

gated to begin telephone coincidental

FM audience measurement. as dis-

closed by The Billboard last week.

Initial year of Hooper studies will
be underwritten by Capt. P. K. Lieb-
erman. of WGYN, and Capt. W. G. H.
Finch. of WGIHF-FM. with other sta-
tions invited to participate in the $400
cost of each report on a pro rafa
basis. The survev will cover the 2 to
4 p.m. period, Mondays thru Fri-
days, on the second and fourth weeks
of the month. in New York and New
Jersey. The minimum survey will
cover 1.000 FM set-owner homes,
supblemented by a comparison with
random New York telephone homes.

The survey will be launched in Oc-
tober, after the World Series, in order
to avoid competition with a top AM
audience attraction during about the
same hours. It is expected that some
FM stations will be forced to begin
airing earlier in order to have their
results included, inasmuch as some
broadcasters in the New York area
do not start operations until 3 p.m.
daily.

The Broadcast Measurement Du-
reau (BMB) also will pay move at-
tention to FM in the future, accord-
ing to Hugh Feltis, BMB president.
Feltis told the FMA that BMB in-
tends to measure FM station audi-
ences and already has several FM
subscribers. He added that LMB
may take a census of FM set owner-
ship by counties and cities in 1948.

1946,

Bulova New York beeper. WOV, Both
were second place wins, one in Over-
all promotion and the other in Public
Service. Station is in the over-5.000

watt category.

The Billboard

At the NAB

Convention Hall
Display Booth
Nos. 139-141-143

Devofed entirely to
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Annual Radio
Promotion Competition

PSS AT

BILLBOARD TRADE SERVICE FEATURE-]




September 20, 1947

The Billboard

RADJIO 21

ZIVS WHOPPING 10 MILLION

Disk Biz 30%
Above 1946;
Tops in Field

23 E. T. Series Sold

NEW YORK, Sept. 13.—Frederic
W. Ziv Company, largest of the open-
end transcription producers in the
country, will gross an estimated $10,-
350,000 in 1947. This figure, up more
than 30 per cent over the 1946 Ziv
gross of $7,500,000, is, wax men say,
by far and away the top score of any

FIRST FM REVIEW
(Continued jrom page 16)
a-midway talk from the banquet by
Major Edwin H. Armstrong, inventor

of FM,

Prevailing conditions made it dif-
ficult to judge accurately the repro-
duction of the music, but the qualities
of FM are well known and previous
fand-line and direct pickup relays
have had no ill effects upon color,
%one or range.

Most notable item, perhaps, about
the broadcast was the commercials,
which were gems of brevity and dig-
nity, delivered at the onset and close
of the show. Both stressed the quali-
ties of FM itself and added that in
¥FM, Stromberg Carlson leads in re-
search, workmanship, material and
design. Commercials were delivered
in a well-modulated tone calculated
$0 be in keeping with the musical
numbers. Latter showed a nice vari-
ety, and included the Prelude to Car-
men by Bizet, Fritz Kreisler’'s Tam-
bourine Chinoise, Tschaikowsky's
Waltz From Sleeping Beauty Ballet,
Debussey’s Claire De Lune, Grieg's
Norwegian Dance No. 2, and Gersh-
win's Strike Up the Band.

In his midway talk, Major Arm-
Strong said the long struggle to make
FM a mass medium is about ended.
He added that the policy of Stromberg
Carlson in sponsoring the FM net-
work series will lead the way for
others to follow. Major Armstrong
was introduced by ILee McCanne,
wice-president and general manager
of the sponsor.

The program was the first of six in
the trail-blazing series. Continental
next week will precede the 8.30 to
9 p.m. Friday show with a 30-minute
live popular music show which it will
air on a sustaining basis and will put
up for sale. Sam Chase.

DILLARD FM PREXY
(Continued from page 16)
WBBB-FM, Burlingtéon, N. C., and
Ben Slrouse WWDC-FM, Washing-
ton, all for ‘three- -year terms. Tom
McNulty, of WMCP, Baltimore, was
#glected to a two-year term and Morris

Novik, of Unity Broadcasting, New
York, to a one-year term.
leham Barlow, FMA’s publicity

director, currently is seriously ill and
his 1)051t10n will remain unfilled for
the present. Hofheinz declared that
the organization had grown from 108
members in January to 208 at present
—nearly 100 per cent jump in nine
months.

The FM receiver picture also shows
a rise, according bo a talk to FMA by
Max F Balcom, newly elected presi-
dent of the Fadio Manufacturers As-
sociation (RMA). Balcom told the
group that postwar FM production is
about 700,000 and all but a few of
these have been turned out in less
than a year.

platter producer in the business.

Ziv’s zoftig score will come in thru
its sales of 23 programs, with two
more name e. t, series in the works.
One of these is the Guy Lombardo
open-enders, reported in The Bill-
board some months ago. Last year,
Ziv had 18 shows in its stable.

Top Grossers

Top grossing shows are Favorite
Story, the Ronald Colman vehicle;

Wayne King, Barry Wood, Philo
Vance and Boston Blackie. ‘These
five shows are on an average of 748
programs and each has an average
of around 450 sponsors. The differ=
ence is due to the fact that in many
cases, multiple .sponsorship is in ef=
fect; that is, one advertiser bank-
rolls a series on a number of stations.
In some other cases, one sponsor pays
the freight on several Ziv packages.

Other top Ziv shows are Easy Aces
and Calling All Girls, the latter a
tie-up with the teen-age mag of sime
ilar name. Show has a slew of de-
partment store sponsors. Aces sold
to a total estimated at $450,000 in the
first year it was available on wax.

It has been estimated that Ziv’s
10-million take is a third, if not
more, of the total U. S. transcription
business.

ELDON A.PARK ™ -

VICE-PRESIDENT J

E VICE -
/ © PRESIVENT

/\

the firse 18 years mm WW

Radio is barely past its twenty-fifth birthday. Rela-
tively few can claim 18 years’ experience in the
broadcasting industry . . . and darned few can
boast of 18 years with the same station.

But that's the history of Eldon A. Park, whose
only full-time employer during his thirty-eight
years has been WLW.

He's in a rut, you say? Then consider:
18 years with The Nation's Station, Eldon has
come up from part-time otlice boy to Vice-President

In his

in Charge of Programs . . . with administrative
responsibility for the million dollars a year WLW
spends on programming.

As everyone who knows him will testify, there's
no sccret behind the success of this “"Horatio Alger
of Crosley Square” other than conscientious hard

work and vigorous enthusiasm for the job.

Onec tenet Park lives by, however, has served

him well . . . “encourage new talent—never give

« newcomers the brushoff.” Because as he looks back

over the long roster of radio stars who began their.
careers at WLW, he's convinced there’s pleaty)
more where they came from.

Under Park’s supervision, and with the able
assistance of Chet Herman and Milton Wiener,
the WLW Program Department is a smoothly-
functioning organization comprised of scores of
writers, producers, directors, musicians, announcers,
and talent of all types. It is more than adequately
equipped to turn put anything from a spot an-
nouncement to a full hour of musical-variety . . .
and do it in the professional manner which has
won the station many top national awards for pro-
gram excellence—has built and retained one of the
largest, most-loyal audiences in the world.
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WLOW Tops

New Stations

(Continued from page G)
sequently, the judges in The Bill-
board’s 10th Annual Promotion Com-
petition set aside a separate category
for those stations which went on the
air on or after January 1, 1947—
give or take a week or two. Winners
in this category generally proved to
be the stations getting the biggest
results from the comparatively small
outlay most were able to invest, with
WLOW, Norfolk, walking off with the
ehampionship for new stations in the
Overall Promotion Division.

A 1,000-watter, WLOW stressed
its exclusive programing features as
well as its news and public service
programing. Tho only six months
on the local scene, WLOW airs ex-
clusively the local symphony and
meetings of the city council. Its on-~
the-toes news coverage has resulted
in clean beats on local news breaks
over the wire services and local
newspapers. As promotional gim-
micks, the station used letters of wel-
come to new residents of the city, in-
viting them to its studios, as well as
usual devices such as billboards, an-
nouncements, car cards, window dis-
plays and merchandising letters.

WDVA, of Danville, Virginia,
which airs at 5,000 watts daytime and
1,000 at night, won second award for
promoting itself as a live-talent sta-
tion, and for a campaign assuring
listeners that, as a standard station,
no FM set was needed to tune it in.
Latter was necessary because a new
FM station was also being erected.

New Station

Among new stations competing for
the Single Campaign award, the
winner proved to be KWEM, of West
Memphis, Ark. The 1,000-watt indie
staged a series of shows titled Caval-
cade of the Mid-South, in which it
saluied each week a different city
in its listening area, in Arkansas,
Tennessee and Mississippi. Promo-

KUGN, WOLF,

Among Low - Wattage Stations

KVFD Leaders

(Continued from page 9)

methods. For instance, every motning
the station covered all city restaur-
ants and clubs with attractive sheets
titled Lunch Hour Headlines. These
mimeo sheets scored a clean beat on
the city’s afternoon newspapers.

Another evidence of promotional
alertness is the station’s check-up on
parked automobiles. When a KUGN
operative finds a car which is ripe for
a ticket, he drops a nickel into the
parking meter, thereby saving the
motorist some coin and 1rouble. A
colorful handbill deposiled in the car
is good for a laugh by the uncaught
offender and undoubtedly creates
tremendous good will. In addition to
these out-of-the-ordinary evidences
of promotion, KUGN makes full use
of traditional methods, all adding up
to an outstanding promotional effort.

Falcon Stunt Wins
Basis of WOLF’s win the Single
Campaign category was the Falcon
promotion contest inaugurated by
American Safety Razor for Mutual

tions mvolving the “salute” cities
milked all possibilities, from personal
appearances to transcribed shows,
besides the more orthodox {echniques.

Public Service champion in the
new station category is KAKC, Tulsa
1,000-watter, which between its de-
but in late December and August 1
- devoted 445 hours and 12 minutes of
air time to public service shows and
announcements. Scarcely a single
local or national project of any
worth or importance was not. more
than adequately covered by the sta-
tion, and this was not confined only to
the routine campaigns: KAKC also
caters to Tulsa’s 30,000 Negro popu-
lation with special and regular pro-
graming.

*C. E. Hooper: total rated
periods June-July, 1947.

KLAC, Los Angeles

National Representative:

Adam J. Young Jr., Inc.
New York & Chicage

affiliates in July, 1946. Station decid-|

ed to hide the Falcon in the ball park
between gumes of a double header
and award prizes to the person who
spotted him. Days prior to the broad-
cast, WOLF plugged the promotion
on the air, via the loud speaker sys-
tem at the park, special handbills,
window displays and other means. It
all paid off, with the station hitting a
Hooper of 12.8 as against the national
average of 7.4. Sponsor made a pres-
entation of the idea so that other sta-
tions could use it.

KVFD’s win in the Public Service
class resulted from an unusual public
service which, tho not intended as a
promotional device, nevertheless
strongly pointed up the station’s
power and good will in the com-
munity. The story, given in the sta-
tion’s entry, tells of the fund raised by
the station for the benefit of a young-
ster who lost an arm and a leg in an
accident. Parents of the lad were
about to sell their home to meet ex-
penses, but this was obviated by the
station’s campaign — which cleared
over $14,000 in a community of 25,000.

In connection with the fund, sta-
tion promoted special events includ-
ing a baseball game, prize fight,
variety show and auction. Children
held carnivals and fairs. There were
soft drink sales, daily bulletins on the
lad’s condition, special meetings by
YMCA and other organizations. It all
added up to a demonstration of the
goodness and power of radio, and, in-
directly, national publicity.

Second and third position in the
Overall class of the local channel net-
work affiliate division were taken
respectively by KELQO, Sioux Falls,
S. D., and KRGV, Weslaco, Tex.
KELO did a sound job of consistent
all-around local promotion. KRGV
scarcely misses any promotional bets
and topped off its last year’s activity
with a 20th anniversary celebration
which drew 5,000 to an open house
party.

Single Campaign runners-up were,
WSLI, Jackson, Miss., which conduct-
ed a thoro and imaginative campaign
in connection with its switch to 5,000
watts and 930 kec. on the dial, and
WTAZX, Springfield, I1l., whose show,
The Market Basket, is an outstanding
example of programing plus promo-
tion. Latter involves co~operation and
sponsorship of leading grocery stores
and distributors, with one store per
week being the scene of a daily audi-
ence participation show cut via wire
recorder.

In the Public Service category, sec-
ond place went to WHYN, Holyoke,
Mass., which promotes its pubserv
programs with the same heavy bar-
rage used on commercials. Third to
WEBR, Buffalo, which absorbed costs
of a daily summer baseball quiz pro-
gram in order to encourage boys’
clubs and acquaint the public with
zhe civic value of the boys’ organiza~

ions.

Mutual’s “Shadow”
Set as Co-Op Seg

CHICAGO, Sept. 13. — Mutual
Broadcasting System’s program, The
Shadow, will be sold as a co-op show
from now on, MBS spokesmen said
here this week. Last year the pro-
gram, a Charles Michaelson package
originating in New York, was spon-
sored on a split-network basis by
the Balm Barr Hand Cream Company
and the Blue Coal Company.

Behind the move, MBS says, is the
realization on the part of networks
and package companies that they can
get just as much or more money sell-
ing shows co-op, with a lot less head-
aches. The say that MBS and other
nets are coming to the belief that
dealing with agencies and sponsors

 brings about a lot of unnecessary

Sepiember 20, 1947

Indie Station
Entries Marked
By Originality

(Continued from page 0)

mail. Relying upon ingenuity instead,
WGAY hit a publicity jackpot when
co-owner Joseph Brechner sold an
article on the travails of setting up a
new station to The Saturday Evening
Post. Needless to say, the station
plugged itself and that issue thruout
its local area, making itself a distinct
force as a result. WGAY also took ad-
vantage of the publicity potentiaks in-
herent in name personalities by hir-
ing, on short-term contracts, people
like Harold Ickes, grid star Steve
Bagarus, and war correspondent Don
Bell.

Second and third prizes in Overall
Promotion went to WITH, Baltimore,
and WFOX, Milwaukee, both 250=
watters. WITTH cashed in on the basis
of its attractive series of trade paper
ads. WFOX stressed thoro use of
the basic promotional elements: bill-
boards, signs on cabs, match books,
gifts to advertisers and listeners, di-
rect mail and ads.

Another unusual concept cleared
the way for WAAF, Chicago 1000-
watter, to win first place in the Single
Campaign contest among the less-
than-5000 watt indies. With a Negra

 population of 350,000 in the Windy

City, WAAF sought to win over this
great potential buying market by spe-
cial programing featuring the veteran
Negro announcer, Jack L. Cooper.
Cooper headed a disk show, a quiz
program and a Sunday night forum.
WAATF exploited its shows by appeal~
ing directly to the Negro populace
thru the national and local Negre
press and by direct mail to organizae-
tions interested in such shows. Ef-
fectiveness was proved when Cooper’s
time was expanded from two and a
half to six and a half hours weekly.

WSUA, Bloomington, Ind., 1000~
watter took second honors in the Sine
gle Campaign competition for its pro=
motion of the Monon Railroad’s cen-
tennial celebration. This it did thru
special programing, a jingle contest,
display easels, window posters and a
tie-in with the railroad’s “Belle of the
Monon” beauty contest. Third prize
was awarded to WCMW, Canton, O.,
1000-watter, for its use of its own
facilities in promoting the local In-
dustrial and Mercantile Exposition by
means of 88 broadcasts in a single
week,and tying in all its local shows
with the exposition.

Pubserv Champ

In the realm of Public Service pro-
motion, the champion independent
under 5000 watts was another 250-
watt outlet, KIEV, Glendale, Calif.,
which made effective use of its own
programing on such themes as reli-
gion, army recruiting, and educational
and civic affairs. Stuntwise, the sta=
tion held a combination baby-sitting
contest and safety campaign, with the
listeners best informed on safety
regulations getting announcer Dick
Whittinghill’s services as haby sitter.

The municipally-owned WNYC,
New York, 1,000-watt station, gained
second place in the public service
field thru its “Public Service Spot
Announcement Packet,” in which it
supplies some 41 other local stations
with spots on about 50 municipal,
State, federal or private philanthropie
work projects. Third award was tak-
en by KMYR, Denver 250-watter,
which offers coverage of every local
sports activity backed with display
ads, mailing pieces, and top local pub-
licity, as well as coverage of ether
special activities such as the weekly
Chamber of Commmerce luncheon.

trouble for the n®s and that the
move is toward having nets produce
shows, sell them co-op and thus elim=
inate trouble with big net sponsors
and agencies who can be more de~
manding that those engaged in local
operations.

Las =
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Regional Stations Outshine

Key Centers; KMBC, KECA,
KLZ Take First Honors

(Continued from page 6)

ver. In the Single Campaign Di-
vision, second and third places, re-
spectively, went to WFIL, ABC’s af-
filiate in Philadelphia, and WKY,
NBC station in Oklahoma City. In
the Public Service Division, two sta-
tions tied for second: WMT, CBS-
MBS outlet in Cedar Rapids, Ia., and
WKY, NBC station in Oklahoma City.
Third was won by WSYR. NBC out-
let in Syracuse, N. Y.

Well-Rounded Promotion

Judges granted KMBC the nod in
the Overall division on the basis of
a well-rounded promotion effort cov-
ering phases of sales, audience build-
ing and public service. Station used
solid standard methods including its
own air time, paid and free space,
taxi cards, house organs, booths at
conventions and shows, and topped
this off with publication of Ed Shur-
ick’s The First Quarter Century of
American Broadcasting. 'Tome by
Shurick (until recently the station’s
promotion director) was carefully
compiled and aggressively promoted
in such a way as to benefit both
KMBC and the radio industry gen-
erally. Public service-wise, KMBC
runs an outstanding Big Brother Club

activity, slanted for children and in- |

cluding such giveaways as calendars,
bookmarks and balloons. Stationt
heavily promotes its School of the Air
show, its special short newscasts for
civic groups and an educational house
organ defending radio against un-
warranted criticism and promoting
KMBC which goes regularly to par-
ent-teachers groups, educators, et al.
These are but examples ot the con-
sistent promotion which won the
judges top award.

KECA took the Single Campaign
class by virtue of its promotion of
ABC’s Bing Crosby program. Station
pointed out that the Groaner’s Hooper
on KECA during the past year was
17.0, or about five points better than
Crosby’s previous show (on NBC)
nad done on another Los Angeles out-
let. This success was achieved via
both stunts and more routine
methods. At the Brown Derby res-
taurant, for instance, station covered
the 1104 caricatures of ‘Hollywood
celebrities with identical caricatures
of Bing. Another stunt had stickers
with time and day of the show pasted
on 10,000 pennies. Alert to crowd
appeal, KECA had an airplane drag
a Crosby trailer above Los Angeles.
These are typical. In a more routine
way, KECA used streetcar dash-
boards, five billboards, 1,500 posters,
lobby displays, air plugs, splash lay-
outs, dealer tie-ins and numeroug
other devices—all of them adding to
to very strong impact.

