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All-Star Performers

Frank Sinatra + Dinah Shore #+ Harry Jomes

* Fronkie Corle * Koy Kyser « Woody
Herman #* Xaoavier Cugat = Les Brown
Gene Krupa * Eddy Duchin + Buddy Clark
* Dorothy Shay * Arthur Godfrey * Claude
Thomhill # Ray Noble + Doris Day * Jane
Russell * Dick Jurgens * Duke Ellington *

£k ”' Horace Heidt * The Modemaires * Tommy

AR\ Tucker + Elliot Lowrence * Pearl Bailey *

HE 0 Ps Tony Pastor * Cab Callowoy +* The
B f A Charioteers * Victor Borge # Golden Gote

FROM N\ Quartet = Fred Lowery * The Three Flames

N * The Dell Trio * Hazel Scott * Harry

o Owens * Alvy West * Emie Andrews

c 0 I u m b I a * Sidney Bechet # Mary AnnMcCell
* Janette Dovis # Oran (Hot Lips)

AN\ f Poge * Andy Cummings * Ted Cole
\ _ * Lena Machado * Michoel (Peanuts)

e c 0 r s ; Hucko # Gene Autry « Roy Acuff » Al Dexter

* Ted Daffan * Bob Atcher * Bill Monroe

* Bailes Brothers * Wiley Walker and

Gene Sullivan #* Floyd Tillman =% Old

Hickory Singers + Poul Howard and his

Cotton Pickers * Jimmie Lowson * Lynn and

Molly Davis * Peach Pickers (Curley

Willioms) = Big Bill * Buster Bennett ond
his Band * Memphis Minnie

Long-Life Surfaces

The crisp, cleor, Iife-like quality of reproduction on
Columbia Records s due 1o their wondearful plostic
wirfaces. These advanced modem wurfoces, in cddition
to the fomous Columbic process of laminaled record
manufacture meams more pley per record, more
listening pleawre per play. No wonder it's the 'Record
of The Star"l

m) Irpdeangrks "Columblo’ and i
Repg. U. 5. Pod. WY
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THE LION’S SHARE %** "~ * =,
OF THE RECORDING STARS SALUTE
THE COIN MACHINE OPERATORS OF AMERICA!
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IBLUE BARRON 2LIONEL BARRYMORE 3IRVING CAESAR o CALVARY 4
QUARTET »CANTERBURY CHOIR 4DENVER DARLING sJIMMY DORSEY
6JIMMY DURANTE 7BILLY ECKSTINE g ZIGGY ELMAN 9JACK FINA
10 HELEN FORREST e FOUR CHICKS & CHUCK 11 5LIM GAILLARD
#HARRY HARDEN 12ZHARRY HORLICK 13LENA HORNE 14BOBHOUSTON
1SJERRY IRBY 16 ROME JOHNSON 17 VAN JOHNSON 18 JOHNNIE
JOHNSTON 19GENE KELLY o KORN KOBBLERS 20ARTLUND 271HAL
McINTYRE 22 MACKLIN MARROW e BETTY MARTIN 23 FRANKIE
MASTERS 24LAURITZ MELCHIOR 25ART MOONEY 25NORO MORALES
275AM NICHOLS 28SY OLIVER 29JACKIE PARIS 30GEORGE PAXTON
31 MENAHEM PRESSLER 32 CARS50N ROBISON 33 DAVID ROSE
@ ALLEN ROTH 34 RAYMOND SCOTT 35 KATE SMITH 34 BUDDY
WEED 37 BOB WILLS 38 HANK WILLIAMS 39 KEENAN WYNN 4

Listed alphabetically (

LEO, THE M-G-M RECORDS LION The Chrealed) Mame ™ ~ b Ewliifacecocesl
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"NATURALS”
OPER:TORS.
RETAILERS
, LATTR
| R SPINNERS
'm Dancing With Tears In My Eyes
|t Had ToBe You
- Now s The Hour

.

- [l Never Say | Love You

Personal Management: TED COLLINS

=g e I

The Billboard Juks Box Supplement  Page 3
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THE LABEL

o @

= JERRY MURAD'S  “un
' ‘HARMUNIBATS”

F

U 4 MY GAL SAL |
s | LOVE YOU 4
UNIVERSAL'S EXCLUSIVE

| u 25 MY WILD IRISH ROSE
VALSE BLUETTE ORIGINATORS OF THE

%’ U' 47 FOUR LEAF CLOVER J "PEG O’ MY HEART”

RECORD BAN BLUES
RECORD SENSATION OF 1947

3 1'

e
L
e
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AFTER YOU HEAR | | DAVIS

\ l.l 53 "I'M GOIN' T0 BE A BAD GIRL”

b/w “I'VE BEEN WAITING FOR YOUR "'gcﬁt DlD IT AT LAST

PHONE CALL FOR 18 YEARS”

"HOORAY FOR HOLLYWOOD"
b/w "HOW CAN YOU PRETEND}"

——
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o After exhaustive tests of all types of pickups, Rudolph
Waurlitzer Company, the world’s largest maker of com-
mercial phonographs, selected the Zenith COBRA Tone
Arm . . . the reason why makes mighty good sales ammu-
pition for you.

RECORDS SOUND LIKE NEW LONGER

Waurlitzer's years of eerrience had shown that with the
conventional type pickup, record fidelity starts to fall
off at from 50 to 300 plays and from then falls off fast.
Their tests proved that records Elayed with the COBRA
Tone Arm still retained 95% of their original tone fidelity
after TWO THOUSAND plays.

OPERATING COSTS REDUCED

Wurlitzer's experiences also showed that commercial
honographs equipped with ordinary pickups give from

E?ﬂ to 420 plays per dollar spent for needles an records.

Enbra-equipped urlitzers give 1620 plays for the same
ollar.

TELL THAT STORY TO YOUR CUSTOMERS
A Zenith radio-phonograph with the COBRA Tone Arm

will keep records sounding like new. Furthermore, the
COBRA reproduces records so perfectly that even new
records sound better. Yes, the COBRA means the best
in record playing—and only Zenith has it.

Jonvary 24, 1948

NO. of PLAYS PER $1. COST of RECORDS & NEEDLES

it Rt Conponon - 600 Dhichars b » Chiapo 39, T

Tests Show Zenith
Tone Arm Far Superior
in Tone and Economy

COBRA A" i

E

CONVENTIONAL
PICKUPS

(Waurlitzer's Chart of Record and Needle Cost.)
Keep An Eye On g

§

S

The Blllboard Juke Box Supplement Poge 5
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WINNING COMBINATIONS for JUKE BOX OFS...

. « « another Benjamin and Weiss winner—

PIANISSIMO

Recorded by

Perry Como. .. .. RCA Victor Buddy Clark .. .. .. Columbia Bob Houston......... MCM

Snooky Lanson . .... Mercury Bob Carroll.......... Decca Sam Browne ...........

Artie Wayne . ..... Majestic  Enoch Light......... Crown .+ ... London Gramophone
Mindy Carson... .. Musicraft

I'VE GOT A FEELING I'M FALLING

Recorded by

Perry Como .. ...RCA Victor Benny Goodman..... Capitol Art Kassell .. ...... Mercury
Ella Fitzgerald . .. .... Decca  Martha Tilton. .. ... Majestic  Earl Hines Trio . . . .Signature

TRUE

Recorded by

Vaughn Monroe. .RCA Victor Eddy Howard...... Majestic Andy Russell ....... Capitol
Monica Lewis and Russ Chuck Foster...... Mercury Billy Eckstine ... ..... MGCM
Morgan

Santly-Joy, Inc.

1619 Broadway, New York 19, N. Y.

DON'T YOU LOVE ME ANYMORE?

Recorded by
Freddy Martin. . .RCA Victor Buddy Clark ...... Columbia Bob Eberle and Eddie
Jack :Smith ... ... Capitol Jose Melis......... Mercury Heywood .........Decca
Herb Kern ......... Tempo Helen Forrest........ MGM

In Preparation...

another Benjamin-Weiss-Carle winner—

DREAMY LULLABY

Already Recorded by

Frankie Carle @ Tex Bencke ® Jack Fina
: Russ Morgan @ Billy Leach-Jerry Shelton

@xford Hlusic Corp.

1619 Broadway, New York 19, N. Y.

Page &  The Blllbourd Juke Box Supplement ““
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Press Relations

SID ASCHER

Jonuary 24, 1948

Personal Management

LOU CAPONE

ot

WILLIAM MORRIS AGENCY, INC.

The Blllboord Juke Box Supplement

Page 7
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"“One of the prettier new ballads of the day''—siwoamn » “Bound to keep phono's hoppmg“—umm- W Er esente
“ I

“A new BMI ballad, Passing Fancy, recorded for Victor by Vaughn will quickly be headed for top honors"—mabio 86t magaz
“"Easy to remember.. . might develop into something hit-wise"—suts0aro « ““Top notch tones that add up to coin play galm'i'"f CASH 803

“BMI has another click on its hands in Passing Fancy'—sAow0 paiLy « “Billboard Picks'' (most likely to achieve popularity]—lm

“Vaughn Monroe in top form with Passing Fancy' —160D LAWRENCE, WHN New York

"Pick itas one of the outstanding hits of the new year"—Ep MURPHY, WSYR Syracuse

"Passing Fancy sounds to me like the makings of another Montoe hit" —DICK GILBERT, KRUX Phoenix

“Monroe and Ray Dorey are going to parlay Fancy into a winner —sHERM FLLER, WEE Baston » " Denver 1oves it. So do T —DIck SCHMIDT, KMYR Denver
. ' e B | '

“It’s spin-sational"=<WALT KAY, WIW Uevelond * “Passing Fancy has caught the fancy of my Varieties audience’ —MARYIN ELUN, WCAO Batiimere

i "Passing Fawcy deserves fancy praise”’—cUrF OUVER, WHBC Canten, 0. “The listeners love it out here-—pick RESWELL, KELO Siowx Folls, 5. D,

“A beautiful song” —FRiooit RODINS, WOV New York *  “Passing Fancy sounds liké a possibility for top ratings'—RAY PERKINS, KFEL Denver

“A direct hit"—RICHARD LIVIGNE, WHYN Holyoke, Moss. » A new hit to please the public fancy. A grear ballad”—sos KENNEDY, WHE Kansas Gity

""This one should hit the top”—T08Y DAVID, WiR, Detrolt * “Passing Fancy is on more lips here than a Southern accent’” —ERNIE HARWELL, WBGE, Aflanta

_% “A sure-fire hit 18 Passing Fancy by Vaughn Monroe' —HILARY BOGDEN, WIAS Pitrsburgh * “Tt’s great. I recommend it”/—808 KEARNS, WIBW Topeka

b

"An appealing tune. Powerful song material™ —pavid NILES, WEVD_New York» "' A Jéading candidate for hit honors”—LARRY CARL, WASH Washingtes
I - J.

"A number that gives smooth waxing, Delightfully [;rcsen:cd";-in CONDITT, WCAX Butlington, Vt. * ""Wonderful job™" —MYRON HOYER, KODI Cody, Wy.
“"Passing Fancy a coming hit. Dynamite in cthe dise departmr;nl'.-"—-llu HICKOX, WCON Atlanzn » " Another great disc’’ —RANNY WEEKS, WCOP Bosten
“Above the top of the hcap"—ulll DEAN, KBIX Muskogee, Okla. * ""Monroe at his bc;t. Definitely a pleasing platter’ —KiN KREIDER, ms-.u Lancaster, Pa.
“Look for it to go far" —3up WENDELL, WHK Cleveland = ' "Will in mj.- ﬂpfqiﬁﬁ i:rcnng of tin: top ten tunes before February ™ —RAY MOFFETT, WCAD Baltimore

ore than just a Passime Fancy' —ROIEMARY WATNE, WD Chisgo » * Established on my Sunrise Serenade’ '—~CLAUDE TAYLOR, WINP Jocksenville, Fie.
"M han j p g Fane’ i _ ‘Escablished y § Serenade’”

£

“Passing Fancy is a must'—8iRne ENTERUINE, WMM Peeria, 1. » “Definitely big time’'—aL CANTWELL, WONC Dorham, N. C.

*“The real thing in Detroit . . . batting a thousand in my. league™=Ross MULKOLAND, WiRt Detrol

Y |

3T

1
e et

“Passing Fancy going sttong on my three daily dise shows™ —Jin ﬂi@!’f,mnﬂ Birmingho ¥
“"Tune a natural to I-:t:cP Vaughn Monroe red hot’'—RAY COLONARY, WNAB Bridgepart, Conn.

“Music that should take well with practically everyone"—WILSON SHELLEY, KRLD Dallos
“Passing Fancy should be one of Vaughn Monroe’s top hits”—NED TRUDEAU, WABY Albany
YA sure-fire hit"—8iLL GRIFFITHS, KOL Seattle *» ""A must on any show''—TOM LEAHY, KANS Wichita » “In high :mand"--mn‘smm, WKIG Fr. Wayns

“Tune that lingers' —ALONIO SQUIRES, WAYS, Charlotte, N. €. » “"Passing Fancy has what it takes to be a smash hit"'—sHERm BOOIN, WDGY Minneapolls

“An up and coming tune” —GENE NELSON, WLCS Baten Rovge * “Passing Fancy, super terrific’’—HAL XENNEDY and BOB ABDOTY, KSJB Jamestown, N. D.

BROADCAST Music, INC. .+« 580 FIFTH AVENUE NEW YORK 19

JULIE STERN, Gen. Prol. Mgr. . JIMMIE CAIRNS IRVING WEISS
NEW YORK CHICAGO HOLLYWOOD

Puge 8 The Billboard Juke Box Supplement .
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The Sweetest Music This Side of Heaven

and his Roqa’ Canadians
DECCA recoros

Direction: MUSIC CORPORATION OF AMERICA

Jonvary 24, 1948 The Billboard Juke Box Supplement  Poge ¥
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U-4 “"MY GAL SAL"

“1 LOVE YOU”

U-25 “MY WILD IRISH ROSE"

“VALSE BLUETTE"”

U-47 "FOUR LEAF CLOVER”

““THE RECORD BAN BLUES”
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Exclusive Maonagement'
203 NORTH WABASH AVENUE

MUTUAL ENTERTAINMENT AGENCYCHICA&GO 1, ITLLINOIS

B =
E il L

Page 10 The Billboord Juke Box Supplememt
i
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CAPITOL RECORDS €

HIT soNGs, WRITTEN AND Recorpep sy MERLE TRAVIS

"NO VACANCY" "MERLE'S BOOGIE WOOGIE”

"CINCINNATI LOU" "| LIKE MY CHICKEN
"STEEL GUITAR RAG" FRYIN' SIZE”

“THREE TIMES SEVEN”"  "LAWDY, WHAT A GAL"
"SO ROUND, SO FIRM,  "I'M SICK AND TIRED OF
SO FULLY PACKED" YOU, LITTLE DARLIN' "'
"SWEET TEMPTATION" MERLE ALSO WROTE

r'D'VOR(E ME (. 0- D." f'l:l' COLLABORATION WITH TEX WH.I.MMH,I
AT GAL” SMORE! SMOKE! SMOKE!

Walch for MERLE'S Newest Re_lt-ease

"INFORMATION PLEASE" WAITE BxcLusveLY Fon
- AN  AMERICAN MUSIC, INC.

"THE DEVIL TO PAY” Mm: mlif\s;i? EHE"G FoLto

I:Arum TAISCAFTION

1tz R1C ' _ AN i“:-n; I‘.II'LII'I' ll.'rn Hnurw;ﬁnn 46, :Ang,,,"
it ’ﬁ%ﬂ. VEX @ & 1aae ﬂnlymuln q&_}r Eﬁnnumwtnn. TALLE.

