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Steadily increasing in popularity vear by wcar are the auto ttrill shews which have reached tte point
where they are standard attractions at a vast nur ber of State and county fa'rs. One of the top crash-’¢em-and-
smash-"em groups is Jimmie Lynch’s Desth Dodger:, featurine headman Lvnch himself, shown here along with
one of the outfit’s other car-busters, geing thry their paces at the kir at Atl:rta, Georgia. The Lynch Death
Dodgers, according to managers Jimmie Van Cise and Earl Newberry, hasc hit 2 new high in bookings for '48, with
more than 250 shows lined up. including stadia a1d spcedwav appear:nces as w='l as fairs, and topping off the
trek with a showing at the Louisiana State Fajr on Cctober 30. Station WBGE’s mo»ile unit is remoting performance
shown in this photo.
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';’ght from June Fourth into September to listen to...

THE NEW CITIES SERVICE

CONDUCTED BY PAUL LAVALLE

This brilliant new radio broadcast will feature ...thefamiliarfolk ballads to be played through-
forty-eight of the finest band musicians in  out this Summer series of concerts will include
America. It will be organized and conducted by  all of the most-loved ... most-requested selec-
Flle celebrated maestro Paul Lavalle of “High- tions from the pages of American band music.

pays in Melody” fame.The songs...the marches  If you love band music, listen—
L

EVERY FRIDAY NIGHT AT 8 P.M.—E.D.S.T.—NBC NETWORK

'f CITIES @ SERVICE
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NAB IN PEACE PIPE CONFAB

Revolutionary
Disk Marvel
By Columbia

39-Minute High-Fidelity

NEW YORK, May 22.—Columbia
Records, Inc., is known to be prepar-
ing a brand-new wrinkle in phono-
graph records that conceivably may
exert tremendous influence on the en-
tire industry, from home record play-
ers thru library services. Opening
gun in an intensive exploitation and
promotion campaign on the new
product is expected to coincide with
the Columbia dealers’ convention in
Atlantic City the week of June 21.

In the nature of a new disk marvel,
the basic’gimmick is said to be a
micro-grooved vinylite disk in both
10 and 12-inch sizes, which would
be aimed mainly at the home record
market but could expand readily into
other fields. The disks would operate
at 331/3 r.p.m. and, depending on
size would yield from 30 to 45 minutes
of high-fidelity, wide-range music on
cach record (two sides).

Since no home sets are equipped
to run at the slow, e. t. speed, the
diskery is known to be readying an
entire unit for conjunction sale with
the hush-hush platters. The unit re-
portedly will consist of a turntable
and motor adapted for the lower
speed, complete with a special head

(See Columbia’s Disk on page 20)

Alfresco Straw Hypos Big Top

Circus Boffo|
At B. O. as It
Hits the Road

5 Turnaways at Capital

By Jim McHugh

WASHINGTON, May 22.—Ringling
Bros. and Barnum & Bailey Circus
played to turnaway crowds at five
out of six performances during its
initial under-canvas presentation of
the season here for the three days
ended Thursday (20). As many
people as possible were jammed into
and strawed in front of the end blues.
But the performance, virtually the
same as presented indoors at New
York and Boston, requires all of the
arena area and, thus disappointed
fans were turned away by the thou-
sands. This was construed by some
officials as a harbinger of the greatest
outdoor season in the history of the
circus.

Lending further credence to the
optimistic outlook is the fact that all

Para Using

Records, Radio,
Tele Plugs for “Waltz” Flicker

HOLLYWOOD, May 22.—For the
first time in its history, Paramount
Pictures is incorporating the ex-
ploitation powers of tele, radio and
records to beat the drum for the Bing
Crosby-Joan Fontaine flicker, The
Emperor’s Waltz. Paramount has
produced a 16mm film as a tele
trailer plugging the world premiere
of the pic at the Hollywcod Para-
mount Theater Wednesday (26). In
addition, Para’s tele outlet, KLTA,
will haul its cameras there for a
video look-see of the premiere, us-

Mulcays Cash In

HOLLYWOOD, May 22—
Jimmy and Mildred Mulcay,
whose When Veronica Plays the
Harmonica disk is getting spins
from local jockeys, are skedded
to make their second film ap-
pearance in Al Jarvis’s Make
Believe Ballroom film for Co-
lumbia Pictures.

First seen in Paramount’s
Variety Girl with Bob Hope, the
Mulcays last week presented
their Veronica routine on the
comedian’s air show. Since set-
tling in Hollywood, the vaude
and nitery team has been doing
a string of radio appearances,
including the Dinah Shore, Ed-
die Cantor and Command Per-
formance programs,

ually a crowd-pulling event in film-
dom.

To harness the radio medium, Para-
mount is sending a novelty-type
transcribed interview with Der Bingle
to 800 stations. E.t. includes a
scene for the pic with Crosby and
Miss Fontaine, specially prepared
question-and-answer chatter, plus
(See Para Plugs “Waltz” on page 4)

3 Treaties Drafted
To End Double Tax

WASHINGTON, May 22.—Three
new treaties to eliminate double in-
come taxes levied on entertainers and
others working in foreign countries
were sent to the Senate Foreign Rela-
tions Committee this week by Presi-
dent Truman.

The treaties were negotiated be-
tween the State Department and Den-
mark, the Netherlands and New Zea-
land. They provide that U. S. citi-
zens working in these countries less
than six months would be taxed only
by the U. S. Those working more
than six months would be taxed by
the foreign country.

Similar treaties with Great Britain,
Northern Ireland and Canada have
been ratified by the Senate. One af-
fecting France is now pending in the
Senate, while a treaty with Mexico is
being worked out by the State De-
partment.

BILLBOARD BACKSTAGE

By Joe Csida

The Awards Racket, or How
We Clean Up on Winners

Having walked off to wild applause (well, at least three guys somewhere
in the back of the house made some kind of noise with their hands) after
our Backstage bow last week, the hambone in us is pleasantly agitated
and here we go again. No Mullen this time, tho. We have rapped too many
poor, defenseless performers for milking the customers to be caught with

our bucket under the udder.

And, besides, there are things we want to say about the awards racket.
Beefs have been dished up on the chopping blocks of our contemporaries in
recent weeks (how did we ever get on this cattle kick?) to the effect that
there are too many awards, and consequently they have all tended to lose
significance. Variety and Sponsor offered choice cuts in that vein re radio
awards, and a month or so back Lewis Funke, of The New York Times,
fileted a mignon from the same steer re legit awards.

I{ will come as no late flash to Billboard payers that we make awards
in both those phases of show business, as well as others. And while we
agree with the general protest that there is an overabundance of plaque

(See Straw Alfresco Bz on page 50)

(See B:llboard Backstage on page 13)

Code i’assage
Augurs Intra
Tradg_Unity

Credit Miller for Gains

LOS ANGELES, May 22. — The
newly adopted code of the Na-
tional Association of Broadcasters
(NAB), approved finally this week
after months of discussion and re-
vision, will face its first major tests
this fall, broadcasters closely identi-
fied with the writing of the standards
of practice declared here this week.
Adoption of the code Wednesday (19)
by the NAB board of directors, high-
lighted a successful and active con-
vention, the 26th such annual session
in the organization’s history. Total
attendance for the management-en-
gineering sessions was 1,400.

Equalling in importance the adop-
tion of the code is the fact that NAB
today is more closely knit than it has
been in years. At the conclusion of
the 1947 convention, in Atlantic City,
the organization was split into two

(See NAB in Peace on page 5)

Canadian Biz
Gets Hypo as
25% Tax Ends

Legit, Niteries, Parks Aided

MONTREAL, May 22.—Show busi-
ness in Quebec was given a new lease
on life this week with the announce-
ment in Ottawa that the 20 per cent
federal tax on theaters and the 25
per cent amusement tax on other
amusement places would now be a
thing of the past.

The lifting of the stiff levy was
announced in the annual budget re-
vealed by Finance Minister Abbott
in the House of Commons. It still
is hard to say what the general effect
of the tax removal will be, but com-
ing at the birth of a new tourist

(See Canadian Biz on puge 45)

Mutual Defies
Petrillo; Will

Air Interlochen

NEW YORK, May 22.—What was
interpreted as a major move to defy
James C. Petrillo, president of the
American Federation of Musjicians
(AFM), occurred this week when the
Mutual Broadcasting System (MBS)
agreed to carry on its web teen-age
concerts originating at Dr. Joseph E.
Maddy’s music camp at Interlochen,
Mich. Following the MBS decision
to air the concerts, Maddy, with ref-
erence to the Lea Act, stated: “I'm
glad there’s one network that has the
courage to give more importance to
(See MUTUAL DEFIES on page 4)
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Engineers Ride Video Beam

RCA and Para
Systems Get
A Once-Over

NAB, SMPE Probe Future

LOS ANGELES, May 22.— More
than ever before, television occupied
a key spot in discussions at the second
annual engineering conference of the
National Association of Broadcasters
(NAB) held as part of the NAB’s
26th annual convention. The NAB
meet was held concurrently with
the convention of the Society of
Motion Picture Engineers (SMPE)
in Santa Monica, with delegates to
both huddles getting together to ex-
plore latest developments in the new
medium.

As usual, when television is on the
floor, crystal gazing occupied a large
part of the discussions. But at the
same time, a more tangible look into
the future was made possible by a
demonstration of the long-secret Ra-
dio Corporation of America (RCA)
large-screen theater television system
and Paramount’s television broad-
casting transcription process, prob-
ably the high spots of the tele phase
of the two meetings.

NAB-SMPE engineers assembled
Iast night (Friday) at Warner Bros.’
studios in Burbank to witness the
unveiling of RCA’s secrets. Appearing
most advanced was the direct projec-
fion system whereby an image was
thrown on a theater-size screen (15 by
20 feet) directly off the cathode ray
tube. This method, developed during
the past two years by RCA in con-
junction with Warner Bros. and 20th
Century-FoX, was said by engineers
to be the most advanced step yet
made toward perfection of theater
tele. Screen brightness was at a
satisfactory level and pic quality was
almost equal to a normal tele image

(See ENGINEERS RIDE on page 7)
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Mutual Defies
Petrillo; Will
Air Interlochen

(Continued from page 3)

the law than to a union leader’s
edict.” The Lea Act prohibits union
interference with non-commercial
educational programs. In the past
Petrillo has countered this with the
statement that Interlochen was on his
unfair list as a commercial institu-
tion,

In New York, the Mutual-Maddy
anschluss was taken as an indication
of the stiffening attitude of broad-
casters to the AFM. Local 802 spokes=
men were rather bitter about the out-
look, claiming that Petrillo, in his last
negotiations with the networks, had
committed the AFM to a three-year
pact calling for raises in neither pay
nor employment. In return, web
execs promised AFM they would
“urge” their affiliates to maintain the
status quo on employment, and even
give thought to hiring additional mu-
sicians. Signing of the recent pact
was attended by much amity on the
part of contracting parties. But now,
according to one union spokesman,
“You can see what comes of gentle-
men’s agreements.” In other words,
the Mutual decision to carry Inter-
lochen is expected to be followed by
tougher action by broadcasters to take
full advantage of the provisions of
the Lea and Taft-Hartley acts.

Mutual’s broadcasts of the music
camp concerts are scheduled to start
Monday, July 5, 9:30-10 p.m. Prior
to the announcement of the MBS-
Maddy accord, Maddy was reported
as having received a letter from a Na-
tional Broadcasting Company (NBC)
exec nixing the series on the ground
that nobody would have a program
which was on AFM’s unfair list.

Sydney’s 2d Rink
Off To Good Start

SYDNEY, May 22.—Closed since
1939 when it was taken over by the
army, the Palais Royal ice skating
rink has reopened for biz with Billy
Romaine in charge of the ork. The
rink is constructed in one of the
main pavilions in the Royal Agricul-
tural Society’s grounds at Moore
Park, where it was very popular be-
fore the war. This will be the second
ice rink in Sydney and run in opposi-
tion to the Glaciarium, which has
had a monopoly ever since the war
started.

Biz for the week since the opening

Decca Dickers
With Majestic;

Howard Going?

CHICAGO, May 22.—With Majestic
diskery due to file a schedule of pub-
lisher and artist royalty liabilities
early next week, a curious batch of
rumors respecting the waxery artists
have arisen.