KLZ’s Pubserv Win
KLZ’s win in the Public Service

category was based on an excellent |

programing package wrapped around
a central theme which gave it great
strength. Taking off from the cen-
tral idea that 1946-’47 presented many
riew problems in addition to the old,
KILZ thereupon scheduled a number

[ The Billboard
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of program series designed to clarify
issues on the domestic, international,
scientific and social levels. Typical
series included Behind the Atom, en-
abling the listener to grasp the im-
plications of atomic energy; Foreign
Reporter, fostering world understand-
ing; Foreigners No Longer, promoting
understanding of UNESCO; State’s
Problem, on legislation before Colo-
rado’s lawmakers; Colorado Speaks,
made up of editorial comment from
100 newspapers, and many others. An
outstanding program on food prob-
lems, with high promotional value,
was KLZ’s Farm Reporter, which
cost the outlet $50,000 in 18
months and involved leasing of 20,-
000 miles of wires for live remotes
from 47 counties.

In addition to inherent promotion
value of this type of programing,
KLZ achieved noteworthy bally re-
sults via trailers, car cards, special
mailings and sound use of other rou-
tine methods.

Runners-Up

In the Overall Division, KDYL’s
winner of second place, impressed
with an entry pointing up intensive
co-operation with agencies, merchan-
1 dising displays, store interiors, local
advertiser contact, teaser announce-
ments. KLZ, third, submitted an ex-
hibit indicating a hard-hitting job in
promoting the station to listeners and
advertisers via active interest in all
phases of community life.

In the Single Campaign Division
WFIL grabbed second position with
its promotion exploiting the film,
It’s @ Wonderful Life. This show-
manly job involved a $500 essay-
writing contest bolstered by dramatic
shows, a heavy spot campaign and
stageshow in which James Stewart,
star of the pic, appeared. WKY
entry, which landed third, was high-
lighted by the two State-wide tours
of Bruce Palmer and his Oklahoma’s
Front Page Editor show, which not
only built “editorial” effectiveness for
the program but also created audi-
ences, good will for the station and
a strong sales pitch for the sponsor.

In the Public Service Division
WMT was noteworthy for promotion
of its all-inclusive farm programing
and WKY for its farm safety drive.
Both stations tied for second place.
Third went to WSYR, on the basis of
promotion accorded The New Hori-
zon, a program designed to stimulate
thinking in the international field.

KEARNS STARTLES *EM

(Continued from page 16)
as saying Petrillo drives a hard bar-
gain but always keeps his word after-

will do business is over a table,
Kearns added: “Maybe Jimmy's
right,” and then urged the FM-ers to
“make a deal” on use of music and
duplication of web shows over FM
“until you really get started.” He also
f declared: “I do think Mr. Petrillo
would like to do what’s right for you
| people.”

Net eflect of the Kearns talk was

% to move FMA away from its previous

| bellicose attitude, which included
meelings with Department of Justice
officials to seek information and ac-
tion of forcing Petrillo to deal with
them. Kearns’ declaration that FMA
outght 1o “go in and appeal” for a
probationary FM settlement to cover
the industry’s growing period rather
than to “go in and force things”
represented a complete about-face
{from what most FMA officials and
members had expected to hear from
the Congressman. Xearns had sub-
milted no advance copies nor given
prior notice of how he would deal
with his topic, The FM Music Sttua-
tion.

ward. After saying the way Petrillo
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Theater Guild on the Air
Revewed September 7, 1947

United States Steel Corp. ot Delaware
Charles R. Moffatt, Dir. of Adv.

Thru Batten, Barton, Durstine & Osborn,
Inc.,
Leonard Erikson, Acct. Exec.

Via ABC
Sundays, 9:30-10:30 p.m.

Estimated Talent Cost: $17,500; pro-
ducer, Carol lrwin; director, Homer
Fickett; writer, Erik Barnouw; an-
nouncer, Norman Brokenshire; announc-
er (“Voice of U. S. Steel”’), Ceorge
Hicks; play adapted for this broadcast,
“One Sunday Afternoon,” by Jameés
Hagan; cast: Jimmy Stewart, Haila
Stoddard, Augusta Dabney, Leon Jan-
ney, Roger Pryor; music, Harold Levey
orchestra.

Last Hooperating for the program

(June 15, 18047) .. cviiiiiinieinonanes 8.1
Average Hooperating for shows of this
type (Dramatic) .......cciieeiienans

Current Hooperating of show preceding
(Louella Parsons)......... ooocooodtoo
Current Hooperating of show following
(Sustalning) ...cceeeeeiiiiiiioinenns None
CURRENT HOOPLRATINGS OF SHOWS
ON OPPOSITION NETWORKS

CBS: Tony Martin (9:30-10)........... 6.1
Xavier Cugat Show (1¢-10:30). [ ¥}
MBS: Sustaining........... 000000 ... None
NBC: “Album of Familiar Music”
(9:30-10)..... G00000000000000000000 vees 40

“Take It or Leave It” (10-10:30)...10.1

ABOUT THE ADVERTISER

United States Steel Corporation, de-
livering institutional messages rather
than attempting to sell consumer goods,
has turned more and more toward radio
from magazines in recent years. With-
out any radio expenditures at all in
1943 and 1944, Steel entered the radio
picture in 1945, spending close to
$400,000, and jumped that figure in

1946 to near the $1,200,000 mark.

Magazine expenditures, meanwhile,
dipped from about $600,000 in 1945
to $500,000 last year.

With competition among the full-
hour dramatic airers becoming
keener than ever this fall, U. S.
Steel’s Theater Guild on the Air
returned this week at a new time
and giving every indication that it
will be a toughie to top. Moved
up from 10 p.m. Sundays to 9:30,
paced by a roster of top caliber
radio, legit and picture thesps and
fortified by pivotal producing and
directing strength as evidenced by
Carol Irwin and Homer Fickett
respectively, Theater Guild seems
ready to cross dramatic foils with
its competition, which includes Ford
Theater, Studio One and Lux Radio
Theater. Initial offering, starring
Jimmy Stewart in James Hagan’s
One Sunday Afterncon, got Steel’s
third season off to a sturdy start.

The sentimental, whimsical ve-
hicle proved near-perfect for Stew-
art’'s droll performance as Biff
Grimes, the simple, well-intentioned
dental student whose boyhood feud
with a pal over a girl ultimately
caught up with him. Leon Janney
turned in a remarkable perform-
ance as the vindictive buddy, Hugo,
showing exceptional changes in
voice texture in the process of play-
ing an aging man. Haila Stoddard,
as the girl who played them off, and
Augusta Dabney, as the girl friend
who married Stewart on the re-
bound, were equally fine. The
moods were sustained neatly by
Harold Levey’s orchestra.

Reviews

ganizatlon.

The Prudential Family Hour
Réviewed September 7, 1947

The Prudential Insurance Company of
America,

 George E. Potter, Vice-Pres. Chg. Advg.

Thru Benton & Bowles, Inc.,
Michael Carlock, Acct. Exec.

Via CBS
Sundays, 5:00-5:30 p.m.

Estimated Talent Cost, $9,000; pro-
ducer-director, Ken Burton; writer, Alan
Sloane; announcer, Frank Gallop; talent:
Al Goodman’s Orchestra, Rise Stevens,
Prudential Male Chorus.

Current Hooperating of the program.... 2.5

Average Hooaperating for shows of this
type (Popular Musie)..........coeennns 4.8

Current Hooperating of show preceding
(*‘Summer Electric Hour”)............ 2.6

Current Hooperating of show follows
ing (“Jean Sablon”)............c... 1.3
CURRENT HOOPERATINGS OF SHOWS

ON OPPOSITION NETWORKS
ARC: “Dart fir Dough”............ .. 25
MBS and NBC: Sustaining............ None

ABOUT THE ADVERTISER

Prudential’s radio appropriation has
grown steadily from 1943, when it ran
just over half a million, until last year
when it was more than three times that
amount — $1,800,000 or thereabouts.
Its magazine appropriation, on the other
hand, has remained constant, averaging
around $400,000 a year. Thru all the
firm's advertising runs its keynote of
family security via insurance.

Prudential’s Sunday afternoon
Family Hour has been more or less
of a landmark on CBS for some
vears, and its return this season
shows no change. The program al-
ways has been marked by top-
flight music, from the standpoint
both of the singer and the orchestra,
and earnest commercials earmarked
by an air of sincerity. Conductor is
Al Goodman, who on the initial
show did his usual crisp, well-ar-
ranged job, while Rise Stevens, the
regular canary on the series, socked
over in a variety of tunes, classic
and semi-classic.’ Number selec-
tion certainly lacked inspiration,
with Goodman hauling out the in-
evitable Oklachoma! medley. Can’t
these musical stanzas ever start off
sans the surrey?

Scriptwise, too, the show fails to
match its musical quality. Intros to
the numbers, as well as the patter
with Frank Gallop, the announcer,
are strictly in the routine groove.
The chatter is artificial, insincere
and devoid of any warmth or na-
turalness; it smacks of a first play
by an eager beaver eight grader.
You know, admission—two pins.

Gallop does a straightforward
job in presenting the sponsor’s talks
as to the advantages of insurance,
with special reference to college
tuition policies for family men.

Jerry Franken.

Warmth of the opus came clearly
thru the adaptation, with Stewart,
the ambitious, slightly braggado-
cian youth, bitter over loss of his
girl and a year in j§il on a trumped-
up charge, mellowing into a small-
town dentist who discovers the
charm and sincerity of the girl he
chose as second best. If the pacing
sagged somewhat in the middle
flashbacks of Biff Grimes’s travails
after a strong and flavorsome look

(See Theater Guild on opp. page
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Hour of Charm With
Phil Spitalny’s Orchestra
Reviewed September 7, 1947

Electric Companies’ Adverfising
Program,

Edward R. Dunning, Agency Contact

Thiv N. W. Ayer & Son, Inc.,
Thomas Collison, Acct. Exec,

Via CBS
Sundays, 4:30-5 p.m.

Director, Joe Ripley; announcer, Paul
Boentson. Talent: Phil Spitalny's All-
Girl Orchestra and Glee Club, with Jo-
anne, Evelyn, and Betty Kelly.

Last Hooperating for the program (July 6,
194%) >

Average Hooperating for shews ef this
type (Populur Music) .eoveiviiiiiiinn, 4

Current Hooperating of
ing (Sustaining).........oo.iivein. N

Current Hooperating of show follow-
ing (“Family Hour”).........oncovenes 2.5
CURRENT HOOPERATINGS OF SHOWS

ON OPPOSITION NETWORKS
ABC and NBC: Sustaining............ None
MEBS: “True Detective Mystery”......> 55

ABOUT THE ADVERTISER

With the struggle between various
“isms”’ at a crescendo these days, ap-
proximately 100 electric fight and pow-
er companies have been plugging
Americanism for several years now via
radio, magazines and farm papers. Nar-
rowing down the American way story
to their own efforts, the utilities do a
convincing job of getting across the
contention that in the United States,
with electric light and power companies
owned and operated by individual busi-
ness men, power rates have remained
extremely low despite the zooming of
many other staples.
spent better than $500,000 in radio,
about $410,000 in magazines, and just
short of an additional $100,000 going
into farm papers. Peak radio appropri-
ation was in 1944, when they put some
$650,000 into air advertising, as against
approximately $300,000 into maga-
zines, with no farm paper budget at all.
That more and more American indus-
tries will go in for group plugging on a
basis similar to that of the power folks
is generally believed in business circles.

To win an audience t¢ which to
tell the message of American busi-

- hess-managed electric light and

power companies, these utilities
could hardly find a more suitable
vehicle than maestro Phil Spitalny’s
Hour of Charm. Stressing, as it
has for years, carefully selected, ex-
pertly arranged, middle-brow mu-
sic, the stanza is a cinch to continue
to please that portion of the public
ear which doesn’t care for a straight
type of either popular or longhair.

Showmanship is evident, not only
in selection and spotting of tunes,
but where a highly effective change
of pace is effected, not only tempo-
wise but in spotting lively numbers
ahead of pallid type tunes (It's
Gonnae Be a Great Day, with Lo,
Hear the Gentle Lark following),
but instrumentally by having a
smooth, rich Evelyn violin job on
You apd the Night and the Music,
followed by a brass choir doing
variations on My Old Kentucky
Home.

Subtle ability to turn the enter-
tainment theme of the show into
the “American Way” commercial
pitch is shown by portions of the
script, such as that in which Joanne,

prior to a well-done warbling chore,
(See Hour of Charm on opp. page)

The Henry Morgan Show
Reviewed September 10, 1947

Eversharp, Inc.,
Eugene E. Felton, Dir. of Adve.

Thru the Biow Company,
Samuel M. Sutter, Acct. Exec.

Via ABC
Wednesdays, 10:30-11:00 p.m.

Estimated Talent Cost: $5,000; produc-
er-director, Charles Powers; writers,
Henry Morgan and others; announcer,
Charles ltrving; music, Bernard GCreen
and orchestra; Cast: Henry Morgan and
guests; guests on premiere broadcast:
Abe Burrows tcomedy song composer).

Last Hooperating for (he program (July 2.
BT 5 T S R 5.

Average Wooperating for shows of this
type (Variety).......ooeieoreancenncn 4.6

Current Hooperating of show preceding
(Sustaining) .....cciiiiiiiiiiiieees None

Current Hooperating of show follow-
ing (Not Available).........coceeenes None
CURRENT HOOPFRATINGS OF SHOWS

ON OPPOSITION NETWORKS
CBS and MRBS: Sustaining............ Nane
NBC: “Summer Theater....ccoiueuue: 6.2

ABOUT THE ADVERTISER
The Eversharp Company, which has

8 | expanded its manufacturing to include

razors as well as pen and pencil sets, is
increasing its advertising to keep pace,
Current advertising appropriation is
known to be somewhere beyond the
$7,000,000 mark, - Last year, nearly
$2,000,000 was devoted to radio, mak-
ing the firm the 24th largest advertiser
in this field. Also bankrofled by this
sponsor is “Take It or Leave It,”’ the
quiz show. Eversharp fast year put out
cfose to $1,500,000 for magazine ad-
vertising, which made it 32d among
users of that medium.

In 1946 the group |

There were high spots and low
spots in the season’s initial Henry
Morgan offering, but the high ones
more than compensated for the
others. It was pretty much a twe-
man show, Morgan carrying the ball
most of the way, giving way fto
writer - singer - pianist - humorist
Abe Burrows, who took over for a
buck thru the middle of the show.

To deal with Burrows first, his
weird and wonderful ditties are de-
serving of a program for them-
selves. Fortunately, Burrows now
has one. His satire on the flag-
waving fype of song was strictly
aisle-rolling material, and his de=
livery of the opus, I'll Bet You're
Sorry Now, Tokyo Rose, did it full
justice. Burrows probably reached
his height with the lines: You Stuck
a Knife in the U. S. A. Did You
Forget What They Taught You at
U.C. L. A?

“Pansy” Well Timed

His concert-type song, This Is the
Pansy in My Garden is on its way
to becoming a classic after rendi-
tions on his own program. The
timing, rather than lyrics, was the
essence of this, and Burrows socked
it home.

Morgan, as usual, varied with his
material. When he took off on
commentators with his H. V. Kal=
tenmorgan and Gabriel Morgan=-
heatter satires, on the profound
subject of Little Bo Peep, he shone.
The Kaltenmorgan intonation was
near perfect, even to the insinuating
manner: “I dof’t know who is re=
sponsible for loss of these sheep,
but if they are not returned by
Soviet Russia, there will be even
graver rumors next week.” Morgan-
heatter’s tear jerker on the lost
sheep which nevertheless could still
wag their tails also was hilarious.

So the listener could feel ade-
quately repaid even for such lesser
stuff as Morgan’s take-off on
Churchill describing a prize fight,
a simulated broadcast from a Paris-
ian duel and a poor Dr. Heinrich
Von Morgan offering.

Thing about this show is the an=-
(Sce Henry Morgan on opp. page)

>
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Listerine Hot
For Abe Burrows

NEW YORK, Sept. 13.—Decision
as to whether Listerine will sponsor
Abe Burrows on Columbia is expected

to be forthcoming before the week is
out. Deal was red hot this week.
Lambert & Feasley is the agency.

Burrows, who arrived in New York
last week, is being given a build-up
by CBS and is being fouted as the
comedy find of the year.

New Type Newscast
Tees Off at WIND

CHICAGO, Sept. 13.—Harry Reut-
linger, for the past 15 years execu-
tive city editor of The Chicago Herald
American, will start a new type news
show on WIND, local indie here, to-
morrow (14) under the sponsorship
of Gibby’s, Inc., restaurant owners.
Reutlinger, one of Chi’s better known
newspaper men, will do a program
called The City Editor Spealks Sun-
days from 7:15 to 7:25 p.m.

Reutlinger’s format will be unique
in that it won’t be a straight com-
mentary, news report or news predic-
tion airing. Instead he will review
his city editor’s “future book” and
will tell the inside stories of the items
he has chosen for forthcoming week’s
assignments at the paper.

For example, if there is {0 be an in-
teresting divorce case coming up fole
lowing week, Reutlinger will outline
the history of the case, discuss the
personalities of the lawyers involved
and cite the records of the presiding
judge in similar cases. The same
formula will apply to hearings on
everything from ecriminal trials to
bankruptcies.

o#ea/ch by most...
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Tommy Dorsey Show
Reviewed September 10, 1947

Participating Over WMCA, New York
5,000 Watts

Monday Thru Friday, 10 to 11 a.m. and
7 to 8 p.m.

Producer, Alfred Hollender: director-
writer, Bud Paganucci; musical director,
Leonard Feather; commercial announc-
er for WMCA, Joe O’Brien.

Latest addition to the swelling
roster of name disk jockeys is
maestro Tommy Dorsey, who does a
smooth job in his transcribed plat-
ter-spinning job. The program,
waxed by Louis G. Cowan, Inc., is
currently being aired over about
150 stations other than WMCA, for
one hour daily. )

Initial offerings have tended to
prove the redoubtable TD a good
brospective mike personality, altho
he found the slick scripting job a
bit exacting and had his tongue
twisting over Bud Paganucci’s hep
lines on occasion. This, however,
should smooth out as the show rolls
on,

Musically, the program is fla-
vorsome and attractive. Leonard
Feather, wandering a bit afield from
the straight jazz pitch, has rounded
up a flock of good standard and
some semi-classics which lend a bit
of tune to the show. Tho Dorsey
tended to sound apologetic about
the latter, they nevertheless will
likely be put over by sheer dint of

his personality, if nothing else.

Easy Draw

As a national name, TD should
have little difficulty in acquiring
a flock of loyal listeners who will
tune him in just to catch the voice
of a musical great. The show, de-
spite the fierce battles among the
disk jocks, should land its fair share
of sponsors.

Technically, the program is some-
thing of a headache. The Cowan
office has to ship out to each station
carrying the program a copy of the
records introduced by Dorsey. The
local announcer, too, must blend
his copy and voice levels in with
the transcribed Dorsey portion to

LOCAL
Reviews

Ratlng figures are used whenever avalable from autihentic
Data concernlng advertiser’s expendltures, came-
paign themes, promotion or othee pertinent Information,
as In the case of publlc service programs, are based upon

sources.

material supplled by statlon, advertlsers, agencies, etc.

make it sound authentic. Joe
O’'Brien, WMCA’s man, rehearsed
with the platters for a week prior
to the program’s preem. He did an
able job of familiarizing himself,
and the effect is quite realistic.
Sam Chase.