The Dillboard Juke Box Supplement Page 11

COMING YOUR WAY OR A NATIONAL DERSONAL APPEARANCE TOUR .
MERLE TRAYVIS mn:;::::nnur
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JUKE BOX SUPPLEMENT
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- % Page
e PATTERNS FOR PICKING THE PAY-OFF PLATTERS......¢.. N B e e e P O P N T =18
* THE BAN AND THE OPERATOR. ... cicvvvssccssvissaasnsnssssnsssressssssnnnnis T e o ok S e & 0 M b
CO-OP PROMOTION BETWEEN OPERATORS AND THE MUSIC IHDU R i ddanedanin sy e ddnis . —41
. WHERE:TG‘JUKES? FRFRRNET e R BdaAl e EREEE e EEREEE T EEERE R E TR NN NN gk niarddadsn s as g a*e e errwsae s i;
. mYGﬂ TGGEMIiII‘ii lllll g dddddassasaaananssase e d BEEENY @A @A s EE SN HMETT I F T EE T DR B oL B -.1_]
- WHATJUKESMWUE ----- FREUEFE AN REEE R NN BN EERNE NN FEENE N NS MNCE SN FERFE AR FE TR RN d@E s EFEAAS SR LRA :
e TRAINING SERVICEMEN PAYSOFF . .......co0vveuuss Fansesiishanpdidn S saidEraase SHECeav Ao o bévdenai o 3
TEI‘M‘EIDN THEND GROWE‘--# ------------------------------ E @ e age e & -1-4 L] @@ 8 e R R R .-_:.-:.:'
h MUSIC POPULARITY CHARTS. .. covuveesanisasssans CEPEN . b BT I e Ry 48-69
. HUNORRGLLDFIHTS..|+|¢¢| --------------- gaapredasd el g @ m @B eSS & EEEaE TR ET RGN N A NN NN & _';..El
[ ]
@ REFERENCE LISTS
. | Page
[ RECORD LABELS AND THEIR MANUFACTURERS.......... PP e s B VRS S Rk o ek & 4 04
. REEﬂRD DISTIRIBIITDRE dnaEReanemad i bl FEEeEdsdEnaREREE RN BEE DR TIrra R R A AN E R E RN NERIENES BB A Tﬁ
THI;..EITTED%RD‘:C:'&FLLCRDEDTJLLLLLM‘*.i{JI-ﬂ_... i S Ta R I B hhe - 0 4 b "t B 103
e JUKE BOX DISTRIBUTORS AND MANUFACTURERS. ... vururansosss stnmsnsssarasisrssstatssssiosisss 35
] THE OPERATORS, THE DISK JOCKEYS, THE RETAILERS WOULD LII{F TO SEE THESE RECORDS
. RE"I-SSIJED ------------------- TR L L A R TR R R E NN Faasa s agssie® gasissaaddas i das s E BB B EAF T RN I[}E-
TEN YEARS QF PL’ELISIH‘. '5 "’-DI‘H" 20 L Y A 1o e R A T T el PP T AV 101
[ ]
(-]
F ADVERTISERS' INDEX
° Page Page Page
Adarns, Vee & Abbott, InCvueeivacaay 08 Ceneral Music Publishers....... 47 Oxford Musle Corp....covvie:04 eo il i . B
L Advance Music COuccccvvranns ———-.. ™ Gordon L., Disl Co. ..:. 08 Palsda Record CoO......... 147
P Aero NEE-&IE GEssissshransmubsvingds ces WU Green, Larry. 8« 3 F Peaarl Recards. . 01
Apollo Records, IDC s s sawwessis .. B0 Holiday Dist. Co.. 83 Permo. Incorporated T
@ Arcadia RecordsS..,sessszzus t66 Hampton, Lionel..... 23  Pfanstichl Chemical Co. —Y10
Ariglocral Hﬂ{"{li‘ldﬁ ...... iy . p 1Y HEI'THU“I'.'.:EE Cisarsesdsenciibsiriainnis ;ﬂ Rainbow Records...... 60.-71- .E_"_l
. Armsirong, JLouib. c.ccurensav- —— 431 Harms, T. B., Compan) i Raine: Loty 1
Atcher. Bob o L SR _ 00 Hill, Tiny.icvieeins 13 e .
' Bﬂlf:_ "T'-.'.'{J Tunn 1[0 " . ;I-El }“‘il.'rTTTI"t‘-l!'L, i:‘:_l-r.r—.‘l"r IIIII s ?C& TI‘EDI-?:. rH:":?l d.: .............. !q!fllz*
° Ballen Records.... 7T Imperinl Records. ., : o H""'n : J‘ !,.,”_“
e Binnev & Smith....... 7 Jamboree Records, Inc.. i T
Bregman-VOCCo-COND .. .oixxrreiia —g0-80 Jefferson Music, Ine., .. 7p Hegent Records.....
@ Broadeast Musie, I.m:. ........... iissss B Jensen Industries Inc.... —104 Research Craft................ 108
Chappell & Co., Inc.. o « 51 Kaye, Bammy..../....cocornenaisvdos bo-57 ALobbins Music.. 18
b Chord L PO s s 30 Kenton, StaN. c.ivvvriirrriicanniiiana 14 Rock-Ola Mg ( 13
@ Coast Records. . . 25 Kerns, Lynn,,...... e PV AR 108  Hvivoe, Inc. [0
Capitol Hm:nrdq T &5 King Cole Trio, ... 14 Gantly-Joy, Inc........ 3
° Carson. Jenny LoOW. . : 84 King Reotords, . oevcvi- i "-a”m Records 71
e Carter. Bob, Tri0i o cciiivqiean i §9 Leary, Don, Inc...... o6 Shapiro-Bernsteln 50
Cavaliaro, CEIMEN. ... v <4y i3 Lee, F"E,L}g"'.- : 13 Smnutum Records . o s 10
L Columbia RECOTOE «..:.-r-csvsssesnnnss =39 Lindwood "F‘[l rnrd [‘rl D I R, .. ... seirasriccisssannans 3
& Como, Ft.ﬂ':f .............. i L:wv;] Record, Inc.i.a....4 ; .o 109 fé{'_'ﬂﬂlf'r]ilft, Inc. 100
EMIE?. Bisiagsssssandrerreslowe b Fbi ﬁi Iﬂl“ E.'I'd'ﬂ, G“F ...................... n = Di"l..‘]'.'.'l a') Fr.l_'i'l.lll-:l I|'| r.]
> cuurtne?.p%ﬂl. PR s visishibon 5 A ... 02 London Gramophane Corp,, Tiu WP L 5 DR s e N h Ve aRas s as I rsashas 13
Craft Record Pressing Corp... . 1M Lowery, Fred and Dorothy Ha ... 3o Standard Phono Carp 42
2 Cravwlord MUuale CoFD. . . o.eei-ca.. coaads B R ATl ot ccsssises %9 Siarlighters, The 70
cﬂlm @ BB F B FE S S A A E e o w ¥ w Qh‘*li‘f. N"‘Ujf' - 1": gl‘_HI IJ"E .“ C r” i 1_‘_ ] .::
® Danon Recording Studios, Inc. i B3 MacRae, Gordon....... 78 Stinson Heeords 6
™ Damone L i T sV PP rs yaan ) b 7 Major Distributing Co., §7 Strong, Benny A2
mﬂﬂ Ceissananspstnsdsssiaanssnns ?‘ Matrix Plﬂtlnﬂ BN s h g . 1Y Sunrige Records 1B
. Davis, Bet¥l. ... Pk bl 564 McKinlev, Hay. ... .. ...... 0680 Super Disc.... 03
TH BErUIUS . s o il cdiacebirreszryss bt a HiT Hl.'.'ﬂul? Rﬂﬂﬂl‘dl“ .............. 35-36-  Tempo Records........ it
. De Luxe Record €0, .. - 7 . B0 PRk and e haan S5e sl 37-38-01-88 3-Minuts Besrnrd Co Hm
P Detrait. Music Publishers. ., ... IS - Mevers Cailla i o ve-wnasss 100 Top Records, Inc.............104-106- 108-109
Discos PeeTIeBB. . s coavesssarosnerrrirns 25 ﬁdFﬁ B BBOMAC s 5s - -0 5a ks eus v o v 3 Torme Mel. ....... 14
. Dubonnet Musle Pub. Co, . ... ..o 100  Mid-West Record Pressing Ci 108 Tower Hecords : T
° Durhow. LAawrenes......-..4.- . B A MURIE e et i s saa e 88 Tranter-Willilams Maotors, Ine, NN 1
Flectrovox CO., IR0 ..o oo iiasiass .. B0 Miracle Records, SR 108 R NN 0 s saaissbrivvrsranoise 11
[ ] Embassy I'tﬂLu:ﬂ L3003 5l 3w i 15 Maodern B o T S g 73 * Tune-Dise Recards e s O
Empire Record Corp..... .. i  Monroe, Vltll:}hn“ b EEERE AN s A5 b5 G4-65 Universal Records, Inc...........cc00u. 4
e IR VB 2% e s kst lila r am e Bt s in et 24 Mboney, Arl. P e el SRR S,y T T ol e A e 105-108
™ RN A S Al a5 1.0 wh Rld e das T d e na 54 Mood Music. . . i Vitacoustic Records. . .....ccovuies 75-76-77-78
Florida Records., . .cccesiisesnanass — . 108  Musie Publishers Holding C OTDe. . nava. 106 Wakely, Jimmyv........ BRI o 33 |
L ] Forster Music Publisher, TN, e oevveees. 84 Musicaft Records.......... s veaee.. 104-107T Willams, Tex. ... . i3
- Cialn -Record Do vcows coassaniesseaa 104 National Records. ... v irereivniosaini 45 W]l“dl’l‘l'-!:lﬂ Music Inc . Bl
e A L T % Drlando., Bom. e i veas risseassssase @l Worth Musie Pubilishers Ine . k3
. GEIII. Rﬂfﬂrdl 4@ @ e W l'--------iilillill-hfi-l' “ 01‘"‘-[‘3']5- ']'ﬂﬂk """""""""""""""" r :}H zmjth R-Ediﬂ Cﬂl’P'ﬂl‘ﬂuﬂn .......... & & w W E
Janvary 24, 1948 The Bllibeard Juke Box Supplement  Pags 13
:‘_n:'i--\.' = SR e NG

PUBLISHED IN CONJUNCTION
WITH THE CMI CONV.UNTION

L |

ywultv.ouliy -

[ N

s e e



www.americanradiohistory.com

. ﬂ-;ﬁﬁf

E I CORD D

“ - "Manana Is Soon Enough for Me"

“I Told Ya l L You, - . TR _
e Yoy o~ NRCRE " Coldgaring

. b . 3 - W I'll Dance at XYour Wedding"

PN

T

“What'll | Do?"”
"I Feel So Smoochie™
“KING COLE"’ Album

USICRAFT

RS RDE

“But Beautiful' ' | “Do You or Don't You Love Me?"
“Night and Day" AR A o T a “My Mafher's Eyes"
“The Velvet Fog" Album "“The Song Is Ended”

QREY. PERSONAL MANAGEMENT

Carlos Gastel i
HOLLYWQOD
GENERAL ARTISTS. CORPORATION
Januwary 24, 1948

Poge 14 The Billbeard Juke Box Supplement



www.americanradiohistory.com

EW PATTERNS are being
N shaped in the sutomiatic phon-

ograph industry. Slowly but

surely the juke box has un-
dergone a basic change in its rela-
tionship with the publie, and the
industry reflects that change. Every-
one in the commercial phonograph
business belleves that 1948 will prove
an important year, a year in which
the industry must consolidate its gains
and plan the future carefully.

Nowhere is this planning and con-
golidating more necessary than at the
operator-location level. During the
past two years the music operator has
seen the juke box become a valuable,
even necessary part of many busi-
nesses, The novelty or gadget appeal,
which pushed the music machine to
popularity, is no longer as sirong as it
was in the 1930's and early 1940's when
automatic phonographs were still
opening new types of locations and
production did not exceed operators’
ability to buy.

To meet this change in the indus-
fry’s relationship with the public, the
operator realizes that more than ever
before he must sell service to the loca-
tion: and, thru the location, music to
the public.

These are the factors which affect
the operator and his merchandising
plans:

1. Manufacturers' production.

2. Efficient distribution.

8. The operator's ability to sell loca-
cations and keep them sold.

Price Big Factor

Over all of these factars, and closely
tied to them, is price—not only the
price of eguipment, but-the cost of
doing business.

After the lean war years when no
new models were produced, the pho-
nograph industry was certain that
factories would be kept humming for
at least two years in simply clearing
away orders for replacement. Until
he found that egquipment would cost
him twice as much as his pre-war
machines, the operator shared this
optimism. Once he discovered, how-
ever, that costs were out of all pro-
portion to what he once thought of as
normal, the establShed operator
bought ecautiously.

But despite material bottlenecks,
juke box manufacturers managed to
turn oul approximately 200,000 new
machines during the two-year period,
1040-'47, By the end of winter, 1847,
distributors who were on a quola
basis with their manufacturers found
new models hurder to move. Mare
+han one distributor went heavily into
operating, either directly or indirect-
1y, by seiting up newcomers on small
down payments with long terms fto
pay. The average distributor who
began operating heavily during this

Janvery 24, 1948

period, operated not because he want-
ed to, but because it was the only way
he could see to move his equipment
and at least break even. -

Distribs Hit

Heavy production and slcwer buy=-
ing worked a serious hardship on the
average music distributor in 1947, and
{he distribution system was weakened
as a result.

First indication of the weakening

distributor link was the number of
distributors who changed lines, re-
guested refinancing or simply locked
their front door. In an effort to make
for more efficient distribution, manu-
facturers themselves shuffied territor-
ies, appointed new distributors and
cut or added to their existing outlets,

In December, 1947, the Packard
Manufacturing Corporation an=
nounced that as of January 1, 1948, it
would not renew distributor fran-
chises. The company’s distributors
were offered new contracts, at less
commission, which made them sales
agents. To compensate for the small-
er commissions, Packard announced
that the factory itself would handle

all servicing and would carry all of
the paper under a master contract

with one of the couniry's larger fi=-
nancing companies. Firms which were
ance distributors, called upon to ren=
der the services ordinarily associated
with distribution, will only serve as
order takers under the new contract.

Packard's plan is not novel. Essen-
tially it is the same as the method
used to sell juke boxes when the com=
mereial phonograph business was get=-
ting its start in the early "30s.

Ancther juke box manufacturer
will take an entirely different tack to
help solve the distributor problem.
To his distributors this manufacturer
will shortly offer two entirely new
lines, neither of them coln-operated,
but both of them allied with the coln-
operated commercial phonograph. Not
every manufacturer is equipped to
offer his distributors auxiliary lines,
nor would every distributor be qualij-
fied to handle them, but the idea may
bear imitation.

Beeause conditions call for it, 1848
will certainly see re-examination of
the entire music distributing program.
After careful study, the manufacturer
may fnd it wiser to take over some of
thosze functions now performed by the
distributor. The average music op=-
erntor, who knows the distributor's
value to him in terms of service and
as an outlet for used eguipment, does
not want to see distribution methods
radically changed unless that change
would mean an overwhelming advan-
tage for the industry as a whole.

Location Problems

As important as the manufacturer-
distributor problem is the necessity

a = F L A e o i TR .

Dismissing entirely such external problems as taxes,
ASCAP and the Petrillo ban, 1948 still looms as one
of the most challenging the industry has ever faced
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DURING THE TWO-YEAR PERIOD, 1946-1947, juke box manufac-
turers furned out approximately 200,000 machines. This production
exceeded the pre-war average for any one year by 28,000 boxes and

presentis a real problam,

for operators to forus attention on
their own merchandising programs in
an effort to find solutions to problems
facing them on lacation.

When it was apparent that new
music machines were going to 'cost
approximately twice and sometimes
three times what they had formerly
cost, operators seriously considered
doubling the nickel play price to a
dime, three for a quarter. The play
price increase was supported by two
manulacturers—Wurlitzer and AMI—
as an idea worth trying. But opera-
tors shied away from the dime play
for two reasons: They didn't believe
the public would accept dime play
and, even more Important, they felt
that until all of their competitors had
increased play prices, the operator
who did hike {o a dime would be at a
competitive disadvantage. Because
there was no real movement to dime,
three-for-a-quarter play, .the idea
was never given a falr trial

The Billboord Juke Box Supplemont

Competitive practices likewise kept
many operators from adjusting com«
missions paid locations. Before the
cost of equipment and overhead dou=
bled and tripled, music operators
could well afford to pay locations 50
per cent of the gross, but commissions
today represent one of the largest—
if not the largest—items on an oper-
tor's cost ledger,

By the end of 1947 operatars in the
metropolitan areas were almost con-
sistent in their use of the top or front-
money practice, taking out a guaran-
teed amount and paying the location
commission on the remainder, Top
or front money, with the amount to
come out of gross set according to the
operator's own particular expenses,
worked during 1947 for hundreds of
operators, and the practice can be ex-
pected to spread this year.

Competitive factors entered the lo=-
cation picture strongly during 1947,
Telephone music, which had never

Page 15
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TO GAUGE PRODUCTION realistically t0 meet operator demand
looms as a large problem, one io which all levels of

seeking an answer,

been widely successful before the
war, caught on in 1946, and many
locations today have either coin or
non=coin-operated phone musie piped
in from a central location.

In one sense the music operator
recognizes that telephone music rep-
resents competition, since many of the
locations to which music is piped
might support a juke box. At the
same time, phone music can be help-
ful to the juke box because it has
openeéd locations which never before
used automatic music; and the juke
box operator, with modern sound
equipment, can take advantage of this
fact

Television in taverns presenis a
different kind of problem. When video
sels were first placed in taverns, op-
erators reporied that the sets cut into

on its merit.

gross by as much as one-third. The important addition to his music route:
over-all average decline, say opera- if the public will not pay for its tele-
tors in cities where tavern tele now casts, the operator must decide
Bourishes, has been less than one- whether he will make an attempt to

third, but television has hurt.

To meet tavern television's compe-
tition, the music operator was offered

act as a televizsion dealer.
Merchandising Challenge
The biggest challenge of 1048 for

three alternatives during 1947: He. the juke box operator, however, is in
could step into the television picture, ‘he necessity of doing a more thoro
selling sets as a dealer for a tele set Merchandising job than he has ever
manufacturer; he could plan his done before. This ranges zll the way
routes to include coin-operated sets from selling locations on the basic
some day, or he could continue o €conomic reasons why Installing a
concentrate his efforts on his music music box is just plain good business
business, selling that music to loca- !0 the smallest item that's part of a
tions on the strength of its merits and top location service program.

his own merchandising services, The temptation to cut down on

service will be strong a= operating
During 1948 the question of coine : {7
COS tinue ¢ i; an T

operated television should be settled R A T

a knot roblem for th &0
oue Wiy OF anoher. it e public will mtﬂrfymp decide hlnnm;'*E :a‘:'ﬂ;i t:t:
pay for telecasts, the progressive mu- tighten up without endangering his
gic operator should find the sets an over-gll merchandising program.

TELEPHONE MUSIC, like the installation

-
L

rjﬁ_‘ﬁ BEme ==

TO MEET COMPETITION from lavern fele-

: BACK IN 1933, when this picture was faken, the gadget-appeal of the
the industry are juke was sirongest, Today, with less novelty appeal, juke music is sold

Selecting records for his machines
will require more careful study as the
Petrillo ban waxes longer, and the
importance of keeping his machines
stocked with current popular funes
and standards is bound to be a more
exacting job—yet one that will pay
big dividends for time invested.

Record keeping will assume more
importance as the break-even level of
each operator’s business fluctuates, To
keep forging ahead in 1048 he will
have to know at gll times what his
costs are, and plan accordingly how to
keep out in front of them.

In short, for the operator, distribu-
tor and manufacturer, this will be a
challenging year during which will be
forged a pattern that may govern the
future of this industry for years to
come,

Where to, jukes? 1848 will tell,

MODERN JUKE BOXES have the

shown here, came into its own after the vision and phone music, operators must start good will. Job frem now om is 1o even
War yeam. merchandising. mere suppori,
Page 16 The Blliboard Juke Box Swpplement Janvary 24, 1948
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The Ban and the Operator

Coin machine industry sees no cause for alarm as Petrillo re-

cording stoppage goes into effect. Diskeries have heavy back-

log which imports and reissues will augment if ban is protracted.

night, December 31, heralding

a new vear, the lights snapped

off in recording studios thru-
ott the country and weary musicians,
singers and technicians brought to an
‘end a hectic three months of around-
the-clock recording sessions. For
with the dawn of the vear 1948, the
ban by the American Federation of
Musicians (AFM) against the making
of records by its 225000 members
went info effect,

Operators of music

S WHISTLES blew and horns
sounded promptly at mid-

machines

 around the country waltched the
| latest AFM ban threat develop infto
an actuality with slight concern.