Informants here maintain that
while Decca Records has been bar-
gaining with Majestic for a possible
purchase of masters, label rights and
artist contracts, one of Majestic’s key
properties, Rose Murphy, has been
tucked away on an RCA Victor con-
tract signed some months back.
Whether the Murphy gal’s signature
is proviso-laden or binding remains
unclear. Meanwhile persistent ru-
mors have it that Eddy Howard’s reps
are talking terms with various disk-
eries on the claim that they are free
to go where they like once the Ma-
jestic court litigation is cleared up.
Counsel for the diskery this week won
a third continuance from Judge Phil-
lip Sullivan on a plea by three cred-
itors of the company to switch the
firm from Chapter XI, Chandler Act
proceedings, into Chapter X.

Meanwhile a unique twist was un-
covered when George Olsen, Majestic
disker, told The Billboard that he has
re-possessed his 16 remaining Ma-
jestic masters and has already re-
leased the first two sides on his own
Primrose label. Altho the company
lists these masters among its assets
and conceivably they can’t be sepa-
rated from Chandler Act regulations,
Olsen said his deal with Majestic was
that they would make the records and
then give him a $250 advance plus
royalties when the platters hit the
market. Majestic had not lived up to
the bargain, he said, so he was ped-
dling his own platters.

Chi Hearing on Vitacoustic

CHICAGO, May 22.—In another
Chandler Act action in this city, cred-
itors of Vitacoustic Records will be
notified shortly by referee Nathan
McChesney that a meeting of credi-
tors will be held in the Federal Build-
ing here June 10. Creditors will be
allowed to discuss Vita’s proposed re-
organization plan; objections must be
filed before June 20. Support for the
plan must be indicated before June
17.

night has been tops and the manage-
ment is delighted. There seems to be
plenty of room for two big rinks in
Sydney.

No. 1 On the Honor Roll of Hits
NATURE BOY
No. 1 Sheet Music Seller
NATURE BOY
No. 1 Most Played on Disk Jockey Shows
NATURE BOY by King Cole, Capitol 15054
No. 1 Disk Via Dealer Sales
NATURE BOY by King Cole, Capitol 15054
No. 1 Disk in the Nation’s Juke Bozes
YOU CAN'T BE TRUE, DEAR, Ken Griffin-Jerry Wayne, Rondo R-228
No. 1 Most Played Juke Bozx Folk Record
ANYTIME by Eddy Arnold and His Tennessee Plowboys, Victor 20-2700
No. 1 Best Selling Retail Folk Record
ANYTIME by Eddy Arnold and His Tennessee Plowboys., Victor 20-2700
No. 1 Most Played Juke Bozx Race Record
TOMORROW NIGHT by lLonnie Johnson, King 4201
No. 1 Best Selling Retail Race Record
TOMORROW NIGHT by lonnie Johnson., King 4201
No. 1 Sheet Music Seller in England
GALWAY BAY
Leading albums, classical disks, English and Canadian sheet sellers_and full score on all
music-disk popularity in Music Popularity Charts, page 24

to 37 in Music Section.

Hoagy on Decca

In the Hoagy Carmichael
Sings caption on the front cover
last week, we slipped and said
Hoagy records for Capitol. He
doesn’t. Decca is his label. Our
apologies to the Decca mob
and Hoagy (and to Capitol, if
they’re mad at us too).

N. Y. City Center
Self-Supporting

NEW YORK, May 22.—The New
York City Center of Music and Drama
wound up its 1947-1948 season com-
pletely self-supporting, according to
a statement made to its incorporators
by the chairman of the board, New-
bold Morris, at the annual meeting
Wednesday (19). The final tally
shows an operating profit of $16,000,
with usual deficits via symphony con-
certs and opera more than made up
by balance from other activities. The
house unveiled 322 performances over
the year to a total of 577,707 cus-
tomers. The total pay checks divided
by nine theatrical unions added up
to $494,455.48.

Re-elected to the Center’s board of
directors were Richard Aldrich, Mor-
ton Baum, Howard S. Cullman, Hu-
bert Delaney, Clarence Derwent,
Frederic Ernst, William Feinberg,
John Golden, Mrs. Lytle Hull, Rob-
ert Edmond Jones, Mrs. Oswald B.
Lord, Walter S. Mack, Macklin Mar-
row, Richard McCann, Joseph Mec-
Goldrick, Mrs. Henry Morganthau,
Newbold Morris, Jacob Potofsky, Mrs.
John T. Pratt, Mrs. Arthur Reis, Mrs.
Lawrence Tibbet, Frederick Umbhey,
Gerald Warburg and John A. War=
ner.

PARA PLUGS “WALTZ”

(Continued from page 3)
The Groaner doing one of the pic’s
songs. Waxings will be serviced,
to air outlets via exhibitors prior to
local openings. This is in addition
to the pic getting numerous plugs on
Crosby’s Philco air show.

To make the Waltz campaign one
of the most concentrated pre-release
pic exploitation drives in recent
years, disk-wise, the flick will have
10 individual pressings plus an al-
bum. :
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NAB IN PEACE PIPE CONFAB

Indies Score 2d Objective
At Conclave: Voice in NAB

LOS ANGELES, May 22.—The “peace pipe” convention of the National

Association of Broadcasters (NAB),

concluded here this week, saw the

independent stations gain the second of their major convention objectives—
permanent representation within NAB so that they will have a voice in

shaping NAB policies.

The first objective had been accomplished in the

redrafting of the new industry code so as to make it more equitable for

affiliated and non-affiliated stations, alike.

Non-affiliate representation will

come about thru appointment of a new permanent standing committee, to

which will be assigned, as liaisons,
two members of the NAB board of di-
rectors. This will allow for mutual
discussion of problems concerning
indies. As is standard procedure, the
committee chairman will be advisory
to the board.

Pending appointment of the new
indie committee was disclosed by
NAB President Justin Miller follow-
ing a lengthy appearance before the
Yoard of Ted Cott, of WNEW, New
“York, and Ben Strouse, of WWDC,
Washingotn. They told the board that
the case of the code illustrated per-
fectly the fact that the indies were
not properly represented within NAB.
This was a reference to the fact that
the indies balked at the code as
originally presented to the member-
ship, since it failed to take cognizance
of non-affiliated operating problems.

Scalped

L.OS ANGELES, May 22.—Ed
Breen, of KVFD, Fort Dodge,
Ia., who lost out in his attempt
to prevent adoption of an in-
dustry code at the NAE con-
vention this week, was asked,
after the meeting, how he gt
when the members voted agdmst
him.

Said Breen,
massacred.”

succintly, “I was

During the NAB board discussion
of indie station representation, Paul
{Fritz) Morency., of WTIC. Hartford,
Conn., asked Ted Cott and Ben
Strouse, the indie reps. to stop using
the term “independent.” “I'm as in-
dependent as you are,” said Morency
—meaning that his affiliation with
NAB had no effect on his operation
policies..

“Okay.” said Cott, “we’ll call our-
selves non-affiliates.. But it looks as
tho the independents have something
—everybody wants to get in on the
act”

The board seemed well aware that
the non-affiliates have a club they
can swing should they want to, since
there were references during the
Cott-Strouse appearance to the lat-
ter’s by-law petition. This was a
petition calling upon the NAB board
to call for a referendum on changing
the make-up of the NAB directorate
so as to include two non-affiliate di-
rectors. The petition was withdrawn
on the request of NAB President Jus-
tin Miller, who asked that the matter
instead be discussed at the board’s
post-conventiion meeting. Cott and
Strouse had almost enough votes to
bring about the referendum, 5 per
cent of the membership being neces-
sary.

Talk at the convention was that the
present directors were loath to go
ahead with the indie director plan,
and offered the standing committee
as a compromise, because of possible
reaction from the networks. Latter
recently withdrew from NAB as full
members, are now associate members
and have no board representation, It
was feared, however, that with indies
on the board, the networks might re-
verse their position.

Code To Become
Stiffer in Time

LOS ANGELES, May 22.—Altho
the newly adopted code of the Na-
tional Association of Broadcasters
(NAB) is not as strict as the origin-
ally proposed standards, delegates to
the NAB’s convention this week all
acknowledged that it would gradually
become stricter as time passes. Chief
reason for its comparitively relaxed
provisions now is fear of increasing
competition within the next several
years.

NAB President Judge Miller told
delegates to the convention that the
industry would have to tighten regu-
lations as time passed. In addition,
Miller wrote a comment in the code
which declares that, “Standards for
broadcasting can never be final or
complete. It is a creative art, still
in the process of development, and as
such it must always seek new ways
to achieve greater advances. There-
fore, any standards promulgated
must be subject to change.”

Miller also stated that in the future
broadcasters would tighten the code
by scrutinizing the type of ad copy
they accept and emphasizing im-
provement in program quality. He
said it is possible NAB may establish
a research project to determine the
most effective type of commercial
copy.

Miller and Breen at
Peace After Clash

At Opening Session

LOS ANGELES, May 22.—The one
criticism of the manner in which
NAB President Justin Miller han-
dled the discussion of the industry
code Monday (17) stemmed from his
refusal to give Ed Breen, of Fort
Dodge, Ia., extra time to present his
opposing view. Equally, Breen was
criticized for his insistence on ‘un-
limited” time, rather than appealing
for a stated extra period. Miller,
some broadcasters charged, stifled
criticism in this instance, even tho
it was acknowledged he was on sound
legal ground in ruling Breen out of
order. Procedure, in this case pro-
vided for presentation of Breen’s pe-
tition to the board, rather than at
an open membership meeting.

While there was obvious bitterness
involved in the exchange, board mem-
bers declared that Breen had changed
his attitude considerably, following
his participation in the board meet-
ing Wednesday (19).

As a newly elected director, this
was Breen’s first board meeting and
he commented after that he was
singularly impressed by the careful
attention shown to trade problems by
the NAB leaders. The careful analy-
sis of the code by the board, just be-
fore the code was adopted, led Breen
to comment that his sole remaining
opposition to the document was be-
cause of the time limit on commercial
announcements.

Final board vote on the code was
21 for, ogne against.

NAB Keeps Mum
On KMPC Issue

LOS ANGELES, May 22.—The Na-
tional Association of Broadcasters
(NAB) will maintain a hands-off
attitude in the case of KMPC, Holly-
wood, whose owner, G. A. Richards,
allegedly ordered slanting of news-
casts, Justin Miller, the association
president stated here this week.

Replying to a question as to NAB’s
attitude, Miller declared: “NAB will
do nothing ... we can go no further
than an association of newspapers
would go in enforcing standards with-
in its own organization. The NAB

would not even think of entering an
area of enforcement over which the
government has control.”

NAB Coverage

1.0S ANGELES, May 22.—NAB con-
vention coverage in this issue was
handled for The Billboard by Jerry
Franken, radio editor, and Alan
Fizchler and Lee Zhito, of the Holly-
wood office.

NAB Hollers for Phila. Lawyer
After Breen S ubgnits Petition

LOS ANGELES, May 22.—A loud,
trenchant call for a Philadelphia
lawyer arose at the 26th annual con-
vention of the National Association of
Broadcasters (NAB) following
Wednesday’s (19) meeting of the
board of directors. The problem in-
volved is the status of the newly
promulgated standards of practice
code as the result of Ed Breen’s peti-
tion calling for a referendum on the
by-laws with respect to the NAB
board's power to approve a code.
Here’s the situation:

A year or so ago, via referendum,
the NAB membership voted to em-
power the NAB board to promulgate a
code. Less than a dozen votes in op-

position were recorded,
When the code was presented to
the convention last year, the board

voted for further study, to answer
criticism of the code as unfair to in-
dependent stations. The issue was
finally settled this week.

A few weeks ago. Breen, himself
an attorney and owner of KVFD,
Fort Dodge, Ia., circulated a petition
asking for a referendum on the ques-
tion of whether the board should re-
tain this power. He obtained 309 sig-
natures, far more than the by-law
requirement of 5 per cent of the
membership. Wednesday (19) he

(See NAB Hollers on page 7)

Code Passage
Augurs Intra

Trade Unity

Credit Miller for Gains

(Continued from page 3)
sharply contesting groups, the inde-
pendent stations and the networ}{
affiliates. But while it’s true that t}_us
year there still remains a minority
which is opposed to certain aspects of
the code, that minority is not only
far smaller than the anti-code was
last year, but also the points of con=-
tention in the code are far fewer than
last year—when virtually the entire
document was under attack. The
threat of secession which hung over
NAB last year—the threat stemming
from the independents -—— has been
completely removed.

