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Reflecting the g-owing mterest in music and rcczrds in recent years, and helping that growth no littlz,
1as been the trend amcng major circulation general magazines to run regular music and record columns. Typi-
cal is the Deems Taylor »illa- in R2d Book ecach month. Taylor, as do a number of the other big circulation ditk

commentators, restricts his material pretty much to the classical output, but when a pop star comes along with a

boftt item (as Jo Staffosd dad with her American Folk Songs in the current July issue) the mass appeal gets ade-

quate covaraze, too.




oin9 Over

I igge’z Than Ever!

SEND in Your Eniry Pledge NOW! |

...and Get To Work on
Your Promotion Entry at Once!

The Billboard’'s Eleventh Annuadl

AADID AND

" COMPETITION RULES

ALL STATIONS AND NET-
WORKS IN THE UNITED
STATES AND CANADA ARE
ELIGIBLE TO ENTER.

Awards will be made in
the following categories:

SAI.ES pROMOHON s « » Essentially that

type of rromaotion directed toward improving
or maintaining a station’s sales position, with
promotion aimed at clients and agencies.

AUDIENCE PROMOTION . . . That type of

promotion dirccted toward maintaining or
improving a station’s standing with respect
to its audicnce size, competitively, actually
and potentially.

PUBLIC SERVICE PROMOTION . . pro-

motion of public service programs. The
Competition is not concerned so much with
the programs themsclves—even tho they
I may be regarded as promotion on their own
—but is concerned with the promotion back-
ing up and exploiting such programing
efforts.

AUDIENCE-SALES PROMOTION , . s.-

cause so much radio-tclcvicior promotion
combines these two elcmce and bcczurz
so frequently such camp>ai ar> virtu
indivisible, such entries ¢s zr2 warranted
should be entered in this category.

y

w Y

BROADCASTERS WILL COMPETE IN THE
FOLLOWING DIVISIONS:

NETWORKS—NATIONAL
NETWORKS—REGIONAL
CLEAR CHANNEL NETWORK
AFFILIATES
REGIONAL CHANNEL NETWORK
AFFILIATES
LOCAL CHANNEL NETWORK
AFFILIATES
NON-NETWORK STATIONS,
250 to 1,000 WATTS
NON-NETWORK STATIONS,
5,000 to 20,000 WATTS
NON-NETWORK STATIONS,
50,000 WATTS
FM STATIONS
TELEVISION STATIONS
TELEVISION NETWORKS
STATIONS ON THE AIR AFTER
JANUARY 1, 1948 — except for
Television Stations, all of which
will compete in the same division.

FORM OF ENTRIES

Entrics may take any form, from typewritten
presentations to any type of elaborate “‘art”
presentation. However, only ONE presenta-
tion is permitted for each station’s entry in
a particuiar category, altho, ot course, a
station may enter one. two or all three of
the categories. Thus, a station competing in
the sales promotion, audience promotion and
public service categories would have three
entries—but the complete story on each
category must be told in ONE presentation.
Recordings are NOT permitted, either as all
or part of a presentation.

Winners will be judged purely on the basis
of facts and the judges will not be swayed
by elaborate presentation. We urge that
you save yoursclf time, effort and expence
by keeping your entry as simple as possible.

ELIGIBILITY DATES

Any promotion executed during any or all
of the period from july 1, 1947, to November
1, 1948, is eligible.

DEADLINE

All entries must be at the New York office
of The Billboard Monday, November 1, 1948.
Sorry, no extensions—but none.

ADDRESS ENTRIES

The Billboard 11th Annual
Radio and Television Promotion
Competition
1564 Broadway, New York 19, N. Y.

LUISION PRONOTION GON

HE ANNUAL Competition, analyz-

ing the promotion efforts of sta-

tions and networks in all phases of

sound and sight broadcasting, is
under way again. This is the one and only
event which affords broadcasters the op-
portunity to present to advertising agen-
cies and advertisers, in one single package,
under proper auspices and ideal conditions,
a story of their promotion efforts thruout
the past year. This is the one event which
permits broadcasters to tell their custom-
ers what they’ve been doing in behalf of
those self-same customers—and their pro-
grams; what they’ve been doing to main-
tain radio’s position as the world’s number
one advertising medium —and what

rad.o,

BOARD OF JUDGES
ADVERTISING AGENCY PANEL

ADVERTISER PANEL

J. M. Allen, Vice Presi-
dent in Charge of
Advertising, Bristol-
Myers Co.

Howard M. Chapin, Di-
rector of Advertising,
General Foods Corp.