ONE OF THE FEW instrumenis
unaffecied by the record ban is the
harmonica, a non-union insirument.
Here the Philharmonic Trio cuis a
side for Capitol.

Many had /passed thru the strike of
1942-1843 and, despite the unorthodox
 (war) times, had felt the ban only
slightly. They read AFM Prexy
James C. Petrillo’s 1948 work stop-
page statement, but the consensus
was that “never again” would develop
into “well, hardly ever,” and fnally

In Short

There appears to be no reason
for the music machine operatar
to be concerned at this lime
about the American Federation
of Musicians' (AFM) recording
ban, These are the reasons:

1. Record companies have
‘built up heavy backlogs and will
reissue old favorites.

2. Operators will gel a longer
play per record, with publishers
‘geheduling longer plug periods
and record companies spacing

their releases.
3. Bootleg activities are ex-
{o top seen in

the 1042 ban, and the resistance
pawer of the entire disk business
is unguestionably greater than
ever before.
4. The Taft-Hartley Act out-
laws secondary boycotls. |
5..Imperhmupadedtuphr
a part in beating the ban.
§. Congressional in

evolve into a settlement thru the use
of reverse tactics—bargaining by
pretending no interest in bargaining
whatsoever,

Industry rtepresentatives in the
East put it this way: “We have been
ta)d that the recording comparnies are
working day and night to build up
backlogs for the ban. For our pur-
poses, these backlogs should be more
than sufficient. Records in Jjuke
boxes will now have a longer life, as
music publishers will work on songs
longer, and there will be plenty of
reissues of old favorites that formerly
were popular in juke boxes, and will
be again.”

Compared fo his 1942 recording
ban, Petrillo faces much greater
opposition in 1948, Le., if he aspires
to gain from his ban anything other
than his announced objective of
“neyer to record again.” Realistic
music experts can't believe that
Petrillo wants to battle technological
progress endlessly (this despite his
recent answer to his eritics’ statement
that the Model T never would have
evolved had Henry Ford been forced
to wait on the pleasure of the black-
smith. Petrillo said: “You could
make the Ford without a blacksmith;
you can't make music without mu-
sicians."')

As the ban spreads, in just a few
weeks the AFM is expected to call
musicians off the radio networks,
complaints by the commercial users
of musicians are expected to food
Congress; senatorial committees will
be formed and will listen to Peirillo

precent his arguments and will then
take action, probably demanding that
the issues be settled. The outcome
will be settlement, but when and who
wins will depend on who puts up the
best fight. It is conceivable, how-
ever, to believe that settlement will
come before the operator of music
equipment is seriously affected by
the ban.

Bootleg Activities

What makes it more difficult for

Petrillo on certain scores now than

in 1942 is this: the resistance power
of the entire disk business is ungues=-
tionably greater than before. Hun-
dreds of new recording companies
have mushroomed into existence, as
have the pressing plants that turn
out the platters. In 1942 there were
probably no maore than three or four
independent pressing firms, each of
which was easily policed by the AFN.
Yet at that time non-union records
appeared in some guantity.

In 1948 the bootlegging can be
expected to top anything seen six
years ago. Many smaller labels have
stated that they would seek non-
union talent or use established artists
under nom de plumes, marketing the
platters on an “as is" basis.

Taft-Hartley Considerations

Under the Taft-Hartley law, sdce
ondary boycotts are specifically out-
lawed. The suppart of a work stope
page, not a strike, would in itselfl be
a problem for sympathetic unions
without such a law. But with the
Taft-Hartley law an actuality, there
is considerable doubt the AFM could
get help from the United Electrical
Union workers in pressing planis,
etc. Small labels are not concerned
as to where they will be able to get
non-union musicians. They claim
that the dollar lure ean readily turn
up AFM members who will make
bootleg records under fake names,

Import Situation

Imports are another factor that will
play a part in beating the AFM ban

-

thiz time. In 1942 the war blocked
diskers from wholesale dabbling in
imported wax. This year it's a dif-
ferent story, with the recording coms=
panies in a position to search Britain,
Mexico, France and other countries
for musgicians, The possibilities of
Petrillo getling any aid from the
British Musiciang' Union (BEMU) ap-
pears slight at this writing. With a
socialist government in power in Eng-
land, with the dollar situation so
critical, it Is doubtful that the BMU
would refrain from cutting records

The Billboard Juke Box Svpplement

for companies such as the London
label, which will sell records of pop
tunes by British artists in this
country. Thozge record gsales here
mean dollars for Britain,

There is even the possibility that
domestic artists will be booked into
foreign countries, where recording
facilities are available, so that they
can make records for export to the
United States. It is known that some
artist representatives had thoroly

JAMES C. PETRILLO, president
of the AFM. who is the focal point

of the current controversy. How

long will he hold the line?

investigated this possibilify prior to
the January 1 recording deadline.

Congressional Action

In Congress, Petrillo faces even
more resentful opposition than in
1842. Press reaction to his recording
ban has been no more sympathetic
than six years ago and a Republican
House and Senafe echo the senti-
ment. The same group of legislators
that pressed thru the Tafi-Hartley
law and the Lea-Vandenberg Act
could possibly add on specific legis-
lation aimed at curtailing Petrillo
even further. Too, the Justice De«
partment entered the picture in mid-
December and is now at work on a
solution to the problem.

Talent and Tunes

Talentwise and tunewise, the re-
cording ban becomes more arduous
for Petrillo and the AFM. Bands
today are not the selling factor they
have been in the past. Instrumental
music backing is in the end essential
to recording but a capella ersats
might prove to be a more effective
stopgap in 1948 than It was in 1942.
The backlogs of the major companies
are the pgreater for the Yyears of
disking since the last ban. And the
eurrent plethora of revival stands to
keep disk company profils going

{Continued on page 38
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> THE operation of a music

machine route becomes In-

creasingly more competitive,

due to what seems to be

a general economic trend to
tighten up on spending, more and
more operators are coming to the
realization that their ability to order
the money-making records far enough
in advance, get them into their juke
boxes while those disks are riding the
popularity crest, and retain them for
the full life of their maximum earn-
ing power can make a vital difference
In their weekly incomes.

Listed in the accompanying charls
are three songs, all illustrating sim-
ple, easy-to-follow patterns for plck-
ing the records that attract customers
o & Juke box. Many operators are
already following thiz pattern—and
any operator, by following and prop-
erly utilizing the Music Popularity
Charts in The Billboard each week,
can take the same road to increased
profits.

Songs Follow Patlern

Each of the three songs charted,
Ballerina, Near You and Peg o° My
Heart, were big money earners for the
Juke box operators during the past
year, And each of the sotigs follow
variations of the same basic pattern.
A study of the illustrations shows how
the patlern works.

In each of the three cases, the songs
were first brought to the attention of
the juke box operator thru the Rec-
ord Possibilities feature in The Music
Department of The Billboard weeks or
monihs before they reached the top.

- Picking the Pay-Off PI

With competition keener and profits tightening, npmm
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= Ol
A

-

i

-

- e !
e

§

[

ers T

are faced with the problem of selecting record hits early and
getting the maximum profits from each. Here’s a workable
solution to the problem

| Slick On the Picks

Even as it did in the past with
Peg O' My Heart, Near You,
Ballerina, How Soon, ete., The
Biullboard's music-record dee
partment has maintained its
consistency in calling the win-
ners right up to the present.
Take the newest entries in the
big-disk league. .. . I'm Look-
ing Over a Four Leaf Clover
and Beg Your Pardon. Each
was spotlighted by The Bill-
board weeks before real excite-
ment or spread developed and
edch in its own way became the
pay~off to (1) The endless re-
search; (2) the thoro biz cover-
age, (3) the staff know-how
and musie trade savvy...all of
which The Billboard offers to
the operator to keep him on top
of the buys and to secure the
greatest possible return,

The Billboard’s pipelines into
distributorchannels first brought
attention from Pittsburgh that a
Four Leaf Clover biscuit was
something to watch. At about
the same time, MGM disks were
having a look-see. Both MGM
and The Billboord had the tip
that the Krantz label (a hitherto
little known Pittsburgh diskery)
had sold some 800 copies thru a
single Pitt retail outlet in about
two weeks without the benefit

of the usual platter exploita-
tion. Working on a hunch,
Meyerson had Art Mooney re=-
score the Krantz Uptown String
Band's rendition for his ork,
hired banjoist Mike Pingatore
to duplicate the Pitt waxing's
rhythm, and cut the MGM ver-
clon. Heard on a white label
pressing by a BB staffer who
was impressed both by the ren-
dition and the MGM distribs’
reactions, the WMooney Four
Leaf Clover was inserted in The
Billbpard Picks staff record pos-
sibilities in the December 20
issue,

The BB possibility sparked
other diskeries (Decca, Capitol,
Signature, etc.), in the midst of
their pre-Petrillo ban activity,
to cut hurried versions of the
ditty, all of which are begin-
ning to hit the stalls at press
time. Meanwhile, the MGM
version had accumulated orders
for 427,000 waxings as of Tues-
day (13). And the original
Krantz disking, after having
hurriedly acquired the wusual
flock of small-label, hit-hunt-
ing distribs, was sold fo the
Mercury waxery whose produc-
tion and distribution network
should insure a hefty sale and
(Continued on opposite page)
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The Billboard Juke Box Supploment

This listing is step number one in the
pattern, followed closely by the rec-
ord reviews, which rates each new
record according to its juke box po-
tential. Step number three is a sim-
ple, brief weekly sc of various
features of the pop charfs ta check
the progress of the sangs on live radio,
disk jockey shaws, as sheet musie
selling, etc., as they move foward
nationwide popularity,

Analyzing the Ballerina chart, the
pattern unfolds as follows: On July 5
lhe Record Possibilities carried a noe
lice of the song and advised ops that
it was a potential money-maker. In
the September 20 issue of The Bill-
board there appeared a review of the
;Jaughgi I}\i[mruedmnml;ﬂhm of Euﬂ$

na, which wound up by reporting

ballad loomed as a big favorite for
phono playe. Operators ‘who follow
the pattern then started watching the
pop charts for a sign of activity on the
part of the song, and in the October
25 issue they saw Ballerina listed for
the first time in Songs With Greatsst
Radio Audiences chart. Thiz indj-
cates popularity of songs plaved for
the most part on live radio programs.

“Ballerina” Moves

The song was on the upgrade, and
many operalors who regularly follow
all sections of the Music Popularity
charts started buying one of the
corded versions of the tune. Two
weeks later, in the November 8 issue,
Ballerina appeared on three more
charts: Best Selling Popular Retail
Records, Records Most Plaved on the
Alr, and Most Played Juke Box Rec-
ords. A week later the E@ﬁﬂd
into the Honor Roll of Hits 1th
position. i

Those operators who followed
the pattern were ahend;#d ing the
harvest from having bought the rec-
ord far enough in advance, and hav-

ing placed it in their equipment in
time for it to ride the ity wave
that was springing up. December

13, Ballering was No. 1 among Best-
Selling Pop Retail Records, and on

December 27 it was inlzﬁm

'.-'! L) -
B iy
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‘chart were able to place or-
Iur the disk long before it was
- ling any kind of juke box play.

The following week, however, Near
Yot wias No. 13 in Best-Selling Sheet

L

Mu ic, Wo. 10 among Most-Played
is

ike Box Records, No. 6 on the Honor
oll'of Hits, and No. 4 in Best-Selling
Popular Retail Records.

The charts again reveal that many
gperators were caught short. It
wasn't until the October 4 issue of The
Billboard that Near You hit the No. 1
spotl among Most-Playved Juke Box
Records, Privale retail record buy-
ers had placed the song in the first
gslot in Best-Selling Retail Records on
pptember 20, while a week later the
SONE Was headmg the Honor Roll of
Hits, .

Revival Clicks

The third chart illustrates the way
deviotees of this patiern for picking
the hits were able to spot a revival,
made by an unknown label, which
ordinarily might have escaped notice,
the April 12 issue of The Billboard
there appeared in Record Possibilities
a report on the Vitacoustic Harmoni-
gats’ cutting of Peg o' My Heart, as
well as a review of the record, which
wolnd up by stating: “plenty of blue
ehips can be piled on these sides to
hit the nation’s fancv." Two weeks
later, in the April 26 Best-Selling
Bopular Retail Record, Feg o' My
eart appeared in the seventh slot,
d operators who had been watching
hie song began buying the record for
itheir machines,

On May 3 the song appeared in 13th
position in the Most-Plaved Juke Box
iRecords and, despite the fact the rec-
ard was now prominent in two charts,
some operators were still slow in add-
it to their machines. It wasn't
til June 21 that the song placed
it in the Most-Plaved Juke Box
Records’ category. By this late date
Mt was prominent on the other pop
tharts, and was moving toward the
fop of the Honor Roll of Hits. Many
pperators, by failing to buy far
enough in advance, had lost a portion
af the added earnings the record could
have attracted for them.

Another Money-Maker

. Followers of the pattern also are
able to catch money-making records
which, while not reaching the No, 1

#

|  Slick on Picks
| (Continued from opposite page)

widespread recognition for the
- Uptown String Band.

Beg Your Pardon, the Francis
Craig successor to Near You,
and also on Bullei Records, was
. called by The Billbpard in the

December 27 Picks feature and
already is showing up in the
best-selling and most-played
charts. This one, an extraordi-
nary choice, since in showbiz
sequels have historically proven
flops, was “discovered” months
back at the Robbins Music pub-
bery by a BB staffer who knew
the firm was prepping wide-
spread exploitation on the tune
- after having lined up an impos-
ing list of top artist-top diskery
waxings on the song. en the
~ Craig rendition (later a few
. others) sounded “right” to the
| whole staff's ears, into the Picks
'. went the Bullet record. And
| showbiz axiom or not, the best-
‘seller charts already prove that
‘The Billboard owes the ops no
“'beg your pardon' on Beg
- Pardom.
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position on all charts, are up among
the leaders for a long span of time. An
example of this type of song was Chi
Baba, Chi Baba, which first appeared
in Record Possibilities in The Bill-
board issue dated May 3.

Those who waiched the growth in
popularity of Chi Baba were able to
get it into their juke boxes early and
enjoy a long period of play, as the
song built steadily week by week. On
May 17 it appeared in the Songs With
Greatest Radio Audiences chart (live
radio plugs) and a week later made ils
first appearance, in 15th position, in
the Hecords IMdost Plaved on the Air
chart (disk jockey plays). On June

7 it appeared for the first time iIn
three more charts, Best-Selling Sheet
Musie, Best-5Selling Popular Retlail
Records and Most-Played Juke Box
Records. The following issue revealed
Chi Baba had entered the Honor Raoll
of Hits in ninth place. By July 12,
operators thruout the country had
picked up the record, and it was in
No. 2 spot among the Most-Played
Juke Box Hecords.

Conclusion

As time goes on, and as competition
for the nickels, dirmmes and quarters be-
comes keener, operators will have to
realize the fullest possible earning
power from each record they buy for

their machines. This is the more ime
portant because of the record ban
which went into effect January 1,
Should the ban be a protracled one,
new releases will he *-i:r:rilﬂ at grealer
intervalz, and publishers will work on
their gongs for longer periods of time.
It will be important to catch those
songs that are headed for the top
early, and to buy them far enocugh in
advance to assure the maxXimum ine
come realization,

By reviewing the accompanying
graphs illustrating the pay-off pat=
tern; watching each week's copy of
The Billboard, i1 is possible for any
operator to follow this simple, easy
formula for increased profits.
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By
RAY CUNLIFFE

Brown Musiec Company, Chicago

- 'r‘-.--—-.nw*r v . . P =y

They Go Together

: Running a music operation and a retail record stors
go hand in hand, provided you have what it takes.
A successful operator-retailer tells how it’s done.

HILE it is common knowl=
edge to everyvone in the auto-
matic musie industry that not
Just anyone can become a
successful juke box operator, it 1is
equally well known among the record
trade that some special attributes are

required of the proprictor of a
smooth-running retail record shop.
But what about the man who runs

both businesses with equal success?

Altho some of the transactions and
gervices carried on by the operator-
recard retaller do overlap each other
at times, for all practical purposes
the two enterprises are separate
pusinesses enfirely and must be
undertaken as such if the combina-
tion is to prove profitable on both
ends. Even more important, the two
fields must be segregated for book-
keeping purposes if the advantages
of heading a combination business of
this type are to be realized. For
there iz no established axiom which
would indicate that the competent
record retailer would enjoy equal
guccess if he decides to become a
juke box operator, or by the same
tceen that a firste-rate automatic
music merchandiser can turn about
overnight and become one of the
leading record retailers in his come
munity.

Outstanding Example

One of the outstanding examples
af a man who has combined the two

CUNLIFFE FINDS the retail store an excellent outlet for his used juke

disks. The disks are placed in two categories, those which are slightly worn Cunliffe spends golng
and those whose uuPtul life is nearly finished. But both are profit items. releases. Finds The Billboard's Pop Charis a big he
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music businesses successfully is Ray
Cunliffe, who heads both the Auto-
matic Amusement Company, an op-
erating firm with routes spread thru-
out an area of 10 miles of Chicago,
and the Brown Music Company, re-
tailer of records, musical instruments,
pianos, record playvers, radios, tele
setls, electrical appliances and even
furniture. In addition to handling
the manyv delails of these two indi-
vidual firms, Cunliffe somehow finds
the time and energy to efficiently
head one of the best informed music
operator associations in the country,
the Illinois Phonograph Owners, Inc
(IPO), over which he presides,

Cunliffe's operating experience
dates back to the days of the coin-
operated piano's hevday prior to
World War I, while his Brown Music
firm was started in 1887. Both his
businesses, tho carried on as indi-
vidual concerns are housed in one
huge building. On the street level is
his music firm, while the well-
equipped basement of the bullding
serves as headquarters for his oper-
ating Iirm.