Miller Gets Credit

Much of the credit for the changed
conditions must go to NAB President
Justin Miller, who recognized the in-
equities in the original code and its
disregard of independent station op-
erating problems, and took steps to
remedy them. In addition, Judge
Miller himself did a final draft of
the code, which with certain changes,
the draft was approved and his
speech Monday provided wavering
delegates with a final clincher (The
Billboard, May 22).

Another development tending to-
ward further amity within NAB is
the fact that the independent stations
gained in their proposal to get perma-
nent representation within the or-
ganization. This has been accom=
plished by creation of a new standing
indie committee (see separate story).

Discussion of the code Monday (17)
produced a dramatic moment when
Ted Cott, vice-president of WNEW,
New York, who had led the fight
against the original code, as presented
to the membership last September,
offered a resolution endorsing the
code and calling for the members to
ask the board of directors to promul-
gate the code at their Wednesday (19)
meeting. Cott commented that while
he had criticized the original stand-
ards, the team play within NAB since

(See Code Passage on page 7)

Miller To Name Code

Observance Comm.

LOS ANGELES, May 22.—Justin
Miller, president of the National As-
sociation of Broadcasters (NAB), will
shortly appoint a committee to study
means of encouraging ‘“observance”
of the new NAB code. Designation
of such a committee was voted by
the NAB board following its adoption
of the code Wednesday (19).

NAB originally used the term “en-
forcement” in connection with the
code, but for various reasons, among
them a disinclination to attempt any
policing and a fear of involvment in
censorship, has adopted a policy cued
to “observance.”

Definition

LOS ANGELES, May 22.—
One broadcaster succinctly de-
fined the new broadcasters code
in two words.

Calls it an
science.”

“artificial con-
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RADIO WARNED ON FUTURE

NAB Members Fail To Share
Coy’s Enthusiasm for FM

LOS ANGELES, May 22.—The marked divergence between broadcasters
and Federal Communications Commission (FCC) Chairman Wayne Coy on
the future of FM was shown clearly during the NAB convention, when
radio men answered Coy’s plea for FM action by indicating that few thought
FM would eventually supplant AM radio. Speaking at a luncheon meeting,
Coy categorically stated, “To me, in the light of what we know today, it
seems almost inevitable that FM will, within a generation, largely replace

Biz S:Iualls
Ahead, Warn
Key NAB Men

Promotion Big Requirement

1.OS ANGELES, May 22.—Two key
officers of the National Association of
Broadcasters (NAB) warned dele-
gates to the 26th annual NAB con-
vention here this week that the out-
look for AM radio is a gloomy one,
One statement, made by President
Justin Miller, was an open admission
that trouble lies ahead. The other,
coming from Kenneth H. Baker, NAB
research director, was somewhat
guarded, but backed up by facts and
figures, was perhaps more ominous.

Miller’s comment came during a
post-convention discussion of the new
code in which he said that “as radio
stations (meaning AM operations)
fail,” the code will be tightened. The
open admission by broadcasters’ offi-
cial spokesman that the industry
looked forward to increased volun-
tary deletion from the spectrum be-
cause of tightening conditions within
radio was especially significant.

Baker’s forecast warned broadcaste
ers that “the record is full of alarm,
admonition and advice.” In 1947, he
said, stations turned in their licenses
at the rate of three a month in AM
and two in FM; in 1948, they’ve been
dropping out at the rate of six a
month (AM) and eight in FM. The
totals on the air have only remained
about the same because new stations
are coming on. In 1947, there were a
total of 36 and 26 AM and FM de-
letions. So far, for just four months,
the totals are 22 and 32, respectively.
In addition, Baker noted, FM au-
thorizations are not developing as
quickly as expected, while the AM
saturation point will be reached
sooner than expected.

Baker also warned broadcasters to
increase their efforts at audience pro-
motion, noting that even tho multiple
set ownership has increased, listen-
ing has not kept pace, indicating dec~
imation of audiences. He said that
promotion expenditures were “piti-
fully” low, and that by far too large
a number of people are uninformed
about radio’s offerings. Splitting the
audience into smaller pre-station
groups, as new transmitters go on the
air, means that sponsors will re-
examine rates, he warned, and only
increasing per-listener tuning in, and
attracting non-listeners, will meet the
problem. This requires promotion,
he declared.

On the encouraging side, Baker ob-
served that listeners have shown,
thru surveys, that they have a keen
loyalty to radio and that there re-
mains a vast untapped number of
potential advertisers who need radio.
This calls for aggressive promotion
and aggressive selling, he said, and
increased efficiency thruout broad-
cast operations. Only in this way,
he concluded, can radio meet its
economic challenge; “the days of the
blue sky in radio are rapidly dis-
appearing. . ., .”

HOLLYWOOD, May 22.—Modern-
airés, vocal group currently on an
Eastern theater-nitery tour, have
been signed to return to Campbell
soup’s Club 135, replacing the Pied
Pipers on the five-a-week airshow
series August 2. Deal was set be-
tween Diana Bourbon, Coast radio
head of Ward Sheelock Agency, and
Tom Sheils, Modernaires p.m.

Distinguished News Woman

LUCILLE HASTINGS

For three successive years Lucille
Hastings has walked off with top honors
in the National Press Women's contest
tor the best prepared radio newscast.
For KLZ she edits prize-winning news-

casts every day.
KLZ, DENVER

100 Stations
Sign To Back

Promotion Pic

LOS ANGELES, May 22.—About
100 stations have already signed to
share in the costs of the National
Association of Broadcasters (NAB)
All-Radio Presentation, a motion pic-
ture film being produced to sell
broadcasting to advertisers. Every
segment of the industry, stations,
manufacturers, talent agencies, pack-
age producers, station representatives
and networks, is due to participate.

Film will cost around $200,000 with
the webs kicking in with around
$12,500 each and the stations in ac-
cordance with their gross income.
Broadcasters will, all told, assume
around $150,000 of the entire costs.
Film will premier in New York
around January 1, 1949, and will be
made available to all participating
stations, as well as social and edu-
cator groups. It is also hoped to pro-
duce a short for general picture
house exhibition.

Preview of the project was shown
to the National Association of Broad-
casters’ (NAB) convention and cre-
ated a terrifically favorable reaction.
Produced by Vic Ratner (Columbia)

AM.”

FCCs Coy Joins
Peace Pipe Ritual
At NAB Gathering

LOS ANGELES, May 22.—FCC
Chairman Wayne Coy charmed broad-
casters with a sharp-witted refer-
ences to the new NAB code when he
addressed a luncheon meeting Tues=
day (18).

Referring to the portion of the
new industry code which outlaws
“disrespectful portrayal of law en-
forcement, and characterization of
the officers of the law as stupid or
ridiculous” he said he hoped this
would include the FCC. In return,
however, he said future FCC dealings
with the industry should respect an-
other code provision, one which out-
laws “brutal killings, torture or
physical agony, horror, the use of
supernatural or climactic incidents
likely to terrify or excite unduly.”

Clincher, however, was Coy’s open-
ing. Radio chief of The Washington
Post interests prior to his recent
FCC appointment, Coy opened up by
saying, “It is now five months since
I dropped out of sight.”

FCC chairman got an enthusiastic
reception from the NAB—a marked
contrast with previous NAB conven-
tions, which heard severe criticism
of the industry by the then incumbent
chairman.

the film will tell the story of radio as
a medium by contrasting present days
with pre-radio days.

In addition to elucidating on radio
as an educational and sales force, the
film will help broadcasters to sell
non-radio advertisers and to meet
the promotion efforts of newspaper
and magazine publishers.

Burros, Babes and Beer Make
For Boff 20G Kent-NAB Brawl

LOS ANGELES, May 22.—From
the social standpoint, there Jjs no
question that this year’s annual NAB
convention was the most successful

the industry has had, with a fabulous
party, given by A. Atwater Kept,
retired radio manufacturer, topping

the list. From reports, the shindig
cost Kent between $15,000 and
$20,000.

It was the sort of an affair which
could happen only in Hollywood.
Kent lives in a huge mansion perched
on top of a small-type mountain in
Bel-Air, and a bus and limousine
service shuttled the 1,500 guests to
the joint. The mnewly redecorated
shack was decked out in a Spanish
motif, including a Spanish orchestra,
amiable burros, most of which had
atrocious manners, and cigarette girls

b

dressed in boleros, who gave out free
smokes and were involved in more
passes than a dozen crap games.

Broadcasters milled around the
joint happily swigging free drinks;
trampling on the lush landscaping,
which runs down half the side of the
mountain; rubbing elbows with movie
stars; gandering the superb scenery
and throwing cigarette butts on the
carefully clipped lawn. A few cynics
sneezed at the joint, since it had only
one tennis court and one swimming
pool (with boat). The afternoon was
topped off by a free meal of meat
balls and spaghetti, which taste the
same on top of a mountain as in a
pizzeria and by a typical Hollywood
touch supplied by Harry Maizlish, of
KFWB, Hollywood. He had an air-
plane skywrite a welcome to the NAB
and a thanks to Kent.

Broadcasters, however, disagreed with Coy’s prediction.

During a
panel on television, AM, FM and
facsimile, operators of joint AM-FM
stations were asked if they thought
their FM operation would replace
their AM stations. Of the hundred or
so operators present who managed
dual operations, less than a dozen
felt that FM spelled the end of AM
broadcasting. This show of hands
came after the panel had devoted
considerable discussion to selling and
promoting FM, with a strong pitch
put in by Everett L. Dillard, pres.-
dent of Frequency Modulation Asso-
ciation (FMA).

Coy told broadeasters that the
FCC’s FM allocation plan for the use
of the 88-108 MC. band would be
on a planned basis, contrast to the
“topsy-like” growth of AM broad-
casting. Moreover, the FM alloca-
tion plan would provide for uniform-
ity of power within given areas of the
country, thereby eliminating the
present competitive inequality that
exists between AM stations.

Coy further told broadcasters that
it would be a ‘“red letter day in the
history of American broadcasting
when you broadcasters make up your
minds you can provide a superior
aura broadcast service thru the use
of FM.”

The FCC, said Coy, is determined
to provide enough nationwide FM
channels to set up a truly competitive
system.

FMA’s BEverett Dillard called on

(See Coy’s Enthusiasm on page 7)

BMI Set Up for TV,
Haverlin Tells NBA;
Pubbers Give Okay

LOS ANGELES, May 22.—Carl
Haverlin, president of Broadcast
Music, Inc. (BMI), told NAB dele-
gates that the music org is now
geared for television, having received
rights from publishers to use all
music in BMI catalog on television as
well as radio. Haverlin said BMI
would make no distinction between
television and radic in formulating
long-range video plans. BMI tele-
vision contracts will be similar in
terms and conditions to standard
radio contracts now in effect, calling
for same percentage of revenue from
the sale of time for both video and
radio use.

Haverlin told the convention that
BMI had increased performances
from 5,000,000 in 1943 to 11,000,000
in 1947, with average performances
per stations up from 5,000 to 8,000
yearly. BMI catalog has grown to
125,000 listings of over 107,000 titles,
with 30,000 compositions available on
recordings. BMI now has a total of
2,151 licensees in the United States
and Canada, he added.

Explaining that BMI asked for re-
newal of contracts more than two
years in advance of termination date,
Haverlin revealed that more than
1,642 renewals have been signed to
date, accounting for 95 per cent of
the dollar volume of the industry.
Further renewals were expected to
bring the total up to 100 per cent of
BMI membership.
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NAB Notes

USTIN MILLER added a new flock
of doodles to his collection during
the convention. The NAB prexy col-
lects such scribblings as a hobby. ...
Dinah Shore, gracious as ever, didn’t
forget her old pals at WSM, Nash-
‘ville, when she warbled at the NAB
banquet, giving Jack Harris and the
rest of the WSM alumni a special
“hiya” from the floor. ... . Conven-
tion delegates took time out Tuesday
to catch a glimpse of Don Lee Broad-
casting System’s new $3,000,000 plant.
Web topper Lewis Allen Weiss picked
up lunch tab for more than 1,000
visitors.