Albert 5. Dempewoltf,
Advertising Manager.
Celanese Corp. of
America.

Charles j. Durban, As-
sistant Advertising
Director in Charge of
Radio and Television,
United States Rubber

Co.

John R. Gilman, Vice
President in Charge
of Advertising, Lever
Brothers Co,

R. E. Healy, VicePresi-
dent Cclzate-Palm-
olive-Peet Co.

Harvey W.Manss, Vice
Procident Sterling
Drug, Inc.

J. Ward Maurer, Ad-
vertising Manager
The Wildroot Co.

W. M. Ramsey, Direc-
tor of Racdio Media,
Procter & Camble Co.
R.G. Rettig, Vice Presi-
dent Whitehall Phar-
macal Co.

Ralph B, Austrian, Vice
Presidentin Charge ot
Television, Foote,
Cone & Belding.

Lee Cooley. Directorof
Television, McCann-
Erickson, Inc.

Walter Craig, Vice
President in Charge
of Radio and Televi-
sion, Benton &
Bowles, Inc.

Wickliffe W. Crider,
Vice President Bat-
ten, Barton, Durstine
& Osborn, Inc.

Carlos Franco, Manag-
er Radio Time Buy-
ing, Young & Rubi-
cam, Inc.

G. D. Gudebrod, in
Chargze of Televicion
and Moving Pictures,
N. W. Ayer & Son,
Inc.

Thomas L. Harrington,
Vice Precident Ted
Bates, inc.

Frank B. Kemp, Assist-
ant Media Director,
Compton Advertising,
Inc.

William B. Lewis, Vice
Prczident Kenyon &
Eckhardt, inec.

Chester MacCracken,
Dircctor of Radio and
Television Produc-
tions, Doherty, Clif-
ford & Shenfield, Inc.

fl

they’ve been doing to help television up
the ladder.
As in last year’s Competition, final judging
will be done by a notable panel of judges
representing the leading advertisers and
advertising agencies in radio and televi-
sion. The full list is shown below.

As usual, all entries will be extensively
exhibited by The Billboard so that all in
television and advertising may
study and examine them. The first exhibit
w:ll be held in New York later this year;
the second in Chicago. Exhibit dates will
be announced later on. Both exhibits com-
bine to give broadcasters a rare opportu-
nity to tell radio’s story to the advertising
fraternity.

Linnea Nelson, Chief
Time Buyer, }J. Wal-
ter Thompson Co.
Stanley Pulver. Media
Manager for Amcri-
can Home Products,
Dancer - Fitzgerald -
Sample, Inc.

Don Stauffer, Vice
President in Charge
of Radio, Suiiivan,
Stauffer, Colwell &
Bayles, Inc.
Raymond F. Sullivan,
President Stauffer,
Colwell & Bayles, Inc,

YOU CAN HELP US PREPARE MORE INTELLIGENTLY FOR EXHIBIT
SPACE AND OTHER PHASES OF THE COMPETITION BY FILLING IN
THIS ENTRY PLEDGE AND MAILING IT TO US TODAY

——————

<P —-{Zm

1,000 Watts:
[J Television;

We expect to have our entry in by

[J Sales Promotion;

] Network (national):
gional Channel Network Affiliate:
[7] Non-Network,
[[] New S3:ation.

maoOmr-o
=
5

Gentlemen:

5.000-20.000 Watts:

The Billboard Radio and Televizion Promotion Competition
1564 Broadway, New York 19, N. Y.

[] Public Service Promotion:

We are planning to submit an entry in the 11th Annual Radio and Television Promotion Competition.
We will enter in the following category(ies) (check any or all):
[[] Audience Promotion:
Promotion. Qur entry will be in the following division (check onc):
[[] Network (regional):

[] Audience-Sales

[] Clear Channel Network Affiliate; [ ] Re-
[] Local Channel Network Affiliate:
[] Non-Network,

[[] Non-Network, 250-
50,000 Watts: [ | FM:

(... .and Please Make It as Early as Possible)

D R T
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DONALDSON AWARD WINNERS

TV on Coast
Starts Music
Biz Gold Rush

Artists, Agents, Flacks Grab

With wvideo the ever-beckoning
showbiz baby, The Billboard com-
mences with this article the first of
three “takes” showing the music-biz
gold rush to the TV medium.