According to Cunliffe, the leading
advantages of having the two busi-
nesses are the same repair facllities
and servicemen can be used for each
business: the retail store serves as
an ocutlet for records that have out- ONE ADVANTAGE TO RUNNING both an operation and & relai

lived their usefulness on juke roules; yecord store is that gervicemen, well irained in elecirical repairs. c=
the close alliance with both the re- double to service both jukes and radios,

CKING RECORDS presenis a real
B much of each day care

F B v
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Handling Used Disks

At oné time Cunliffe channeled
his used records to resale record

s of juke patrons in the oper-
' business and both record can-
shop helps in purchasing

. Equipment Savings

" Repairs on juke boxes are handled
i Cunliffe's servicemen in the base-
w of the bullding which houses
joth firms. This workshop is
guipped with all the paraphernalia
ecessary to solve any breakdown
@ a music machine. In this same
hop all the repairs on radios and
Jectrical appliances are also handled.
ecording to Cunliffe this doubling by
he juke servicemen is possible be=-
ause they are trained electricians
s well as mechanies, and since most
f the workings of jukes and ap-
liances are based on electrical
ireuits servicemen are able to han-
e repairs on both with equal
ieility. Testing apparatus for the
spairs on music machines and ap-
zncﬂs is also the same for the
o5t part, so both firms are able to
gl along with one set of repair
quipment between them. One of the
@in reasons why the same personnel
in be used for repair service in both
¢ operating business and music
iop is that repairs are not going on
istantly in each business which
its the servicemen to divide their
me for each business according to
smand.
Automatic Amusement has four
utes, each headed by one route
who has charge of the servicing
all the machines on location in
route. He also has a certain
unt of responsibility for picking
to be used on his route as
as removing from machines
that are foo worn for com-
1 use or that are not clicking
the public. On an average,
| men for Automatic Amusement
i'm}' about 500 dieks with them when
aking the rounds of their routes.

Routes Complement Store

liffe says that the mutual serv-
g that the routes and the music
perform regarding records prove
over-all aid to both businesses.
Ily Cunliffe Buvs his records
r each business separately, because
pperating firm only buys records
it have already proved to be of
s hit variely, while the record firm
iFchases records that the buyer
pes will be hits baced on informa-
3n about new releases from the rec-
i distributing firms, The Billboard
b charts and also on plain hunches
L a certain tune by a specific artist
' band will have good reception
jolg retail record buvers,
the mutual service as explnined
Cunliffe works this way: Some=-
jes certain records that seemed
& sure-fire hits when first released
"not have as much furnover as
ticipated and the unpopular tunes
in to stack up. Since there are
ely more than six to eight tunes
Bt have high play on a juke, it is
fen possible to place some of the
f ‘tunes on the firm's juke boxes
fere they get zome play, usually
jore than enough to pay for their
¥t and are then sold back to Cun-
fle’s record firm to be placed in the
ampany's tised record department.

dealers who in turn sold them to the
consumer public. Naturallv, the rec-

¥ ords had to be sold to the used record

dealers at a price low enough to
allow them to show a profit on the
sale, Now Cunliffe’s operating firm
sells these used records direct to the
ptiblic thru his music shop and saves
the commission formerly paid. As
Cunliffe points out, a large operat-
ing firm can run up a big total of
used records over a short period of
time and therefore this commission
saved by direct sale to the consumer
can amount to an appreciable sum.

In the music firm's used record de-
partment the records are broken up
into two classifications, welleworn
records which are sold for a dime
(tunes that proved hits and were
removed from the boxes because they
had outlived their usefulness on
commercial phonographs) and slightly
worn records selling for a quarter
(these are records that had little
popularity on jukes and were re-
moved in favor of another disk).

Cunliffe savs that buying records
for either the operating firm or the
record shop remains one of the hard-
est jobs, but that keeping in touch
with Jjuke patrons' preferences as
rélayed by the location owners helps
him to keep certain tunes in mind
when he is ordering his records for
the retail shop., He points out that
The Billboard’s pop charts are par-
ticularly valuable in pointing out ex-
ceptional recordings by artists who
are virtually unknown but who in
all probability are destined for a
big following by record fans. Cun=-
liffe claims that it is wvital to have
advance information on these newer
artists becausge if they are passed by
when their recordings are first re-
leased and have a successful run it
is often too late to order some of their
recordings and receive them in time
to turn over the records while the
record is still enjoying good run.

In addition to the pop charts, Cun-
liffe is guided by the particular in-
terest shown by regular record cus-
tomers in cerlain artists or bands, for
he believes that recording artists have
streaks of hot and cold. When they
are enjoying a good run of popularity
it is difficult to keep records by the
artist in stock while when the streak

runs cold. the turnover on disks by
the same artist falls way off,

Some Disadvantages

While there are many advantages
{o running a record shop in conjunc-
tion with an operating firm, Cunliffe
stiites that there are disadvantages,
too. For the man who is an operator
alone would not require the large
guarters needed for a retail shop.
More importantly, he feels that the
dual proprietor is forced to neglect
some of the details of one of his
businesses while concentrating on the
problems of the- other business from
time to time.

But these disadvantages are offset
by the fact thal the operating firm
has a natural outlet for its used rec-
ards, without which it would have
to dispose of its vast stock of worn
records from its juke boxes for ap=-
preciably less return; the operating
firm's closer contact with the popu-
larity of new releases leads to wiser
decisions on record buying, and the
operating firm can cut down its overe
head costs by charging a portion of
Et?le serviceman'’s pay to the retail

op.

TO SUPPLEMENT HIS RECORD LINE, Cunliffe has added a wide
variety of appliances from washing machines o radios. Here is one section
of his electrical appliance department,

LISTENING ROOMS FOR CUSTOMERS are likewise a handy place

for other operators who drop in to ge! an earful of the latest releases.
Brown Music has four such listening rooms; keeps all of them busy.

The Billboard Juke Box Supplement Page 21
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By

NORMAN WEISER

- Television Trend Grows

Operators ask “How long will it last and who will m
for it?” as new markets open. Coin operation the big

question for 1948.

HE interest goes up—up—up,

and the prices go down—down

—down, and television becomes

more and more a part of stand-

ard equipment in bars, grills,
restaurants, hotels and other public
locations where the mollo is “serve
the publie.” Too, a steadily increasing
trend toward utilization of the coin
machine industry in the projection of
public location television 15 noted,
especially in those nareas, such as
Boston, Cleveland, Cincinnati, elc,,
where the video medium Is still in an
embryonic stage.

The pay-off guestion today, the
one that is constantly bandied about
wherever music machine operalors
and location owmers meel, is “How
long will it last, and who 15 EOINg to
pay for it?" The quesiion 15 posed
with increasing frequency—the an-
swers are varied. Jut - ob=ervers,
those who are in the best position 1o
pass judgment on an intangible sit=
uation, including manufacturers, dis-
tributors and location OWDETLE, believe
the balloon is still en the ascent—
that television, in its infancy as an
industry and as a medium lor enler-
tainment, is something to be reck-
oned with now—today.

New Day Dawning

Dawning bright on the new year's
horizon is the introduction of what
the coin-operated music machine
men believe might possibly be the
answer to coin-operated television—
the multiple-choice wall boxes and
multiple screen tavern television.
And, with the element of competition
obvious from the tee-off, this method
of pay-as-you-view television will

coin-operated television field during
1948 is the combination juke box-
television set. Initial tests were made
by Videograph late last year {(The
Billboard, December I3) on a limited
scale, and results were far {rom sat-
isfactory, Installation of the mir-
rored, multi-colored cabinel featur-
ing Emerson television plus the loca-
tion's own juke mechanism, in one
spot each in New York, Newark,
Union City, Elizabeth and New
Brunswick found similar reactions
from each spot’s clientele,

v We'll take our business down the
block where we don't have to pay
for television,” was the frequent an-
swer to the bartender's explanation
that the spot now featured coin-op-
erated television. Within three
weeks of installation, all five com=
binations had been changed to free-
play television, altho the coin-oper-
ated juke box operation Wwas not
touched.

“It's 100 late to make such a drase
tic chunge here” reported Sam
Shornick, New York tnvern owner.
wThe customer has been educated to
expect his television for free—and U
we don't give it to him, the guy
down the street will"

Large Potential

To this H. F. Dennison, Video-
graph's president, agrees. DBut he
further believes that the largest po-
tentinl market for television is still
o come in the many new cities where
television broadeasts will begin in
the future. It is in these markets
that Dennlson believes the juke box
operator will eventually become a
vital part of television on a coin-op-

WHZ-TV due on the alr abaut
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receive a rapid test. Tradio, with
ite Tradioette offering radio, music
and television sound at the rate of a
guarter-hour play for 10 cents, and
Videograph, featuring Emerson tele
hooked to its wall box offering radio,
music and tele sound at the rate of
g-minutes play for a nickel, should
be on location any day, Whether or
not the public will insert coins for
the television sound will be deler-
mined in a matter of days.

Also due for additional tests in the

Poge 22

erated basis, or will be forced 1o
malke way for newcomers to the field.

Several tests made early this year
may prove thal even in New York
patrons will pay for television. The
D. & W. Automatic Music & Tele-
vision Company, operating in Harlem,
reported tests on Jocation at the Inler-
national Workers' Association and

Imperial Elks' Lodge, using the
Videograph combination, had been

successful, raising the income in the
latter location from $28 weekly to

the Billboord Juke Bex Supplement
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an average of $57 per week.

In the matter of combinations op-
erating on a pay basis, Dennison
again is faced with experienced
competition. Al Bloom, president of
Speedway Products, Inc, and long-
time operator’ of music equipment,
has also developed a set. Bloom,
however, faces the future of coin-
operated television, with more opli-
mism. He bases his faith on his long
yvears in the juke box field—and re-
verts to his experiences in pioneer-
ing eoin-operated music machines in
the New York market in planning for
the development of c¢oin-operated
television

“Operators and locations alike have
expressed an interest in the coin-op-
erated Speedway combination," said
Bloom. "1 believe that it will be
possible to sell coin-operated tele-
vision to the public even here in New
vork. 1 have spoken to many opera-
tors and location owners, all of whom
believe that by properly introduc-
ing the equipment, operation of mu-
gic machines can again become a
profitable enterprise.”

Competition to Jukes

Whether tavern tele is to be coin-
operated or free-play, it is an estab-
lished fact that to date it is strong
competition to the juke box. There
is no disputing cold figures. Approxi=
mately 15 hours a week are devoted
to sporting events that are telecast
in public locations. These 15 hours
are money - making hours — after-
noons and evenings—hours when the
juke box was frequently in action.
Now there is no juke box play during
those hours, many locations even pull
the plug on their music equipment
to make sure there will be no inter-
ruptions to the afternocon baseball
game or the evening fight.

How has this effected the operator?
Morris Kahan, one of the principals
of County Enterprises, Inc, Queens,
recently said his operation was losing
2 dollar a weelt a machine since tele-

f

than the

| locations within the metro-

Coverage Grows

NEW YORK, Jan. 17—
Symbolic of the growth of
tavern tele is the fact that
one year ago United States
Television public locatiom
recaivers were confined to

politan New York area. To-
day these same type receiv=
ers are located in 15 States,

| and California.

and by the end of 1948 Ham-
jlton. Hoge, UST president,
forecasts coverage throout
the country. Those States
now covered by UST in-
clude: New York, Wiscon-
sin, Kentucky, Pennsylvania,
Maryland, New Jersey, Del-
aware, Virginia, Connecti-
cut, Ohio, Massachusetls, Tl-
linois, Michigan, Missourt

vision had been introduced. On
basis an operator with 100 machin
{finds his gross down a minimum
§€100 a week. This is one reacil
other operators in the New Yor
area veport television has sliced in
their gross in- percen
from 20 to 50. And while most op
erators felt this was only a temp

rary situation, they are finding
the decreased business is holdin
With programing increasing, an

public location telecasting should 1
ratl ¥ gy

Manufacturer Activity
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- %ork. The firm announced (The Bill-

‘board, November 1) 1he signing of
four coin machine firms as distrib=
utors, and a few weeks later added
the Veterans Enterprises Company as
their representative in Atlantic City.

Colonial's most popular lavern set

48 itz 156-inch screen model which
lists for $050, a coneiderable drop
over the $1,995 figure 1ihat Wwas

Betandard pricing” a year ago. Ag=
cording to Ira Becker, vice-president
of Colonial, the firm his representis-
tives traveling thruout the country
eontacling comm machine distributors
in every television city to set up dig=-
tributorships for their line, They
also will have a T by f-foot screen,
which ic now testing in New York,
Chicage and Los Angeles,
U. S. Tele

Ancther firm which has surveved
the possibilities of using the experi-
ence and contacls of the coin machine
Industry is United States Television
(UST). This firm late last year
added Shelby York, formerly with
the Redd Distributing Company,
Boston, as ils assistant sales man-
ager, and then entered into an agree-
ment with Philip Goldberg, Buffalo
coinman, to distribute their Seis in
that area.

Jﬁifi'lﬁl'ﬂi”f: 1o IIEI.T‘I"IiltI.iH ]”[1':.:‘.._ I‘GT
president, many juke box operators

Eap———— A

ONE of the nation’s top niteries,
television set going during the nighi

! LLif]] ItH“L
]

WITH the WCBS cameras picl
up the Eruk%m Dodger Z
game, fans at lem’s Apollo Cafe
waltch Jackie Robinson bat via the
Colonial receiver.

UST has no poliey which requires
ithe sets 1o be placed on location with-
out coin mechanism. As a matter of
fact, UST was experimenting with
coin=operated sets for some ume, but
has temporarily dropped the tests,
The firm late in 1947 slached I1s

pPriceés o8 much as €500 on some j‘i'l.-lb"
e location seis,

the Storlk Club (above), keeps iis
baseball games for the customers.

And the Uptown Tavern (below) reporis egarly-evening business up as much
as 50 per cent during baseball telecasis.

are now acting as dealers with their
locations for the sale of UST receiv-
er<. The operators purchase the re-
ceivers at the dealer price, then reé-
coil the sets to the location at the re-
tail price. Hoge estimates that 20 per
cent of the UST sets sold 1o public
Incations will be handled thru repre-
eontalives of the coin machine field.
These zots are sold to the operators
ns non-soin-operated recelvers, but

Page 14

New Firms in Field

During the past Iew months &
steady, if not growing, influx of new
concerns in the public location TE=-
ceiver field has been noted. One of
the latest to announce themselves
was the Consolidated Television Cor-
poration of New York, which is fea-
turing a 156-inch scregn set. The tirm
plans to sell thru regular distributors
and, at the present Time, does not

The Billbeard Juke Hox Elrpp'lml-;f

plan to manufacture a coin-operated
set, Other newcomers include In-
dustrial Television, Inc, of Nutley,
N. J.. and Guest Radio, which is per-
fecting a set to be known as Video-
Matic.

While the established radio and
{elevision manufacturers are concens=
trating on home sets these days, they
are still cognizant of the tremendous
public location market that exists.
Too, firms such as DuMont and RCA
have learned that Ilgcations want
large gcreen sets—that many OWNErs
of ihese locations have already re-
placed smaller screens with sets built
;peﬂ!‘;ualfy for public receplion.
Last November RCA Victor an=-
nounced that production of its first
public place television receiver was
under way in the consumesr cusiom
products department. The set fea-
tures a 15-by-20-inch projection-type
soreen, giving a 300-square inch pic-
Ture,

Other manufacturers now in the
field in addition to RCA and Du-
Mont include Motorola, Philco, Farns-
worth.and Tradio Vision, a product
of Tradio,

Trad Moves In

Bringing a heavy segment of the
coin machine industry into the tele-
vision picture is Tradio, Inc., the first
coin-operated radio manufacturer
eniter the television field on a large
spale. Setting aside temporarily its
plans to build individual coin-oper-
ated tele =ets for use in hotel rooms,
haspitals, ete, the firm, thru Victor
and George Trad, president and vice-
president respectively, recently in-
troduced to the trade a multiple
choice wall box, offering a choice of
television, juke box, the entire AM
radio band, and FM station, with a 15-
minute play for 10 cenis. Also in-
troduced was Tradio Vision, featur-
ing a master control and satellite
sCrTeen or screens which can be used
in conjunction with the wall box, and
a console model 15-inch television
get with AM and FM radio and a rec-
ord changer for use in hotel lobbies.

According to George Trad, Tradio
will continue its policy of working
thru its distributors and operators in
placing its egquipment.

That other manufacturers of coin=-
operated radios will not enter the
cain=operated individual hotel room
television set field in any large num-=
bers, at least for the next few years,
was sebn in a recent SUrvey of the
field. = Coradio, according to I:uu
Brown. firm official, is still studying
the problem and has not as yet un-
dertaken any specific steps in the
manufacturing line,

However, another twist has been
developed along these lines, Several
manufacturers of coin-operated ra-

dios, including the American Com=
munications Corporation and the Na-
tional Service Sales Corporation,
representing Industrial Television,
Inc, are now showing hotel sets
which can be installed in separate
rooms, and instead of coin operation,
an additional fee of $3 a day is added
to the cost of the room. In these
snetances. the installation includes a
master control unit and satellite
screens with station selectors for the
rooms. 1t has been suggested that
ogperators might be interested in this
phase of the field. They would pur-
chase the eguipment, then make a
deal with a hotel to install the Sets,
and share in the additional $3 dally
television fee per room. To date,
however, this sort of an arrangement
hetween & coin machine man and &
location has not been made.

An example of how this type af
hote! installation works is the one
made by Metropolitan Television &
Broadeasting, Inec, in 1the Hotel
Roosevelt in New Yorlk. The firm
placed receivers in 40 rooms under a
lease arrangement lasting for three
years, and gave the hotel manage-
ment an option to purchase the
equipment at the end of the rental
period. After several weeks of op-
eration, the hotel reported a heavy
play during fooiball games, and &es-
pecially for the Louis-Walcott prize
fight. The Plaza in New York and
two Chicago hotels, the Stevens and
Palmer )
television.