John Shepard, of Yankee Network,
turned up at the Atwater Kent party
in a canary yellow jacket and red—
get that—red slacks. . . . Jan King
announced his resignation as a part-
ner in KECK, Odessa, Tex., during
the convention. . , . Jim Gaines,
WNBC, New York, sported a peeling
forehead from the California sun. ...
Wilt Guntzendorfer and his frau,
Hatalie, of KROW, Oakland, Calif.,
among the early arrivals. ... Johnny
Gillin, WOW, Omaha, looking fit after
his recent operation. .. . Busiest guy
at the confab was Bob Schmidt, MBS
veepee in charge of station relations.
Natch, with all those affiliates.

Martin Block tossed a party at
1’Aiglon, new Beverly Hills eatery.
Other party givers included C. P. Mc-
Gregor, Don Thornburgh and Dick
Pack. latter of WNEW, New York,
. . . Hoyt Wooten, WREC, Memphis,
on hand with a new collection of
dialect stories. .., C. E. Hooper took
in the convention, pitching his new
station measurement service. ... Press
matters ably handled by Bob Rich-
ards and Jim Sawson, NAB staffers.
. .. Niles Trammell, NBC prexy,
lammed to San Francisco before re-
turning to the home office. . . , Harry
S. Goodman, transcription producer,
beefed his head off when the Bilt-
more management refused to let him
bring in a movie-trained pony as a
promotion gimmick. When he couldn’t
sell ’em the idea, Goodman switched
to a few good looking babes, in brief
cowboy costumes. Most delegates
seemed to prefer that. ... Ad agency
contingent included Linnea Nelson,
J. Walter Thompson; Frank Silver-

nail, BBD&O; Burt Oliver, Foote,
Cone & Belding; Gert Scanlan,
BBD&O.

Jerry King, of Standard Radio,

.scored a neat beat when he tran-
scribed the NAB banquet show on
Ampex tape and played it back to
demonstrate the system’s high fidélity.
... Jose Quinone, WAPA, San Juan,
Porto Rico, had a long haul to get
to L. A., but made it. . , . Ex-New
Yorker Bernie Wilkins, now of
KFWB, Hollywood, gladhanded his
erstwhile Manhattan gin rummy vic-
tims. . . . Leonard Marks, Washing-
ton radio attorney, up for the meet-
ing. ... When Vic Sholtis, of WHAS,
Louisville, was told that Ed Petry was
registered at the Biltmore, he took
his six-foot display sign from the sec-
ond floor down to the room clerks.
They believed him, then, even tho it
was 2 am. . . . Austin Everett (Al)
Joscelyn was named to new post of
director of KNX operations for CBS
Hollywood outlet. Joscelyn was for-
merly manager of CBS’s WBT, Char-
lotte, N, C., and WCCO, Minneap-
olis. . . . Arthur Westlund, KRE,
Berkeley, Calif.,, owns a crematorium.

NAB HOLLERS
(Continued from page 5)
presented this petition to the board.

Meanwhile, the board has okayed
the code, and the questions involved
now include:

Will the board still be required to
go back to the membership via
Breen’s proposed referendum? And
if the board does so, and the mem-
bers vote to take the code-passing
power away from the board, does
the code still stand? This is the basic

Engineers Ride Video Beam

Code Passage
Augurs Unity

(Continued from page 5)
then had produced compromises satis=
factory to the various trade elements.
Only one vote opposed Cott’s resolu-
tion,
Miller-Breen Tussle

The same session, however, saw a
bitter exchahge between NAB Presi-
dent Miller and Ed Breen, newly
elected non - affiliate director of
KVFD, Fort Dodge, Ia. With all
speakers limited to three minutes,
Breen, who opposed the code, started
off by asking for unlimited time,
noting that Judge Miller’'s opening
address (The Billboard, May 22) had
taken an hour and since it was pro-
code, he felt entitled to more than
the limit. A sharp exchange between
Miller and Breen finally resulted in a
show of hands by which the members
supported Miller’s maintenance of the
time limit. Before the vote, however,
Miller, in reply to Breen’s statement
that he (Breen) was a lawyer, tartly
observed that he hoped Breen would
“live up to those high standards.”

Breen’s position was based on the
fact that he has obtained 309 signa-
tures in support of a petition which
would deprive the NAB board of its
powers to approve a code. Now, since
the code has been passed, and Breen
has submitted his petition to the
board, in accordance with by-law
requirements, the situation has be-
come somewhat confused (see sepa=
rate story in this issue).

Passage of the code raises many
questions, among them the effect it
will have on programing, its observ=
ance by membership and industry
measures to obtain that observance
and how workable it will be when
put to the test this fall. The code
goes into effect July 1, subject to
existing contracts, with all contracts
to be made to conform by May 19,
1949. Thus the test of the code will
involve elimination of cow-catcher
and hitch-hike commercial announce=-
ments; elimination of double spot an-
nouncements; reduction, in some in-
stances, of commercial announcement
time, and the dramatization of po-
litical issues, heretofore prohibited.

Broadcasters Support Code

Broadcasters were virtually unani=
mous in support of the code. This in-
cluded, oddly enough, Breen, who
stated during the board meeting that
following a word-by-word analysis
with the other directors, his only re<
maining opposition was to the section
limiting the amount of commercial
time within given program periods.
Breen’s, objection to these provisions
is based on his feeling it places a
handicap on non-network stations.

One of the first to formally okay
the new standards was Niles Tram-
{11e11, president of National Broadcast-
ing Company (NBC), who declared
that NBC would revise its own code
to include not only the new NAB
regulations but the higher standards
NBC adopted in 1934. He noted that
NBC proposed more stringent regula-
tions last year but nevertheless hailed
the NAB standards as a step in the
right direction.

conflict. Judge Justin Miller, NAB
president, declares that irrespective
of the outcome of the referendum,
the code is now on the books. Breen
says that should he win in the refer-
endum, the code would be nullified.
Breen’s position will come up for
action at the board’s next meeting in
November.

General answer here of most dele-
gates on the issue was “that Catalina
Island is sure a swell spot.”

Now, Be It . . .

LOS ANGELES, May 22, —
Resolutions passed by the NAB
convention here this week did
the following:

Supported the regime of NAB
President Justin Miller.

Approved Miller’s campaign
for free speech on the air.

Opposed copyright changes
proposing royalties on record=
ings.

Endorsed activities of the Ad=
vertising Council.

Urged measures to include
questions about radio ownership
in the 1950 census,

Commended the Industry
Music Committee.

Commended Broadcast Music
Inc. (BMI) for its services to
broadcasters.

Coy’s Enthusiasm

Not Shared by
NAB’s Members

(Continued from page 6)

the FCC to promote FM by setting a
time limit on the filing of new AM
applications. “The very day that FCC
refuses to accept further new AM
applications, FM will surge ahead
in a manner and degree never before
achieved in radio history,” Dillard
declared. He supported Coy’s pre-
diction that FM would eventually
supplant AM radio.

Tele’s role was outlined by Coy in
his talk when he touched on the
forthcoming high frequency tele-
vision hearing set for September 20.
Coy said the FCC was going into the
hearing with its mind open, fully
aware of progress made since tele
allocations of May, 1945, It was ob-
vious, however, he said, that the FCC
could no longer delay in planning
for adequate television channel avail-
abilities.

Interest in television, which gave
smaller AM broadcasters much to
talk about, was the prime topic of
the panel discussion. Three industry
leaders, Mark Woods, president of
American Broadcasting Company
(ABC); Lewis Allen Weiss, chairman
of Mutual (MBS), and Charles Morti=-
mer Jr., vice-president of General
Foods, told broadcasters that tele-
vision and AM can live in the same
radio world. They assured AM-FM
operators that video will not sup-
plant the aural broadcasting indus-
try, predicting that tele will grow,
but not at the expense of AM. Broad-
casting toppers warned that tele
would be too costly for penny pinche
ing operations. Operators of AM-tele
operations must be resigned to pour-
ing their AM profits into video for
the next five years, Weiss declared.

Other participants on the panel
were Dr. Frank Stanton, president
of Columbia Broadcasting System
(CBS); Noran Kersta, director of
television operations, National Broad-~
casting Company (NBC); Fred Gam-
ble, president, American Association
of Advertising Agencies; Clair Mc-
Cullogh, WGAL, WGAL-FM, Lan-
caster, Pa., and H. J. Hoffman, Hoff-
man Manufacturing Company, Los

Angeles,
Martin Quits CBS;

Ackerman Succeeds

HOLLYWOOD, May 22.—Harry
Ackerman, executive producer for
Columbia Broadcasting System (CBS)
in New York, this week was named
to succeed Ernest H. Martin as di-
rector of network programs in Holly-

RCA a;ld Para
Systems Get
A Once-Over

NAB, SMPE Probe Future

(Continued from page 4)
seen on a home receiver. Alsodemon-
strated was RCA’s film recording
equipment, whereby a telecast is
photographed on film, processed and

projected later on the theater screen.
For last night’s demonstrations,
KTLA’s relay races were blown up
for the large-screen instantaneous
projection and later projected on the
same screen via the filmed process.
According to Col. Nathan Levinson,
head of Warner Bros.” sound depart-
ment and chairman of the session, a
tele show recorded on film can be
projected in the theater 71 seconds
after time of telecast, indicating the
swift processing possible with the
RCA system. Off-the-air recording
was made on 16mm. reversal film.
This method differs from that em-
ployed by Paramount recently in New
York (and demonstrated here earlier
in the week before a NAB session)
in that Paramount uses 35mm. film,
However, RCA sticks to 16mm. re-
versal film since this eliminates one
step in processing the film by print-
ing directly on a positive.

Tone of the session at Warner Bros.
was that demonstrations were merely
intended as a means of showing en-
gineers how far advanced direct pro-
jection tele is at present and not
intended to mean that this system is
practical for general theater use to-
day. According to Colonel Levinson,
direct projection equipment demon-
strated would cost a theater exhibi-
tor approximately $75,000.

Other noteworthy tele factors con-
sidered during both the NAB and
SMPE confabs included James D.
McLean’s (manager of Philadelphia’s
WPTZ) call for a series of auxiliary
video outlets surrounding a central
tele station which would allow that
station's telecasts to cover a greater
area and thereby reach more viewers.
According to McLean, limitations in
tele’s range will increase the cost per
viewer to a point where tele may
become too much of a load to be
carried by advertisers. Newly de-
veloped mirowave relay equipment
will make such “little networks prac-
tical.”

RCA Veepee W. W. Watts told the
opening sessions of SMPE that fele -
will bring Hollywood its most pros-
perous years. Mushrooming of the
tele industry will result in the largest
demand yet made on Hollywood for
its film product, he said. Watts pre-
dicted that tele stations and webs will
need more than 1,000 two-reel sub-
jects and 14,000 15-minute shorts.
Ralph Austrian, Foote, Cone & Beld-
ing’s tele veepee, told SMPE dele-
gates that video will cause a reduced
pic house b. o. at first, basing his
talk on a survey made in New York
City of 415 home set owners.

wood. Martin this week submitted
his resignation, effective June 15, to
concentrate on a legit musical which
will open this fall. He has directed
a number of CBS shows, including the
Mickey Rooney opus, which, accord-
ing to trade reports, may exit shortly.

Ackerman quit an executive post
at Young & Rubicam January 1 to
join CBS.
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How important
are 25 years ?

NE LONG-TERM MEASURE of an advertising agency

O is its ability both to change and to resist change.
In striving ever to improve the quality of its work, it must
be party to the myriad inventions—intellectual and mate-
rial—by which progress is measured. :

But in preserving the character and integrity of ifs work,
an agency must resist all efforts to change those basic qual-
ities on which its reputation and its inspiration are founded.

If, by preserving the latter, it impels the former, each
vear becomes more useful than the last.

In the year of our twenty fifth anniversary—which we
celebrate this May—Young & Rubicam publicly restates
some of the beliefs we live by.