The Spoken Word
Reviewed September 9, 1947

Sustaining on WNEW, New York
Tuesday 9-9:15 p.m.

Estimated Talent Cost: $50; cast, Arn-
old Moss; writers, public domain,

This program again proves the
old point that showmanship often
is a better than first-class substi-
tute for bulging budgets. For with
the expenditure of a few dollars
for record albums (if, indeed, they
were paid for at all), plus the fee
it is paying Arnold Moss as emsee,
WNEW has come up with a pro-
gram that is compelling and stirring
and may—as it was on the initial
broadcast—even be memorable.

Series consists of recordings of
literature’s  classics—Shalkespeare,
Sheridan, the Bible and many other
sources. With these as the start-
ing point, the station has lined up
a 52-weck supply of platters using
top names as the readers. Thus,
the first show had Paul Muni,
Charles Laughton and Bing Crosby,
reading respectively Tom Paine’s
The Crisis; the Gettysburg Address
and, of all things, The Star-Spangled
Banner. Future programs will offer
John Barrymore, Walter Hampden,
George Bernard Shaw, Otis Skin-
ner, Judith Anderson, Orson Welles
and others. For an indie—or a
major—station, that's an imposing
array of names to be listed in a
program log.

Laughton®’s Classie

Laughton’s reading of the fa-
mous Lincoln speech has long since
been accepted as a classic, and it is
just that. Following Muni’s Smith-
fieldian handling of The Crisis,
marked by an artificial, corny de-
livery—fortunately you can’t chew
scenery via wax—the quiet dignity
and sincerity with which Laughton

PROGRAM
& Analyses

Emery Deulsch Presents
Gypsy Music
Reviewed September 11, 1947

Sustaining over WQXR
Thursdays, 7:30-8 p.m.

Producer-announcer, Chester
Writer: Emery Deutsch.,

Stanton.

Since the radio audience has ac-
cepted several other types of disk
jockey programs, there is no reason
to doubt that it will absorb another
—a jockey of gyvpsy music platters.
The program should be even more
acceptable to longhairs and semi-
longhairs, inasmuch as it has Emery
Deutsch, well-known composer and
violinist, spinning the disks.

Deutsch has a deep, attractive
voice and speaks in cultured ac-
cents, bound to be pleasing to the
audience at which this show is di-
rected. He apparently is nervous
at the idea of speaking with anv-
thing but his violin, but as soon as
he relaxes and begins to introduce
sorne of the anecdotes and back-
ground bits which he must have
picked up during his many vears in
show business and on the air, the
show undoubtedly will pick up
from a rather slow start.

In this show, Deutsch aired eight
disks with very brief comment on
the music and its origin. Aside
from the gypsy music, there was lit-
tle difference from a regular WQXR
musical program. Those wh® like
gypsy will listen anyvway, but
Deutsch can attract a much greater
audience if he brings in the be-
hind-the-scene info. The sooner he
does so the better.

George Berkowitz.

delivered his lines came over as a
true boff. It took a Crosby, in a
distinct recording switch, to follow
something like that. Bing’s read-
ing of the national anthem, sup-
ported by a speaking chorus, is an
unusual and intriguing enterprise,
giving new meaning to familiar
wordage.

If the rest of the series can offer
more of the same, it will be worth
remembering. Jerry Franken.

| the announcer.

THEATER GUILD

(Continued from opposite page)
into his early youth, it did so mainly
because the script limped a bit and
not because of the efforts of cast or
director. In short, for Sunday-night
family-type listening fare, this of-
fering stacked up strongly.

Commecrecials consisted of a brief
lead-off pitch and then George
Hicks handling institutional mes-
sages at the half and three-quarter
marks, based on the role played by
steel in modern living. Tho the
latter two hovered about the two-
minute mark in length, they were
interestingly handled and were#far
less objectionable than a high per-
centage of shorter, more raucous
plugs. Norman Brokenshire was
Roger Pryor, be-
sides playing a bit part, ushered in
and wrapped up the show.

Sam Chase.

HOUR OF CHARM
(Continued from opposite page)
tells of how she dreamed of join-
ing the Hour of Charm group while
still a choir singer in Whitehead,

Wis. . . . and now here she is with
the group.
Instrumental segments of the

show, choral work and individual
performances (Betty Kelly {urns in
a nice vocal specialty backed by the
choir in addition to Evelyn’s Stradi-
varius craftsmanship and Joanne’s
number), the well-disciplined mu-
sicianship is plain to hear.

Paul Boentsen does the commer-
cials in an authoritative and non-
aggressive manner, in keeping with
the over-all picture. Plugs stress
economies o users of electric pro-
ducts used and sold by American

business-managed firms. .
Joe Csida.

HENRY MORGAN

(Continued from opposite page)
ticipation connected to it, something
many comedians of far longer ten-
ure seem to have forgotten. Even
when the lines are not in themselves
strikingly funny. the listener is
pretty sure something particularly
good is right around the next com=
mercial.

The two plugs, by the way, both
were delivered by Morgan. First
was his own, at the midway mark,
and was wry humor spieled straight.
Second, a bit later on. was a straight
pitch which Morgan read in ex-
aggerated manner. This one usually
is done by announcer Charlie Irv-
ing, whose voice was not heard un-
til the show’'s sign-off announce-
ment. Something new has been
added to that push-pull click-click
business: Music, designed to give
the same sound effect. It's doubt-
ful that anything can .salvage that
little business. But Morgan’s re-
turn throws a ray of light into a
somewhat dull week of returning
shows. Sam Chase.
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FMA Turnabout on Petrillog

Will Try Dickering With AFM

(Continued from page 16)
marked the first annual convention
of the Frequency Modulation Associ-
ation (FMA) here this week-end.
About 500 FM-ers turned up for the
sessions ready to defy the AFM chief
and battle him down to the wire for
the right to broadecast live music and
to duplicaie AM programing on FM.
But after being brought up short by
a conciliatory luncheon address yes-
terday by Congressman Carroll D.
Kearns (R., Pa.), they wound up
their sessions the following day ready
to shake hands and negotiate with the
musicians’ chief.

Taking a lead from the address
(see story on Page 16) of Kearns,
who had been expected to lead the
onslaught against Petrillo, the FMA
instead awaited the early appoint-
ment of a special committee by
FMA’s new president, Everett L.
Dillard. This group will seek a meet-
ing with Kearns and Petrillo to work
out a general formula for use of music
on FM, probably on an interim basis
until FM broadcasting is on its feet.

Heuated Debate

Nevertheless, still worried about
any attempts o hamstring FM’s
growth, whether by the AM networks
or the AFM, the convention held a
heated debate about a key resolution
submitied on the conclave’s final day.
Ultimately passed over scattered dis=-
senting votes, the resolution was di-
rected against possible network re-
fusal to permit web programs to be
used on FM, should FMA and Petrillo
reach agreement. It also, indirectly,
sought to prevent any agreements,
signed or unsigned, between the webs
and AFM which might preclude du-
plication of network programing.

The resolution called upon the
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Federal Communications Commission
(FCC) to order a legislative hearing
to “determine whether a rule should

be adopted prohibiling network
agreements with station licensees
which . prevent the simultaneous

broadcast of programs over both AM
and FM facilities.”

Good Augury

Auguring well for a “probationary”
solution of the music problem was the
revelation that a number of FM sta-
tions thruout the country already
have AFM permission to use musi-
cians, either on a single-engagement
or on a weekly basis. These include
WGNB and WBBM, Chicago; WLWA,
Cincinnati; WHAS, Louisville; KOCY,
KOMH, KTOK and WKY, Oklahoma
City; WFIL, Philadelphia; KDKA-
FM and WWSW, Pittsburgh; KAKC,
Tulsa, Okla.; WSYR, Syracuse;
WBCA, Schenectady, N. Y., and
WEW-FM, St. Louis.

Probationary formula is believed
based on Petrillo's assertion to Kearns
that he is “willing to scale down”
AFM rates to FM stations, possibly 20
to 25 per cent, at least during the
present period. One solution which
may be reached between FMA and
Petrillo could have AFM local unions
decide how much the scale might be
dropped, based upon local conditions.

The convention ended with most
FM broadcasters optimistic for the
first time about an early solution to
the thorny music and duplication
problems which have plagued them
for so long. But several are known to
believe that next year’'s FMA con-
vention will be severely tested by new
problems in the allocation structure
dealing with co-channel and ad-
jacent-channel interference as new
outlets come on the air.

Northeross To Head
Gallup Research Div.

NEW YORK, Sept. 13.—The new
radio research division of Dr. George
Gallup’s Audience Research, Inc,
will be headed by Samuel H. North=-
cross, who has been appointed a vice=-
president of the organization. He
resigned from his post in charge of
radio research of Young & Rubicam,
Inc., (Y & R) to take the Gallup job.

Northcross had worked, before the
war, with the Gallup Poll and with
Benson & Benson, Inc., and held his
post with Y & R for the past two
years.

Bonita Granville

Offered in New Seg

HOLLYWOOD, Sept. 13.—A new
package being offered around to the
agencies here stars Bonita Granville,
a {ilm celeb since her childhood
days.

Titled, This Is Our Life, show is
said to be a dramatic vehicle with
other Hollywood names guesting.

5 PROMOTION AWARDS

(Continued from page 16)

The Billboard. First prize went to
WFMR, New Bedford, Mass.; second
to Wi1zZZ, Wilkes-Barre, Pa., and third
award to WKNB, New Britain, Mass.

The FMA itself issued tive special
awards for outstanding contributions
to FM in 1947. They went to Jack
Gould, radio editor of The New York
Times: Rep. Carroll D. Kearns; Cyril
M. Braum, chief FM engineer of the
Federal Communications Commission;
the University of Wisconsin, for es-
tablishing the first non-commercial
educational FM network, and Everett

| L. Dillard, for setting up the FM Con-

tinental web, first commercial FM
network,

NAB, NAM, Legion Vs. FCC? |
Drive On for Revision of Act

(Continued jrom page 12)
Legion and NAM might follow the
pattern of recent legislative pressure
drives by declaring publicly later
this year their support for the legfs—
lative changes proposed by NAB.

NAB’s legislative proposals would
drastically limit the scope of FCC’s
operations, reducing that body to a
routine “paper-handling” role. Many
of the proposals, as outlined to NAB
members at Atlantic City, would re-
sult in a complete overhauling of the
Communications Act of 1934 and run
directly counter to numerous key
features of the White Bill, which was
shelved at the last session of Con-
gress.

Changes Reconmmended

Among NAB’s recommended
changes in the act are provisions
subject to FCC to judicial review and
to prohibit FCC from exercising any
kind of administrative judgment on
radio programing. President Justin
Miller, of NAB, who is credited chief-
ly for the association’s legislative
“reform’” proposals, told White’s
special sub-committee on radio op-
erations at hearings last June that
“the commission has been able to
avoid judicial review by the technique
of writing into its opinions dictum
which is thus set up for the guidance
of broadcasters, while at the same
{ime deciding cases in such manner
as to present the possibility of ju-
dicial review.”

In keeping with changes urged
more than a year ago by Miller, the
NAB legislative proposals would end
the existing power of FCC to de-
termine license renewals. NAB wants
instead to limit FCC to a role of
automatically rubber-stamping all
license renewals unless a “substan-
tial”” complaint against a particular
station is registered legally by an
“outside” group or individual. Ac-
cording to Miller, “the short-term
licenses enjoyed by broadcasters, the
extensive and practically unlimited
power of the commission to decide
whether renewals shall be granted at
the end of these short periods upon
a basis of ‘public interest, convenience
and necessity,” and the capacity of the
commission for setling up standards
of performance by means of reports,
dicta, etc., has produced a situation
in which the administrative interpre-
tations of the commission have be-
come law.”

Freedom of Expression

NAB’s proposed legislative changes
are based upon the concept, often ex-
pressed by Miller and his colleagues,
that radio warrants constitutional
freedom given to newspapers and
that it should not “suffer any re-
striction” that endangers “freedom
of expression.” NAB in this way is
anxious to outrightly void FCC’s
“Blue Book” policy as well as the

Chizzini Exits Chi

For N. Y. NBC Post

CHICAGO, Sept. 13.—Frank Chiz-
zini, manager of NBC’s central di-
vision recording department, will join
the net’s sales department in New
Yoik October 15. Chizzini will be
succeeded by Scott E. Keck, presently
Chizzini’s assistant, a post he has had
for the past year.

Chizzini joined the NBC network
sales promotion department in New
York in 1934. A year later he be-
came assistant manager of the New
York radio recording division and in

1940 was promoted to head of the

recording division here.

commission’s authority to rveview
program structure of commercial
broadcast stations.

Altho Miller’s recommendations,
when expressed at the White bill
hearings, received stormy opposition
from the White subcommittee mem=
bers, it is now expected by NAB
insiders that the new drive will bring
about some important shifts in senti-
ment not only within White’s group
but also in both houses of Congress. It
is generally known that Sen. Robert
A. Taft (R, O.), GOP leader of the
Senate and a 1948 presidential pos-
sibility, called a halt to the White
committee’s attempt to push the
measure which had been offered “ex=-
perimentally” by the Senate commit-
tee chairman, who himself is a pivo-
tal man on the GOP Senate board of
strategy.

NAB Set Precedent

NAB established precedent for it-
self by distributing copies of the
legislative proposals to delegates.
NAB’s sirategists have decided to
give the proposals additional circula=
tion thru NAB reports. Issuance of
the recommendations at the conven-
tion is regarded as vroviding a spring-
board for public appeal by bracing
the issue three months before the
opening of the next regular session
of Congress. NAE in urging a re-
writing of the Communications Act
is insisting that the federal regulatory
body confine itself strictly to “techni-
cal” safety regulatory activities which
would result in drastic reduction of
the FCC staff.

NAB Frames
Strong Code

(Continued from page 12)
monly accepted moral, social and
ethical ideals characteristic of Ameri-
can life.

2. They should
healthy personality development.
They should contain no material
which jeopardizes sound character
development.

3. They should provide opportuni-
ties not only for entertainment but
also cultural growth.

4. Criminals should not be por-
trayed as heroes. Cruelty, greed and
selfishness should not be presented
as worthy motivations. Unfair ex-
ploitation of others for personal gain
should not be made praiseworthy.
Vice in any of its manifestations
should not be made appealing or at-
tractive.

5. Programs involving = tortures,
horror, or the supernatural where
likely to terrify or unduly excite the
emotions should be avoided.

6. No profanity or vulgarity should
be permitted.

7. No reference should be made to
kidnaping.

8. No program or episode should
contain material or end with an inci-
dent which will create in the child’s
mind morbid suspense or other harm-
ful nervous reactions.

9. No appeal should be made to the
child to help characters in the story
by sending in box tops or wrappers.
There should be no appeals urging
children to purchase the product in
order to keep the program on the air.

10. Since contests and offers whick
encourage children to enter strange
places and to converse with strangers
in an effort to collect box tops or
wrappers may present a definite ele=
ment of danger to the children, they
should not be accepted.”

contribute to
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CBN’S ON-THE-SPOT TV SPOT

TV A pplicdtions
Reducedito12;
Two New Grants

WASHINGTON, Sept. 13.—Federal
Communications Commission’s (FCC)
tile of video bids is now down to 12
with announcement last week of two
new grants. Elm City Broadcasting
Corporation was given a construction
permit for a new station in New
Haven, Conn., and WDIL’s reinstated
application was granted for a new
station in Wilmington.

WDEL’s petition to reinstate was
submitted several weeks ago after
the Wilmington station had dropped
its earlier bid because of the contro-
versy over color television.

Three of the remaining dozen bids
are designated for hearings—compet-
ing bids for a Philadelphia outlet
from Daily News and Pennsylvania
Broadcasting Company, and Don Lee
Broadcasting System bid for a Los
Angeles video station.

Hartford Television
Station Is Planned

HARTFORD, Conn., Sept. 13.—
Connecticut Broadcasting Company,
which includes stations WDRC and
WDRC-FM in Hartford, has an-
nounced it will file an application
with the IFederal Communications
Commission (FCC) for a Hartford
television station this month.

Franklin M. Doolittle, president of
WDRC, said: “The increased output
of receivers, public interest in tele-
vision and adequate reception of pro-
grams point toward the need of an
outlet here.”

Negotiations were said to be al-
ready under way with the Columbia
Broadcasting System (CBS) for re-
laying of New York programs to
Hartford.

NEW YORK, Sept. 13.—Strike it
Rich, CBS sustainer which goes com-
mercial for Luden’s November 2, will
take a brief tour soon in conjunction
with the 25th anniversary of WWL,
New Orleans, and WHAS, Louisville.
Show will air from those cities on
September 21 and 28, respectively,
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WFIL-TV Deb

Brings WPTZ
Video Step-Up

On-Spot Telecasts Expanded

PHILADELPHIA, Sept. 13.—With
WFIL-TV going on the air today
with a heavy line-up of on-the-spot
telecasts, Philco’s WPTZ, which has
been the only video station in town
for many years until now, is putting
thru a heavy expansion of on-the-
spot shows. First of the remote
WPTZ pick-ups will be on Sep-
tember 23 from Franklin Institute,
where an hour-long show beginning at
8 p.m. will be presented as Seasons,
Climate and Weather. Institute is an
educational set-up. Another hour
show will originate every Friday at
4 p.m. from the Philadelphia Zoologi-
cal Gardens, starting September 26.

Ernest B. Loveman, vice-president
of Philco Television, declared many
other on-the-spot telecasts are
planned in addition to an expanded
sports coverage, WPTZ having added
a second mobile unit for remote pick-
ups.

Football Telecast

WFIL-TV, owned by The Inquirer,
morning newspaper, inaugurated reg-
ular program service today with the
telecast of the complete Philadelphia
Eagles-Chicago Bears football game
from Franklin Field. Kenneth W.
Stowman, television director, whip-
ping his staff in shape, announced the
appointment of Ted Estabrook, who
has his own tele producing company,
as staff program producer; Chris
Wood Jr., turf handicapper, as staff
commentator for racing and horse
show telecasts; Walter J. Sheldon,
former assistant program director of
WCAU here, as editor of The In-
quirer Television News program
which will be presented nightly at 8,
and Max E. Solomon moving over
from the WFIL sales staff as tele
sales manager.

At WFIL, Harry L. Atkinson, as=-
sistant sales promotion manager of

BBC PutsNewsreels
On Video Sept. 15

LONDON, Sept. 13. — Beginning
September 15, the television service of
British  Broadcasting Corporation
(BBC) will feature a 10-minute
newsreel transmission at 8 p.m. daily.
BBC plans to give full coverage to
the London and home counties area

thru its increased number of record- f

ing vans, with the 10 vans scouring

the 40-mile range from Alexandra |

Palace within which the video signal
now can be picked up.

Talks meanwhile are progressing
between BBC and the larger film
companies, with settlement reported
imminent in the dispute which has
the movie firms refusing to permit
use of their films over television.
When this is ironed out, BBC hopes
to use the newsreels of the movie
companies, in part or in whole, in-
cluding a weekly 15-minute newsreel
on foreign events. Film companies
ultimately are expected to supply
nearly half of all BBC video trans-
missions.

the Campbell Soup Company, comes
in as business manager.