Boston Activity -

That television holds the Interest
of location owners in those areas
where the video medium is scheduled
to start shortly can be seen {fram a
study of Boston. With WRBZ's tele-
vision station due on the air in a mat-
ter of weeks, Frederick W. Papalos,
president of Television Sales &
gineering Company, : _
that more than 200 sets will be on lo-
cation when the echedules start,

Conclusion ,

That television is at last here can
no longer be denied. But as'& public

location force, the question, “How
jong will it last and who will p for
it?" is still one without a ble

answer, Aslong as it brings custom-
ers into a location, the owner, to keep
his cash register ringink, will con-
tinue to feature telecasts. (Mo=t lo-
cations report upswing in biz from
tele has held thru the winter mon
due to prize fight and other S
chows.) And, unless a Mmeans is
veloped whereb _
ator can participate, his music
chine income will coptinue to suffer
The answer to whether the pub
will pay to see television should
the $64 winner for 1948.

Janwary 24, 1948
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EDWARD GAIDZIK, general
manager of the Robin Hood's Barn
restaurants, has been directly con-
nected with merchandising food for
the past 22 years. Eight of those
years he has managed restaurants.
Because of his extensive experignce
in this field, his view of juke box
operation, from location manage-
ment's point of view, is waluable.
Gaidzik's first 15 years in the food
business were spent in lowa, where
he worked for and later owned a
bakery, He was superintendent of
the Schlosser Baking Company,
Chicago, and spent seven years as
general manager of the Harding
restaurant chain in Chicago. His
Robin Hood's spots are pepular
north and northwesr  of Chicago
eating places.

S

At three Robin Hood’s Barn restaurants, popular near-

Chicago eating spots, management prefers juke boxes

to any other form of music—and for good reasons

By
EDWARD GAIDZIK

General Mannger, Robin Hood's Barn Restaurants

|

Janvary 24, 1948

-

ISTORY tells us that from
H earliest times, whether in pub-

lic eating places or royal pal-

aces, people have enjoyved din-
ing to the accompaniment of music
in some form. At the three Robin
Hood's Barn restaurants in the Chi-
cago area we see no reason to argue
with this preference of the diner for
a’ musgical background during his
mezls, We feel that the great variety
of music available via record on the
modern juke box can be carefully
selected to satisly all groups—mature
or vouthful. The continued popular-
ity of julte boxes during the six years
they have been in our restaurants
enly further serves fo convince us
that people like music with their
food.
That is the main reason automatic
phonographs are in each of our loca-
tions—because our customers want
music and the juke box has proved
the best answer to their demand. As
a business, we are 11 years old. Dur-
ing our first five vears of operation,
we did not have any form of music
in our restuurants; this we now rec-

ognize as an error. Not because
having musiec in our restaurants re-
gults m a-higher dollars and cents
return, but because of the customer-
satisfaction and the improved at-
mosphere thal is the direet out-
growth of music's availability, Then,
too, the increasing numbers of 15 to
20-year-old patrons, who are mak-
ing our spots a s=ort of informal
meeting place during their snack out-
ings, make the juke box a necessity,

Employees Like Music

Not to be ignored is the effect
music has on our employvees, It is
just as stimulating and enjoyable to
themn as to our customers, their work
and their morale revealed a definite
improvement when we adopted the
policy of installing an extra speaker
in our kitehens.

1 have made a series of personal
checks on the reaction of our under
and over 30 diners. Both groups de-
mand music with their meals: the
younger customers more enthusias-
tically, of course, than the older.
From my own observation, I would

The Billboord Juke Box Supplement

—

say that the liking for the fast-beat
number stays with the feminine juke
patron longer than with men, A pre-
dominating number of women up to
30 seem to chdese this type of music
in our restaurants, while men grow
somewhat more reserved in their
selection of tunes after 25.

An important peint brought out in
my survey of our custorners, regard-
ing their reaction to juke box equip-
ment, centered about volume. While
all of our customers desired clarity
and demanded a wvolume level so
that the music was recognizable, 50
per cent of the older patrons specified
that it be low enough s0 as not to in-
trude upon conversation-level table
talk. Therefore, even in our small-
est location, wall speakers are used
to distribute the music evenly thru-
out the room.

Found No Objections

Questioning the noonday erowd of
business men and women in one of
our Evansion spots, I found that
about half favored a melody with
their lunch, while the remainder said

Page 27
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SELECTIVITY is one imporiant
advantage jukes offer. Gaidzik
finds it pays to know patrons’
preferences.

RESTFUL ATMOSPHERE of three Ho
calls for quiet music. Juke tunes here lean io the semi-classic, are
low fo avoid disturbing conversation,

Page 28

_PICKING THE JUKE BOX fo match its surroundings is one point
which restaurant managers should keep in mind., the Robin Hood’s manage-
men! maintains, Note how the phonograph blends with the interior,

HELP find a speaker
in the kitchen a great morale
booster, so ihey listen with the
customer,

EVEN THE

Hood’'s Barn resia

The Billboord Juke Bex Supplement

noon and evering customers revealed
that it was a rare instance indeed in
which an objection was raised to mu-
gic while they dined.

The juke box was selected as the
medium thru which to convey music
to our patrons for several reasons.
More importantly, it is less expensive
than other forms of music services,
And it offers the location owner a
percentage of its earnings with which
he can pay one or more of his month-
1y bills,

Another reason is the element of
selectivity,. A patron can choose
from any of the 20 or 25 numbers
@vailable In a single machine, and
not have to 'take what comes”
whether or not it is to his liking.
Then there is the element of self-
operation;, Americans are a push-
button loving race, so the juke pa-
tron drops in a coin, presses a but-
ton and “watches the wheels go
‘round and the turntable spin.® He
likes that!

Selectivity a Factor

Still another reason why we chose
the juke to other music systems is
the factor of tune selectivity on the
location owner’'s parl,. We can, and
do, offten request that certain num-
bers be placed on machines in certain
locations. We can, to a larFe meas-
ure, control the type of music made
available to the patrons of our res-
taurants. Managers of our individual
spofe and mysed often confer with
our music operator on frequency of
change, and the best type of selec-
tions for our juke boxes,

In our restaurant in Park Ridge,
Illinois, we found that replacing the
floor model juke with a hideaway

« unit improved service. This was be-

fore we converted the spot from an
open grill house to one where a com-
plete, Tull course dinner menu is car-
ried. Formerly, this location was the
main gathering point for most of the
younger element in Park Ridge, and
as is the tendency when a large group

of enthusiastic youngsters gather, =

they tried various experiments with
the juke box. This resulted in ex-
cess repairs on the machine, and so
the operator and I decided to use the
hideaway installation.

This restaurant, which now has a
number of wall and counter boxes
instead of a floor model, now caters
to diners who are no longer predomi=
nately teen-agers or just past 20,
Family groups and older couples
make up the major poartion of our
clientele in the Park Ridge spol.

Pick Different Tunes

As an experiment, because of this
shift in the age group of our patrons
in Park Ridge, we have asked that
only semi-classical or standard pop-
ular, instrumental numbers be of=-
fered as juke selections. Currently,
we are leaving the wall and counter
boxes in operation, but should the
rate of play prove unsatisfactory, we
will assume all costs of the equip-
ment's installation and pay a flat
monthly fee to our operator,

According to our experience as res-
taurant location owners, my idea as
to what similar establishmenis should
look for in the way of satisfactory
operating relationships hinges main-

ly on two points. First, it is of ut=

most importance that location own=
ers associate with a music operator
who is willing and capable of fur-
nishing top service. This means that
the operator should follow a regular,
dependable schedule of visits, during
which he changes records, inspects
and cleans machines and makes
necessary minor adjustments. He
e e
eer”; be able u AN
machine and extra where
they do the best job.

As an example, one of our Evane

.....

arrangement. In this case, he gle
lenced the juke speaker completel
and placed three wall speakers r
the ceiling at strategic spots,

Good Operator Service

Thenpemturmustalsuhtqnim -
and willing 1o make quick service
calls, outside his regular sits,

moval of the juke box;
should be ready 1o gefve as !
porary substitute. A big item in juke
operation is uninterrupted service;
the "out of order” sign has no place
on @ modern juke box, except for the
short period it takes to answer an
emergency service call

~ My second point, dealing with sat-
isfactory juke box operation
the restaurant owner's viewpoint, is
declding wilh the musie
which type of machine best fits
with the style and type of decoration
In a parfcular establishment,
juke box is a piece of restaurant fur-
niture, and so should be in harmony
with the surroundings,

In our case, where we fo
specialized type of interior :
require a juke cabinet of
mentary design. As we stress a rus- |
tic 16th century type
construction and decoration, we make |
it 2 point to use only wood cabinet
juke boxes that blend in with this )

:

gl

I

;

name signifies, we decorate our ws

with bows, arrows and large hand-
painted murals depicting scenes and
dress of the fabled Robin Hood's era.
Wagon-wheel lighting fixtures hang
from our ceilings, and each restag-
rant has a natural fireplace in which
fires are lighted during the fall and
winter months. In our locati we
believe that the usual bﬁghﬂyoﬂﬂd
plastic juke box would be out of
place, '

Work With One Operator

For the entire six-vear
which we have used juke
have worked with one
services each of our locations
larly and offers the highest
co-operation. The fact that
retained him for the six-year
as an exclusive operator for all
restaurants speaks well for the
sic business, for we feel that he
representative type of juke box 'K
eratar. ‘The location owner plic

1 EEE

St

which eould disrupt the relati
between location owner and music

operator.

:
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of ‘‘Indian Love Call'' Fame

and lovely

OROTHY RA

The Girl with a smile in her Voice

EXCLUSIVE cnmmhia recording ariists

H. Johnny—Meet me at the Sugar Bowl

for a coke . . Y'know they have that

\-. terrif” new Fred Lowery Album on
the Juke Box . . and by the way, in

| | that Album my fave vocalist Dorothy

Rae does a rave job on Song of the

Islands—It’s solid!
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By
DICK HODGSON

raining Serv1cemen Pa

Natural meehnniual ability is the difference }
_success or failure as a mechanie, but thoro t
under factory-trained instructors counts he:

"‘THE most important man on
my staflf today,” a juke box
operator remarked at a re-
cent association meeting, “is
my serviceman. I could run my busi-
ness by myseld if 1 had the time—all
except the job of the servieeman.™

This operator was voicing the sen-
timent of thousands of operators the
country over who have been able to
keep up on most of the advances of
the juke box industry except the
meiny delails that go into the proper
servicing of equipment.

As the industry progresses and
finér Juke boxes are manufactured,
the problem of proper servicing in-
creases. New improvements mean
néw problems for the serviceman
and altho there has been a conscien-
tious effort on the part of the manu-
facturers to keep phonograph serv-
icing as gimple as possible, tech-
nological advancements have worked
against them,

Meeting the Challenge

In order to meet the challenge pre-
schied by these advancementis, man-
ufacturers and distributors have
pitched wholeheartedly <into the job
of training servicemen in the task of
keeping music pouring out of juke
boxes thruout the nation,

Training wusually starts on the
manufacturer level. Most juke box

manufacturers train
igis who, in turn,

service special-
work with service

—

personnel of distributors. Next step
down the line is for trained service
personnel of distributors to work
wilh operators and their servicemen
and thru this process factory training
is brought down to the operator level,

In order to expedite 1{raining,
closses are often held by manufac-
turers and distributors at which a
large number of servicemen can be
trained at the same time.

200 Service Schools

During 1946 over 200 juke box
service schools trained close to 5,000
servicemen. The figure for 1047 was
undoubledly lower Dbecause most
manufacturers mnde few intemal
changes in their mechanisms and
thus reduced the need for such
schools, Nevertheless the number of
operator personnel who passed thru
schools conducted by distributors and
manufacturers was considerable.

For Wurlitzer, Seeburg and Rock-
QOla, service schools have followed
much the same pattern they sel be-
fore the war., Seeburg has always
had its field engineers hold clasgses
for distributor service personnel who
in turn train operators in their terri=-
tory. Wurlitzer's program has been
built along similar lines., AMI,
Alreon, Mills and Packard have also
given operators of their equipment
the opportunity to learm from factory
experts how their equipment can be
best serviced.

A ROCK-OLA FACTORY service

servicemen the visual training

Poge J0

Tha Billboord Juke Bex Svpplement
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The most ambitious service school
program of 1047, however, was the
visual aid training program adopted
by Rock-Ola last August. (The Bill-
board, August 30.)

Rock-0la contracted with Henning
& Cheadle, Detroit visual aid manu-
facturing concern, to produce a com-
plete training program to instruct
servicemen in proper servicing of
Rock-0Ola equipment.

Altho the program is so set up that
distributors can hold classes for op-
erators and their service personnel
without any previous instruction
themselves, Rock-Ola first held a
training program at its Chicago fac~
tory for distributors and then had
factory experts take the wvisual aid
equipment into the field and conduct
special training sessions at distribu-
tors’ headquarters

Now the program is rolling full
swing with distributors conducting
classes for operators without any di=-
rect aid from Rock-Ola factory per-
sonnel. The program is so adaptable
that with the new juke box recently
introduced by Rock-Ola (The Bill-
board, January 10) all that is neces-
sary is a set of slides to be projected
on a screen and servicemesn can be
instructed within an hour of proper
servicing of all of the changes in the
new model.

Service Manuals Comman
Altho manufacturers’ training pro-

R

------

grams are simple in nature, ﬂﬁ-,
nevertheleas, are so dl!ﬁi’.tunl to %
stantly aid distributors in 'Inﬁ.
operators and their servicemen in
proper servicing of their puﬂﬁ'hu
equipment. Service manuals gre
common, many of them going imta
detail in proper remedies for com-
mon stoppages,

Usually an operator ar his aﬂ‘fﬂl—
men drop in at the headquﬂrtmﬂ
the distributing firm ha.m:‘lln; 'ﬁl
type of juke box that information is
desired for for personal h'w
However, many distributors <
have set up programs fo take
instruction to the operators. 1

usually involves setting up I?
in a local gathering spot for ol
the operators and their permunﬂi'

Many operators have cut 'ﬁl!
training requirements to 3 minimam
by using only one or a few Ill
equipment. Not only does this |
plify the serviceman's problems, ﬂl
it aften makes it possible for route-
men to handle most of the

ments on a machine.
rquteman usually isn't expechq

know wvery much aboul the
workings of several t}'pﬁ
boxes, most operators who use
aone or two types of ﬂqmpm&ni
quire their routemen to know at least
the basic workings of such w
on the route.

_ Know All Types
mmemdmmw#

A

his route simplified to only
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6087 Sunset Blvd., Suite 206
Hollyweod 28, Calif.
Hillside 2833
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Four Star Music Distribufors

OFFICES

501 Madison Ave., Suite 2004
New York 22, N. Y.
PLaxa 5-3076
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or possibly two or three makes of
machines, it is often the palicy of the
firm to have all persannel that work
with machines attend service courses
given by distributors. . Sometimes
large operators will have the serviee
chief conduct - grganization
training in such cases, but usually
gservice training is left to the distrio-
utor or manufacturer's representa-
tives,

Regardless of what tyvpe troining is
offered and how effective it is, most
operators rely upon on-the-job expe-
rience for the majority of itraming.
Working with an expernenced serv-
iceman is considered by far the best
method of “learning the game,” most
opérators point oul.

Vern Hamann, service chief of
ABC Music Service of Chicago, says,
“The training programs of manufac-
turers and distributors help us some-
what, but in the long run it s actual
experience that counts.™

inter

Natural Ability Necessary

Hamann points out that it is usual-
ly the natural mechanical ability or
the lack of it that makes the differ-
enceg l]l’*l\-‘n‘l’*t."l'l il j_.{ul.'.ll:f SENMVICeEman and
A poor one, No matter how much
triitlunf.: 15 ;hn.ll:'t-ﬂ into a man with a
lack of natural mechanical ability,
chances iare Lthat he will never prove
half as good as a man with a lot of
natural mechanieal ability with
training at all, but who has
igarnmed his way around
by natural instinct.

1o
]1].-_t

a Jjuke bo

f_'jll.iut':ﬂ.rj-l'.*' say that most service
calls come from mechanical failures
mstead of electrical troubles Thus
it 1= far more important to have a
man with n.ni.m'--J ability than a

wizard at electricity, amphifiers and
other similar equipment.

Juke boxes have been developed
to such a paint today that there is
seldom a {atlure of the eguipment
from an nternal «: When a
gerious flaw exists it usually put
up to the distributor to r|'.'.-- the
NEecessary repairs or replacement

Once in a while a {irm will put
out a number 48f new machines with

bugs not yvet worked out of them in
zpite of extensive location tests,
When this happens, it iz usually up
t0 the disiributor's service depart-
ment—which is generally factory
trained—to make the necessary ad-
justments, Thus an Operalor's Servs

CLASSES OF OPERATORS and their gervicemen have proven
of the most satisfactory methods of getting technical training fo & large servicemen's

number of people in a short time,

Poge 32

ice problems are limited mostly to
making adjustments from hard usage
on loeation.

Training in Reverse

Actually, in a case such as this,
training works in a reverse way.
When a fault shows up in operation
of a run of Jukes, servicemen are
often the ones to spot the source of
trouble and “teach” the manufacturer,
Servicemen also help manufacturers

in many other ways, Most of the
outstanding improvements in juke
boxes of today over early models

have come as the
ences of operators’
hiave relaved their
manufacturers.
Distributors' servicemen also play
an important role in the development
of equipment, Complainis usually

result of experi-
servicemen, who
SUggestions 1o

come to them before they hit the
Engineering departmeEnts Gt manu-=
facturers' factories, Juite often

remedies for troubles are discovered
and corrected by the service depart-
ment of an individual distributor and
and then passed on to the factory.