YeR's philosophy

1. An agency must excel in ingenuity, thor-
oughness, restlessness

Ingenuity—the resourcefulness to command a
bigger proportion of the public’s attention for a
client’s advertising than his competitors are get-
ting for theirs.

Thoroughness—the ability to completely sur-
round and penetiate a selling problem.

Restlessness—a state of mind that compels an
advertising agency to seek a still better way to
do a job, after a good way has been found.

2.2 job must satisfy not only the client
—but Young & Rubicam

Good advertising cannot thrive in an atmosphere
of “pleasing the client at any cost.”

We want the client to believe in the adver-
tising we prepare for him. But—equally im-
portant—we must believe in it ourselves.

3.“Brass hat” doesn't mean brass knuckles

Any executive of Young & Rubicam can lose an
argument to a subordinate.

For it is Young & Rubicam’s belief that prob-
lems are solved better with reason than by co-
ercion; that the agency will profit most from a
man’s mind it he teels tree to express his honest
conwictions in any situation.

4. There is no such thing as an “all-round”
advertising man

It is our belief that an outstanding advertising
man may be capable in many phases of advertis-
ing, but that he will excel in one.

Letting each man devote his entire ability to
the thing he does best has proved to be one
good form of insurance against undernourished

thinking,

—_ PR r——
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5. “Formula” is another name for “rut”

We believe that the sales problems of products
are as individual as eyesight, and that advertising
should be fitted to them as carefully as glasses
are fitted to the eyes.

Any attempt to formularize advertising places
100 much responsibility on experience, and tou
little on original thought.

6. An agency should be alive to the world
outside of advertising and business

It should study the things that appeal to people
in the field of politics, news columns, movies,
the stage, the pulpit or fiction.

And it should be able to apply its findings to
the constant improvement of the advertising it
prepares.

7. 1t is more important to develop present
business than to get new business

The reward of ownership in Young & Rubicam
has been given for the ability to serve business

rather than to get business.

In each Young & Rubicam office, one man de-
votes part of his time to soliciling new accounts.

The inference

25 YEARS AGO THIS MONTH, Young & Rubicam was an advertis-
ing agency which had some definite convictions— but no business.

We still have the cenvictions. And we believe sincerely that be-
cause we still have them, the following businesses have chosen to
advertise through Young & Rubicam, Inc.

YOUNG & RUBICAM, INC.

Clients of Young & Rubicam, Inc.

Following is a list of companies whose advertising is handled—in
whole or in part—by Young & Rubicam. The companies are listed in

chronological order.

1924

193 8 (Continued)

General Foods Corporation

1926

International Silver Company

1927

The Borden Company
Johnson & Johnson

1930

The Travelers Insurance Company

1931

American Home I'oods, Inc.
Cluett, Peabody & Co., Inc.

1932

Gulf Oil Corporation
The Rath Packing Company
The Personal Products Corporatiou
Packard Motor Car Conmpany
Parke, Davis & Company
Northern Paper Mills
The Centaur-Caldwell Division
of Sterling Drug, Inc.

1933

Bissell Carpet Sweeper Company
Frankfort Distillers Corporation

19335

General Aniline & Film Corporation
The National Sugar Refining Company
Bristol-Myers Company

1936

Life Savers Corporation
Drake Bakeries, Incorporated

1937

Motor Wheel Corporation
The Singer Sewing Machine Company
Metropolitan Life Insurance Company

1938

Thomas J. Lipton, Inc.
Time, Inc.
The Drackett Company

ADVERTISING

New York Chicage Detroit  San Francisco

Sanforized Division of Cluett,
Peabody & Co., Inc.
Cannon Mills, Inc.

1939

Simmons Company

1940

Hotels Statler Company, Inc.
American Can Conipany

Royal Typewriter Compuany, Ine,
Lever Brothers Company

John F. Jelke Company

1941

The Pullman Company
Celanese Corporation of Amecrica

1942

Consolidated Vultee Aircralt
Corporation

1943

Good Housekeeping Magazinc

Petri Wine Company

The Goodyear Tire & Rubber
Company, Inc.

General Llectric Company

19435

Duffy-Mott Company, Inc.

Hunt Foods Inc.

Purity Bakeries

Hammond Instrument Company

1946

Pepsi-Cola Company
(Evervess Sparkling Water)

0’Cedar Corp’n.

Chester H. Roth Co.; Inc,

Dictaphone Corporation

Northam Waurren Corporation

1947

‘The Permanente Metals Corporation;
and Permanente Products
Company

Bigelow-Sanford Carpet Co.; Inc.

Scovill Manufacturing Company

Jos. Schlitz Brewing Company

Hollywood  Montreal Toronto  Mexico City  Londen
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Pubserv Competition Idea Digest

250-1,000- Watt
Stations Offer
Good Gimmicks

I WITNESS DEATH, KLAC, LOS
ANGELES. Reduction of traffic acci-
dents is the intent of the program. To
accomplish this, station has its special
events reporter tour L. A. in a police
car equipped with a wire recorder.
Listener gets first=hand accounts of
accidents caused by intoxicated driv-
ers, carelessness, etc.

JOHN DOE, JUNIOR, WBNS, CO-
LUMBUS, O. Program is dedicated
to the teen-ager— what he thinks
about, his interests and activities.
Irwin A. Johnson, station pubserv
director, makes an interesting session
of this by talking to the youngsters—
one at a time, in a personal way. }-Iis
manner is conducive to free expres-
sion on the part of the teen-ager.

SCHOOL OF THE AIR, KWWIL,
WATERLOO, IA. Program focuses.
attention on educational problems and
school activities. This is accomplished
via broadcasts from schools, with
students doing the broadcasting. Pro-
gram undoubtedly accomplishes its
purpose inasmuch as great listener
appeal is assured on the home front
because of parents’ interest in kids
doing turns at the mike.

FOCUS ON ’48, CKEY, TORONTO.
This show considers aspects of cur-
rent literature, music, stage, screen,
science, etc. Method entails inter-
views with leading reps of the dif-
ferent arts and sciences.

HOW TO BE A STATISTIC, TOO,
CKEY, TORONTO. A program which
aims to cut down accidents on the
water. Clever script has a housewife
admonishing her vacation-bound hus-
band to take care and avoid becoming
a statistic. Voices repeat her list of
safety aids.

LIGHTHOUSE, WBNS, COLUMBUS,
OHIO. Lighthouse emphasizes the
values of inter-racial amity and
understanding. Series uses guest
speakers to further this cause. A

chorus of 16 voices, The Lamplighters,

adds a strong touch of entertainment
to the educational message.

YOU BE THE JUDGE, WISH,
INDIANAPOLIS. A discussion pro-
gram which keeps listeners informed
on local matters. Speakers on pro-
gram reviewed, for instance, consid-
ered the topic: “Should Farm Co-
Ops Pay Income Taxes?”

HIGH SCHOOL PARADE, KAYX,
WATERLOO, IA. Series informs lis-
teners on school activities. Program,
made at different schools, has wire
recorded interviews with education
officials, teachers, pupils. Expense
borne by Iowa State Teachers’ Col-
lege.

YMHA RADIO WORKSHOP,
WSCR, SCRANTON, PA. YMHA Ra-
dio Workshop, a community chest
organization, shows its members at
work as actors, directors, writers,
radio technicians. Behind-the-scenes
stuff made possible by station co-
operation.

CRIPPLED CHILDREN, WGBF,
EVANSVILLE, IND. Aimed at en-
couraging sale of Easter seals. Pro-
gram offers recorded interviews with
crippled children.

WHAT DO YOU THINK? WGBF,
EVANSVILLE. IND. Discussion pro=
gram considering the problems of an
expanding city. Matters examined
have to do with need for improved
post office service, traffic problems,

(See 250-1,000 Watts on Page 14)

dles pubserv programing.

Here’s the Why of “Digest”

NEW YORK, May 22.—Presented on this page is an “idea
digest,” the purpose of which is to show how stations conceived and
executed the public service programs which were entered in The
Billboard’s competition. The treatment is necessarily brief, but it is
given herewith in the hope that many station managers and public
service program execs will gain by seeing how other personnel han-

Only a small proportion of those programs entered in the compe-
tition could win awards, but many of the non-winning programs were
intelligent in conception and extraordinary in production and impact.
The idea digest gives readers a chance to familiarize themselves with
both winning and non-winning pubserv programs.

20,000- Watt Category

CAVALCADE OF AMERICAN
POLITICS, WCAU, PHILADELPHIA.
Show traces the heritage of Ameri-
can politics, highlighting our demo-
cratic processes. This is accomplished

thru dramatization and narration of
early colonial incidents. Particularly
timely in view of the forthcoming
political conventions in Philadelphia.

NEITHER FREE NOR EQUAL,
WCCO, MINNEAPOLIS. Program
hits at racial prejudice, showing how
it militates against freedom and
democracy. Traces causes of preju-
dice and how it is detrimental to the
American tradition. Production tech-
nique involves drama and narrative.

TENTH OF A NATION, WINS,
NEW YORK. Series gives voice to
the needs of a minority group. This
specific program, for instance, ana-
lyzed employment conditions affect-
ing Negroes in Harlem. Program
producers made up a panel including
reps of Amsterdam News, Mayor’s
Committee on Unity and Uptown
Chamber of Commerce.

THE UNDISCOVERED, WTOP,
WASHINGTON. Program is an edu-
cational device which has as its pur-
pose the eradication of venereal di-
sease. This is done by pointing out,
via drama and narrative, the damage
created by the “undiscovered”’—those
who go without treatment. Produc-
tion makes excellent use of recorded
interviews with hospitalized patients,
stressing curative therapies.

THE FOUNTAIN SPEAKS, WCKY,
CINCINNATI. Program builds civic
consciousness and pride via recount-
ing of incidents in the past history of
Cincinnati. Good production angle
is the re-creation of old-time atmos-
phere by means of summaries of the
theatrical life of the time, sports
events, popular music, et al

NAME YOUR POISON, WOR, NEW
YORK. A documentary detailing the
dangers inherent in unsanitary food
conditions at restaurants. Case his-
tories are given plus wire-recorded
interviews with patients, doctors.
Production includes an on-the-scene
recording of a restaurant inspection.

CAREER FORUM, WCAU, PHILA-
DELPHIA. Series is designed to
help high school sttudents select ca-
reers. To accomplish this the station
corrals top men and women in various
lines of endeavor. These executives
meet the students, advising them on
advantages and pitfalls to be faced.

CONQUEST, KFI, LOS ANGELES.
A series dramatizing the fight against
disease. Done via dramatizations of
cases of those afflicted. Exposition
on how medical science tracks down
the causes and cures.

SO0 YOU KNOW RADIO, KNX,
HOLLYWOOD. A quiz about radio,
which tries to be informative to the
listener and at the same time plug
CBS programs. The quiz contains

such angles as a guessing game, a
sort of Who Am I? with clues, puzzle
of the week, et al. The answers cen-
ter around CBS talent.

IT°'S OUR TURN, WMAQ, CHI-
CAGO. Program designed to give
voice to the thoughts and needs of
teen-agers. This is done via a panel
of six high school students, plus a
moderator. They sound off on perti-
nent topics of the day. A production
fillip is a prize awarded by three
judges to the youngster who was most
articulate.

TIME FOR SAFETY, KCMO,
KANSAS CITY, MO. Program pro-
motes safety. A device whereby this
aim is aided is a slogan contest—$25
being paid for 15 words or less. Pro-
duction includes warbling of safety
jingles, and music by a lively trio,
the Keystones. Program has tie-in
with the Kansas City Safety Council.

MONROE COUNTY MEDICAL SO-
CIETY, WHAM, ROCHESTER, N. Y.
Program tells of developments in
medicine and details facilities for
treatment. Thus, the specific show
caught told of detection of early
pregnancy, cancer, etc., and informed
listeners on how to get an appoint-
ment for examination. A good pro-
duction device is a salute to the scien-
tist of the week.

FOR AMERICANS ONLY, WOR,
NEW YORK. Points up the neces-
sity for national security via an ex-
planation of how six foreign agents
planted atomic bombs in the U. S.
Comparable to the Orson Welles Mar-
tian invasion program in its sensa-
tional treatment.