HOLLYWOOD, July 17.— Holly-
wood tele is luring music biz figures
in ever-increasing numbers. Artists,
their agents and flacks are turning
toward the new medium with un-
precedented interest.  Musicdom’s
video swing is 1 robably more evident
in these parts than elsewhere since
(1) names and unknowns alike are
eager to showcase their wares before
filmdom’s important people (i.e. pic
producers, radio talent buyers, etc.)
who were among the first tele set
owners; {2) Hollywood boasts a talent
pool second to none, which provides
the two local video stations (Para-
\(See Coast Music-to-Tele on page 15)

TV of Williams and
Jack Bout a Loser

PHILADELPHIA, July 17.—Stuck
with a big loss instead of making a
huge profit on the Ike Williams-Beau
Jack title fight last Monday (12),
Promoter Herman Taylor later in
the week blamed it all on television
and said he would demand “insur-
(See TV OF WILLIAMS on page 9)

N.Y. Theaters Up
Equity’s Dough
In New Contract

F}

NEW YORK, July 17.—Actors’
Equity walked off withsubstantialim-
provements in minimum wages for
its members, when the negotiations
were concluded with the League of
New York Theaters this week. The
new minimums for Chorus Equity
and Actors’ Equity members are 275
each week on Broadway and $80
weekly on the road. The old mini-
mum was $60 each week.

Stage managers were given spectal
weekly minimums: for straight plays,
$150 in New York, $175 on the road;
for musicals, $200 on the Stem, $225
on tour. The minimums will only
benefit actors and stage marfagers
starting out, because most experi-
cnced legit personnel get more than
the minimum.

The League obtained a victory
when Equity agreed not to require
producers to explain any actions. If
actors have any gripes against man-
agers and are susbained by their
council, the case can be taken be-
fore the American Arbitration Asso-
ciation. The uniorr failed in its effort
to see that deputies could not be
discharged. It was thought that way
they would have n fear of reprisals
because of union activity.

All actors must be given 24 hours
notice before the taking of pictures,
a provision that no doubt will have
the press agents up in arms. No stage
marrager can act unless an emergency
occurs. Clothes must be furnished to
thesps getting less than $175 each
week.

The attempt of Actors’ Equity to
get a six-day week west of Chicago
for its members met with failure.
(See Up Equity’s Dough on page 13)

Gold Keys Won by ‘Streetecar,’
‘Roberts,” ‘Shoes’; Top Thesps
Are Kelly, Judith Anderson

Malden, Kim Hunter, June Lockhart Also Triumph

By Robert Francis

NEW YORK, July 17.— Tonight
(17) the theater voiced its seasonal
accolades to its own for a fifth
successive time, when
voters’ choices of win-
ners in the 27 cate-
gories of the Fifth
Annual Donaldson
Awards, sponsored by
The Billboard, were
aired via a coast-to-
coast hook-up of the
American Broadcasting
Company (ABC). The program was
broadcast from the stage of the Van-
derbilt Theater from 7 to 7:30 p.m.

Earle Brings

Flesh to Philly
After 2 Years

PHILADELPHIA, July 17.—Film
flesh policy will return to the down-
town district for the first time in two
years when Warners Earle Theater
relights its stage for the new season
in September.

The house went straight film two
years ago because a steady diet of
(See Earle Brings Flesh on page 34)

Coast Blows Top for TV Sports

USC & UCLA

Unite in Grid
Games Pkg.

Outlets in Stiff Competish

HOLLYWOOD, July 17.— Holly-
wood tele outlets and ad agencies are
currently in the midst of the most
active bidding for tele sports coverage
yet experienced on the Coast, involv-
ing video rights to all local football
games to be played by University of
Southern California (USC) and Uni-
versity of California at Los Angeles
(UCLA). Long a top gridiron town
from standpoint of public interest,
bidding for tele rights has developed
into the greatest competitive spur in
local tele annals. This coming sea-
son marks the first commercial
(See COAST BLOWS TOP on page 9)

New German Coinage Finds

All Showbiz an Easy Mark

FRANKFURT, Germany, July 17.
—All German showbiz, with perhaps
the exception of radio, was hit and
hit hard by the recent issuance of the
new marks. Night clubs and danceries
were virtually deserted. Theaters,
which enjoyed a terrific boom while
everyone spent his old dough, came
out on the first day the new coin was
issued with the lowest prices offered
in 20 years.

Some public-owned theaters either
played for nothing or closed their
doors. Some managers sent their
casts on a four-week holiday, which
according to the actor union rules
they had to do anyway, in hopes that
things would revert to normal in a
month. Road shows folded and died
on the spot.