Because they are called on for a
great deal of additional know-how,
the mechanical ability of a distrib-
utor's serviceman. altho important
takes a back seat to traiming ind ex-
PETIENCE,

Electrical Background

Gordon Sutton, of Sutton Distrib=-
uting, Inc., ‘New York, snys that he
louks for servicemen in his organiza-

tion that have an electrical back-
ground. Thi :.- almost a must for
al least one man in every distributor
|,~[§::_.|-,;._-;_11 an. I! there isn't a man
wilh such a background, many re-
pairs that should be taken care of in

the distributors
eleawhere.,
Hecause

shops must be sent

of the added knowledge

necessary, distributor's service per-
sonnel are often sent 1!':1:'1'"'”]' 1o '”H.‘I"
factory for training, However, some
manufaciuring firms send an instruc-

ton staff to each distributor to E_:I.'a.l::;
the proper

One thing It
picture is

ramning.

ciear when the entire
surveyved and that is that
there must be a great deal of co-op-
eration between the manufacturer,
distributor and operator for proper
gservicing on all levels. Even tho
formal training is less important for
the operators’ servicemen than for
those of the distributors’, there must,
of necessity, be a good deal of knowl-
edge passed down along the line, and
only thru a close working set-up is
this possible,

-
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Ban and the Op ey -
(Continued from page 17) m‘_l- bll Plﬂ'
;long at a healthy pace despite the w
an. £

effect of "ﬂu

negligible. We feel the
heold true in 1848,
i Anﬂthlhem is added re

eve the operators sre
pptimistic attitude. One
tive put it this way: *We hope this
thing goes on for two years. Fop
that period, we'll show the g
profits in our life,
be income, with little out
cording expense, no plm:a
with expensive sessions, all of
will have been absdrbed lnln
1947 books."

There is no doubt that for
the darkest days are ahead,
lengthy court appearances a ma-
tainty for years to come. But the
juke box turntables should continus
to whirl, with an adequate record
supply on hand, during those Sami
years.

Operators Say

Music machine operators, thru
their associations, have made few
changes in their normal procedure
since the January 1 ban took effect
The.only major ehange that will some
with a protracted work stoppage will
be one in favor of the operator—that
of keeping records in machines over
& longer period of time.

“We will now have a chance to
keep & record in our boxes for a
longer period of time,” said one
spokesman, “which means new re-

cordings will have a better chance
of making the grade with our plug-
ging them and the publishers work-
ing on a song for a greater period of

-|ul| [

VETERANS LEARNED juke box servicing in a special training ldlllﬂ
conducted in New York under the direction of the National Association o
Automatic Machine Owners.

mdumn'

' of its own ant
MILLS INDUSTRIES used one o it i5 1

training courses. Here a Mills Sono-

& classroom to show servicing methods.
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Here's a list of my lat=-
est Mercury Releases so
you can’t forget me:

SPECIAL RELEASES

On Mercury:
I'm My Own Grandpa
Eyes for Texas

On Columbia:

Never Trust a Woman
Behind the Eight Ball

ME 6062 L Angry

Send Me Your Love for Christmas 6 Mickey

Auld Lang Syne ME 6070 - On Decea:

If You Like Suzie The Honey Song

San ME 6076 ¢ is It True That I’'m Losin’ You?

AND HERE ARE SOME OLD MERCURY RELEASES THAT SORT OF PLEASED YOU:

ANGRY I'LL KEEP ON LOVIN' YOU PLEASE H:E:.:ITGTS%E ABOUT ME|  wiiiacie wsiar s
HE'S COMIN’' HOME TO STAY  SUE CITY SUE .,.J;'.';E“A O ecniny: | YOULLEIVETO n:nn:*t T
ME 6001 : ME 2024 ME 6044 6050
SOMEBODY STOLE MY GAL | HAD SOMEONE ELSE
AIN'TCHA TIRED? THE DARLING SONG
: ME 6027 ME 6011

Poge 34 The Billbeord Juke Box Supplement
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READY TO SERVE YOU
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Wm. B. Allen Supply Co.
916 M, Claibarne Awve.
MNMew Orlecans 16, La.

Allicd Music Sales Corp.
2610 E. 9th 5t
Cleveland, Ohio

Allied Music Sales Corp.
3112 Woodward Ave.
Detroit 1, Mich.

Allied Music Sales Corp.
314 M-nrae 5.
Toledo, Ohio

All-State Distributors, Inc.
30 Warren Pl
MNMewark, New |erscy

ARA Distributing Co.
2300 Olive 5t.
St. Louis, Mo.

C & C Distributing Co.
902 Fourth Ave.
Scattle 4, Wash.

Crowe-Martin Distributing Co.
1619 LaBranch 5t.
Houston 3, Tex.

Crowe-Martin Distributing Co.
1228 E. Commerce
San Antonio 3, Tex.

7 —

l'.t'l:'..l-.l".u"'"""'l' d

I'

=
_,: 2

r u.r'._,.,*'_.

gt
1

" - . .......".-.,._._ H

Davis Sales Co.
10710 17¢h St
Denver, Colo.

Dobbs-Skinner, Ine,
2629 Elm 5¢.
Dallas 1, Tex.

R. H. Kyle & Co.
1354 Hanstord 5t
Charleston 30, W. Va.

Malverne Distributors
424 W. 49th St
New York, N. Y.

Melody Sales Co.
369 Sixth 5S¢,
San Francisco, Calif.

Mercury Distributors, Inc.
1139 Tremont 5t.
Boston 20, Mass,

Mercury Distributors, Inc,
50 Flower 5t
Harttord, Conn.

Mercury Record Distributors, Inc.
839 5. Wabash Ave.
Chicago 5, Il

Mercury Record Distributors, Inc.
6 5. New Jersey Ave,
Indianapolis, Ind,

X

o

AT ALL TIMES N

Mercury Record Distributors, Ine,
2958 W. Pico Blvd.
Los Angeles, Calif.

Mercury Record Distributors, Inc.
£34 N. 9th 5t
Milwaukee, Wis.

Mereury Record Distributors, Inc.
1412 Hennepin Ave.
Minneapolis 3, Minn,

Mid-West Distributing Co.
1502 Capirol Ave.
Omaha, Neb.

Motor Radio Co., Inc.
2440 Charlotte 5¢.
Kansas City 8, Mo,

Niagara-Midland Co., Inc.
881 Main 5t
Buffale 3, N. Y.

Oriole Corp.
512 Pennsylvania Ave,
Baltimore 1, Md.

Oricle Corp.
232 N. College 5t.
Charlotte, N. C.

Record Distributing Co.
1018 Queen 5t., W,
Toronto 3, Canada

Record Distributors
106 N. Dhio
Wichitas Kan.

Record Sales Co.
2117 M. 3rd Ave.
Birmingham, Ala,

David Rosen
B55 N. Broad 5¢.
Philadelphia 23, Pa.

H. E. Sorenson Co.
100 5. W. First 5t
Des Moines 9, lowa

Southland Distributing Co.
441 Edgewood Ave., 5. E
Atlanta, GCa.

Sunland Supply Ce.
120 Durango 5t
El Paso, Tex.

Taran Distributing, Inc.
90 Riverside Ave.
Jacksoenville, Fla.

Tennessee Music Sales

220 Woodland 5t.
MNashville 3. Tenn.

Triangle Record Distributors
1901 Fifth Ave.
Pittsburgh 19, Pa,

b1

MERCURY RECORDS

839 SOUTH WABASH AVENUE, CHICAGO 5, ILLINOIS
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For Being So Nice
To ALL Of Me
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“With a Hey and aHi
and a Ho Ho Ho"

ST o e =

“BOOMER THE BASS DRUM"
MMT 11

“NURSERY RHYMES'MMT 4 &5 M A LONELY
“SING A SILLYSONG’MMT 8  £257  \(TTLE PETUNIA”
“CHRISTMAS PARTY" =

]

Loay

i
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““The Cocoanut Song

SURWR
1 1 11
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¢ AMMY MADDE 4 STEPS OF JIVE
N . !
AMERICA'S NEW POLKA KING Sepia Rhythm Quartet JOE GUMIN f
Latest “ELSA POLKA" WATCH FOR THEIR NIW and his Orchestra J
Release ““Whirlaway Waltx” SENSATIONAL RECORD | Please be patiant!
CHORD NO. 103 ' . ! Record will be out soen.

BROWN GAL “HAPPY BIRTHDAY”
CHORD NO. 636 CHORD NO. 654

(This TOPS His Famous Jingle Bells)

=

w

!

|

|

|
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fﬂ/ﬁf
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|

|

TR u ff
|

ON = “:n?il &
@H @RD E\ZE.CﬁRDS

CUDAHY RECORDING CORP. P
2450 NO. TERRACE AVE. & LAKESIDE 3600 o MILWAUKEE, Wis, =—————
= — — - _— %

———
———

=

JOHNNY ENGRO SKIP BERG i}! I~
)

and his 5 Mad Men PIANISTIC MAGIC
Their New Novelty Version FROM T :I:-"" F:':
10 TALENTED FINGERS OF RADIO y ik
“THE MOUNTAINS AINT THE A W
MOUNTAINS ANYMORE" | HONEL
CHORD NO. 652 CHORD NG, 636

JACK OLSEN

and his Orchestra

Vecal by GENE PAUL Intreduces this POP tune
Sensational Maoettro scores recording
heavily with
“YOU DON'T HAVE “THE JELLY BEAN
TO KNOW THE SONG”
LANGUAGE CHORD NO. 650

CHORD NO. 434
(Mi# Tene From Road to Rie)

Page 40  The Billbeard Juke Box Supplement : mﬁw
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way back in 1937 that The
pard, recognizing the natural
ity between juke box oper-
and all segments of the
usic industry, published a spe-
‘supplement called Talent and
8 on Music Machines. Since
iday more and more mems-
of both the music publishing and
emer phases of the music business
fhe operaling fraternity have
pto realize that in working to-
i each group can be of definite
lance fo the other.
fay many record companies, mu-
publishers, band leaders, disk
s and others of the music busi-
‘proper make special efforts to
the juke box operator with
and ideas to help him in-

Op Promotion

> Operators and the Music Industry

Many operators, paced by aggnessive associations, are already
boosting play on their boxes by tying up with the music

crease the revenue on his machines.
Robbins Music Corporation, for exam-
ple, publishes a Music Machine News
in which advance information about
tunes and records is supplied opera-
tors, And operators who have used
this, and other services, have aften
found it to be the means of enabling
them to get hit records on their ma-
chines early enough to cash in on the
full life of the hit and thus increase
their earnings. Other publishers sup-
ply similar informational bulletins,
perusal of which often prove profit-
able for operator readers,

Band leaders and singers have for
some time co-operated with the juke
box industry by making personal ap-
pearances gratis at operator funclions,
distributor openings, ete. Other per-

formers have hired advance men who
have contacted operators from town
to town and supplied the juke box
men with gratis recordings of the lat-
est release of the performer. These
same advance men have worked with
operators to time a drive on the rec-
ords of the individual performer for
the same period during which that
performer may be playing a local
theater, night club, concert or other
engagement. Here, too, operators

who have been willing to devote the
small amount of tlime and effort
necessary to working with these ad-
vance men, have found it resulting in

The Billboard Juke Box Supplement

industry in inexpensive, easy but effective promotions

increased takes.

Several operators have carried their
co-operative efforts to bolster busi-
ness thru effective tie-ins with other
segments of the music world to fine
merchandising extremes. Hirseh De
LaViez, a Washinglon operatar, made
a tie-up with Station WTOP in the
nation'scapital, whereby Eddie Galla-
gher, disk jockey for the station's
Moondial program, plugs a single disk
each week as the Juke Box Record of
the Week each night on his show.
De LaViez, in turn, features the rec-
ord in all his boxes with the following
line on the title strip of the disk:

PHILADELPHIA'S juke box business geis
a solid and regular boost thru the co-op-
eralive tle-up lustrated here, Frankie
Palumbe’s Click nilery runs a Click Tune
&l the Month Parly In which disk jockeys
like Ed Hurst (WPEN), Stu Wayne (KYW)
and Joes Grady (WPEN) participate, aleng
with ork leaders llke Tony Pastor Hanking
Palumbe at the exireme right! of the pic.
ture. The litle girl on the juke box won
the machine in a compelition with 1400
other high school kids.

“Eddie Gallagher’s Moondial Record
of the Week." The idea, inaugurated
early in November, is reported to be
working out well for both the oper-
alor and the disk jockey.

Various operator associations, rath-
er than individual operators, seem to
have taken the lead in making effec-
tive tie-ups with other branches of
the music business, In Philadelphis,
for example, the operator association
works in co-operation with the town's
disk jockeys and Frankie Palumbao,

DISK JOCKEYS Wally Kay (WI'W) and
Bud Wendell (WHEK) do thelr stint at the
Hit Tune Party run by the Cleveland
Phonograph Merchanls’ Assoclation. Ar-
tista’ photos on backdrop and floor and
juke box pedesial further typlly natural
promolional link between operdtor and the
music industry.

rage 41
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owner of the Click nitery, which plays.

tup name bunds. Palumba, the oper-
gtors and jockeys all participate in a
“"Click Tune of the Month" party,
which has proved a profitable promo-
tion for all concerned. In Cleveland,
Los Angeles and other cities, “Hit
Record” promotions, lying up with
band leaders, band buyers, disk jock-
evs, and occasionally even music pub-
lishers, have proved solid hypos for
the operator members of the associ-
ations sponsoring such events,
Associations, too, seem to be playe
Ing an active part in on-location pro-
motions tied in with music industry
members:. Just about set (and report-
ed in The Billboard last week) is a
plan which the New York and New
Jersey operator assoclations have
worked out for displaying poslers in

L = e i ™ - i

of the week will be featured, along
with five "best bets for the future” as
selected by a committee of leading
band leaders, singers and other music
personalities, This on-location poster
idea was tested by both operating
groups before it was decided to urge
the full membership to participute,
and the tests proved that the play on
machines will definitely pick up as a
result of the exploitation.

The juke box industry Is one of the
few which has at its dispesal the pro-
motional facilities of another impor-
tant and extremely exploitation-
minded business, the broad, aggres-
sive music industry. Those operators
who have taken advantage of this
willingness on the part of music busi-
ness members to co-operate have

found that it pays off in a greater

Lake on their machines.

locations, on which the top five tunes

ABOVE—KATE SMITH AND MANAGER TED COLLINS ot an AM]1 distrib party k
phote, are just two of musit’s lop names who regqularly co-operate with juks
in mutually beneficial promotional te-ups.

LEFT—HERE'S AN EXAMPLE of o Juke bex distrihutor gamering soms music bus
good will by supplying & machine for the lobby of he Paramount Themtar, Now °
Frankis Loine and Vic Damone, Mercury songstars, flank the box. whils Bob Well
Paramoun! theater manager (the man with the pipe). grina his approval of (he »

STANDARD RECORDS:

Largest Manufacturer Specializing in Polkas, Novelties, Infernational

§ } and Foreign Recordings in

B BOHEMIAN ® FRENCH CANADIAN ® GERMAN @ GREEK o HAWAIIAN ® HUNGCARIAN @ JRISH @ ITALIAN
® JEWISH ® LATIN AMERICAN @ POLISH ® RUSSIAN @ SLOVAK @ SCANDINAVIAN ® SWEDISH

—

'l
e

Ask to hear our surprise number recorded especially for you

: YOU-KE-LEE YOU-KE-LAH

.

See Us Af ...
Hear Our Latest Af ...

CATALOG AND MHANGERS
IN INDIVIDUAL LANGUAGES

STANDARD PHONO CORP.

163 WEST 23D ST., NEW YORK 11, N. Y.

The Billboard Juke Box Supplement
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FROM THE BILEBOARD

THANKS, DISK JOCKEYS, FOR MAKING MY "CLOVER™ YOUR THE HSK .!omrs ﬂﬂ.

-Ffﬂ!‘l

: "'-l'l.t-'u mmﬂfﬂrm .?‘ﬁ_,--_ ..- g, ' :
No '“ﬂﬂlf.lﬂﬁn; hw Delow, | g e tim

. cared. for -
PICKS that h‘;:;fm ot repeated Delom, ‘Based on & weskiy

within o sts-week tatlers think tomorrow’s hits will be:

amohg 4370 of them, the record T8

L
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;
s dnaanud

PEFT L LAE Al e o
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olffﬂ A Hacr viron 4ZR€AOV Soco o/

THAT
GENIAL
IRISH
GENTLEMAN

AND HIS

MGM RECORD No. 10119

M EOUR LEAF CLOVER®

Bocked by
THE BIG
BRASS BAND [l
FROM BRAZIL [,

(Vocal by the
GALLI SISTERS)

[ SULLIVAN

FOR THIS WONDERFUL QUOTE:

Recummanded Ar:
Mooney's MGM platter ©
"I'm Looking Over a Four-

Loaf Clover -

Y d
o

r* 'EXPLOITATION ON RECORDS: HENRY OKUN

Page 44 The Billbowrd Juke Box Supplement
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yn Manufacturing Corp.
sirkax Tr'Heway, Kansas City, Kan.
EVILLE, N. C.—Tri-State Distrib-
ing Co., 238 Churlotte St.

ANTA—Georgin Distributing Co.,

) Spring St., 8. W.

I'IMORE 1—General Vending Bales
. Biddle & Howard Sts.

DN 84— Greene Distributing Co,
Brighton Ave.

FALO 8—Alfred Sales, Inc., 1008-
)8 Maln St.

BAGO 22—Distributing Corp. of
nols, 1331 West Chleago Ave.
FELAND 3—Triangle Distributing
¥.. 4608 Prospect Ave.
UMBUS—Diressel Distributing Co.,
) West High St.

BAS 1—American Distributing Co.,
34 Commerce St.