THIS WEEK IN STATE HOUSE,
WLAW, LAWRENCE, MASS. De -
signed to give listeners a review of
pending legislation and activities of
the State government. This is done
via commentary on such State mat-
ters as aid for schools, teachers, et al.

THE FBI IN ACTION, WGY,
SCHENECTADY, N. Y. Show aims
at fighting crime, juvenile delin-
quency, et al, and is aired in co-op-
eration with the FBI. Technique is
dramatization.

D. C. DATELINE, WTOP, WASH-
INGTON. D. C. Dateline tries to im-
prove the health level of the nation.
Program caught, for instance, was
dedicated to National! Negro Health
Week and pointed up the possibilities
for co-operation between Negro or-
ganizations and governmental health
associations.

PENNY FOR YOUR THOUGHTS,
SPOKANE. This program is designed
to get an expression of public opinion
on various topics. Station uses a mo-
bile unit, whose staff picks up the in-
terviewees. Omne-dollar giveaway for

(See 50,000 Watts on Page 12)

BrightApproach
By 5-t0-20 Kw.
Radio Stations

FEATURE STORY, WJJD, CHI-
CAGO. This series attempts to main-
tain public interest in the Community
Fund thruout the year, so as to lessen
inertia to fund-raising drives. It
also attempts to tell people how the
Community Fund money is spent.
Format involves use of recorder in
the various agencies benefiting from
Community Fund contributions. Facts
brought out in interviews contain
plenty of drama.

A CHILD STANDS ACCUSED,
WOWO, FORT WAYNE, IND. Pro-
gram combats juvenile delinquency
via dramatizations of case histories
showing the motivation of youthful
crime. Good production device is a
panel of authorities who consider the
problem following the dramatization.

AMERICAN HERITANCE, WNEW,
NEW YORK. Points up the Ameri-
can heritage of free speech, liberty,
et al, via dramatizations of incidents
leading to the formulation of the great
American documents. Superior pro-
duction, using top acting and musical
talent.

THE SPOKEN WORD, WNEW,
NEW YORK. Series consists of re-
cordings of literature’s classics. The
station delivers the most enduring
thoughts of civilization to its listeners
at low production cost. With names
too. For instance: Paul Muni, Charles
Laughton and Bing Crosby, respec-
tively, reading the Tom Paine’s The
Crisis, The Gettysburg Address and
The Star-Spangled Banner.

THE TENTH MAN, WNEW, NEW
YORK. Purpose of the program is
to campaign for a revision of archaic
legislation regarding mental illness.
Dramatization is the method used.

BREAKING THE TRAFFIC JAM,
WNEW, NEW YORK. A series tack-
ling the traffic problem. Program
reviewed gave background of traffic
jams in general and New York’s in
particular, with suggested solutions.
Production devices were exceptional,
such as a description of traffic jams
in ancient Rome, where vestal virgins
had the right of way. Also the read-
ing of New York headlines on traffic
conditions in 1922 and ’23.

HELL OR HIGH WATER, KOIN,
PORTLAND, ORE. A documentary
dramatizing the necessity of main-
taining the fertility of country’s land.
Script accomplishes this by drama-
tizing the damaging effects of im-
proper agricultural methods—which
account not only for floods, duste
storms and famines, but which have
actually wrecked civilizations,

THE EDITORS SPEAK, WKY,
OKLAHOMA CITY. Program gives
its listeners a digest of State-wide
editorial opinion. It does this by
culling the news from dailies and
weeklies.

A HOME TO LIVE IN, WMCA,
NEW YORK. Series designed to ex-
pose and point a remedy for the
housing crisis in New York. Done
via open letter technique to high
city officials, stressing failure of ad-
ministration to adequately cope with
problem. Program succeeded in get-
ting positive results; namely, action
by the city administration.

CREED, COLOR AND CO-OPERA-
TION, WKY, OKLAHOMA CITY. A
program pointing the way toward im-
proved race relations. Speaker tells

(See Bright Approach on Page 12)
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( Continued from Page 10)

etc. Representatives of business in-
terests discuss civic projects.

OPINIONS UNLIMITED, WKMH,
DEARBORN, MICH. An earnest in-
quiry into race relations and the
causes of race friction. Clergymen
and laymen present their views and
detail techniques used to further ac-
cord between races.

QUEENS COLLEGE FORUM,
WNYC, NEW YORK. A forum-type
program on questions of social in-
terest. On show caught, for instance,
discussion centered around ‘“new
Americans”—problems of immigrants,
what is being done for them.

A CHILD IS LOST, KTUC, TUC-
SON, ARIZ. Done in connection with
the Easter seal campaign, this pro-
gram tells about the work of the
Arizona Society for Crippled Chil-
dren. Techniques are dramatization
and narration. Wire recorder used
effectively. Theme is that many chil-
dren can be saved, provided they get
proper treatment.

IS CONGRESS DOING THE JOB?
WINX, WASHINGTON. This series is
an inquiry into the doings of Con-
gress, Lawmakers are brought to the
mike for extensive question-and-an-
swer sessions-—all of which keeps the
WINX listener up to date on the
actiyities of the legislators.

PULSE OF A NATION, WJRK, DE.
TROIT. Presented by Wayvne Univer-
sity students, and sponsored by Auto-

50,000-Watt Category

( Continued from Page 10)
questions used, such as: Should we
have an auditorium or a stadium?

LIFE WITH REGGIE, KH(Q, SPO-
KANE. Husband-and-wife show, de-
tailing experiences of a married
couple. A traffic accident raises the
matter of safe driving.

MARDI GRAS, WWL, NEW OR.
LEANS. One of a series of carnival
broadcasts giving the listeners the
atmosphere of the New Orleans Mardi
Gras. WWL did 31 carnival broad-
casts covering all aspects.

AS THE TWIG IS BENT, WCCO,
MINNEAPOLIS. Program probes
reasons and remedies of juvenile -de-
linquency. Pitched on an intelligent
angle—that youngsters are the coun-
try’s best resource. Technique in-
volves examination of case histories,
including home environment, physi-

cal defects and other factors affecting
the personality.

HOMETOWN, OHIO, WGAR,
CLEVELAND. Each program pays
tribute to a different Ohio city with-
in listening area, giving history and
news of the town. Promotes civic
pride. Considerable use of the wire
recorder for interviews.

SERMON OF TIHIE WEEK, WOR,
NEW YORK. A program which at-
tempts to make religion more listen-
able than it usually is on the air.
Successfully accomplished this with
a reading by a guest speaker (Walter
Abel) on a religious theme.

CRIME IS A LOSING GAME,
KCMO, KANSAS CITY, MO. Intent
of this program is implicit in its title.
Case histories of offenders are dra-
matized. Point stressed is that parents
should not neglect early symptons of
waywardness in children.

motive Manufacturers’ Association,
series is intended to re-enact social
and economic changes in America
since the introduction of the auto.
Program caught, subtitled Lives for
Sale, was a study in carelessness, de=
picting tragedies resulting from fraf-
fic accidents.

OUR TIME IS YOUR TIME, WMID,
ATLANTIC CITY. Series’ intent is to
give free time for the expression of
opinion. People individually, and or-
ganizations, get a chance to unburden
themselves.

DEATH ON WHEELS, WWDC,
WWDC-FM, WASHINGTON. Theme
is accident prevention. Safety angle
is impressed on the listener by drama-

(See 250-1,000 Watts on Poge 12)

No More
“Knot-Holes”

crazy Detroiters

FIRST IN DETROIT... Owned ond Operated by THE DETROIT NEWS
Notional Representatives: THE GEORGE P. HOLLINGBERY COMPANY

The old days of peeking through “knot-holes”
are gone—for good. This season, baseball-
are going to sce 27 Tiger home games
from the comfort of their arm-chairs at home, through the eyes of
WW]J-TV’s cameras. The above scene shpws the new unbreakable
glass ‘“‘window” installed behind the batter’s box to give the
cameras a '‘box-eye” view of the entire playing field. With the familiar
voice of Ty Tyson at the mike, and the skilled hands of WWJ]-TV’s
experts at the cameras, Detroit’s 6,000 television sets will be right an
top of every play. WWJ-TV, Detroit’s only television station,
will also cover many other sports events. Just watch the sales of
television sets soar in Detroit! Why not join the many WWJ]-TV
advertisers who are benefitting from the progressiveness of
WW]J-TV in its s¢cond year of operation.

Bright Approach
By 5-t0-20 Kw.
Radio Stations

( Continued from Page 10)

what is being done in various com-
munities to promote amity.

UNIVERSITY REPORTS TO THE
PEOPLE, KUOM, MINNESOTA.
Program illustrates the close integrg-
tion between the work of the Univer-
sity of Minnesota, which operates the
station, and the listeners. Series tells
of new developments in industries of
importance to the listeners, such as
mining and dairy farming.

YOUTH VIEWS THE NEWS,
KOMO, SEATTUE. Program is in=
tended to give voice to the opinions
of American youth on topics of the
day. Done via interviews taken with
wire recorder at different schools.

TO YOUR INDUSTRJAL HEALTH,
WWJ. DETROIT. Series drama-
tizes occupational hazards and points
out safety measures. Method used
is dramatization, following which is
given a series of safety points.

PRESS CONFERENCE, WTCN,
MINNEAPOLIS. Program uses a
novel way of presenting important
news developmentis to its listeners.
The method is the press conference,
wherein three reporters fire ques-
tions at an authority on some aspect
of public affairs. To the trade
there’s nothing new in press cone

¥ ferences, but such a mode of pres-

entation would have a novel aspect
to listeners.

THE KINSEY REPORT, WMCA,
NEW YORK. An example of radio’s
newly found freedom in the matter
of sex education, this program was
intended to give listeners an evalu-
ation of the much-discussed tome,
Sexual Behavior of the Human Male.
A panel of experts in psychiatry and
the social sciences discussed the Re-
port, assessing it in terms of its rela-
tion to marriage, morals and legis-
lation.

IN OUR TOWN, WMAQ, CHICAGO.
Program gives brief insights into the
life of Chicago. For instance, a trip
to the board of trade, where the pro-
gram narrator gives a fascinating talk
on the history, traditions and work-
ings of the board.

DIVORCE, KLZ, DENVER. Probes,
causes and maladjustments leading
to divorce, which has become one of
the major social ills of the nation.
Production uses the documentary
technique, analyzing such divorce
factors as alcoholism, sexual malad-
justment, incompatibility, etc.

JACKSONVILLE UNLIMITED,
WPDO, JACKSONVILLE, FLORIDA.
Program stresses civic enterprise thru
a discussion of Jacksonville problems.

Specific show caught, for instance,
discusses the bringing of new indus-
tries to the city, involving such mat-
ters as financial aid, local labor con-
ditions, et al.

FOR THIS WE FOUGHT, KFWB,
HOLLYWOOD. Program considers
the war’s aftermath and its many in-
ternational and domestic problems.
It’s also a study of the American
scene as it fits into the world-wide
mosaic for universal peace. Each
week an authority is brought to the
mike to analyze problems falling
within his ken.

BOY OF THE BUNCHGRASS,
KWSC, PULLMAN, WASH. A series
of documentaries on the Grand
Coulee Dam. An ambitious attempt
to turn a theme like this into good
radio, program made up of both the
human and statistical elements.

IT"S LABOR, WADC, AKRON.
Program uses radio as a public rela-
tions weapon. Series, documentary in
nature, presents the point of view of
the United Rubber Workers of Amer=
ica. Political action on the part of
the listeners is urged. Talent on the
show, incidentally, is volunteer and
amateur,

LIFE OF FRED B. SNYDER, KUOM,
MINNESOTA. A review of the life of
the chairman of the board of regents
of the University of Minnesota, Fred
B. Snyder, honoring him on his 89th
birthday. Done by an educational
station, program included much local
history. Student actors used in the
production.

THREE MEN ON A LIMB, WMT,
CEDAR RAPIDS, IA. Show’s pur-
pose is to provide a panel program on
topics of local, regional and national
inlerest. Idea for this rose out of
feeling of local clergymen and edu-
cators, who make up the panel.

IT°'S YOUR MOVE NEXT, wWCOP,
BOSTON. Program considers world
problems and their possible solution
via a panel discussion. Produced in
co-operation with the Boston United
Nations Association. Panel included
Boston newspapermen and an Aus-
tralian war bride.