In addition to a heavy football and
racing schedule, WFIL-TV will tele-
vise the weekly WFIL broadcasts on
Sunday afternoons of Philadelphia
and Suburban Town Meeting, forum
show; Dave Kaigler reading The In-
quirer comics for a half-hour Sun-
day show, followed by a kiddies show,
The Tele-Kids, with WFIL program
chief Jack Steck as emsee; a Satur-
day night Mr. Fixit showing tele-
viewers how to mend things around
the house. Full-scale programing
will start later in the vear when the
new WFIL-TV studios are completed
adjacent to the Philadelphia Arena,
recently purchased by Walter A. An-
nenberg, Inquirer publisher, to house
his AM, FM, TV and facsimile enter-
prises.

Sponsor Line-Up
WFIL-TV’s starting line-up of
sponsors includes Judson C. Burns
Company, electrical supplies distribu-
tor, buying a sports program thru
(See WFIL TV Deb on page 28)

Price War May

Cut Costs

Of City-to-City Television

WASHINGTON, Sept. 13. — The
makings of a price war between two
common carriers for transmitting
inter-city television appeared last
week in the wake of a letter from
the Federal Communications Com-
mission (FCC) to Western Union
(WU) giving strong encouragement
to the company to develop an ex-
perimental microwave radio relay
circuit between New York and Phila-
delphia.

If carried out-by WU, the system
would provide the first real competi-
tive threat to the elaborate plans for
coaxial cables worked out by Ameri-
can Telephone and Telegraph
(AT&T). Telecasters’ objections to
the high price of transmitting video
signals outlined originally by AT&T
caused the carrier to withdraw its
proposed rate schedule from FCC.
At FCC’s engineering video confer-
ence, many engineers contended that
the use of microwaves for network
television would ultimately prove
cheaper than the coaxial cable. In
this connection, the Department of

Commerce recently reported that
England has abandoned any idea of
coaxials and will concentrate solely
on microwave transmission because
of price differentials.

Sure To Cut Costs

Whether or not microwave trans-
mission actually proves cheaper to
operate, -it is considered certain that
competition between WU and AT&T
would force the price of network
video down and so provide a spurt
for web plans.

FCC’s letter was in reply to an in-
quiry from WU regarding the car-
rier’s establishing a microwave cir-
cuit between the Columbia Broad-
casting System (CBS) outlet in New
York and The Evening Bulletin sta-
tion in Philadelphia. FCC stated that
“the commission looks with favor
upon the establishment “of such a
service.. . . and would be disposed
to look with favor on such an appli-
cation.” FCC, however, insisted that
WU file its bid alone and not in con-
nection with either station.

7.Wk.Sked To
Demonstrate
Technique

Not Limited to Sports

NEW YORK, Sept. 13.—~WCBS-TV,
Columbia Broadcasting System’s
(CBS) video outlet in New York, will
in the next seven weeks attempt to
demonstrate that an on-location tech-
nique can be adapted to all major
types of programing. Many of the
programs scheduled, according to
Worthington C. Miner, CBS tele di=

rector, will be similar to tyvpes of stu-
dio production. It is Miner's belief,
however, that these on-location tele=
casts will be marked by a flexibility
of production not possible to obtain
under studio conditions.

A significant point is inherent in
the CBS point of view, namely, that
so-called actuality broadcasts are not
necessarily limited to sports or spe=-
cial events. According to Miner, a
misconception that actuality telecasts
were thus limited has existed. He
believes the reverse is true and that
the technique of the actuality telecasts
makes possible greater impact. Dra-
matic and other values are possible
in a degree greater than in studio
production—and at less cost, says the
CBS exec.

Cost Going Up

The cost of obtaining realistic ef-
fects is always going up, says Miner,
and nobody has enough money to pay
for certain realistic effects /in studio
production. He added that when CBS
abandoned studio programing it was
not the web’s intention to sell tele-
vision short. The intention was
rather to pioneer in a technique that
promises to remove many of the
frustrations inherent in studio pro-
duction, such as lack of space, in-
sufficient camera flexibility and ex-
cessive costs.

WCBS-TV recently carried an on-
 Yocation telecast of the Harvest Moon
Ball from Madison Square Garden.
Last night, on the Living Art series
from the Brooklyn Museum, the sta-
tion was able to present dancers with
a degree of dramatic impact that
Miner feels has been impossible in a
studio. In both instances he believes
he attained production values made
possible because of the greater flexi-
bilitv of the on-location method,
which takes advantage of back-
grounds, vistas and other production
aids.
Program Types

The seven-week schedule, which is
intended to demonstrate the wide
range of actuality telecasts, will in-
clude the following program types:
Two audience participation programs;
a flying show, dealing with civilian
aviation, picked up from Teterboro
Airport; dramatic presentations; two
types of fashion programs, one in-
volving an audience of 600; cooking
program, ballet program and other
types now being worked out.

In view of the recent withdrawal
of major advertisers from studio tele-
vision, and in view of the complaints
of sponsors in the last yvear on the
matter of studio limitations, the
WCBS-TV demonstrations are par-
ticularly timely. Miner believes he
will make some mistakes but is con-
fident of proving the adaptability of
the on-location method.
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Disk Jock Assn. Expands,
Setting Two More Chapters

(Continued from page 3)
free-lance jockey, treasurer. The
Cleveland NADJ segment selected the
following slate: Brooke Tavlor, WIW,
chairman; Joe Black, WHB, v.-p.;
Marty McNeelev, WIMO, secretary,
and Kenny Sleds, WHK, treasurer.

Barry Gray, NADJ national prexv,
who attended both meetings, during
which he outlined early progress of
the org, said that the code of ethics
of the association had been worked
out and would be sent out to locals
soon. Gray said that some adjust-
ment would be made in the $18 sub-
scription fee, which was originally
asked for Imside Groove, official
NADJ publication, and the $10 mem-
bership fee, for a canvass of early
members indicated that the fee was
a bit high, especially for hinterland
jocks. Gray also said that the
Gotham chapter had discussed the
Ppossibility of sending two NADJ
delegates to the annual American
Federation of Radio Artists’ conven-
tion next year, at which the NADJ
delegates could work for the best
interests of the NADJ’s who are mem-
bers of AFRA. Gray said that the
delegates would ask for some extra
consideration for disk jockeys, as dif-
ferentiated from staff announcers,
when contracts were set up.

Gray conferred with both chapters
concerning the proposed one-night
promotion affairs. The Chi member-
ship originally planned to hold their
fund-raising attempt in a smaller
stadium, like the Chi Arena, which
holds 8,500, but Gray encouraged
the group to try to obtain the Sta-
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dium, which holds 25.000, for that
tvpe event. Program which was out-
lined would feature all jocks who are
NADJ local members, introducing an
all-star cast, made up of record per-
sonages. Boys feel that from past
co-operation they have received from
showbiz figures whom they helped
build on wax, they can secure enter-
tainers and a band name for scale.
Dates set are tentalive, with late Oc-
tober probably the time for the
NADJ one-night bashes.

Hugh Douglas, WJJD, Chicago
exec and vice-chairman of NADJ,
left for the West Coast this week-end
to do a two-week NADJ promotion
campaign among jocks there. Thus
far, Gray said, no word has been
received from Bill Leyden, West
Coast NADJ rep. Douglas said that
a Wisconsin Fox River Valley local
is being set up jointly by Sherwood
Lorenz, WOSH, Oshkosh, and Don
Arthur, WTAQ, Green Bay, while a
Texas chapter is being formed also.

Doors of WLS Swing

Out for Personnel

CHICAGO, Sept. 13. — Following
the recent shake-up of exec per-
sonnel at WLS, Prairie Farmer sta-
tion here (The Billboard, August 30),
this week some of the best known
people at the station either resigned
or were fired. Confirming rumors,
Glenn Snyder, general manager of the
station, told The Billboard that Julian
Bentley, station’s veteran news chief,
was resigning, as were Herb How-
ard, chief producer, and George
Menard, veteran announcer.

Snyder denied rumors that Al Boyd,
production manager for the station,
would resign around the first of the
yvear and that Bill O’Connor, well-
known singer at the station, had been
fired. He confirmed the fact, how-
ever, that Russ Salter, another an-
nouncer, had been given his notice.

Howard left this week to become
program director of WNAX, Yank-
ton, S. D. Menard will do free-lance
work in Chicago and will continue to
be heard on some WLS shows, while
Bentley’s future plans are not being
announced. Successors to those leave
ing the station have not been named.

La Guardia Program

Carries on With Subs

NEW YORK, Sept. 13.—Altho
Fiorello La Guardia has been ill for
a number of weeks, his co-op pro-
gram over Mutual Broadcasting Sys-
tem (MBS) has proceeded as usual
with Congressional guests substitut-
ing, and nearly 100 outlets now are
carrying the program.” Additional
interest has been lent the show by
the new list of guests lined up by the
ex-mayor, and more stations are re-
ported planning to carry the seg
after it moves into its new time pe-
riod. Show, which now airs at 7:45
p.m, Saturdays, will move _to 6:30
p.m. on September 28.

Subs for La G, who will take the
liberal line in discoursing on the fu-
ture of America, include Leon Hend-
erson, Jack Kroll, Bartley Crum,
Adolph A. Berle, Harold Ickes, Wil-
liam Green, Philip Murray, Russell
Davenport, Henry A. Wallace and
Eleanor Roosevelt.

EARL WILLIAM

Currently in “THE RED MILL*»®

“Thke best lizht epera tenor to kit Boston in many & year.,”

—Watts, Boston Traveller.

Japs Go for- U.S.
T'ype Radio Fare

CHICAGO, Sept. 13.—The Japanese
are finding types of programs pre-
ferred by some Americans top radio
listening. Albert Crews, former NBC
central division producer who is now
chief of radio for General Mac-
Arthur’s Tokyo headquarters, said
here this week. Crews is presently
spending a vacation here after about
a year of supervising radio program-
ing for MacArthur in Japan.

Crews said that Fount of Know-
ledge, a Japanese version of Informna-
tion Please, is the current favorite
and pulls over 10,000 letters weekly.
A discussion program, National Radio
Forum, is in second place.

Third place in the favorite race
is a man on the street program on
which high Japanese officials are in-
terviewed by ordinary citizens on the
Ginza, Tokyo’s main street. This
show originally was predicted to
failure by Japanese radiomen who
claimed that no official would ap-
pear on it for fear of losing face.

Technically, Crews concluded,
Japanese radio is 10 years behind
the rest of the world. War damage,
worn equipment and lack of know-
how are responsible for this condi-
tion, he said.

Preston Exits CBS
To Build Wax Segs

CHICAGO, Sept. 13.—In a move
which has been cxpected for many
months, Walter Preston, program di-
rector forr CBS-WBBM here, and the
network parted company this week.
Preston, who has been with WBBM
since 1929, will be succeeded by Val
Sherman, his former assistant.

Preston announced that he was
leaving to devote his time to produc-
tion of transcribed shows here and in
New York. The station merely an-
nounced that Preston was leaving
and Sherman was taking over. Be-
hind these two announcements, how-
ever, are reports that there has been
ill feeling between Preston and top
execs at the station for a long time.

Sherman has been with WBBM
since 1931. During that time, in
addition to his post as assistant pro-
gram director, he has had positions
as announcer, chief announcer and
director of operation.

WFIL TV DEB

(Continued from page 27)
Creative Advertising Association;
Marcus Printing Company buying
spots thru Ralph Hart Agency; U. S.
Rubber Company, which placed a
film show direct; Bartels’ Clothing
House, thru Shapiro Advertising
Agency, set to sponsor the Chester
(Pa.) Horse Show; Dewees, ladies’
specialty shop; Mort Farr, radio and
record dealer, and Delmont Motors
contracting direct for program fea-
tures, and the Drake Hotel here and
the Brighton Hotel in Atlantic City
buying a sports show via Adrian
Bauer Agency.

PETRILLO RELAXING

(Continued from page 3)
Frequency Modulation Association
(FMA), Kearns said that next Satur-
day (20) he would meet with Petrillo
and the school administrators’ divi-
sion of the National Education Associ~
ation (NEA) to sign a new agreement.
The pact, Kearns said, will permit
school and college students to broad-
cast without any AFM interference or
fees paid, and will take effect im-
mediately.

Also in the works for early settle-
ment is a deal by which service bands
and other musical groups will record
without AFM interference, and by
which the recording companies will
issue the records on a non-profit basis.
The service groups previously had

Promeosh Lax
In Canadian
Radio Outlets

(Continued from page 6)
Single Campaign class; CKEY, Toron-~
to. network affiliate-regional channel
public service division, and CJCA,
Edmonton, Alta, network affiliate-
local channel Public Service division.

Big-League Promotion

CKWX’s entry in the Overall Class
indicated a strictlv big-league pro-
motion effort. Both in promoting its
power increase and its programing,
the station made good use of pro=
motional devices including some in
the stunt category, such as use of a
Goodyear blimp to fly over the city
with neon signs. Other hypo aids
were the week=~long open house held
at the station during Vancouver’s
Diamond Jubinee Celebration and
numerous more standard devices.

CBFC’s win was based on the story
of the station’s exploitation prior ta
and following its debut in November,
1946. Campaign showed consider~
able ingenuity in its use of mailing
pieces.

One of the freshest of the Canadian
entries was CKCK's exhibit, winner
in the Single Campaign network af-
filiate-local channel class. The spe~
cific stunt was to “bring Santa Claus
to Regina”—the first time Father
Noel had been brought there “in
person.” DProceeds of the campaign
went to the Leader Post’s Christmas
Cheer fund. Every facet was played
and Regina enterprises have already
pledged themselves for the future.
Constant station and newspaper
ballyhoo, window displays, theater
announcements attended the event,
and “shortwave interviews” with
Santa at the North Pole helped
built the make-~believe, Naturally,
much attention was paid to
exploiting the event among children
—a smart way of reaching homes—
and prizes were awarded for best
letters to Santa. Bally included
special kid shows, appearances at
local hospitals by Santa, distribution
of station’s gift to patients, and other
showmanly devices.

Public Service

CKEY’s win in the network af=-
filiate-regional channel division Pub-
lic Service class was based upon the .
station’s effort in furthering worthy
causes and organizations. This was
construed as promotion in the sense
that it succeeded in focusing at-
tention of listeners in general—and
various listening groups in particular
—upon the station. These activities
included such items as Crime Pre-
vention Week, an accident preven-
tion campaign, housing and job aid
for veterans, a tie-up with Education
Week, a Children’s Book Week and
similar activities.

CJAC, winner in the network af-
filiate-local channel Public Service
category, furnished an interesting
entry detailing the development of
a public service program by “self
propulsion.” It started when a fire
wrecked a home in Hanna, Alta, 170
miles away. The station, thru “Uncle
Hal” (Byers Flour Mills) came to the
rescue. Uncle Hal raised $3,000 in
cash, truck loads of gifts, stimulated
the board of trade to organize a
building fund, and the Hanna Kins=
men Club organized a building bee.

The idea spread to the point where
the program is now a public service
institution fulfilling all sorts of re-
quests for aid. There’s no doubt of
its promotional value.

gained Petrillo’s consent to broadcast
in a deal along the lines to be signed
by the educators.

Kearns also declared the pic oper-
ators on the Coast have a clause in
their contracts, placed there at Pe-
trillo’s insistence, by which AFM has
television music rights “tied up.” He
did not elaborate on this clause.
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Sammy Kaye

Seen Joining

GAC Roster

Ork Ends MCA Association

NEW YORK, Sept. 13. — 1t ap-
peared certain at press time that
Sammy Kaye will switch his agency
affiliation to General Artists Corpora-
tion (GAC) next week following the
conclusion of his Music Corporation
of America (MCA) pact on Monday
{15). Kaye has been with MCA .for
almost a decade.

His GAC pact will cover all book-
ings for his ork, including fadio and
movies. The ork currently is booked
thru the first of the year and GAC
will book Xaye thereafter. Other
details of the Kaye deal with GAC
were unavailable at press time, but
it is believed to be a term pact.

Hypo for GAC Roster

Addition of Kaye to the GAC roster
should substantially hypo the agency’s
dwindling lists. In the past few
months GAC lost Woody Herman,
Jimmy Dorsey and Spike Jones,
thereby taking a substantial cut f~om
the agency’s commissions. Kaye’s
earnings should restore a good por-|
tion of that loss. It is also likely that
tLe Kaye name will serve as a b.ol -
ing wedge for the agency into a
number of location spots which they
weren’t able to dent in the past.

Music Biz Plans
Benefit Show for
Vets in Hospitals

NEW YORK, Sept. 13.—Music in-
dustry toppers are rallying behind a
Music for Hospitalized Veterans ben-
efit to be held October 27 in Madison
Square Garden. Similar in objective
to the recent Hollywood Bowl Music'
for Wounded show, the New York
version promises to be as big an ex-

13.—A new
poten-

NTW YORK, Sept.
retail record market, with

travaganza, replete ith top disk, T g
theatgr, pic ar}l)d nig‘})]VtI clubpentlgr- tial sales volume of 1,000,000 disks
tainers. a month and up, has been opened up

by the various branches of the armed
forces in the past few weeks. The
bonanza, which is wide op n to the
smaller indie labels as well as the
majors. now reaches several million
persons both here and abrou:, thru
the army post exchange (PX), the
navy stores, coast guard and marine
PX’s and the Veterans’ Administra-
tion canteens. Numbering more than
800 actual sales outlets, these stores
service members of the armed
forces, their families, and the hun-
dreds of thousands of civilian em-
ployees both here and overseas who
have PX privileges.

In the past few weeks, it has been
learned, the army PX’s have started
to a'd record sections, with PX
officers either buying directly from
local distributers, or placing their
orders thru a central buying office
help of pic, legit and nitery com- |located in New York and identified
mittees, showbiz unions and society | in army ]ingo as the army procure-
sponsors, figures to pull a packed | ment office. This office fills requests
house. Receipts will be used to pur- |only from PX officers, and as a
chase musical instruments for vets]result, the bulk of its purchases are
in hospitals.

Sparkplugging the music biz end
of the benefit is a nuclear committee
topped by Eli Oberstein, of Victor;
Manie Sacks, of Columbia; Constance
Hope, of Victor; publicist George
Evans; Lee Savin, of Majestic; Mike
Conner, of Decca, and Walter Rivers,
of Capitol. This group, which has the
promised co-operation of Local 802,
American Federation of Musicians,
thru its prexy, Dick McCann, will be
developed into a larger, more repre-
sentative committee, with music biz
leaders including agency brass such
as Larry Barnett, Bill Morris Jr. and
Tom Rockwell invited to a luncheon
at Toots Shor’s next week to work
out detailed plans.

With a barrage of record stars
from nearly all major labels believed
“in the bag,” the benefit, with the

Retains Own
Biz But May
Merge Later

Trend to Indie Combines

NEW YORK, Sept. 13.—Marking |
the initial step in an expansion move,
Willard Alexander this week con-
eluded a deal with booker Harry Moss
for the latter to join the Alexander
management office as a veepee, be-
ginning Monday (15). Moss, who op-
erates his own independent agency,
will not close down his biz nor bring
in any of his artists when he moves
to Alexander, but it is believed that
eventually the two will merge their
stables. Meanwhile the Moss agency
will be run by Jack Kerney. :

Moss, who is one of the more ca-
pable ork salesmen around the biz,
will aid Alexander in setting up tours
for Vaughn Monroe in addition to
serving as a firm exec. Formerly
Alexander had Monroe’s one-nighters
booked thru the major agencies.