FER 6—Blackwsll Distributing Co.,
i Ave, st Milwaukee St.
EROIT—Wolverine Sales Co., Inc,
PO Weat Warren Ave,

47 ORD 3, Conn.—State Music Dis-
buting Co., 1166 Main St

{A, Cuba—Cuban Plastics & Rec-
il Corp.. 410 San Miguel
RE HnnEL t—Pete L. Weyh Co., 437
TON §—Standard Musle Distrib-
g, 1913 Leeland Ave.
BANAPOLIS 4 — Indianp Musio
D, 542 8, Merldian St,
UESONVILLE 4, Tla. Modern
puthern  Distributors, Ino., 456
verside Ave.
BAE CITY 8, Mo—Advance Musio
b, 1608 Grand Ave,
¥ ALES—Alreon Sales & Sorvice
jarp. of Southern Callf., 1501 South

|

UISVILLE 1—H. M. Branson Dis- ¢
puting Co.. 514-16-18 So. Becond

TE Ehﬂ.:—-a:# 5 Bales Co,, 84 &
MPHIS 3—Atlas Amusement

U78 Union Ave. o
5 T.T Amusement Co,, 628 Mndi-
100 CITY, Max.—Artioiilos Flec.
ficas, B. A. Calle Aguascalientes No.

IMI 37—Vendors Distributors, Ine.,
128 N. E. Second Ave.

LMWAUEEE — Hastings Distributing
o, 2014 W, Vilet Bt

NSEAPOLIS 11—Bush Distributing
), 25T Plymouth Ave. No.

IBILE 21, Ala.—Deep South Distrib-
Hing Co., 364 So, Washington Ave.

fon, Lid,, 4001 E&t. Antolns St,
2., 423 Broad Bt,

f I'.'_IEI.EA&E 10—J. H. Peres Dis’
{huting *mmﬂtu

% YORK I15—Manhattan FPhono-
raph Co., Inc. 767 10th Ave.
LAHOMA CITY—E & M Diatribut-
ig Co., 704 North Broadway
LADELPHTA 27—Lalll Musle Co.,
DER ﬁ:ﬁ#lrmm Bales Co.,
i_l i - "mmn

TERURGH 19—Mullizan Distribu-
ors, Ine,, 1400 Fifth Ave,

: AND B, Ore~—Western Distrib-
tors, 1320 S. W. 16th Ave,

e 20 Rt Brs Distrivut-

FRANCISCO §—Muaslc Distribu-
. 2424 Polk St.

NE 8—Interstate Novelty Co,, W,
Sprague Ave,

LOUIS 3—V. P, Distributing Co.,
138 Olive Bt,

1, Inc.
Al LMM’H nu “’ﬂﬂ
LANTA—H & L Distributora, Ine.,

08 Spring St., N. W.
LTIMORE—David Hosen, Inc., 603

RLOTTE, N. C.—Pioneer Distrib-
iting Co., 000 W, Moarhesd,

IOAGO 22—Automatie Phonograph
Platributing Co.. 2006 Fulton Bt
EVELAND 14—Ohlo Musie Distribute
g Q0. 1842 Payne Ave.

LUMBIA, 8, O-—Ploneer Distribut-
\g Co.. 1628 Bumter 8,
LLAS—Gritfin Distributing Co,, 2708

RT — Pittman Distributing

FOND DU LAC, WIH.“—G!‘.I'H.'I'-’:.! !"I"IUEI-E.‘
& Navelty Oo., Inc, 51 N, Main st
HOUSTON—Griffin  Distributing g
1513 Loulslana Ave. "
INDIANAPOLIS 4 — P-7 Distributing
Co., Ing., 821 N. Illinols &t
JACESON, Miss—Griffin Distributing
J.&Gu" 106 Minerva St.
CRSONVILLE, Fla. — Supreme
tributors, Inc., 40 Htv(-rﬁm]t- .-‘Lre_DlsF
LOS ANGELES 6—M., 5. Woll Distribe-
uting Co, 1348 W, Venles Bivy.
MIAMI 37—Supreme Distributors, Inc.
3817 N. E. Second Ave, j
MINERAL WELLS, Tex.—Wallace Dig-
tributing Co., 212 N. E. First Ave.
NASHVILLE—Tennesser Musie Distrib-
utors, 1145 Lafeyette St,
NEWARK B, N. J—Runvon Sales Co, of

N. J., Inc., 128 W. Runyon St

NEW ORLEANS—OGriffin Distributing
Co., 931 Poydras St, v
NEW TORE—Runvon Sales Co. ot

N. Y. Inc. 668 Tenth Ave.
FHILADELPHIA 23—David Roseni, R5S
Broad 81,
FITTSBUROR 10 — American Coln-ne
Matic Machine Co., 1437 Fifth Ave.
PORTLARD, Ore—M. 5. Wolf Distrib-
uting Co., 437 5. W. 15th Ave.

RALEIOH, N. C—Ploneer Distributing
Co., 432 8. McDowell St,

HAPID CITY—Eoers Distributing Co.,
813 Bighth 8t

RICHMOND 20, Va.—Automantie Music
System, 3068 W, Brond Bt

SALT LAEKE OITY—Vogue Western, 528
B. Btals,

8T, LOUIS 3—Murphy Distributing Co.,
8504 Lindell Blvd.

8T, PAUL 3—Automatic Games Supply
Co,, 302 University Ave.

BAN ANTONIO—R. Warncke Co.,
Navarro Bt

SBAN FRANCISCO-M. E Walf Dis-
tributing Co., 11756 Foleom B5t.

BEATTLE 1—M. 8 Wolt Distributing
Co., 2913 Third Ave,

TULSA, Okla—H. W. Dolph Distrib-
uting Co., 222 E. Fourth St.

UNION CITY, Tenn—Tennessse Music
Distributors, 110 E, Main St

HALIFAX, N. 8.—Globe Mftps. Agencles,
o8 Gerrish 5E,

MONTREAL, Que—Paul Novelty Reg'd,
7421 Bt. Hubert Bt

OTHER FOREIGN COUNTRIES—O. O.
Mallegg. 400 W. Madlson St Chicago,
i,

WINNEPEG, Man.—Allan Pullmer, 30
Buckingham Apts., Broadway Ave,

121

Quebec—Mafo Corporn- Mills Industries, Inc.
E 3—Hermitage Musie Co,, 1100 W. Fullerton, Chicago

ATLANTA—Friedman Amusement Co.
441 Edgewood Ave., 85, E

BALTIMORE—Roy P. McGinnla Co,,
2011 Marvland.

BILOXI, Missa —United Novelty OCo.,
Delnuney and Division Sts,

BOSTON Associnted Amusementas,
Inc., 848 Commonwealth Ave.

BUFFALO=J, H. Winfltld & Qo., 018
Mnln St

CINCINNATI—Slcking, Inc,, 1401 Cen-
tral Pkwy.

CLEVELAND—Markepp Co., 4310 Car-
negle Ave.

DENVER — Denver Distributing Co.,
1856 Arapanhoe Bt,

DETROIT—Marquette Music Oo., 3770
Woodward Ave,

FAYETTEVILLE, N, C—Vending Ma-
chine Co., 306-16 Franklin St.

HOUSTON=—8South Coast Amusement
Co. 134 E. 11th 8t

JACKSONVILLE, Fia. — Bimplex Dis-
tributing Co, 310-12 Riverslde Ave.

EANSAS CITY, Mo—United Amuso-
ment Co.. 3410-12 Maln 8t,

BENOXVILLE, Tenn—C. & W. Distribut-
ing Co.. 624 E. Magnolia Ave.

MWﬁmﬂﬂ H.nhﬂ:dtl ﬂuu Iﬂﬂu
170 bW, an.

ent Bales Co., 204

11th Ave, 8,
Vv ORLEANB—Dixle Ooln Maohl
'ﬂﬂu "I-u'.ll ma Bt >
NEW YORK — Musle Sales

Carp,, 10th Ava. at 45th Bt,
mm. m-'—'m ﬂﬂ "l I-Itd-.
1040 10th B, i
OKLAHOMA CITY, Okin—0. & T. Dis-
tributing Co,, 2396 N, Bmﬂm.
— Eeystone fTam
Co., 20th lniflmﬂngdm Bis.
PITTSRUROH—AmMerlcan Distribautors.
1848 Fifth Ave, i
BT. LOUIB—W-L Amusement Co., 217
8, Beventh Bt.

SALT LAEE CITY—Stewart Novelty
Co., 1316 5. Maln 5t.

SEEATTLE—Northwest Sales Co., 3144
Elllott Ave.

TERRE HAUTE, Ind—Indlana Music
Co,, 7056 Putnam 5St.

WAUBAU, Wis.—Creen Novelty Co,, 620
Becond St

National Filben Corp.
1141 South Wabash, Chicage

AERON—Edwards Distributing Co,, 471
8. Maln Bt.

ATLANTA-—Cohen Bistributing Co., 005
Edgewood Ave., 8. E.

BALTIMORE—Ces Gee Music Distriby-
tore, Ino., 734 N. Gay St.

BIRMINGHAM—Ace Distributing Co,,
12 N. 23d Bt.

CHICAGO—Jack Nelson Co., 2230 Mil-
wilkens Ave.

HOLLYWOOD—Sun Valley Distributing
Co., 443 8. LaClionega.

LOUISVILLE—Cooperutive Distributing
Co., 334 W. Jefferson St.

MILWAUKEE — United Coln Machine
Co,, 8304 W. CGrecnfield Ave.

MINNEAPOLIS—Northwest Fliben, Ine.
1412 Hennepin Ave.

PITTSAURGH—Coln Machine Distrib-
uting Co., 500 N, Cralg Bt.

RICHMORD, Va. Oley Brothers
Amusement Co., 422 W. Broad St

ROANOKE, Va—Roanoks Vending Ma-
chine Exchange, Inc., 13 8.- Jeffer-
son 5f,

ROCHESTER, N. Y.—Eastern Sales Co.,
1834 Main St.. E.

ST. LOUIS—Cantral Distributors, 2334
QOlive Bt.

SAN ANTONIO—O, M. MeDanlels Dis-
tributing Co., 851 N. Flores St

BAN FRANCIBCO—E. T. Mape Dis-
tributing Co., 284 Turk Bt

UTICA, N. T.—Hanna Distributing Co.,
1680 Campbell Ave,

Rock-Ola Mfg. Corp.

800 N. Kedsie, Chicago

ALBANY, N. Y—Rsx Coln Mnchine
Distributing Corp,, 1330 Broadway,
BALTIMORE—Genaral Vending Sales
Corp,, Ti7-456 Biddie.

BIRMINGHAM 3—Birmingham Vends
ing Co., 2117 Third Ave., N

BOSTON 15—J. J. Golumbs & Co.
1119 Commonwealth Ave,

BUFFALO 8—Nex Coln Machine Dis-
tributing Cbrp., 1441 Maln St

BUTTE, Mont—H. B. Brinck, 825 E.
Front Bt

CHARLOTTE, N. O.—8outhem Music
Corp., 632 W. Morehead Ave, P. O.
Bok 641,

CHICAGO 13—Webb Distributing Oo,,
6 5. Kedio Ave.

CINCINNATI—Warran O. Deaton Asao-
clntes, 214 W, Liberty Bt

COLUMBUS, O.—Warren O, Denton Ase
sociates, 141 E. Gay,

DALLAS 1—General Distributing ©o.,
2813 Main St.

DENVER 23—Modern Distributing Co.,
1810 Welton 8t

DES MOINES — Sandlsr Distributing
Co., 110 11th 8¢

DETROIT 1—Brillant Music Co.. 4608
Cass Ave.

ELIZABETH 4, N. J. — Besacoast Dis-
tributors, Ine, 1200 MNorth Ave.

EL PASO, Tex.—Ceneral Distributing
Co.; 3000 Alameda.

GALION, O~—Wnarren C. Deaton Asso-
clates, 437 Harding Way, W.

HOUSTON—8outhern Distribuiting Co,,
1010 Leeland.

INDIANAPOLIS 4—Indiana Automatic
Sales Co., 4560 Massachusetts Ave,
JACKSONVILLE 0, Fla.—Southern Mue
sle Distributing Co., 3937 Main St.
JOHNBON CITY, Tenn—Coln Auto-
matic Music Co., 241 W, Main, P. O.

Box 964.
EANSAS CITY 8, Mo—Consolldated
Distributing Co., 1010 Grand Ave,
MEMPHIE—8 & M Sales Co., Inc., 1074
Unlon Ave,

MILWAUKEE 10—Badger Novelty Co,,
2548 N, a0th &t.

MONTREAL, Que,, Can. — Mortimer
Sales Co., 1260 Amherst 5t.

NASHVILLE 53—H. G. Payne Co., 813
Brondway,

NEW ORLEANE 12—Southern Musis
Salss Co,, Inc,, T3T Poydras St
Houthern Export Sales Co,, Ino,, 1403
Hibernia Bank Bldg.

The Billboard Juke Box Supplement Page 43

"Summerfime”
“"Wrile Me a Lelfer”

#9038

"0 Man River”
"Would You Believe Me”
#9035

CHARLIE VENTURA
“Blue Champagne”
“Synthesls”
#9036

*

BILLY ECKSTINE
“Coflage for Sale"
“ Love the Rhythm in a R

#9014

*
"Prisoner of Love™
“All 1 Sing Is Blues™

9017

T
“Gloomy Sunday”
“In the SHI of the Might”
£9037

"

DUSTY FLETCMER
"Dusty’s Mad Hour,” P1. 1, PY, 2
#4013

*

ENRIC MADRIGUERA
“Made for Each Other”
"Jack Jack Jack"

9028

*

: ALAN GERARD
All Drossed Up With a Broken Hoari”
"It | Didn'f Have You"

#1019
-

ALAN LOGIN
*‘Jungle Rhumba™
ve Mo”
#1018
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NEW TORK 18—8eacoasst Distributors,
Inc., 627-20 10th Ave,

OELAHOMA CITY — Genoral Distrib-
uting Co., 118 B, Walker Bt.

ORLANDO, Fla—Southern Musiec Dis-
tributing Co., 608 W. Central Ave.

PHILADELPHIA 30—8cott-Crosse Co.,
1433 Spring Garden 8¢,

PITTSBURGH 18—B, D, Lazar Co., 1635
Fifth Ave.

PORTLAND 3, Me—Malne Automatic
Musle Co., 38 Exchange 6t.

PORTLAND 13, Ore.—Columbia Music
Co., 1618 N. E. 33d Ave.

RICHMOND 20, Va.—Werts Music Bup-
ply Co., 319 W. Broad Bt.

5T. LOUlS8—Ildeal Novelty ©Co., 2823
Locust St

8T. PAUL 4+—LaBeau Novelty Gales Co.,
1048 University Ave,

BALT LAEE CITY 4—J. H. Rutter,
1477 8. Main Bt

SAN ANTONIO 5—United Amusement
Co.., 810 8, Alamo Bt.

BAN FRANCISCO 13—George R. Mur-
dock, 1707 Union Bt,

BEATTLE ©80—FPuget Sound Novelty
Co., 114 Elllott Ave., W,

SPOEANE 8—Inland Novelty Co., N.
Ninth Bernard Bt.

BEYRACUSE 3, N. Y—Rex Coln Ma-
chine Distributing Corp., 821 8. Salina
Bt.

J. P. Seeburg Corp.

1510 Dayton 5t., Chicago

ALBANY, N. Y—Gorman Novelty Co.,
288-200 Central Ave,

ATLANTA—Sparks Specialty Co., 301-
303 Edgewood Ave., N. E

BALTIMORE 1—The Musical Salea Co.,
140 W. Mt. Royal Ave.

BIRMINGHAM 3—Franco Distributing
Co., 1707 Third Ave., N.

BOSTON 15—Atias Distributors, 1024
Commonwenitn Ave,

BUFFALO 3—Davis Distributing Corp.,
B73-8/0 Main St

CHARLESTON, W. Vo—Shafler Musle
Co.. 1618 W. Washington St.

CHARLOITE, N. C—T. B. Halllday
Co., Ine., 1200 W, Morshead Bt.

CHATTANOOGA 3—8. L. Btiebel Co..
211 E. 10th Bt.

CHICAGD 47—Atlas Music Co., 2200
N, Western Ave.

CINCINNATI 2—8outhern Automatic
Mu.lde Co., 228-30 W. Seventh 5t

CLE vELAMD 3—Music Sysiems, Inc.,
8210 Buclid Ave,

COLUMBIA, E. C—Eparks Gpecialty
Co,., 2608 Main St,

COLUMBUS 15, O—Shaffer Music Co.,
808 5. High Bt.

DALLAS 1—8, H. Lynch & Co,, 2101-03
Pucific Ave,

DAYTON 38, O—Southern Automatlc
Music Co,, 603 Linden Ave.

DENVER—Jones Distributing Co., 1454
Welton 6t

DES MOINDSS p—Atlas Music Co., 221
Ninth 5t.

DETROIT 8—Atins
Grand River Ave.

EVANSVILLE 8, Ind.—8,. L. Btlebel Co.,
710 H. W. SBecond 5t.

FORT WATYTNE, Ind—Southern Auto-
matic Musie Co,, 12329 8. Calhoun B¢

HARTFORD 5, Conn—Atlantie Con-
nectiout Corp., 16256 Maln St,

HOUSTON—S. H. Lynch & Co, 810
Calhoun B8&t.

INDIANAPOLIS 4 — Southern Auto-
matic Musle Co., 326 N. Illinals Ave.

JACKSONVILLE, Fla. — Florida Aulo-
matic Sdles Corp., 80 Riverzide Ave,

HKANBAB CITY 8 Mo—W. B. Muslc
Co., Inc., 1618 McGee 5t.

LEXINGTON 7 — Southern Automatie
Musle Co., 242 N, Jefferson Bt

LOS ANGELES 6—Minthorne Muslo
Co., W. Plco Bivd. 28186.

LOUISVILLE 2—8. 1. Stisbel Co. 542
5. Becond 5t

MEMPHIS—S8., H. Lynch & Co,.
Unlon Ave.

MIAMI—Florida Automstic Sales Corp.,
38 W. Flagler St.

Musle Co., 6743

1048

MILWAUEKEE 8—S. . London Music
Co., Inc., 3130 W. Lizbon Ave.
MINNEAPOLIE 4—Hy-G Musle Co,,

14156-17 Wishington Ave., B.
MOMNTGOMERY, Ala—Franco Distrib-
uting Cao., 24 N. Perry Bt
NALHVILLE—S, L. Stigbel
Broad 5t

NEWARK 5, N. J—Atlantlc New Jersey
Corp., 27-20 Austin Bt

NEW OHRLEANS—8. H. Lynch & Co.,
832 Baronne.