TUESDAY FORUM. KSOO. SIOUX
FALLS, S. D. A forum discussing
problems of local significance, such
as fire prevention. Panel included
superintendent of schools, fire de-
partment exec and a mother.

I WANT THE POLICE, KOMO,
SEATTLE. Program, produced in co-
operation with the police department,
emphasizes the law’s fight against
crime. This is done via dramatiza-
tion of case histories.

TIIE LOST SHEEP. WRC, WASH-
INGTON. Series details use of psy-
chiatric methods to unearth causes
of juvenile delinquency. Noted psy-
chiatrist breaks into the program to
interpret the early life history of
the personality being considered on
the program.

MILWAUKEE SPEAKS, WTMJ,
MILWAUKEE. A discussion program
designed to keep the listeners in-
formed on civic matters affecting
them. Thus, on program caught, dis-
cussion centered around whether
voters should vote yes or no on a
referendum dealing with six bond is-
sues on various civic programs, as
housing, express highways.

WHAT DO YOU THINK?, WSAZ,
HUNTINGTON, W. VA, Program in-
tention is to air views of officials and
laymen on important local problems.
For instance, mayor of the town and
a mother gave their views on the
question: “Should there be a full-
time public health unit?”

THE AMERICAN TRADITION,
KECA, HOLLYWOOD, This pro-
gram is devoted to various issues
of public interest. Show caught was
in the nature of a salute to the
United Nations, giving historical
background and stressing the need
for such an organization.

DOCTOR’S ORDERS, WONS,
HARTFORD, CONN. A health edu-
cation program. Early  portion
(See 5,000-20-000 Watts on Page 14)
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BILLBOARD BACKSTAGE

By Joe Csida

The Awards Racket, or How
We Clean Up on Winners

(Continued from page 3)
parties, we don’t like being tossed in with all the others. This Backstage
saga, then, is an attempt to secure out.

Lonesome Wives
About a week ago, late on a Thursday night, the good wife of one of our
radio guys visited her old man at his spot in the mines. Having disposed
of the business at hand she left, husbandless, and we happened to go down
on the elevator with her.

“You look unhappy, kid,” we said. “What’s the matter?”

Unfolded then a tale of how lonesome she is because friend mate is
working all the time. (It should be inserted here parenthetically that our
radio guy and this little lady are newlyweds. After a while The Billboard
wives either convince their men they ought to have a more civilized job or
they sever the knot, or, if they’re real gais and like the guy, they figure what
the hell, he likes it, and I guess I can put up with it.)

True Confessions, forgive us. We don’t mean to muscle in. This romantic
episode from real life is tossed in to make a point about The Billboard
awards. The reason our radio guy was jeopardizing his happy home life
even more than usual was that (in addition to covering his regular news
beat) he was up to his ears in listening to transcriptions of local radio
programs submitted by stations in The Billboard’s Local Program Competi-
tion (as have all our radio guys been for some time). There were 890 such
programs submitted, and we run our competitions on the basis that every
entry deserves and gets a full hearing. Figure it out: 890 shows, ranging
from 15-minute to full-hour stanzas. If we hadn’t flunked math 1 we could
make this really impressive, but you get the idea.

Promotion Problems

Take another Billboard radio competition, the promotion awards. In
this one we try to unearth the best promotion done by networks as well as
stations in all power classifications in the United States and Canada. There

vere 281 stations (and three of the four national webs) that submitted
entries in the 47 promotion competition. Did you ever see a radic station’s
(not to mention a net’s) presentation of all the promotion it has done in a
one-year period? Lots of stuff. And stuff you can absorb and report upon
only after the most concentrated kind of study and thought. Takes hours,
days, weeks, months. Our radio guys pored over every one of those 281
entries. s (Sometimes we wonder why they don’t all quit and go to work for
Manny Rosenberg.)

Then there are our Donaldson Awards in legit. We don’t do much here.
Just publish a booklet giving full cast and credits of every show on the
Broadway boards for the entire season. In this book, too, we include debut
performances for the season, first plays, and a full line-up of the winners of
-previous Donaldson Awards. The reason for the book is to help people in
the theater cast their votes for Best Play, Best Performance, etc,, as
intelligently as possible. The book, with a ballot, is sent to everybody in
the theater we can locate, thru every available source, from deckhand
thru Anderson, Cornell and Evans. That's how the winners in the
Donaldson Awards are selected. Bv a democratic vote of the people in the
theater. And so far (after five years) we haven’t heard any of the kind of
criticism about the Donaldson Awards such as you keep hearing about the
picture academy’s Oscars.

But we can hear the side-of-the-mouth set rasping right now: “Don’t
let ’em kid you, bub. They slug the winners in all those competitions for
ads, and they clean up.” For the information of these insiders we have
news. The Billboard is in business to make a buck, and the way we make
it is by selling advertising. But we sell it only to people we think can get
some value out of it and we don’t mix editorial (awards or otherwise) with
advertising. We don’t think a legit actor who wins a Donaldson Award can
do himself much good by advertising his award in The Billboard, legit
operating as it does. So we have a flat rule that no Donaldson Award
winners, actors, producers or others, may buy advertising in The Billboard
on the awards.

On the other hand, when a radio station or a network wins a program
or promotion award in a competition run like ours are run, we think it
makes one helluva fine sales story for that station or web. And we know
we've got the circulation in radioc to whom that story ought to be highlighted.
So Haps Kemper and his advertising guys do the best they can to sell such
award winners some advertising. The same goes for our various music
awards, again simply because in the music business a band leader or a
publisher or a record company has got him or itself a solid selling theme
when he cops a Billboard kudo, and the circulation that will respond to that
kind of sales pitch is there, ready and willing to be sold, week in and week
out. But nobody has ever won a Billboard award because he’s an ad buyer
or lost one because he’s not.

“See, they do clean up,” says side-of-the-mouth, always a character
difficult to convince.

0 We'll Split the Profits

All right, let’s see. Our guy who keeps the books tells us the advertising
department sold about six and a half pages of ads fo winners in the last
radio promotion competition, for a total of about $2,790. And that includes
s half page ($210) from CKLW, Windsor, Ont., who didn’t win an award
but took the space to say: CKLW salutes The Billboard for its contribution
{o the redio industry in sponsoring the annual radio promotion survey.
(Nice guys, that Campeau crowd.) On the debit side that was roughly 281
manpower hours (we're being conservative allowing an hour per presenta-
tion, tho it takes a lot more). Some 5G to publish and distribute a book called
Radio Promotion, U. S. A. and Canade, 1947, which contained a full and
detailed outline of every presentation submitted and was given to radio
people for free. Another G or so for plaques, scrolls and the rental of the
Waldorf-Astoria’s Wedgwood Room, where the final judges (11 top national
advertiser executives and 14 equally top agency men) were deservedly

(See Billboard Backstage on page 46) '

for excellence in

+ PROGRAMMING
x PROMOTION
+ SERVICE TO THE PEOPLE

In recent weeks, Westinghouse stations have
won fifteen commendations for excellence and
effectiveness in the three major facets of broad-
casting. . programs, promotion, and service in
the public interest.

The decisions of the Award Judges, we might
add, reflect the opinion of the listening audi-
ences in the six great market-areas which these
stations serve: Philadelphia, Pittsburgh, Boston,
Fort Wayne, Portland (Oregon) and Springfield
(Massachusetts).

For advertisers who want good programs in
these markets . . effectively promoted to large
and receptive audiences . . Westinghouse stations
can do an outstanding job/. QOur national repre-
sentatives have the details.

Westinghouse Radio Stations Inc (U}

KDKA + KYW « KEX « WBZ « WBZA - WOWO
National Representatives, NBC Spot Sales ¢ Except for KEX e For KEX, Free & Peters

Keep your fans happy!

Your photo gets superb reproduction in our black
and white “‘Closs-Tone' Postal Cards. All we need
is your photo. Delivery in 3 to 4 weeks. Look at
these low prices, at right.

4-COLOR POST CARDS—Top quality. Your cost
only $8.50 per 1,000 (Min. quantity 12,000). Any
good photo, accompanied by complete color descrip-
tion, will do. Delivery, 8 to 12 weeks.

Prices quoted are FOB Fort Wayne, Ind.
Write for free samples—no obligation.

FORT WAYNE PRINTING CO.

FORT WAYNE, IND.
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FIRST ANN

UAL LOCAL

THE W

NEWS

50,000 Watts

FIRST PLACE WMAQ, CHICAGO FOR ““REPORTER AT LARGE”

. E. Showerman Vice Pres. and Gen. Mgr.;

Jules Herbuveaux, Prog. Dir.

SECOND PLACE WOR, NEW YORK, FOR “NEWS ON THE HUMAN SIDE”
Theodore C. Streibert, Pres.; Don Hamilfon. Acting Prog. Dir.

5,000 to 20,000 Watts

FIRST PLACE, WLAM, LEWISTON, ME., FOR “MAINE TOWN NEWS”

Frank S. Hoy, Gen. Mgr.;
SECOND PLACE, WNJR, NEWARK, N. |.,

William Finkeldey, Prog. Mgr.

FOR “WILLIAM C.

HETHERINGTON, S1ZE-UP OF THE NEWS”
Otis P. Williams, Gen. Mgr.; William Fariss, Prog. Dir.

THIRD PLACE, WRBL, COLUMBUS, GA.,
Jim Woodruff Jr., Exec. Mgr.;

FOR “NEWS AND VIEWS”

Ceorge A Gingell, Prog. Dir.

THIRD PLACE, WSAI, CINCINNATI, FOR ‘‘|JOSEPH CARRETSON AND THE

NEWS”

Robert M. Sampson, Gen. Mgr.; James Leonard, Prog. Dir.

250 to 1,000 Watts

FIRST PLACE, KECK, ODESSA, TEX FOR “WEST TEXAS ON PARADE”
Ben

edow Pres.; Mike Shapiro, Mgr

SECOND PLACE, WSAM-WSAL, SAGINAW, MICH.,, FOR “THE TENTH

COUNCILMAN"

Milton L. Greenebaum, Pres. and Cen. Mgr.; Jack Parker, Prog. Dir.
THIRD PLACE, WJTN, JAMESTOWN, N. Y., FOR “JAMESTOWN'S PASSING
PARADE"

Jay E. Mason, Pres. and Prog. Dir.;

St Goldman, Gen. Mgr.

PROGRAM COMPETITION

INNERS

COMMENT

50,000 Watts

FIRST PLACE, WHAM, ROCHESTER, N. Y., FOR "EDITORS FOUR™

William A. Fay, Gen Mgr. ;

Charles W. SIIVEI’SOn Prog. D

SECOND PLACE, WOR, NEW YORK FOR “ROBERT S, ALLEN"

TheodoreC Streibert, Pres.;

Don Hamqlfon Acting Prog. D

HONORABLE MENTION, WBBM CHICAGO FOR "EDWARD HOLLES”
Frank Falknor, Gen. Mgr ; Vel Sherman Prog Dir.

5,000 to 20,000 Watts

FIRST PLACE KXOK, ST. LOUIS, FOR "INSIDE THE HEADLINES” -

Thomas Gen Mgr.

Elmer Muschany, Prog,

Dir

SECOND PLACE WOV, NEW YORK, FOR “LISA SERGIO”
Ralph N. Weil, Gen. Mgr.; Arnold B Hartley, Prog. Dir.

250 to 1,000 Watts

NO AWARDS

THIRD PLACE, WKNA, CHARLESTON, W, VA, FOR “DATELINE, WEST

VIRGINIA”

John T. Celder, Gen. Mgr.; Frank E. Chaffer, Prog. Dir.

HONORABLE MENTION,
THE NEWS”

ohn K. Quinlan, Pres.;

WROW, ALBANY, N. Y., FOR ‘550 COVERS

Johnny Lee, Prog. D

HONORArBLE MENTION, WTHI, TERRE HAUTE IND., FOR “DON SHER-

WOOD NEWS REVIEW”

Joseph M. Higgins, Gen. Mgr.; Arnold C. Johnson, Prog. Dir.