Alexander to Coast

Alexander will leave for the Coast
early next week to look for new tal-
ent for his new set-up. It is said he
is close to signing several new proper=-
ties, but he wouldn’t disclose further
information regarding these artists.

Alexander-Moss tie-in marks an-

-

0ss Joins Alexander Office

' Ink Spots Take

l London by Ears

LONDON, Sept. 13.—Following one
of the most successful debuts of an
have worked out a partnership deal é&rx;gglcag;eﬁic;g hzlt;e' th\ghegasii:gg ;nolz
whereby the fommer wil publeh 2l S5 et e house, Gut. caused
Bullet label, controlled by Jim Bullet. | & traftic ?nilrl ou st1 i’ Y ep1es;en 2 1}{3
Deal was set this week between Dave | P8Mes o NG _CGMITENG W(?LII
Dreyer, who recently broke away from ] ?erg axeb p;‘apzél 1tng tl?e Treer:;)&?n annc;
the Irving Berlin firm to go into pub |0 °€ submitied to -as cy that
biz with orkster Frankie Carle, and | [P€ musicians umon,t urging tha
Bullet himself. The latter’s disk hit, | SVerything be done lo encourage
Near You, has raised interest in other | [Uture (\17151ts Showbis rans [ancl ’?hc i
Bullet properties and may have led to | {0 _London. = Showbiz reps fee a
tne Dreyer pact. Near You doesn’t | USINg Yank acts is the only way to
go with the bargain, since the tune  attract the public to theaters.
was sold to Decca Records., which | As a result of the auspicious re-
in turn put it into Supreme Music |ception accorded the Spots here,
on a 50-50 pub deal with Bregman, | bookers for French, Belgian nd

Vocco & Conn.

Bullet, however, has a bale of other |
recorded originals on which he has
secured assignment of copyrights and
which Dreyer may find worthy of
exploitation.

Dreyer, Bullet
In Partnership

NEW YORK, Sept. 13.—Dreyer|
Music pubbery and Bullet Records

terms with the group. This may re-
sult in another overseas jaunt later.

Ellington ET Jock
Series for WMCA?

NEW YORK, Sept. 13.— Reports
late this week indicated that Station
which have gone into biz in recent  WMCA had signed orkster Dulke
months. Only three weeks ago the | Ellington for a one-hour daily noon-
Jack Archer-Milt Deutsch Continental | day transcribed disk jockey show.
Artists Agency was born, while the Similar deal for Harry James on
Jack Whittemore-Russ Facchine-Lyle | the station, which already carries the
Thayer Mus-Art Agency has been | Tommy Dorsey spinner show, also is
slowly _building, having recently |said to bte on the verge of being
added Jimmy Dorsey to its growing |signed. Details of the Ellington deal
roster of talents. were unavailable at press time.

other in the recent mushrooming of
strong independent booking combines

made for the 22 central PX’s and|

| Swedish locations are now talking!

The Billboard 29

EW VAST PX WAX MARKET

Armed Forces Stores Likely
To Sell Million Disks a Month,
Opening Up Vast New Field

Competition May Force Retail Prices Down

the 400 local exchanges overseas.

Overseas exchanges, according to
reports, have experimented with the
disk sections for several months, in-
itially purchasing several thousand
platters from Italian and Polish
waxeries. When these sold out, PX
officers decided to get U. S. disks
for the hundreds of thousands of
soldiers and civilians now overseas.

Because armed forces PX’s and
stores are operated on a limited
profit basis. thereby making com-
modities available to the personnel
of the armed forces and authorized
civilians at a lower price than regu-
lar retail stores offer, it has been
common for the services to receive
complaints from all types of mer-
chants in zone of interior locations
located near service installations.
Similar complaints are expected from
record dealers who may feel the bite
of the lowered prices.

Should complaints materialize from
either the disk manufacturer or the
dealer, the services have a four-
pronged answer:

1. There will be the regular manu-
facturer’s profit. At the same time
dealers will gain additional sales be-
cause the exchange can’t carry as
large a line, due to lack of personnel
and space, as a regular record store—
just enough to get the soldier or
sailor interested in disks and act as
a stimulant for the dealers.

2. The exchanges will act as adver-
tisements as well as actual outlets
for the disks, familiarizing the soldier
and the civilians with record labels,
and educating them to post-army and
post-government-employ record pur-
chasing.

3. Due to the limited mark-up on
commodities sold thru the exchanges,
the customer can purchase more ex-
pensive goods, thereby becoming ac-
quainted with better grade materials.

4. Products are available only to
members of the armed forces and
authorized government employees.

Oper.....g as a multi-million dollar
a year business, the exchanges have
for some time sold phonographs to
the peacetime,army. The addition of
record counters was a natural fol-
low-up.

Situation in other branches of the
service is as follows:

There are now approximately 170
navy stores in operation. Store offi-
cers, as in the case of army PX
officers, are authorized to purchase
directly or thru a central buying
ollice.

The marines operate 45 PX’s, with
no central purchasing headquarters
involved. These PX’s handle record
plavers, and five or six have recently
added record stock.

The coast guard operates approxi-
mately 25 stores, with the operation
designed along the lines of the navy
outlets. Several stores have disk
sections now, the balance will add
them gradually.

There are more than 100 canteens
operated by the Veterans’ Adminis-
tration. These cantcens have not as
vet included disks in their inven-
tories, but oflicials indicated that
permission will be forthcoming in
the near future.
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Now Exhibs Hit Copyright Act

Exhib Appeal. to Congress
On ASCAP Fee Jump May
Spur Copyright Law Study

Indirect Effect on Entire Showbiz Seen
WASHINGTON, Sept. 13.—A drive is under way to change the copy-
right law to cut the power of American Society of Composers, Authors
and Publishers (ASCAP), with the local branch of Motion Picture Theater
Owners' Association (MPTOA) sparking the move. Washington MPTOA
voted this week to carry to Congress the fight against ASCAP’s 300 per
cent rate hike. Plea of MPTOA is almost certain to wind up in the middle
of a general move in Congress next session for a complete overhaul of the
basic Copyright Act, virtually unchanged since 1909. Both House and
Senate judiciary committees are ex-
pected to carrv on further studies
of copyrights early next session.
Pro-ASCAYP Bill Ageundaced
The House group already has on
its agenda an ASCAP-sponsored bill
to give the organization the power
to license vecords playved in juke
boxes. The wide attention given by
the music industry to last session’s

copyright hearings has convinced

President of

Wallichs Now

Have You Been
Thru the Mills?

NEW YORK, Sept. 13.— Irving
Mills, co-mentor with brother Jack
in the Mills Music holdings, and an
agent in this country for Electrical
Music Industries (EMI), of England
(he cuts or buys jazz masters here
and ships them abroad), came in
from the Coast this week and at a
lunch-time session recalled one of
the funny bits about the old-time
record biz.

Irving, who years ago was record-
ing chief for the old American Re-
cording Company, tells the story of
the time he conducted a disk date in
New Orleans with Louis Prima, Dave
Rose and others in a small combo.

“At the time we made up labels
for the records,” says Mills, “and

orchestra altho Louis was little known
at the time. Then,” he said. “Dave
Rose hit with a radio job, looked like
he was going somewhere, so we

it Dave Rose and his orchestra. No
sooner did we get the new labels on
and ship records. than Louis Prima
came into the Hickory House in New

gave billing to Louis Primma and his|

rushed to change the labels and called |

ASCAI; Board
To Consider

Exhibs’ Plea

Meeting Set for Sept. 25

NEW YORK, Sept. 13.—Board of
directors of American Society of
Composers, Authors and Publishers
(ASCAP) will take up on September
25 a proposal by representatives of
six motion picture theater associa-
tions that license rates not be in-
creased at the present time and the
status quo maintained for at least
| six months from October 1. Only
| some weeks back ASCAP had an-

| nounced a ncw theater-licensing sys-
tem, effective in October, increasing

| receipts from music-using exhibs

| from 200 to 300 per cent.

Theater veps’ proposal came at a

i meeting yesterday, but Society
spokesmen tabled any action until the

| board mecets on the 25th.

many members of the House com-
mittee that a general study of the
entire music- copvright situation s
advisable. It is likely that the mat-
ter of theater, novel and radio copy-
right procedure will be included in
the study.
Cartel Suit “Compromise?”
Meanwhile ASCAP’s trouble with
the Department of Justice over the
Society’s alleged restrictive music

contracts with foreign composers is

moving quietly toward a new climax. |
Justice officials told The Billboard
this week that they expect ASCAP

to file an answer to the government
charges in the next few weeks. In
the meantime Justice and ASCAP
representatives are trying to work |
out a compromise, it has been learned. |

"Remick Revives
War Shelved Tune
| By Du‘bin - Wayne

NEW YORK, Sept. 13.—Al Dubin
and Mabel Wayne have gotten one
of those delayed-action Tin Pan Alley
breaks. Six years ago, their tune It|
Happened in Hawaii was set for big
plugging by Remick Music and sev-
eral disks had been cut, including
masters 'by such names as Glenn
Miller (Bluebird), Jimmy Dorsey

Cap Records

Mercer, De Sylva Resign

HOLLYWOOD, Sept. 13.—Glenn E.
Wallichs became prexy of Capitol
Records following the resignations of
diskery’s former prexy. Johnny Mer-
cer, dnd chairman of the board,
Buddy De Svlva. As exclusively pre-
dicted by The Billboard (see August
30 and September 6 issues), the re-
shuffle in Cap’s exec bracket left
Wallichs, the Coast maijor’'s former
exec v.-p, head of the firm, holding
he post of president and acting as
chairman of the bhoard. Resignations
were submitted at a special meeting
of Cap’s board of directors who ac-
cepted the bow-outs and  elected
Wallichs to his new post. Both Mer-
cer and De Svlva remain as mem-
bers of the board.

It was explained that Mercer's
resignation was prompted by his
desire to devole more time to writ-
ing. Since Cap’s rapid growth de-
manded too much time of the cleffer,
he felt his departure from the firm’s
exec ranks necessary. De Sylva’s

York and created quite a stir. So there Reps at Meeting
we were; back went the old labels| For ASCAP at the meeting were
and now it was Louis Prima and his| Gene Buck and Donald Gray, board

orchestra again.
“The song—Peckin’, remember?”

Cleffers Seek

Pactin October

NEW YORK, Sept. 13.—Negotia-
tions for a new contract between
Music Pubtishers’ Protective Associa-
tion (MPPA) and Songwriters’ Pro-
tective Association (SPA), which
have been dragging on since the first
of this vear, are expected to come to
a head early in October, when meet-
ings of the two groups will com-
mence again. A three-day session
October 7-9 is skedded to discuss
new proposed royalty rates which
SPA is asking in form of a sliding
'scale. Most of the important points
| of the pact, excepting the scale, have
| been smoothed over in previous con-
| fercnces.

resignation was laid to his weakened | former execs will be on salary. Mer=-
physical condition, the resuit of a|cer and De Sylva reportedly received
stroke suffered two years ago. Ru- | $50,000 each per year. In an effort
mors that the Coast major was seek- | to offset possible misinterpretation of
ing new funds (denied by Wallichs in | the exec reshuffle, Cap simultan-

the September 6 issue of The Bill-
board), were again
word that the waxery is not out for
new cash.

Bow-cuts of Mercer and De Sylva,
however, mean that neither of the

squelched by |

eously released word that the disk-
ery’s sales were “reaching an all-
time high.” It was also stressed that
there will be no policy change re-
sulting from Wallichs’ switch in
titles.

with Bob Eberle singing (Decca),
Kay Kyser (Columbia) and Dick
Jurgens and Buddy Clark (Okay).|
The tune was released around the
first of December, 1941, but was
quickly shelved when Pear! Harbor
occurred.

Now the pubbery has received ‘chel
canceled ditty. Guy Lombardo will
intro it on his airshow Monday nig.t
(15) and it will be No. 1 plug in the
Remick catalog for the next four
or five months. Hal McIntvre, who
played sax for Miller when the tune
was cut six years ago, will record it
for MGM. Hawait was shelved so
long that when Remick tried to find
a copy of the old disks they were
forced to borrow WNEW’s set because

Louis, starting September 30. . .
Berkeley, Calif.
1....BILL McCUNE continues at

HAL PRUDEN band into the
opened September 15 at Ankara

none was available for sale.

27

The Band Box

JAN AUGUST goes from the Hotel Astor to the Chase Hotel, St.

dorf-Astoria October 1 and then will probably one-night his way
across the country, opening January 6 at the Clarendon Hotel,

RAY HEATHERTON ork moves into the Edgewater Beach Hotel,
Chicago, September 19, then goes to San Francisco around January

... KING GUION follows Al Trace into the Rustic Cabin....HAL
McINTYRE will vné-night for two weeks, then return to the Post
Lodge October 1 for three months.

tember 11 with a new vocalist, Joe Denton. .

. . . DICK JURGENS opened at the Claremont Hotel, Berkeley,
Calif., September 14 for 14 weéks.

. JACK FINA closes at the Wal-

the Pelham Heath Inn indefinitely.

Paris Inn, San Diego, Calif., Sep-
. . SAM DONAHUE
Club, Pittsburgh, for two weeks.

members: Irouis Frohlich, of Schwarz
| & Frohlich, general counsel for

ASCAP; Herman Greenberg and
! Richard F. Murray, ASCAP’s admini-
| strative toppers; Herman Finkelstein,
| ASCAP attorney: I. T. Cohen, East-
ern division manager; Jules Collins,
radio division manager, and George
Hoffman. comptroller.

Theater group delegates were S. H.
Fabian, Robert W. Coyne and Leon-
ard Golenson, of American Theaters
Association (ATA); Herman Levy,
general counsel for Motion Picture

Theater Owners of America
(MPTOA); Fred Schwarz, president
of Metropolitan Theater Owners’

Association (MTOA); Joseph Avick,
Allied Theaters of Michigan, and
David Newman, of Co=-Operative
Theaters of Michigan.

Majestic Pays
Starr 16G; Will
Nix MPHC Plugs

NEW YORK, Sept. 13.—Majestic
Records this week dispatched a check
in the amount of about $16,000 to
Herman Starr’s Music Publishers'
Holding Corporation (Warner Bros.’
group) and defiantly promised that
the diskery would henceforth record
no plug tunes whatsoever for MPHC.

Majestic threat followed a quarrel
with Starr (The Billboard, August
30) in which the latter earlier de-
manded that the diskery record cer-
tain MPHC tunes with certain artists
or else pay full royalties due thru
August 15. Payment to Starr, while
other pubs-have received only a per-
centage of royalties due in accordance
with a previous agreement between
the bulk of the pubs and Majestic,
represented Majestic’'s decision 4o
“fight back, rather than give in.”

Diskery spokesman stated they
“could gel along without MPHC plug
tunes” and pointed out that if they
desired to record MPHC standards
they would do these on their 75-cent
label anyway, pay the full statutory
rate and avoid any counter-action by
Starr.
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that 'SMOKE, The Nation's Top Tunes

SMO K E The nation’s 10 top tunes, THE HONOR ROLL OF HITS, is de-
$ 3 termined by a scientific tabulation of various degrees of each song's Week Ending
popularity as measured by survey features of The Billboard's Musi¢ September 13
3
SMOKE, man

is cooking HONOR ROLL 0F HITS

(TRACEMARK)
- The title "HONOR ROLL OF HITS"” and the lsting of the hits have been copy-
agaln 2 fi righted by The Billboard. Use of elther may not be made without The Biilboard's consent.
e This Week : Last Week
! By Allred Bryvan and Fred Fisher
' 1' pEG o MY HEARI Published by Robbins (ASCAP) 1
And Sales Are Getting Hotter Records available: Buddy Clark, Columbfa 37392; Glenn Davis, Skating Rhythms

SR-235; Clark Dennis, Capitol 346; the Harmonlcats, Vitacoustic 1 & 2; Dolph
Hewitt, Dixle 115; Eddie Heywood Ork, Decca 23960; Art Lund, MGM 10037;
Ted Msartin, DeLuxe 1080; Red McKenzle, National 9027; Glenn Miller ork,
Decea 25075; MIfT Mile Nicksieland Band, Commodore C-1518; Danny O'Neil,
Majestic 7238; Phil Regan, Decea 25076; Floyd Sherman-the Chickering Four,
Signature 15119; The Three Suns, Victor 20-2272; Ted Weems, Mercury 5052,
Electrical transcription libraries: The Ambassadors, Lang-Worth; The Nova-
time Trio, NBC Thesaurus; Allen Roth, NBC Thesaurus; Eddie Skrivanek Ork,
MacGregor; George Towne, Associated: Al Trace, Lang-Worth; Paul Martin,
Standard; Lawrence Welk, Standard; Russ Morgan, World,

L B .M. H F.R. d
2. 1 WONDER WHO'S KISSING HER NOWE> W-M. Housh F. R. Adams and 3
Published by E. B. Marke (BMI)
From the 20th Century film *“I Wonder Who's Kissing Her Now.”
Records available: Perry Como, Victor 20-2315; Jerry Cooper, Diamond 2082;
D'Artega Ork. Sonora 2012; The Dinning Sisters, Capltol 433; Bobby Doyle,
Bignature 15057; The Hollywood Rhithym-aires, Hollywood Rhythms 1552; Jack
McLesn Ork, Coast 8002; Ray Noble, Columbia 37544; The Four Vagabonds,
Apollo 1055; Ted Weems-Perry Como, Decca 25078; Foy Willing, Majestic 6013;
Marshall Young, Rainbow 10002; Glenn Davis, Skating Rhythms, SR-239;

% :
Frank Froeba, Decca 23602; Joe Howard, DeLuxe 1036; Joseph Littau Ork, Pilo-
tone 5132; Ben Yost Singers, Sonora 1084; Danny Kaye, Decca 24110; Larry
Vincent, Pearl 15, Phil Reed, Dance-Tone 119; Jack McLean Ork-Wayne
Gregg, Coast 8013; Jean Sablon, Victor 25-0101.
] ] Electrical transcription libraries: Chuck Foster, Lang-Worth; Ozie Waters,

MacGregor: Randy Brooks, Lang-Worth; Billy Butterfleld, Capitol; Frank
Froeba, World; Hollywood Serenaders, Cspitol; Music Hall Varietles, NBC

and Hotter!

A d - Thesaurus: Merle Pitt, Lang-Worth and World; Claude Bweeten, Standard;
n HIS George Towne, Assoclated; Al Trace, Lang-Worth; Artle Weayne, MacGregor.

3 . By Merle Travi d
WESTERN CARAVAN 3. SMOKE, SMOKE, SMOKE (THAT CIGARETTE)  %iieric "rebiived oy 4

American (BM1)

1 Records nvailable: Johnny Bond, Columbia 87881: Phil Harris, Victor 20-2370;
S' Deuce Spriggins, Coast 263; Lawrence Welk, Decca 24113; Tex Willlams,
Ly Capitol Americana 40001.