NEW YORA 10—Atlantle New York
Corp., 540-550 W, 58th Bt

OELAHOMA CITY—S. H Lynoh & Co.,
a0 N. Western.

FPHILADELPHIA 33—Automatic Equip-
ment Co., 019-831 N. Broad St.

PHOANIX, Ariz—Minthormme Music Co.,
5:2 'W. Washington Bt,

PITTEEURGH 18—Atlas Musie Co., 2217
Fifth Ave.

Co.,

435

- %

168156 B. W. 14th Ave. N )

RICHMOND 20, Va.—The Musical Sules
Corp. of Va., 415 W. Broad Bt.

SALT LAKE CITY 1—Jones Distributing
Co., 127-129 E. Se¢cond B,

SAN ANTONIO—8H. H. Lynch & Co,
241 Broadwnay.

SAN FRANCISCO 3—Jack R. Moore
Co., 348 Blxth 5t

SEATTLE 8b—Juck R. Moore Co., 100
Elliott, W,

SOPERTON, Ga.—8parke Specialty Co.

SPOEANE—Jack R. Moore Co., 4 Ber-
nard 8¢,

ST. LOUIS 1—W. B, Novelty Co.,, Ing,,
1012 Market Bt

BEYRACUSE 3, N. Y ~—Davis Distributing
Corp., 38 Erle Blvd., E.

TAMPA — VFloridae Automatic BSales
Corp., 115 8. Franklin Bt.

TOLEDO—Music GSystems,
Jackson Ave.

UTICA 2, N. Y—Gorman Novelty Co.,
B85 Genesee Bt.

WHEELING, W. Va.—4hafler Musle Co,,
2120 Main St.

Inc.,

Rudolph Wurlitzer Co.
North Tonawanda, N. Y.

ALBANY, N. Y—Arthur Hermann Co.,
Inc., 2823 Central Ave.

ALLSTON 34, Mass —Redd Distributing
Co., Inec,, 130 Lincoln S5t.

ATLANTA 3—F. A. B. Distributing Co.,
Inc.. 304 Ivy 85t. N. E.

BALTIMORE 18—Ths Harvey Distrib-
uting Co., 521-256 Bt. Paul Fl.

BIRMINGHAM—F. A. B. Distribuling
Co., Inc., 1140 Tuscalopsa Ave,

BUFFALO 3—Redd Distributing Co.,
Inc., 881 Maln Bt

CHARLESTON, W. Va.—Cruze Distrib-
uting Coa., 105 Virginla B8t,, W.

CHARLOTTE, N. C—Brady Distributing
Co.. 820 W. Morehead BSt.

CHICAGO—Illinols Simplex
uting Co., 831 5. Wabash Ave,

CINCINNATI 2—Young Distributing
Co.,, Inec., T07-11 Sycamore Bt.

CLEVELAND—Young Distributing Co.,
Inc.. 2445 Bt. Clalr Ave.

COLUMBIA, 8. C—F. A. B, Distributing
Co . Inc., 1628 Laure! 5t.

COLUMEUS 8, O.—Young Distributing
Co.. Inc.., 1257 W. Broad St.

DALLAS 1 — Commerclal Music Co.
Inc., 726 N. Ervay 8t.

DENVER — Wolf Sales Co.,
Broadway.

Distrib-

1832-4

If so, a cordial weleome is extended
to you and yours from SIGNATURE. Our
Sales Manager, Earl Winters, will be heading our

1312

Co., Ine, 187 B, Jettersan Bt

EL PASO. Tex—Woll Buales Co,, 24
E. Alameda. -

EVARSVILLE, Ind.—Brandt Dis
uting Co,, Ing., ¢/o Belmont Maovin
Storage Co,, 321 E, INinois Bt.

HAVANA, Cuba—Compania Distrit

" dora, Pan Amerlcans, 8. A
No. 110,

HOUSTON — Commercial Music
Ine., 3300 Loulslans 8t '

INDIANAPOLIS 8—Brandt Distribu
Co,;, Inc., 2451 Meridian St

JACKEONVILLE, Fla—Taran Dist
uting Co., 30 Riverside Ave.

HEANBAS CITY 8, Mo—Central M
Eimlh.uﬂng Co., Inc., 1523-35 Gr

Ve,

ENOXVILLE 17 — Cruze Distribu
Co., 407 N. Central Ave.

LITTLE ROCE—Willlams Distribu
Co., Inc., 324 W, Bixth Bt

LO8 ANGELES T7—Clark Distribu
Co., 15681 W. Washington Blvd.

LOUIBVILLE 2—0G, & 8. Diktribu
Co,, 630 S, First St.

MEMPHIS 3 — Willlams Distribu
Co,, Inc,, 1082 Union Ave. .

MIAMI 37 — Taran Distributins €
Inc., 2820 N. W. Ssventh Ave, '

MOOSIC, Pa.—Sterling Service, Rog
Glen Park.

NASHVILLE ¢—G & 8 Distributing ¢
5200 Centennial Blvd. |

NEW ORLEANS—F. A, B, Distributd
Co., Inc., T08 Baronne St.

NEW YOREK 18—Emby Distributing ¢
Inc., 536 W. 434 Bt.

OELAHOMA CITY — Central Disig
uting Co.. Inc., 808 W. Main 5t |

OMAHA 2—Central Distributing (
Inec., 25662-84 Harney Bt.

PHILADELPHIA—Smith & Fields D
tributing Co,, 1518 N, Broad 5t.

PITTSBURGH 13—Emith & Flelds
tributing Co., €20 N. Cralg St

PHOENIX, Ariz—Woll Bales Co.,
W. Washington.
RICHMOND 20, Va—Maynor Dis
uting Co., B33 W. Broad St.
SALT LAEE CITY—Woll Bales Co.,
Box 18886.

EAN FRANCISCO T—Clark Disiribu
Co., 415 Brannan B5t.

SEATTLE 88—Clark Distributing
908 Elllott Ave., W.

8T. LOUIS 2—Brandt Distributing

Inc., 34 8. 10th Bt

delegation which will be located at the Hotel Shermur!.
If you miss us on the Convention Floor drop by the suite
and say hello; we’re open twenty-four hours a day. -



www.americanradiohistory.com

RECORDED BY -

Jo Stafford
Capitol #15033

Tony Pastor
Columbia #38068

Guy Lombardo

Decca #24288
Grandpa Jones
King =694
Tiny Hill |
Mercury 6087
Korn Kobblers
MGM =10136

Esmeraldy

Musicraft 2536
Larry Vincent
Pearl (To be released)
Lonzo & Oscar
RCA Victor # 20-2563
The Jesters
20th Century =£20-33

Milt Herth
World Transcription

I'M S0 LONESOME WHERE THE MOUNTAINS
| COULD CRY MEET THE MOON SMALL TOWN

........ Apollo #1099 Bob Hannon . ...........Apollo #1100

o = o ll;apilul#[:na :t; ;aleaml] tddie Duchin. . ......... Columbia GIRI_
¥ Kirk-Jubilaires. . .Decca Arthur Godfrey . ........ Crown #149 Buddy Weed Tri MGM

..... MGM #10049 Red Foley............. Deca 46110 ST VIRARTES.. o OO o b rwioased]
don MacRae- Tommy I:dmr .......... Okeh #6236 larry Vincenf......... Pearl (fo be released)

Waller Gross . .. ... Musicraft #15084 King Sisters. ........... RCA Vidor B11099 W | Delfa Rhylhm Boys. ... RCA Victor #20.2588

Gordon MacRae . .... Apollo #1045 Bob Johnsom ....... Majestic #7218
The' Dinning Sisters. . Capifol #389 Kale Smith MGM #10003

Buddy Clark. ....... Colmmbla #37302° == o mawrn =
IF l HAD MY LI FE ﬁuld:n l::uw ﬂuaﬂul.{:nulrl'r‘m;af (-6049 :::T::::';;I:!:::ﬂ:;:ufiﬂziﬁnu

Bob Eberle & Th
To LIVE OVER Song rs:ln&ngn;ﬁ. .. Decca #23835 Floyd Sherman. .. ... Signafure #15086

Ted Marlin & Air Dick Todd . ....... . Sonora #2010
lane Trio. ....... De Luxe#1075& 1068  Larry Vincent. . . .. .. 20ih Cenfury 20.13

UR HEART AND MINE

Hannon . ...Apollo 21057

Damone ...Mercury
(To Be Releasad)

BREAD AND GRAVY
| WON'T MARRY YOU

The Jesters ... cvvus
-«-.Apolio #1096 A & B

THE YUK-A-PUK SONG
KO MONEY

Morey Amsterdam . ....,.
... Apollo #1055 A G B

THE THINGS YOU WANT
THE MOST OF ALL

Brooks Bros, .. .Decca #214287

TAKE A MHLION
TEARDROPS

Johnny Stene ...Apollo #1098

UBLISHING €O., INC,

LR S 25 2k b 2 3%
N AVENUE, NEW YORK, N. Y.

* It's A Five Star General Song * * * * %
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ROBBINS MUSIC CORPORATION
799 Seventh Avenue, New York 19, N. Y.
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The Nation's Top Tunes
Ths nation's 10 top tunes, THE HONOR ROLL OF HITS, is de-

fermined by a sclentific tabulation of varfows degrees of each song's Week Ending

popularity as messured by survey features of The Billboard's Mare  January 16
Fopularity Char
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! The titls “HONOR ROLL OF HITS" and the listing ef the hits have been eopy-
righted by The Biliboard. Use of either may not be made without The Billboard's consent

Last Wee)

This Wesk
By Bob Russell and Carl Sigian
1. BALLERINA Published by Jaffersom (ASCAP) |

Records avaflable: Jimmy Dorsey, MOM 10035; Vaughn Monrpe, Vietor 30-3433;
Jerry Bhelton Trin, Merctury 5075; Mel Torme, Musicraft 15118; Buddy OClark,
Columbia 38040; Enric Madriguers, Decca 24365, Hing Croaby, Deces 34373
B. Clement Ork, Orpheus 355,

Elecirical (ranseripilion LUbrarfes: Lenmy Herman, Lang-Worth; Nerman
Cloutier, NBO Thesaurus; Jan OGarber, Siandard; Shap Fields, Lang-Worth;

Charlis Spivak, World.
By Jock Owens and Carroll Loces -
2. HOW SOON Published by Supreme (ASCAP) !

Records avallable: Bing Oroshy-Carmen Cavallarc, Decea 34101; John Lagrens,
Mercury 5088: Vaughm Monroe, Victor 30-2523; Jack Owens, Towser 1358
Dinah Bhore, Columbia 37852; D. Farney, Majestic 1170; B. Andrew-E Bleck,
Hollywood Rhythma 1651; Jimmy Atkins, Continental C-11004; Cuy Chemey-
Dick Foy Ork, Trilon 105.

Eleociricel iranseripilon Ubraries: Bddy Howard, Werld

3. SERENADE OF THE BELLS 8> Key Twomey, Al Goodhart and Al Urbene
: Published by Melrose (ASCAP)
Recards avallable: Bob Houston, MGM 10061; Sammy Kaye, Victor J0-3573;
Kay Kyser, Calumbis 37854; GQuy Lombardo, Decca 24238; Jo Stafford, Oapliol
15007; Vie Damone, Mercury 5000; Dick Haymes, Deces 34306,
Electrical iranseription llbrarles: Nat Brandwynne, World

4, VLL DANCE AT YOUR WEDDING 23, irerb Mesideon and Ben Sotar) |

Records avallable: Vie Damone, Mercury 5080; Helen Porrest, MOM 10003
Peggy Lee, Caplol 15006; Jeanle Leitt, Decca 34266; Tony Martin, Vietor
20-2512; Ray Noble-Buddy Clark, Columbis 37887; B, Climent Ork, Orphsus
258; Guy Lombmrdo, Decca 34318,
Elecirical transcription librarjes: Nat Brandwynne, World: Guy Lom Ziv;
ir'-i}u;’g' Carson, Assoclsted; BSunset Trio, Oapitol; lenny Herman,

0

5‘ m mm By Jay Livingston, Ray Evens and Victer Yeung |
Published by Parameount (ASCAFP)

From the Paramoeuni Fllm "Gelden Earrings™

Records svallable: Anita Ellls, Mercury 3072; Jack Pina Ock, MOM 10085;
Peggy Lee, Capitol 15009: Dinah 8hore, Columbin 3T93%; Charlie Spivak, Victor
30-2385: Guy Lombardo, Decca 24270; Hing Crosby, Decea 24278, Victor Young
Otk, Decea 4277,

Flestrieal transcriptlion libraries: Bwestwood Serensders, NBO Thezaurus; Nad
Erandeynne, World; Lenny Herman, Lang-Worth: Jack Fina, Btandard;

Lelghton Noble, Blandard.
By Rose MacLean and Arthur Richardsenm
6. T00 FAT POLKA Published by Shepiro-Bernstein (ASCAP)

Records avallable: Blue Barron, MOGM 10108; Arthur Codfrey, Oolumhbis 37921:
Dick (Two Ton) Baker and His Music Makers, Mercury 2079; Slim Brrant and
His Wildeats, Majestic 8022: Accordion Masters, Standard T-135; Andrews
Sisters, Decca 24288; Jerry Butler, Harmonia H-1137; Louls Prima, Victer
20-2608: The Starlighters, Capitol 480: Beva All Stars Ork, Seva 3004; J Dale
and His Prides of the Prairie, Continental C-1320,

Elreirical transcription libraries: Dick Jurgens, Siandard; The Bong Eplnners,

World
Kermit Goell end Froneis Craig
7. KEAR YOU PRt b Seseis (AICAP)

Records avallable: Francls Cralg Ork, Bullet 1001; Larry Green Ork, Victor
=0-2431: Eilllot Lawrence, Columbla JTEIN; Alvino Hey, Capltol B-432; Andrews
Bisters, Decea 34171 The Audiionss, Ralnbow 10035; Dolores Brown

Sterling 3001; Vietor Lombardo, Majestic 7383; Lonre and Oscar and Thelr
Winston County Pes Plekers, Vietor 30-3503; The Auditones, Ralnbow 10025
Four Hare and a Melody, Savoy 857; Vie Lombardo, Majestic 7263; Olenn .'ﬂl'l'lll.
Midwest Recorded Speclalties 243; Dick (Twe-Ton) Baker, 5066,
Flash and Whistlsr, Universal U-6; Glenn Duvis, Skating Rhyihms 281,
Eleetrical transeripilon libraries: Musle of Manhaitan Ork, NGO ﬁmum
Lawrence Welk, Standard; Howard, World: Bkinnay

Dick Jurgens, Standard; Anila -Bob Dukofl Ork, MacGregor.

. E;.... ok ha'nf.': M
vallable: Woody Herman, Columbis 37T085; ,
B"“rr:" %Lflun;:: MGM qu#“i‘uk M%Tﬁﬂm:.m Prima,
ﬁtﬁ:ﬂgu-ﬁﬁ;ru Hiy-Lo Trio, Orystal-Tooe MK 1004; Glenn Davis, Skating
Rhythms i 3
rieal transeriplion libracies: The Jumpin Jucks-Patti Dugan, NBO
%'::mrnr: nm::“' Jergens, Standard; The Soug Spinners, World

9. 'M LOOKING OVER A FOUR LEAF CLOVER 22 e P A T ReCAR)

Records avallable: Ray Bloch Ork, Slgnaturs 15177; Frankle

b105: Art Mooney, MGM 10110 Suis MorEer A otown String Band, Mercory

Bﬁ. Caplitol 4817 Three Suns, Vietor 30 .
: stringt Band, Palds 110; Herl Henry Band,
ﬂla‘lnrt:rrﬁ:tirn on elecirical wmﬁﬁlﬂl as Tho Billboard
goes (o press).

10, BEG YOUR PARDON

walls Prankis Curls, Colu bla J60%: Francis Cralg, Bullet m:;’
B Biibers, Gabitol 400; Larty Green Otk Viclar 303041, ad i
Mo %t‘mumw-m
goes press).

By Beb Hilliard and Cerl Sigmen l
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(see opposite poge) mﬁn e
maker, with the Moon
Maoids
Z/ﬂzgﬁa Dornse |
RCA Victer 20-1413 *
Apin L | LARRY
| MBRODEOFTHEBELS 57279009042 AZegre | Beg Your Pardon
- RCA Victer 20-2372 ::::‘: u:;r:::::d%ﬁ;
¥ of “Mecr Yeu" fome.
MTLOME TR 75, 77,7
. WEDDING % Can it Ever Be The Same?

RCA Victor 20.2512
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Swall piono thowmanship|

v SPADE
L?o FAT POLKA Fuwiy Peoma COOLEY

‘ RCA Vietor 20-2609 el l:d e Saing]
1. NEAR YOU ,ﬁmg( ;Wz Spanish Fandango °

RCA Vietor 20.2421 Terrific toetopper for the

dance pots,
& CVILIZATION Lecets Peiona | The Best Dedl
N in Town
t;m lﬂﬂlﬂﬁ b s BCA Victor 20-1548
fom s o 7 TR Sereo
i CLIFF
CARLISLE

o
10. BEG YOUR PARDON
J ECA Yicter 20-2647 ond The Buckeye Boys
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\| CAVANAUGH TRIO

HELEN CARRO

| N with Russ Cose and his Orchestre

i' | . "ru-u.::‘ H::r-w and
| All the World
Dickey-Bird Song is lnna!! Now
FREDDY MARTIN :
RCA Victor 202617 You Can’t Erase
1 Go VAUGHN MONROE )_; E:"":_:L

If | Only Had @ Match LOUIS PRIMA
RCA Victar 20-2609

I'm My Own Grandpa
ALONIO & OSCAR
ECA Victor 20-2563
My Old Flame SPIKE JONES
RCA Vicior 20-2592
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