NBC IN DEAL

Rumored Fox
Chain Ogles
3 Mil $ Outlet

Sale Would Solve Problems

L.OS ANGELES, May 22.—National
Broadcasting Company (NBC) is now
negotiating a deal with the Fox In-
termountain Circuit whereby the
chain (Skouras) would buy NBC’s
owned-and-operated 50,000-watt Den-
ver outlet, KOA, it was reported here
this week at the National Associa-
tion of Broadcasters (NAB) conven-
tion. The.chain. it is said, would then
affiliate with NBC, both in AM and
television, presupposing approval of
a pending application, filed under the
corporate name of Aladdin Tele-
vision.

The transaction, if consummated,
would solve a number of problems
for NBC. As matters stand now, NBC
has five television stations, the maxi-
mum permitted. Thus, it would have
{o have. in Denver, a TV outlet other
than KOA. which would place it in
the position of one NBC station com-
peting with another. By disposing of
KOA, NBC would thus have one AM-
‘tele outlet in that city.

In addition, however, the sale of
KOA would pave the way for NBC’s
,on-again-off-again purchase of G. A.

“Richards’s KMPC, In Hollywood, of
which Frank Mullen, now NBC exec
veepee, is to become president July
1. - It is believed that the Federal
Communications Commission (FCC),

10 SELL KOA

250-1,000 WATT
(Continued from Page 12)

tization of case histories of traffic
accidents.

JUNIOR TOWN MEETING, WABY,
ALBANY, N. Y. Discussion type pro-
gram giving teen-agers a chance to
express themselves. Done via tape in
co-operation with schools. Topics,
such as juvenile delinquency and
need of religious training, appeal to
all age groups.

WHAT'S ON IN TUCSON, KTUC,
TUCSON, ARIZ, Series gives a
straight-forward account of activities
and functions in the city, touching
cultural, sports and entertainment
high spots. No phase of civic life is
given the brush.

SPRINGFIELD SPOTLIGIIT,
WTAX, SPRINGFIELD ILL. Program
salutes industries which helped build
the city, and thereby creates civic
awareness. For instance, history of
railroads in Springfield was treated
on program caught. Wire recorder
was used effectively for interviews
with railroad personnel.

CALL TO ORDER, WTOM, BLOOM-
INGTON, IND. Discussion of local
problems. Disk caught considered
ways and means of checking gambling
in the city. Panel made up of a
clergyman, professor and attorney.

would not permit the web to grab
an additional owned station, but this
objection would be removed if NBC
divested itself of KOA.

Price for the Denver outlet is said
to be in the neighborhood of $3,000,~
000. It is planned to place a TV
booster on Pike’s Peak to enable
coverage of Colorado Springs. The
proposed transmitter site is Lookout
Mountain,

Rexall To Take
Over Fitch Spot;
Keeps Wed. Slot

NEW YORK, May 22.—Rexall this
week arranged to take over the Ifitch
7:30 Sunday period on the National
Broadcasting Company (NBC), be-
ginning next Sunday (30), while
simultaneously maintaining its 10:30
Wednesday period until the Jimmy
Durante show there folds after the
June 23 broadcast. Phil Harris and
Alice Faye, who have filled the Sun-
day slot for Fitch, wound up their
series last Sunday (23), and will re-
turn to the stanza next fall under the
Rexall banner.

Starting next Sunday. Rexall will
put its Pat O’Brien-Virginia Bruce

5,000-20,000 WATTS

(Contmued from Page 12)
dramatizes an ailment, with latter
half of the show devoted to inter-
views with medical men.

OPERATION, QSO. BALTIMORE.
A special program produced with the
intention of acquainting the listener
with the phenomenon of shortwave
radio. The possibilities inherent in
this type of ccmmunications are
dramatized in sequences jllustrating
use of shortwave in time of emer-
gency, etc.

replacement into the Harrls-Faye
period. O'Brien and Bruce origin-
ally were slated to replace Durante,
but Rexall will let the Wednesday
time period lapse when the Schnozz
bows out. NBC had no immediate
plans for the slot. Fitch’s reason for
quitting radio after 14 years wes
rapidly rising talent costs.

" ANDREWS SISIEH‘

5}0744//74/»4? Iies
"LITTLE TOOT “crom-~

(DAJ.TQDISNE)"s

NEW TECH NICO‘COR MUSICAL

RELEASED BY
RKO'Radno Puctures
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NEWS, COMMENT WINNERS

Program Competition

In250-1000W
News, KECK
Tops WSAM

WJTN, WKNA Tie for 3d

NEW YORK, May 22.—West Texas
on Parade, over KECK, Odessa, Tex.,
a dramatic and imaginatively pro-
duced news program, was awarded
first place in the 250 to 1,000-watt
category of The Billboard’s First Lo-
cal Program Competition. The run-
ner-up was The Tenth Councilman,
an objective, detailed report on civic
activities, broadcast over WSAM-
WSAL, Saginaw. Mich., once a week
by Robert Liggett from a scrip writ-
ten by the news staff. Two stations
tied for third place: WJTN, James-
town, N. Y., with Jamestown’s Pass-
ing Parade, an eminently listenable
and newsy program on a local level,
and WKNA, Charleston, W. Va., with
Dateline, West Virginia, a sound, ob-
jective round of local, State-wide and
national news.

Entries in this low-power category
were indicative of one outstanding

- fact. That is, newsmen working this
section of the radio spectrum, really
work. They are necessarily com-
mitted to coverage of the local scene
and cannot draw much of their mate-
rial from the wire services. This
means much individual digging of
news.

KECK’s winner, West Texas on Pa-
rade, is particularly commendable for
its smart news styling and its dra=-
matic technique which is almost in
the March of Time fashion. The use
of sound effects and bridges on this
show is a measurable aid.

“Councilman® an Example

WSAM-WSAL’s Tenth Councilman
is a particularly fine example of re-
portage and objectivity. Its approach
is strictly down to earth, and the
items making up the program’s con-
tent are close to the lives of Saginaw
residents,

Jamestown’s Passing Parade, the
WJTN program, which ties for third,
misses little significance, and while
it dips into sensationalism somewhat,
it nevertheless hews close to the chief
measure of a news program-—news-
worthiness. WKNA’s Dateline, West
Virginia, too, covers its territory with
a fine comb, and while its news cover=
age includes reports from Washington
and State-wide news, the strictly lo-
cal items are given prime position.

Two stations merited honorable
mentions in the low-power category.

. Oune of these, WROW, Albany, N. Y.,
produced, 590 Covers the News, an
efficient job of coverage of world and
local levels, with pick-ups from
neighboring Troy and Schenectady
included. The other, Don Sherwood
News Review over WTHI, Terre
Haute, Ind., is a local and regional
summary which is particularly strong
on human interest.

WEXL Rejects Union

DETROIT, May 22.—A National
Labor Relations Board (NLRB) elec-
tion at WEXL and WEXL-FM has
resulted in a narrow victory for the
management. The company has been
in negotiation with the union since
November on the union recognition
problem.

Program Competition

Disqualifications

NEW YORK, May 22.—As in
previous categories, some entries
in the news and comment di-
vision of The Billboard’s First
Local Program Competition
were disqualified by the rule
whereby only programs which
began their careers after Jan-
uary 1, 1947, were eligible. The
wording of this clause was am-
biguous enough to confuse seve
eral stations which interpreted
it wrongly to mean that regard-
less of the starting date of the
series, any individual program
of the series aired after that
date was eligible. For this con-
fusion, the editors and judges
plead guilty and promise that
there will be no doubt left by
the wording of the announce=-
ments in future competitions.

Among the stations deprived
of awards because shows they
entered were found to be too
old was WLW, Cincinnati, with
three airers which would other-
wise have been worthy of a
second and two honorable men-
tions. Other stations with top
shows likewise ruled out were
KTUL, Tulsa, Okla., and
WTAG, Worcester, Mass., other=
wise good enough for a first and
a second, respectively.

H tion of prize-winning programs

Program Competition

Lack of Development Makes

Commentary Award Sparse;

WHAM and KXOK Win 1sts

Only 4 Shows Win; None in 250-1,000-Watt Category

NEW YORK, May 22.—The selec-
in
the field of comment in The Bill-
board’s First Local Program Competi-
tion pointed up dramatically the rela-

Program Competition

WLAM Beats
Out WNJR on
5-20 Kw.News

WSAT and WRBL Tie for 3d

NEW YORK, May 22.—The top
award for news programs in the 5-
20,000 watt category on The Bill-
board’s First Local Program Com-
petition went to WLAM, Lewiston,
Me., for its truly local shcw, Maine
Town News. Judges awarded sec-
ond place to WNJR, Newark, N. J.,
for William G. Hetherington’s Size-
Up of the News, shortwaved from
Rome, and two stations tied for third,
WSAI, Cincinnati, with Joseph Gar-
retson and the News, and WRBL,
Columbus, Ga., with News and Views.

Entries in this power category were
strong on local coverage, and some
displayed considerable showmanship
in presenting their news. The win-
ner, Maine Town News, aired over
WLAM, scored on the basis of inten-
sive community coverage, the pro-
gram content including a melange of
names, places and events full of
meaning to the citizenry, such as
school holidays, high schcol sports,
club meetings and local drama ac-
tivities.

Hetherington Secord

WNJR’s William Hetherington took
the second place award on the basis
of the newsman’s series on the Italian
elections, shortwaved from Rome,
Covering that momentous event for
both the station and The Newark
News, Hetherington imparted an ar-
resting picture of the tension existing
in the Italian capital prior to the
election. It’s particularly commend-

(See WLAM Tops WNJR, page 17)

Program Competition

WMAQ, 1st in
50 Kw. News;
WOR 2d Place

No Entry Good for 3d

NEW YORK, May 22.—Judges in
The Billboard’s First Local Program
Competition awarded first place in
50,000 watt power classification of the
news program division to WMAQ,
Chicago, for the station’s Reporter at
Large show with Jim Hurlbut. Sec-
ond place went to WOR, New York,
on the basis of its Human Side of the
News. No other entry was adjudged
good enough for a third.

Entries in the 50,000 watt cate-
gory reflected a number of weak-
nesses and strong points in treatment
of news. Chief of the failings, per-
haps, was the tendency on the part
of many outlets to handle local news
in a brief, unsatisfactory manner,
while on the other hand giving great
attention to developments on the in-
ternational and national levels. This
of course, resulted in many programs
having a peculiar unbalance with re-
gard to content. The winners, it will
be noted, showed a marked aware-
ness of the necessity of sizing up the
local, as well as the national and in-
ternational scenes.

Balance of News

Jim Hurlbut’s Reporter at Large,
over WMAQ), is a prime example of
this commendable balance between
local and world news. Thus, on the
program submitted, he first sum-
marizes national and world develop-
ments and then launches into a pains-
taking piece of reportage anent an
explosion in a Chicago furniture shop.
It’s obvious Hurlbut does a lot of his
own legwork in addition to broad-
casting the news, and his manner,
while objective, is that of the re-
porter whose familiarity with his ma-
terial is based on first-hand contract
rather than secondary and tertiary
sources. In an age of mechanical and
routinized news coverage, the true
reporter’s touch is rare.

WOR’s Human Side of the News
bankrolled by the Studebaker Cor-
poration, is exceptionally well-writ=
ten, and Lyle Van gives it a terse,
punchy delivery. Its all-around ex-
cellence is abetted by the use of wire-
recorded interviews on newsworthy
subjects with authorities in different
fields.

tive lack of development of this type
of airer in the period since the war.
Of the dozens of programs entered in
this category, the judges found coms=-
paratively few of a quality worthy
of an award. This is not so much
a reflection on the stations as the re-
sult of a natural sequence of events
flowing out of the current historical
period.

With the war, reportage and com-
mentary reached their highest peak
of quality. The most capable per-
sonnel achieved recognition and con=
tinue on the air at present. Inasmuch
as The Billboard’s competition is re-
stricted to programs which com-
menced about the beginning of 1947,
it would, therefore, be logical to ex-
pect that the vast majority of capable
commentators had long since been
unearthed and placed before a micro-
phone. The number of qualified, ca=-
pable analysts to begin their careers
in recent months would necessarily
have been limited.

Category’s Limits

Another factor pointed up was the
limited nature of the category, where
musical airers, public service shows
and even straight newcasts can de-
velop original formats and techniques,
the possibilities of developing any