Electrical transcription Ubrarfes: Lawrence Welk, Standard.

\ 4 V By Kermit Goell and Francis Cralg
A T S w H A T I - L I K E " "EAR vou Published by Supreme (ASCAP) 6
5 Records available: Prancis Cralg Ork, Bullet 1001; Larry Green Ork, Victor

20-2421: Elliot Lawrence, Columbla 37838; Alvino Rey, Capitol B-452; Andrews
Bisters, Decca 24171; The Auditones, Rainbow 10025; ‘Dolores Brown-Auditones,

: » ) r Sterling 3001; Victor Lombardo, Malestic 7263.
e | ; /No Information on electrical transcription libraries available as The Billboard
i goes to press.)
. . £ By Carroll Loveday and Helmy Kresa
R 5' THATS MY DE“RE Published by Mills (ASCAP) 2
~ Records available: Ray Anthony Ork, Sonora 2019; Hadda Brooks, Modern
¥ Music 147: The Cats and the PFiddle, Manor 1064; Ella Fitzgerald, Decca
23866: Golden Arrow Quartet, Continental C-6048; Woody Herman, Columbia
37329; Sammy Kaye, Victor 20-2251; Frankie Laine, Mercury 5007; Curtis
Lewis, Apollo 1056; Art Mooney Ork, MGM 10020; The Scamps, Modern Muslc
20-516; Martha Tilton, Capitol 395; Glenn Davis, Skating Rhythms, BR-235;
Phil Reed, Dance-Tone 1l8.
Electrical transcription librarles: Barclay Allen, MecGregor; Lenny Herman,
Lang-Worth; Art Mooney Ork, Associated; The Music of Manhattan Ork,
NBC Thesaurus; Charlie Spivak, World; Leighton Noble, Standard; Bkinnay
Ennis, Standard.

[ B8y Al Dubi d Burton L.
REG. U. S. PAT, OFF. The F'lPOVQ' ﬂ‘ 6' FEUDIN' AND FloHIl“' Pﬁb"!hedub;’nC‘;I:ppe’;"(:nSCAaF)e s

. ' D. T3 ] Records available: Tex Beneke, Victor 20-2313; Dorothy Shay, Columbla 37189
RECORDS A‘es' TOQ. (also in Dorothy Shay Sings Album, Columbla C-118); Rex Allen, Mercury

4 6049; Bing Crosby, Decca 23975; Georgia Gibbs, Majestic 12011; Kate Smith,
A ; MGM 10041; Jo Stafford, Capitol B443.
3 ¢ DOW 1 Electrical transcription libraries: The Song Spinners, World.

i NTO U U N 1 WHE" You WERE SWE“ SIXTEE" By James Thornton; published 1
< . . by Shapiro-Bernstein ( ASCAP)

Records available: Perry Como, Victor 20-2259; Mills Brothers, Decca 23627,
Dick Jergens, Columbia 37803; Phil Reed, Dance-Tone 120; Herb Kern, Temp

g

g TR 1034.
) Electrical transcription libraries: Phil Brito, Associated; Foursome Quartet,
POK ER MacGregor; Emile Cote, Lang-Worth; Colllns Driggs, Standard; Knlicker-
' bocker Four, NBC Thesaurus.

8. 1 WISH 1 DIDN'T LOVE YOU SO 5o rianed by Parcrmons cascars 10

From the Paramount film “Perils of Pauline.,”

Records available: Dick Farney, Majestic 7225; Helen Forrest, MGM 10040;
Dick Haymes, Decca 23977; Betty Hutton, Capitol 409; Vaughn Monroe, Victor
20-2204: Dinah Shore, Columbla 37506; Phil Reed, Dance-Tone 120; Carol

- % b1 Gable,. Radio Artls't 2.11_ i i .
CAP‘40°3] . . aztrxiér;ca;}ﬂ:;;n;g;&t;;? I};b;;_r‘l’;‘s);ﬂ!‘\.ﬂndy Carson, Assoclated; Eddy Howard,

el : SRR || 9. THE LADY FROM 29 PALMS N I
S e A ot B o o R 0 T L hardo sk, Majestie. T250; Freddy Martin, Vieior 30-3847; Curt
! - z %If;os.ey. Coast 8011; Tony Pastor, Columbla 37562; The Pled Plpers, Cepitol

. Flectrical transcription libraries: Eddy Howard, World; Tony Pastor, Lang-
- P e Y{ U Gy S et 4 Worth: Sweetwood Serenaders, NBC Thesaurus; Vic Damone-Ted Dale Ork,
g Em'U * - (! Assoclated.

x ! 5 % : By Darryl Hutchins
MOKE! SMOKE! 10. { WONDER, | WONDER, | WONDER  pprishos by Robbine (ASCAP) ¥
] FINE, 5 - » - | W Records available: Louis Armstrong, Victor 20-2228; Jack Carroll, National
x : £ ‘ 9032; Eddy Howard, Majestic 1124; Van Johnson, MGM 10018; Guy Lombardo,

g = Tan Decca 23865; Ted Martin-Air Lane Trio, De Luxe 1075 and De Luxe 1070;
Tony Pastor, Columbia 37353; The Scamps, Modern Music 20-516; Ted Straeter
Ork, Sonora 2024; Martha Tilton, Capitol 395; The Vagabonds, Trilon 114;
The Four Aces, Trilon 143; Glenn Davis, Skating Rhythms, SR-236.
¥lectrical transcription libraries: Art Mooney, Associated; Charlle Bpivak,
Werld: Leighton Noble, Standard.
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RCA VICTOR'S

= BEMNEKE !

with The Miller Orchestra

1 Have But One Heart
('O Marenariello)

RCA VICEOR'S

. DAVIS '.

with Russ Case and his Orchestra

It All Came Trve

Warm and tender and full of the charm that's winnipg
rave notices and rave buying for har first waxingst

This overnight hit shows the Miller style at its best . . . rich
brasses and contrasting reeds blending in a lovely melody.
Swell vocal by Garry Stevens and The Moonlight Serenaders.

Too Late

New novelty hot-tune packed with entertainment, Yocal
refrain by Tex Beneke and Band.

RCA Vicror 20-2424

©ne Little Tear is on Pzean

A coy litHe ballad that's apt to be a hit, the way Bery)
does it. She’s irresistible

RCA Victor 20-2426

RCA VICTOR'S -
e MONROE !
The Stars Will Remember = ) : O T Rk VlCTQR‘S R e
e [PEPT CR . jOl‘l NS.N s

Bqllerina and his Musical Notes, Vocals: Gus Gordon and Quarte?

A number one plug song that should click like their
“Don’t You Think | Oughta Know.”” Flip is the cafchy-
coiny type, a wow juke success from Phitadelphia.

For Once in Your Life
AND

89 RCA VICTOR'S ; L i . My Liitle Red Head
1 : ' : '

" ROBERTSON !

and The Panhandle Punchers

Vaughn sings this follow-up for “Ivy”’ in much the same
manner . . . an original with tricky tempo that's likely
to soar.

RCA Victor 20-2433

RCA Vicior 20-2427

His deep and rugged baritone in top form. Flip
features some lilting background vocalizing, Gay
Nineties' style.

Pal in Palo Alto
AND
Don’t Make Me Sorry

RCA Victor 20-2428

and The Big Hole Bronco Busters

Don’t Wait
Till Judgment Day

(To Cast Your Sins Away)

A down-to-earth sermon in song with strong coun-
RCA VICTOR’S | e
e ' e Sharing Your Love with

AT : s Somebody New

» FLOWERS.

and his Rhythm

Slim’s famous sagebrush twang and some interest-
ing guitar passages with a hoe-down fiddle sola.

Waller’s famed protegé cuts some keyboard capers

that remind you of “Fats” himself . . . terrific runs,

RCA Victor 20-2430
steady vocking rhythm, salty Iyrlcs, Fllp makes no
sense . . . but what a display!

Geodbye, Good Luck, Get Lost
AND Sha=-Wa-Wea

(Weave to Me Some Jive)
RCA Victor 20.2431

IRVING FAZOLA ond his Dixieland Band: Irving

Fazola, clarinet; Steve Giarratano, fenor sax; Whlmpy Miller,
trumpet; Digger laine, frombone; Pete Laudeman, pilano; Bunny
Franks, bass; Abby Brunies; drums.

("New Orleans Jazz’’ Album, HJ-12)

©Original Dixieland One Step AND Bluin’ the Bives
RCA Victor 40-0140

Satanic Blues anp Ostrich Walk
RCA Victor 40-014)

Sonsatlon AND Mournin’ Blues
RCA Victor 40-0142

RE-ISSUED BY REQUEST
TAMPA RED FRANK STAMPS

Blues singer with Guitar and his Quartet. Male voices with Piano

Corrine Blues Working for the Master
AND AND
New Bad Luck Blues Give the World a Smile

RCA Victor 20-2432 RCA Victor 20-2429

Farowell Blues ano Fidgety Feett
RCA Victor 40-0143
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TWO DOZEN ROSES

for
Mr. and Mrs, MUSIC

Top announcer Andre Baruch and singer Bea
Wain have teamed:to put on one of N Y's
mosl m'ereshng disc shows over WMCA In¢

¢

Sheet Music

Week Ending i

Sepiember 13

BEST-SELLING SHEET MUSIC

Tunes ilsted are the national best sheet , according to greatest number of sales,
music sellers, List is based on reports l +F) Indicates tune !s in a film; (M) indi-
received each week from all the npation's | cates tune is in legit musical; (R) indicates
sheet music jobbers. Songs @are listed ! tune is available on records.

FOSITION Publisher
Weeks | Last | This
to dete/Week| Week
9 1 1. I WONDER WHO'S KISSING HER NOW ¢F) (R)...E. B. Marks
17 2 2. PEG O’ MY HEART (R) ....cccuivitnnaaccancannnns Robbins
19 3 3. THAT'S MY DESIRE (R) .........cceecetvccrccscascns Mills
6 4 4. 1 WISH I DIDN’T LOVE YOU SO ¢(F) (R). ...Shapiro-Bernstein
6 9 5. FEUDIN® AND FIGHTIN’ (R) .........c00000c00s .Chappell
10 5 6. WHEN YOU WERE SWEET SIXTEEN (R). . .Shaplro Bernstem
3 10 7. NEAR YOU (R) ...........c.... ...................Supreme
11 6 8. ASK ANYONE WHO KNOWS (R) ..... oo veeee . Witmark
6 10 9. AN APPLE BLOSSOM WEDDING (R) ..... .Shaplro -Bernstein
i8 8 10. 1 WONDER, ]| WONDER, I WONDER (R) ........... .Robbins
! 2 |13 11. THE LADY FROM 29 PALMS (R) ..... .Martin
. 1 4 12 12. 1 HAVE BUT ONE HEART (R) .... .Barton
@ 3 7 7 13. TALLAHASSEE (F) (R),_.....ccceinennanennn . .Famous
3 3 | — | 12, THE WHIFFENPOOF SONG (R) LT Miller
S 1 — 15. YOUDO (F) (R) ... v Bregman -Vocco-Conn
| ‘ ENGLAND'S TOP TWENTY
= Q POSITION
Weeks | Last | This
to date| Week| Week Englizh Awmerican
7 1 1. NOW IS THE HOUR ......Keith Prowse .....Leeds
17 2 2. PEOPLE WILL SAY
WE'RE IN LOVE .........Chappell ..........Williamson
15 2 2. COME BACK TO
‘ SORRENTO ........ weoe...Ricordi .....000u.. Public Domain
5 4 3, I BELIEVE aWesacwaams.... Edwin H. Morus ..Sinatra Songs
10 | 3 | 4. ON THE OLD SPANISH
| | TRAIL ............. .Peter Maurice .....Peter Maurice
12 4 | 4. ! GOT THE SUN IN
| THE MORNING ..........Chappell .......... Berlin
4 | 9 | 4. GUILTY ...... .Francis Day ....... Feist
9 | 8 { s, MAMSELLE ............ Francis Day . ...Feist
20 7 6. AMONG MY SOUVENIRS. .Lawrence erzht ..T. B. Harms
19 6 7. A GAL IN CALICO ....... Feldman .......... Remick
6 & 8 THE LITTLE OLD MILL..Irwin Dash ....... Shapiro-
| | Bernstein
3 14 9, CHI-BABA, CHI-BABA..... Sun o...s..p0.00.. Oxford
2 15 10. A GARDEN IN THE RAIN. .Canmpbell-Connelly .Melrose
11 {11 11. THEY SAY IT’S
WONDERFUL ............ Chappell ..........Berlin
13 10 12. HEARTACHES ........... Campbell-Connelly .Leeds
14 13 13. OH, WHAT A BEAUTI-
FUL MORNING .......... Chappell ......... Williamson
34 12 14. ANNIVERSARY SONG ....Campbell-Connelly .Mood
22 17 15. TELL ME, MARIANNE ... .Southern ......... Southern
13 |16 16. DEAR OLD DONEGAL . Leeds
14 |18 | 17. TIME AFTER TIME. 0 Edwin H
Morris

on Sig 15157

( ’
ANADA'S TOP TUNES
Songs listed are sheet music best sellers in Canada. Listing is based on reports
] received from the two largest wholesalers in the dominion, Canidda Music Sales and

Gordon V. Thompson. Since hoth firms are also American publishers’ representatives

§ and publish songs themselves (and consequently push different songs), The Billboard

VOCQI by Fl'ancey Lane Ond The Ensembie presents the song titles and the sales rank order in which each of the two firms rate
[ ¢ the song. In other words, while the No. 1, 2, 3, etc. songs as listed by Canada Music

. h ; and by Thompson may vary, the full list does represent the tunes which are selling

bOCked Wlt best In Canada.
9 y : Rank Order Rank Order
] y Accordmg to Av..cotrhm! to
; - 1 THAT’S MY DESIRE ...... 1 1 o THE MAN WHO PAINTS
V l b M ff R -" 4 ;\{;l_FENE]EOU WERE SWEET 2 l 'sl'll(-l‘l;: RAINBOW IN THE 16
1} DY MOIY Kelnyv 0000 g SBIATEEN ..ot 5 [ tsecesesane —
oca y a e, y MY HEART IS A HOBO... 3 ﬂ— LINDA ......ccccceacosnns 17 —_
I WONDER, I WONDER, COME TO THE MARDI

I WONDER .............. 4 | a GRAS . occccifeaes iimaae 18 —_

AIN'TCHA EVER COMIN’ { 1 po, bO, PO LIKE YOU... 19 —_

BACK? .. ... cciciolibldaone 5 — 1 BELIEVE .............. 20 —_

FEUDIN®* AND FIGHTIN’. 6 | — PEG O' MY HEART ...... —_ 1

A SUNDAY KIND OF LOVE 7 —_ CHI-BABA, CHI-BABA .... — 7

JE VOUS AIME .......... —_ MAM'SELLE ............. — 8

ACROSS THE ALLEY...... 9 3 THE WHIFFENPOOF SONG ~— | 11

AN APPLE BLOSSOM | THE HEATHER ON THE
WEDDING ............... 10 6 HILL " .....56808cc.c00000 —_— 13
ANP:)IVERSARY SONG.... 11 | 10 C?‘%%SEO II‘V}EEBEE&EOI#E —_— 14
. I WONDER WHO’S KISS- A

recor‘s ING HER NOW _.......... 12 1| VIEL 55 0wl e e — s

x 3 S | AFTER GRADUATION DAY 13 —_ THE ECHO SAID “NO”.... — 16

OISTRIBUTED BY TALLAHASSEE .......... 14 12 | NAUGHTY ANGELINE ... ~— 17

GENERAL {3 ELECTRIC WHAT ARE YOU DOING | l 1 HAVE BUT ONE HEART — 18

CLag NEW YEAR'S EVE?...... 15 | — | DREAM, DREAM, DREAM.. — | 19

SUPPLY CORPORATION THE TURNTABLE SONG . . — ! 20

See your GESCO distributor or write direct lo -

Signature Records, 601 W, 26th 51, New York 1, N Yo
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Retail Record Sales

Week Ending
September 13

BEST-SELLING POPULAR RETAIL RECORDS

Rocords lfated ars those selling best im the nation’s reta!l record stores (deslerst.
List ts based on Tho Blllboard's weekly survey among 4,070 dealers in all sectlons
of the sountry. Records are listed numerically saccording to greatest sales. (F) indi-
catss tuns {s In & Alm; (M) indioates tune i3 in a legit muztoal. The B side of each
record is listed in italle.

POSITION
Weaks | Last | This
to date| Week | Week

3 s 1. NEAR YOU .......c.co0.s

Red Rose Francls Cralg Ork......Bullet 1001
L4 3 2. SMOKE! SMOKE! SMOKE!Tex Williams Wesatern Caravan
(That Cigarette) .......... (Tex Williams-Trio) ........

Round-Up Polka essoess.Capitol Americana 40001
4 3 3. 1 WONDER WHO'S KISSING

HER NOW (F) ....... ve.eTed Weems-Perry Como ......
That Old Gang of Mine 500000006000Q000008 Decca 25078
14 e 4, THAT'S MY DESIRE ......Sammy Kaye (Don Cornell-The

The Red Silk Stockings and Kaydets) ........Victor 20-2251
Green Perfume

3 7 5. WHEN YOU WERE SWEET

SIXTEEN ..........c000..Perry Como (The Satisfiers-Lloyd
ChisBaba, Chi-Baba Shaffer Ork) ....Victor 20-2239
13 2 6. PEG O° MY HEART .......Three Suns........Victor 20-2272
Across the Alley From the
Alamo
11 9 7. TIMTAYSHUN ........ ...Red Ingle and the Natural Seven-

(I Love You) For Seventy Jo Stafford (Cinderella G.
Mental Reasons Stump-Red Ingle) ..Capitol 412
18 5 8. PEG O’ MY HEART .......The Harmonicats-Sid Fisher....
Fantasy Impromptu seeeesssssnesesss Vitacoustic 1
3 4 9. FEUDIN' AND FIGHTIN'
M) ..., ++«Dorothy Shay (Mischa Russell
T

Say That We're Swest- Ork) ..........Columbia 37189
hearts Again
1 -— 10. 1 WISH 1 DIDN'T LOVE
YOU SO (F) .............Vaughn Monroe-The Moon Malds
Tallahassee (F) teresesssscasss.Victor 20-2294

BEST-SELLING POPULAR RECORD ALBUMS

Albums lsted are those selling best In the nation’s ratail record storss {(dealers)
List 1s based on The Billboard's weekly survey among 4,970 dealers in all sections
of the country. Albums sre listed mumerically according 3o greaiest aales.

POSITION
Veeks | Last! This
to date| Weekl Week

[] 1 1. Al Jolson Album

A

Jolson ... ....iiiii ittt e e ..Decea A-575

......... DI

1 Jolson 000000Q0Q .D
2. Dorothy Shay (The Park Avenue Hillbilly) Sings Album

22 2

Dorothy Shay (Mischa Russell Ork).....Columhia C-119
13 3 3. Carle Comes Calling

| | Frankie Carle ........... 00003 0co0ad ...Columbia C-129

35 4 4. Al Jolson Album

Al Jolson ...... 00000000000000GC eessseessss.s.Decca 469
80 5 5. Glenn Miller

Glenn Miller Ork .......000vevennn. 000000 Victor P-148

BEST-SELLING RECORDS BY CLASSICAL ARTISTS

Resords llsted are thoss elassion! and semi-elassient Tasords selling best In the
mation’s reiall resord storss (dealers), ascording te The Billbeard’s waeekly resord
desler survey. Records are Jisted mesording te groatest sales.

POSITION
Woeeks | Last | This
to date] Week| Week
102 1 1. Clair de Lune

Jose Iturbi ..,.... 0005 00D00 000000 go0D0000000a Vict~r 11-8851
117 3 2. Chopin’s Polonaise
Jose Iturbi ............... 0000000000000 ...Victor 11-8848
75 2 3. Jalousie
The Boston Pops; Arthur Fiedler, conductor....Victor 12160
91 4 4. Warsaw Concerto
The Boston Pops; Arthur Fiedler, conductor; Leo Lit-
| win, pianist .........00c00000ens 00000H00060 Victor 11-8863
t8 | 5 | 5, The Whiffenpoof Song
| | Robert Merrill ........ e veesas.Victor 10-1313

BEST-SELLING RECORD ALBUMS BY CLASSICAL ARTISTS

Albume 110ted are these elassical and semi-slassioal albums selllng best tm the
mstien’s retail resord stores (dsalers), according to The Billboard's waekly record
dealer survey. Albums are listed ascordimg te greatost sales.

POSITION

Weeks | Last | This
to date| Week|Week
53 |

1. Rachmaninoff Concerto No. 2 in C Minor
Artur Rubinstein, pianist, NBC Ork; Vladimir Gol-
- schmann, conductor ........... 00000000000 ..Victor 1075
108 2 2. Rhapsody in Blue
Oscar Levant, Philadelphia Ork; Eugene Ormandy, con-
ductor ... ... .. e, «veeess.Columbia X-251
18 —_ 3., Tchaikowsky Nutcracker Suite
New York Philharmonica Symphony Ork; Rodzinski,
conductor ............. 0000000000 es...Columbia MM.627
35 — 4. Tchaikowsky Nutcracker Suit
Eugene Ormandy, conductor; Philadelphia Ork........
............... “svieresssessssesssscses Victor DM-1020
21 4 5. Rhfa’ps;)dy“,ill: Blue
aul iteman  ..ccececcescecassescnses.Signature GP-1
9 3 5. The Student Prince sma
Al Goodman Ork (Earl Wrightson, Mary Martha Briney,
Donald Dame, Francis Greer and the Guild Choristers). .

{ St tesciiestsuevsessssccntscrncsscsesensss Victor P-180

A GREAT

)

““DOUBLEHEADER” -

FOR ONCE

IN YOUR LIFE

Lyrics by JACK SEGAL
Music by MARVIN FISHER

PENGUIN .- WALDORF

by JIMMY EATON, LARRY WAGNER
AND FRANK SHUMAN

DREYER MUSIC CORP.

Gen. Prof. Mgr. MIKE SUKIN
1650 Broadway, New York 19, N.Y.
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'Tl\e sensational Harmonica Group s 2

0 first appearance on MUSiCRAFT'

PEGGY O'NEILL
BRAHMS WALIZ
IN A-FLAT

DAISY, DAISY
o WONDERFUL ONE

15114 — AND MIMI
BOULEVARD OF MEMORIES

503 | COVER THE WATERFRONT
| DON'T STAND A GHOST OF
A CHANCE

15113 FUN AND FANCY FREE
HOW LUCKY YOU ARE

488 15115
ALL THE THINGS YOU ARE YALE BLUES
DIZZY ATMOSPHERE SWEET AND LOVELY

usicraft

RECORDS

Musicraft Distribufors, Inc.
245 East 23rd St., N. Y. €. 10

Order from
nearest distributor or:

— s S —

Radie Popularity

Week Ending
Septemhber 13

FEATURE|

SONGS WITH GREATEST RADIO AlDIFNCES

(Beginning Friday, September 5, 8 a.m., and ending Friday, September 12, 8 a.m.)

Tunes listed have the greatest andiences on programs heard on network stations fn
New York, Chicago and Los Angeles. List is based upon John G. Peatman’s Audlence
Coverage Index. The index is projected upon radio logs made available to Peatman’s
ACI by the Accurate Reporting Service in New York. Radio Checking Service in Chicago,
Radio Checking Service in Los Angeles. Listed are the top 30 (more in the case of tles)
tunes alphabetically. The music checked s preponderantly (over 60 per cent) alive,

(F) Indicates tune is from a film; (M) indicates tune is from a legitimate musleal;
eR) Indicatesr tune ic available on records. In each instance, the licensing agency
controlling performance rights on the turne is indicated.

The feature is copyrighted 1947 by the office of Research, Inc., 3470 Broadway,
New York 31, N. Y. No reference may be made to any of this material except in
trade papers; no other use is permitted; no radio broadcasts utilizing this {nformation
may be aired. Infringements will be prosecuted.

“An Apple Blossom Wedding,” published by Shapiro-Bernstein, was omitted
in last week's chart. The Billboard regrets this error.

The Top 30 Tunes (plus ties)

Ain’tcha Ever Comin® Back? (R) ........cc0.ivvrnn.ves Sinatra Songs—ASCAP
All My Love (R) ... ... tceteeearanrroarsassaanssesanss Harms, Inc.—ASCAP
Almost Like Being in Love (M) (R) .............oovn.n.nnn. Sam Fox—ASCAP
An Apple Blossom Wedding (R) ..........ccc0vvunn. Shapiro-Bernstein—ASCAP
As Long As I'm Dreaming (F) (R) ................ Burke-Van Heusen—ASCAP
As Years Go By (R) wiwi«.ie aawe o555 v s oo o cosooosmmupamss: Miller-—ASCAP
Ask Anyone Who Knows (R) ............veiurenrionrnannan Witmark—ASCAP
Chi-Baba, Chi-Baba (R) . ... ...... .0t veeenenmennarecoronsans Oxford—ASCAP
Come to the Mardi Gras (R) ...... ... . ..iitiuinnnnonnannnnn e oonn Peer—BMI
Don’t Tell Me (R) cwivcvees gugs sai- oo aemeece I eceeanmesmsyes . Robbins—ASCAP
Feudin’ and Fightin® (M) (R) .........ccceieeiiinnnneennneen Chappell—ASCAP
For Once in Your Life (RY .. ... . ... utiitininrnnoeneonnan Dreyer—ASCAP
Fun and Fancy Free (F) (R) ..Santly-Joy-——ASCAP
I Have But One Heart (R) ........... 1 Barton—ASCAP
I Wish I Didn’t Love You So (F) (R) .Paramount—ASCAP
I Wonder Who's Kissing Her Now (F) (R) ................ E. B. Marks—BMI
Je Vous Aime (R) & .@aaa e somabbfie e aa@escaosiodbosaidleesss me Crawford—ASCAP
Just an Old Love of Mine (R) ................. T Y, Campbell-Porgie—BMI
Love and the Weather (R) ... ... .. ... . .. . it Berlin—ASCAP
My Heart Is a Hobo (F) (R) ......... .. civtiurnnn Burke-Van Heusen—ASCAP
Old Devil Moon (M) (R) ... .. iiiieniinnrnnnssonnaonnncnns Crawford—ASCAP
On the Avenue (R) .......0iiviniiniennnnnns A P Leeds—ASCAP
On the Old Spanish Trail (R) ....... .. .. it Peter Maurice—ASCAP
Peg o° My Heart (R) ... .ttt iiiiieiiinoceiconasaisansnnns Robbins—ASCAP
Tallahassee (F) (R) .. ... . ittt iteenennnnnonnononncnens Famous—ASCAP
That’s My Desire (R) ... iiuiuiiieuioonstoseeeestsnassssansoses Mills—ASCAP
The Lady From 29 Palms (R) ... .... ... .. teteeieinneroononnn: Martin—ASCAP
The Whiffenpoof Song (R) ... .. ... ittt enntiioneniinenses Miller—ASCAP
When You Were Sweet Sixteen (R) ..............0... Shapiro-Bernstein—ASCAP
You Do (F) (R) ...ttt iiiiiiiinennrons Bregman-Vocco-Conn—ASCAP
The Remaining 23 Songs of the Week

Across the Alley From the Alamo (R) ................... Capitol Songs—ASCAP
All 0f Me (R e @ueimm - st = 5 fus > B = o o e g8 5 5 4 9% 5% 5= BFle s mpeE apme Bourne—ASCAP
Cecilia (R) ttvvniniioneeiioenirooaronarsossosesesasnansss .ABC—ASCAP
Deep Valley (R) v ® . aalan 58 58 s 0o modie o @ s oms - oo . 'Remick—ASCAP
Every So Often (R) . :::vrommeppememascrmese--mm: = ug Harrv Warren—ASCAP
Ev'rybody and His Brother so..coievi e ininiiinnnens e BMI—BMI
I Want ToBe Loved (R) ... .ot iinninaneans + .Melrose—~ASCAP
1 Wonder, 1 Wonder, I Wonder (R) ........... ‘v . .Robbins-——ASCAP
If My Heart Had a Window (R) ...... ... ... oo Mutual—ASCAP
Just Plain Love (R) 58 3008800000 AT T Lo L T LA Berlin—ASCAP
Kate (R) .....¢0c.ivevanns B e T oY T S Berlin—ASCAP
Lazy Countrysxde (E) (R)) &6 dinn B e omre o ol 58 58 TES 5w . .Santly-Joy—ASCAP
Mam’selle (F) (R) i e e s s MEE AT T e s W EEE B TE o .Feist—ASCAP
My Future Just Bas s AN s NP S Yoem s APy s AP s .. .Beverly—ASCAP
Oh, My Achin’ Heart (R) ....... ... . iiiiinniinianiiniennne. . Mood—ASCAP
Passmg By (R) moss.nswememe smeoponmmeny Chappell—ASCAP
Red Silk Stockings and Green Perfume (R) E. H. Morris—ASCAP
Smoke! Smoke! Smoke! (R) ................ . . American—BM]I
So Far (R) ot sv.oombisosamoneasatrooe FERERE. 0 omeadms ssihs .Williamson—ASCAP
The Echo Said “No” (R) . v:cotbin' meafl, o aacocooceosivh-

Tomorrow (R) ou. % .ot c o sh s 0 Eames®oceessormosssneses 5

When Tonight Is Just a Memory (R)
You’re Not So Easy To Forget (R)

RECORDS MOST-PLAYED 0X TIE AIR

Records listed here in numerical order are those played over the greatest number
ot record shows. List s based on replies from weekly survey among 1,200 disk jockeys
thruout the country. Unless shown in this chart, other available records of tunes
listed here will be found in the Honor Roll of Hits, Music Populartity Chart, Part 1.
(F) indicates tune is from a film; (M) Indicates tune is from a leglt musical.

POSITION
Weeka| Last | This Going Strong

to date! Week | Week Lic. By
7 1 | 1. NEAR YOU ......c...ss..Francis Craig.................
| e e Bullet( 1001—ASCAP
12 2 2. SMOKE! SMOKE! SMOKE! Tex Williams (Western Caravan
(That Cigarette) .......... (Tex Williams-Trio) ........
.Capitol Americana 40001—BM]1
6 4 l 3. | WONDER WHO’S KISS- Perry Como-Ted Weems ......
ING HER NOW (F) ...... ... ........ Decca 25078-—-BMI
14 3 4. PEG O’ MY HEART ...... Three SUNS ..p.us.wsos s snae
........ Victor 20-2272-—ASCAP
10 5. THE LADY FROM 29 Freddy Martin (The Martin Men)
| { PALMS 5% amr’ rélsow w- o8 <% |§: 58 - Victor 20-2347-—-ASCAP
4 |11 | 6 WHEN YOU WERE SWEET Perry Como (The Satisfiers-Lloyd
i | SIXTEEN .......0000.v0... Shaffer Orkd ..............
(TR [ Victor 20-2259—ASCAP
1 | - || 6. NEAR YOU ........... .Alvino Rey (Jimmy Joyce) ......
......... Capitol B-452—ASCAP
13 s { 7. PEG O’ MY HEART ...... Buddy Clark ..................
I I Columbia 37392—ASCAP
1 -— 8. KATE (Have I Come Too Eddy Howard ..............
Early Too Late?) ......... ........ Majestic llGO—ASCAP
(Ray Block Ork (Alan Dale-Ensemble), Signature 15114;
Tommy Dorsey (The Town Criers), Victor 20-2363; Four Chicks
and Chuck (Jack Miller Ork), MGM 10048; Dick Jurgens (Al
Galante), Columbia 37852; Guy Lombardo, Decca 23989; Ted
Martin (The Alr Lane Trio), DeLuxe 1095, The Starllwhters
(Earle Hagen OrkY, Mercury 3067)
10 [ 9. THAT'S MY DESIRE ......Sammy Kaye (Don Cornell- The
Kaydets) .. .eveiueraieiaesn
........ Vlctor 20-2251—=ASCAP

(Continued on page 139)
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*From Hollywood over the entire NBC Network
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* NATIONAL'S NEW RELEASES x
BILLY ECKSTINE o v orchesro

ECKSTINE AT HIS BEST—The haunting un-
forgettable version of the “svicide song”!

GLOOMY SUNDARY
anvo In The Still of The Nightﬁ

NAT, 9037

*
ECKSTINE'S ALL-TIME FAVORITES

A Cottage For Sole You Coll it Madness

! Love the Rhythm tn A Rift 707 ¥ 1ell e Pretty Baby po19
® .l.::\'u::::'lovov Blues =012 n :;v:\if’:'l'ir:e P:i::nY:J:' I:::e" bRy
o :::g'"l;:; T::ri:yor tove 2010 N i:yYD::'plYBlue Dreom 023
* T Sing e s U R Toke vour Love From Me TP
&  Blue 9018 & Time On My Hands 9030

Second Bolecony Jump I Llove The Loveliness of You

RARARRAARAARNIARAAAARR AR ARERAIENAXRARARIARRRAS AR AR A XK

CHARLIE VENTURA

Bill Horris ® Charlie Shovers
Chubby Jockson ¢ Daove Tough
Rolph Burns o Bill DeArango

AND MIS ALL
AMERICAN SEXTET!

The fastest-rising smoll band in the

nation smoshes out with the greot-
est modern jozz record ever waoxed!

THE JAZZ RECORD OF THE YEAR!

SYNTHESIS

NAT.

a~vo BLUE CHAMPAGNE 03¢

Other Moon Nocturne - Parts ¥ ond 2 9029
Ventura = How High The Moon - Please Be Kind 7015

Hits Misirlou - Either It's Love Or It Isn’t

DUSTY FLETCHER

and his Gang

THE RAVENS

A DOUBLE-HEADER HITI

“0L' MAN RIVER”
ano Would You Believe Me
NAT. 9035

MADDEST RECORD EVER MADE!

DUSTY FLETCHER'S
MAD HOUR!

PARTS Y ond 2
NAT. 4013

« . . ond still going great

FOR YOU
axo MAHZEL

NAT. 9034

ond thot other Fletcher Laff Riot

I'M GOIN' BACK
[N THER PARTSI

NAT. 4014

BARARRARRBRRP AR A A A AR AR AR N

R NATIONALE S 2
Records

ORDER FROM YOUR NEAREST. NATIONAL DISJRIBUTOR
or NATIONAL DISC SALES”s 1841 B'WAY, N. Y:'23,'N. Y.

Juke Box Record Plays

Week Fnading
Septemhber 13

MOST-PLAYED JUKE BOX RECORDS

Records listed are those recelving the greatest play in the nation’s juke boxes.
List is based on The Billboard’s weekly survey among 3,558 operators in all sections of
the country. Listed under the title of each of the most played records are other
available recordings of the same tune. Unless shown in this chart, other avallable
records of tunes listed here will be found in the Honor Rell of Hits, Music Popularity
Chart, Part I

POSITION
Weeka] Last{This
to date| Week “ eek

Going Strong

10 1 1. SMOKE! SMOKE! SMOKE! Tex Williams Western Caravan
(That Cigarette) .......... (Tex Williams-Trio) ......
‘ ....... Capitol Americana 40001
6 4 2. I WONDER WHO'S KISS- Perry Como-Ted Weems. .
ING HER NOW (F) ....cvv iiiniiiininnnnns Deocca 250768
13 3 3. PEG O’ MY HEART ......Three Suns 9 . Victor 20-2272
17 2 4. THAT’S MY DESIRE ......Sammy Kaye (Don Cornell-The
Kaydets) ... Victor 20-2251
3 8 5. NEAR YOU .. ... ...... .Francis Craig . .Bullet 1001
11 6 6. WHEN YOU WERE SWEET Peiry Como (The Sahaflers Lloyd
SIXTEEN m a8 5% omire o« ole oo Shaffer Ork) . Victor 20-2259
21 | 5 | 7. PEG O' MY HEART ......The Harmonicats-Sid Fisher.
[ L E e e s T Vuacoushc ]
3 7 8. THE LADY FROM 29 Freddy Martin (The Martin Men)
LMS it oaom e m a8 04550 0 o aa Moo . s, 6L s .. Victor 20-2347
5 14 9. FEUDIN' AND FIGHTI .Dorothy Shay (Mischa Russell
() v90 0 ot ogor o= gl 50 o Ork) . . ::c.snme Columbia 37189
20 12 10. THAT'S MY DESIR .Frunkie Laine ...... Mercury 5007

12 | 10 l 10. TIMTAYSHUN .Red Ingle and the Natural Seven-
i Jo Stafford (Cinderella G.
Stump-Red Ingle)...Capitol 412
(Jerry Brent Ork, Modern Music 20-510; Henry Busse Ork,
Four Star 1139; Bing Crosby (John Scott Trofter Ork), Decca

{
23754; Noro Morales Oik, Masjestic 1130; Juan Rolando,
Cocktail Hour CGE-116)
17 | 1t | 11, I WONDER, I WONDER, I
WONDER ................ Guy Lombardo ...... Decca 23865
17 9 12, I WONDER, I WONDER, 1
| WONDER ............... .Eddy Howard ...... Majestic 1124
1 | — | 13. FEUDIN’ AND FIGHTIN’ Bing Crosby-The Jesters (Bob
| (8. B . Haggart Ork) ...... Decca 23975
12 13 | 14, PEG O’ MY HEART .. .Art Lund (Johnny Thompson)
’ ................... MGM 10037
8 _— 14. TALLAHASSEE (F) ......Bing Crosby-Andrews Sisters

(Ray Dorey, Majestlc 72395 Johnny Mercer-The Pled Pipers
(Paul Weston Ork), Capitol 422; Vaughn Monroe (Vaughn
Monroe-The Moon Maids), Victor
Woody Herman (Sonny Burke Ork),
Smith
10028)
HOW SOON ..,........

(Vic Schoen Ork)...Decca 23885
20-22%4; Dinah Shore-
Columbia 37387; Kate
(Jack Miller Ork-Four Chicks and Chuck), MGM

.Jack Owens (Eddie Ballantine Ork)

.................. Tower 1258
| | (Bing Croshy-Carmen Cavallaro, Decca 24101)
Coming Up
KATE (Have I Come Too Early, Too Late?)..Eddy Howard ...... Majestic 1160
THE ECHO SAID “NO” ........ cooooo conooo Sammy Kaye (Don Cornell Glee
Club) .......... Victor 20-2330

MOST-PLAYED JUKE BOX WILLBILLY RECORDS

Records listed are hillbllly records most played in juke hoxes according to The
Billboard's weekly survey among juke box operatlors.

POSITION
Weeks| Last{This
to date|Week] Week

1 SMOKE! SMOKE! SMOKE!Tex Williams Western Caravan
(That Cigarette) .......... ATex Williams-Trio) ........
........ Capitol Americana 40001

17 | a4 ' 2¢ IT'S ASIN .....iieeennnns Eddy Arnold and His Tennessee
| Plowboys ........ Victor 20-2241
14 | 2 | 3, TIMTAYSHUN ........... Red Ingle and the Natural Seven-
l Jo Stafford (Cindevella G.
i Stump-Red Ingle) ..Capitol 412
5 3 4. T'LL HOLD YOU IN MY
HEART (Till I Can Hold Eddy Arnold and His Tennessee
You in My Arms) ......... Plowboys ...... Victor 20-2332
6 5 5. FEUDIN’ AND FIGHTIN’...Dorothy Shay (Mischa Russell
(MDY il el one S L A S Ork) . .cwmmsl m: Columbia 37189
1 —_— 5. FEUDIN’ AND FIGHTIN’, . .Jo Stafford {(The Starlishters-Paul
(M) 00000000 FOCO000a0O0 . Waeston Ork)...... Capitol B-443

MOST-PLAYED JUKE BOX RACE RECORDS

Records Iisted are race-type disks most played in the nation’s juke boxes, according
to The Billboard’'s weekly survey among juke box operators.

POSI'TION
Weeks | Last | This
to date| Week \\ eck

4

| 1 1. BOOGIE WOOGIE BLUE
PLATE . ciscsw . .68 oo Louis Jordan ........ Decca 24104
3 ‘ \ Zs HURRY ON DOWN ....... Nellie Lutcher and Her Rhythm
| TP Capitol Americana 40002
23 | — 2. OLD MAID BOOGIE ...... Eddie Vinson Ork (Eddie Vinson)
| T E R I Mercury 8028
—_ | . 1 WANT TO BE LOVED
2 | N (But Oniy by You) ...... Savannah Churchill ....Manor 1046
12 4 | 3. NEW ORLEANS BLUES ...Johnny ' Moore’s Three Blazers
(Charles Brown)..Exclusive 240
15 | 2 3. JACK YOU RE DEAD ....Louis Jordan ........ Decca 23901
1 —_— 32 PRED _TOP piteiliiss sa 8 e e al Gene Ammons Sextet..........
............... Mercury 8048
10 —_ 3. THAT'S MY DESIRE ..... Frankie Laine....... Mercury 5007
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and Possibilities

Week Ending
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RECORD POSSIBILITIES

In the opinion of The Billboard Tmusicstaff,"records listed below are most likely
to achleve popularity as determined by.entry,into best selling, mosé played or most

heard features of the Chart.

DON'T YOU LOVE ME ANYMORE?....Buddy Clark, With Mitchell Ayres and

Orchestra ............Columbia 37920

This is one of the simple repeat-strain ballads typlcal of the Santly-Joy pubbery's
line of hits (Oxford affillate will exploit the tune) and it sounds ke the kind of
thing that can be pushed Into quick-action pay-off on the jukes and over the

counter.

Clark, we have always maintained, sings a pretty song.

He hasn’t let

down one bit with “Don’t You,” so don’t you pass this up.

HOW SOON? .............evevuse. . Jack Owens, With Eddie Ballantine's

Orchestra .,............ Tower 1258

Another small label waxing that shows sighs of causing some stir. Tune, which
has been waxed by Bing Crosby on Decca, was written and is performed on this

disk in better than adequate fashion by tunesmith Jack Owens.

The disking is

already showing up strong in ‘"The Billboard’s” juke play charts and may yet move

alongside “Near You” as a small disker sleeper.
be said that both tunes are pubbed by the Decca and Bregman, Vocgo
And like Bullet, the Tower waxery is a Midwest outflt with head-

Supreme Music.
quarters in Chicago.

If this means anything, it might
, Conn firm,

RECORD REVIEWS

Lightface portion of reviews is intended for information of all reeord and musie
users. Boldface portion is Intended for guidance of juke box operators.

ELLIOT LAWRENCE (Columbia 37838)

Near You—-FT; VC.
How Lucky You Are=W; VC,

The sentimental rhythm ballad already
riding high via an indie label disking,
“Near You” gets an added lift in the
bouncey frame fashioned by the FElliot
Lawrence band. The band boys laying
down a rieh harmony pattern for the
maestro’s  tuneful keyboard knuckling,
Rosalind Patton follows with a pert chant
until the rhythm piano moves up front
agaln to pace the ensemble for a sock
session. All in good rhythmic and me-
lodic order. For the flip, Lawrence proves
his band can play a waltz as well as a
ballad, and that they do for the “Lucky”
lullaby for which Jack Hunter gives voice
to the tuneful melody, all adding up to
hoof appeal in three-quarter time.

“Near You” the nickel grabber,

TEX BENEKE (Victor 20-2424)
I Have But One Heart=FT; VC,
Too Late—FT; VC.

Developing a ballad and rhythm theme
in top drawer fashion, Tex Beneke’s band
makes it dandy disking 'for this doublet.
For the Italian folk melody gaining popu-
larity as “I Have But One Heart,” Gary
Stevens barys with rich romantic feeling
against a bank of brass and woodwind
harmonies, with the maestro’s soft and
thoughtful tenor sax phrases bridging his
song. For the flip, Beneke goes on a solid
rhythmic kick for the blues—styled rhythm
ditty, ‘““Too Late.” Searing trumpets em-
broider the maestro’s low-down chanting,
Beneke also adding a rider on his tenor
horn with the band In a solid riff, forma-
tion thruout.

Both sides of the biscuit will bring in
coins.

FRANKIE CARLE (Columbia 37818)
—And Mimi—FT; VC.
For Once in Your Life—FT; VC.

Two lush ballad melodies with the
Frankle Carle piano setting the melodic
keynote and Gregg Lawrence adding the
romantic appeal of the lyrics make for

smooth spinning on both sides of the
platter. Most' attractive is the Contl-
nentalish ‘“—And Miml,” lyrical lament

for the Parislan cafe chanteuse, with
Carle and his chanter giving as much
expression to “For Once in Your Life.”
And for both, the band plays full but
subdued for both Carle and Lawrence.

—And Mimi, a safe bet to strike popular
fancy for phone play.

VAUGHN MONROE (Victor 20-2433)

The Stars Will Remember—FT; VC.
Ballerina—FT; VC.

With two ballads that are richly
inelodious, and the band laying down a
colorful harmony background, Vaughn
Monroe gives much meaning to both sides.
Banked by the fiddles in his song, and
with added vocal color in the fem har-
monies of the Moon Malds, Monroe sings
it wih full romantic expression for a
smooth and catchy ‘“‘Stars Will Remem-
ber” which was krought here from across

the pond. For the flip, the maestro sings
it alone and in full voice to make it ar-
resting for the haunting “Ballerina’ bal-
lad, for which the band adds a beguiling
beguine beat that adds enchantment to
the maestro’s chant.

Both ballads loom as big favorites for
phono plays.

COOTIE WILLIAMS (Majestic 1165)

Ooh, La-La=—FT; VC.
if I¢"s True—FT; VC,

The jive chanting of Bob Merrell, with
the enthusiasm and rhythmic raspiness
of a Loule Jordan, and with the Cootle
Williams tootlers whipping out a lively
jump beat, it’s a solid rhythm spin  for
the Haremese riff novelty in *‘Ooh La-La.”
And adding to the iInstrumental appeal s
the riding of the tenor sax and & dash
of the maestro’s growl trumpet horn. On
the mated side, “If It's True,” Willams
turns |t over to Bllly Mathews for an ex-
position of the torch Iyrics. And while
the lad has nice enough bary range, his
piping is without warmth or pash to make
the song or the spinning count.

Jump fans will faney Ooh La-La for their
coins.

GUY LOMBARDO (Decca 24115)

Don’t Tell Me=—FT; VC.
The Echo Said “No”=FT; VC.

The Lombardo music, entirely smooth
and sweet, and with a moderate rhythmic
beat that makes it toe-tingling, makes it
a thoroly danceable disk for both of these
familiar ballads. Don Rodney makes it a
sweet sing for “Don't Tell Me,” Joined by
the Lombardo Trio for the rollicking
“Echo” rhythm ballad .

For the Lombardo dance fans.

BOB CROSBY (Decca 25114)

Yancey Special=FT.
Boogie Woogie Maxixe—FT.

A boogie woogle classic couplet by the
Bob Crosby Dixielanders, its reissue makes
it a cholce cutting for collectors caught
short on these sides. Bob Zurke paces
the band builds it up to a feverish pitch
for Meade Lux Lewis’ ‘‘Yancey Speclal,”
while Joe Sullivan hits the 88's solidly as
the band builds it up to a feverish pitch
for Gil Rodin’s ‘“Boogie Woogle Maxixe.”

Boogie Woogie Maxixe still striking
enough to catch the coins of the eight-
beat fans.

(Continued on page 40)

Album Reviews

In & continuing effort to review as
much of the output of all record man-
ufacturers as manpower and paper
limitations permit, The Billboard this
week reviews recently released albums
in a special ALBUM REVIEW sectlon
on page 48. These album reviews of
course, are in addition to the reviews
on this and the facing page, and
those in the Music Machines depart-
ment this week.
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“THINGS HAVE CHANGED" %

Vocal by Harry Babbitt

4
“I'M A ROLLIN"'
Vocal by Harry Babbitt and
The Campus Kids

COLUMBIA 37828

v

 “NRUGHTY ANGELINE”
“IT'S KIND OF LONESOME |
A

414
OUT TONIGHT
Both with Yocals by Harry Babbitt and
The Campus Kids
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. . . the tune was made
by the way it was played!
AND

It's Taking the Country by Storm

SSRGS

the one and only

CNEAR YOU”

recorded by

FRANCIS CRAXG

AND HIS ORCHESTRA

Don't Settle for a' Substitute

Get the original from the following distributors

" ORDER DIRECTLY FROM THE FOLLOWING DISTRIBUTORS - OF BULLET RECORDS:
' Cherry Distributing Co., Jacksonville, Fla.

R)?'cord Sales, Monrae, N. C.

Allen Distributing Co., Kichmond, Ya.
Barnett Distributing Co., Baltimore, Md.
Kayler, Inc., Philadclphia, Pa. :
Major Distributing Co., New York City

' Massachusetts Musie Distributors, Inc.,

Boston. Mass.
Mohawk Music Safes, Gloversville, N. Y.
Niagara Midland, Butfalo, N. Y.
Standard Distributors, Fittsburgh, Pa.
Associated Distributing Co., Marictta, Ohio
W. E. Harvey Co., Cleveland, Ohio
W. E. Harvey- Co., Detroit, Mich,
Tennessee Music Sales Co., Nashvilte, Tenn,
Southland Distributing Co., Atfanta, Ga,

Bullet Recording Co.

Chord Distributors, Minneapolis, Minn.

Monarch Sales Co., Birmingham, Ala.
Musi¢ Sales Co., New Orleans, La.
Music Sales Co., Memphis, Tenn.
Commercial Music Co.. St. Louis. Mo.
Chord Distributors, Chicage, liI.

Davis Sales Co., Denver, Colo.
Oklahoma Music Co., Oklahoma City, Qkla.
Black and White Distributors, Dalas, Tex.
Macy’s Recard Distributing Co., Houston,

Tex.
Sunland Distributing Co., £l Paso, Te;s.
Suniand Distributing Co., Phoenix, Ariz.
Wiltred Brothers. Los Angeles, Calif.
LeRoy H. Bennett, San Francisco, Calif.
Love Electric Co., Seattle, -Wash.

(Continued from page 39)

BING CROSBY-ANDREWS SISTERS
(Decca 23999)

The Freedom Train—FT; V.
The Star Spangled Banner—FT; V.

The newest of the train songs, but this
one by Irving Berlin has special signi-
fieance. And while the lyrics capture the
spirit of the “Freedom Train,” already
started on its tour around the country, the
music is in the popular rhythmic idiom.
The wordage may be flag-waving, but the
music is entirely catchy and full of bounce.
Particularly as Bing Crosby and the An-
drews Sisters cut it up while Vic Schoen’s
music provides the stirring rhythmic sup-
port. There's plenty of zing to the song
itself, and with the voices adding the zip,
it all adds up to a real musical salute in
rhythm to the “Freedom Train.” For the
flip, Crosby carries on alone in the same
patriotic spirit. Instead of singing the
national anthem, he recites a meaningful
peem while Victor Young provides the in-
cidental background music that weaves
around the anthem theme. It all makes
for an impressive and dramatic spin.

Phono ops will ride “The Freedom
Train.”

TONY MARTIN (Victor 20-2425)

The Stanley Steamer—FT; V.
Julie—FT; V.

The rich romantic song projection of
Tony Martin, flushed by a silky background
in Earle Hagen's music with a mixed choir
adding vocal floss, rings true for *‘Julle,”
a lovely girlle serenade. Pipes it pashly,
bringing out the full melodic flavor of the
ballad. For the flip, with Victor Young
providing the orchestra and chorus, Mar-
tin linpresses just as much as he sings it
in spirited style for the rollicking and
tuneful *“Stanley Steamer’ rhythm ditty
from the “Summer Holiday"” movie,

Both songs rich in phono possibilities.

FRANK SINATRA (Columbia 37809)

The Stars Will Remember—FT; V.
Christmas Dreaming—FT; V,

In a dreamy lyrical fashion, Frank
Sinatra gives full romantic sway to both
of these slow ballads, singing them in strict
tempo with Axel Stordahl’s music provid-
ing a subdued and blending background.
Most attractive is the seasonal ‘‘Christmas
Dreaming,” but giving the same measure
of attention and expression to the mood
melody on the mated side, ‘“The Stars
Will Remember.”

With the holiday season around the
corner, “Christmas Dreaming’” may well
catch on big.

BING CROSBY (Decca 24114 and 24170)

After You’ve Gone—FT; V.
Blue—FT; V.

1 Kiss Your Hand, Madame==FT; V.
Emperor Waltz—W; V.

With Eddie Condon’s music, sparked by
an array of swing stars, Bing Crosby goes
on 2 real rhythmic kick which kicks best
when he gives the hot horns a chance.
Set to s Dixieland beat, and letting the
boys jam away in the background, Crosby
settles down in a mellow swing groove for
“After You've Gone.” Sings it at a mod-
erate tempo, letting the band boys speed
it up for their janmnastics and for the rid-
ing of Bud Freeman on tenor sax and Joe
Sullivan’s ivory knuckling. For the flip,
the Condonites are too cautious, keeping
close to a sustained harmony background
pattern, with the result that Crosby's
chanting for “Blue” is without the rhyth-
mic incentive that lends so much lustre
to the mated side. For the other two
sides, Crosby is all the romanticist in song,
giving it tender treatment and entirely
at ease as he sings it slowly out of tempo
for “I Kiss Your Hand, Madame.” Wwhich
gets another fling in the forthcoming
“Emperor Waltz”” movie; piping it just as
tenderly for the Johnny Burke love lyric
set to the Johann Strauss waltz which
gives the movie its title song. For the
screen songs, Victor Young’s music creates
the colorful and velvet carpet in back-
grounds.

“After Yon’ve Gone"” spins brightest for
the phono play with the movie bringing
attention to the screen songs at a later
date.

ART WAYNE (Majestic 1168)

The Heartbeat Song—FT; V.
One Little Tear Is an Ocean==FT; V.

What may sound as if the record is
cracked is the actual beating of the hu-
man heart, according to the waxerie, as
the stage is set for Artie Wayne's soft and
romantlc barrying for “The Heartbeati
Song.”” More attractive than the ballad
itself is the arrangement set forth by Paul
Baron’s musiec, with colorful harmonies
by the lush strings and soft woodwinds.
And for added effect, adds the vocal
harmonies of a fem foursome coming in
with the tick-tock beats from an echo
chamber. For the flip, it’s another slow
and pleasant ballad in “One Little Tear
is an Ocean,”’ which Wayne sings in ap-
pealing manner with the fem voices add-
ing vocal floss io the spin.

Novelty of the “Meartbeat’” song may
bring in some nickels.

| DICK (TWO-TON) BAKER
{Mercury 5066-67)

Near You—FT; VC.

I'm a Lonely Little Petunia—FT; VC.
Civilization—FT; VC.

Dancers in Love—Instr.

Mercury puts a solid push behind its
rising merry musicmaker with this quartet
of sides. Like other previously issued
copies, the Baker version of “Near You”
sticks closely to the commercially corny
Francis Craig Bullet version, replete with
the Latin boogie opener. Flipover is a
new novelty, which lends itself to Baker's
comedy handling. Side should click with
moppets as well as adults, for “Petunia”
carries interest for all age groups. ‘Civil-
ization,” the up-and-coming parody on the
“advantages” of modern society, is a ripe
item for the Baker tonsils and gets a
refined treatment from the rotund vocalist-
pianist. ‘“Dancers” is Baker's first instru-
mental effort, highlighting the radio enter-
tainer doing his variations on a minor
chord theme by Ellington.

“Near You” and “Civilization”
plenty commercial lure,
hold only minor interest.

pack
while flipovers

KATE SMITH (MGM 30025)

God Bless America—FT; V,
Bless This House—FT; V.

Kate Smith repeats her stirring rendi-
tion of ‘“God Bless America” for this
label, with the music and mixed chorus
directed by Jack Miller adding to the
spirit of the spin. For the flip, Miss Kate
sings with hymnal feeling for a touching
“Bless This House” song with a home-
sweet-home theme.

For the home
Smith’s radio faus,

buyers among Miss

PATTI PAGE (Mercury 5063)

I’'ve Got Some Forgetting To Do—FT; VC.
Can’t Help Lovin' That Man—FT; VC.

Patti Page. newest recruit to the tear-in-
her-voice brigade, shows her torchy pipes
to advantagc here, with a pair of couplings
that will do plenty to push her to the
fore. Gal has a poignant appeal that's
just right for a soulful ditty. Both ditties
are ideal wax media for the young chirp
and with the pretty support of Eddle
Getz’s alto and his augmented combo, gal
acquits herself nobly in her second effort.

A double-header that will cause Patti
Page’s stock to rise,

CLYDE TRASK (Radio Artists 211)

I Wish I Didn’t Love You So—FT; VC.
West St. Toodle-oo—Instr.

This commercial ork, which has been
working in the Cincinnati area for the
past year, offers a sharp pairing in its
wax bow, with the Trask band blowing it
sweet and mellow on the pop side. Carol
Gable does average job on the vocal. Flip~
over Is a reversal of form, with the Trask
crew displaying a biting attack on a good
Jumper, Trask aggregation shows itself as
a clean, precise musical crew, with good
soloists in each section. Bob Taylor's
pano and a muted trumpet stand out on
the jazz side.

Clyde Trask’s versatile crew shows wax
promise here.

JI