Circuses offered prices at one-
fourth the previous week’s cost, but
still The Hassen played its whole

two-and-one-half-hour show for 20
people. However, no one cut ad-
missions as severely as the dance hall
managers did. The gate take is now
Zero.

Tho there's nothing at hand and
nothing to fall back on coin-wise,
managers are still hopeful that the
situation will adjust itself soon.
Meanwhile, they’ll struggle thru.

Radio is the only branch of show-
biz practically untouched. Since radio
is publicly-owned and every set own-
er has to pay two marks per month,
the industry is in far better shape
to recoup from any damage done.
Tho the listener quota has done a
downslide, with the purchase cou-
pons eliminated, an increase in listen-
ers is seen. It’s a simple formula:
More listeners, more fees; more fees
mean higher salaries to the perform-
ers, as well as the managers.

(Eastern Daylight Saving Time).

David Wayne, currently featured in
Mr. Roberts and last year's double
award winner for his portrait of the
leprechaun in Finian’s Rainbow, ems-
seed the proceeding and presented
the gold keys and scrolls which are
emblematic of Broadway legit’s best
in theatrical achievement.

A Streetcar Named Desire took top
honors in the straight play division.
This brings author Tennessee Wil-
liams his second scroll and key. Back
in 1844-1945 he scored with Glass
Menagerie. Streetcar received a hefty
majority from the voters over 17
competitors. Mr. Roberts was tabbed
as the best “first” play by an author
to reach Broadway, giving Thomas
Heggen and Joshua Logan each an
award as co-author.

Paul Kelly’s smash portrait of the
badgered brigadier in Command De-
cision won him the theater’s crown
for the best performance of the
season and James Whitmore’s orderly
in the same show drew the accolade
for the best debut stint. On the distaff
side there was no question in the
minds of showbiz electorate as to the
merits of Judith’s Anderson’'s Medea.
Miss Anderson far outdistanced her
nearest competitor as the year’s most
outstanding actress.

Another repeat winner this year

(See LEGIT PICKS on page 40)

H’w’d Niteries
In Dumps; Pin
Hope on Nabes

Names Forsake Swankeries

By Lee Zhito

HOLLYWOOD, July 17. — Local
nitery biz is swinging away from its
former pattern of centralization in
favor of the area’s scattered neighbor-
hood spots. In the past, Hollywood’s
entertainment bucks funneled into
either of its famed nitery rows, Sun-
set Strip, which leaned heavily on the
film colony for patronage, and the
Vine Street-Hollywood Boulevard
sector, which drew coin from tourists
and residents. Last week, as Floren-
tine Gardens folded with $100,000
in the red to become Hollywood’s lat-
est bad biz victim, ops turned an
envious eye to flourishing neighbor-
hood spots which seem uneffected by
recent biz condition plunges.

In recent months showbiz slumps
have taken a toll of Hollywood
niteries. Spots that have disappeared
(See H’wood Brighteries on page34)

b
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Dems Drop Windfall in Phill

Niteries Reap
Harvest No. 2;
Wallace Next

I'V Tops Radio in Coverage

PHILADELPHIA, July 17.—For all
their feudin’ and fightin’, the Demo-
crats in convention here this week
found the town’s after-midnight belt
more often than did the Republicans
last month. Altho the nitery ops did
not put on any special floor displays
for the Democrats, figuring that
they’ll get what business is around
regardless, the Demos brought some
semblance of life to the spots in
center of town at least Monday (12)
and Tuesday (13). Staying away from
the Convention Hall sessions the first
two nights, delegates did most of
their caucusing in bars and night
clubs.

Both the Latin Casino, which
brought in Phil Regan, who was also
a convention singer, and TFrank
Palumbo’s Click, offering Ted Lewis
with band and show, did good busi-
ness. However, it was only for the
two nights, because Wednesday night
(14) found almost everybody at the
all-ﬁmportant session in Convention
Hall.

Small Budgets

The only other real name booking
for the convention week, altho not
geared for the delegates primarily,
was Norman Granz’s Jazz at the Phil-
harmonic, hot crew at Frank Pa-
lumbo’s Ciro’s, midtown cocktailerie.
All other places carried on with their
usual low-budget summer policy. For
the most part, it was just another
week—save for the Latin Casino and
Click.

Indicative of how little the con-
vention influx meant to the night
clubs, excepting for the hotel rooms,
which were continually crowded, was
seen at the Embassy Club, midtown
class intimate spot. Two convention
visitors went into the room, ordered
two drinks and asked for hot dogs.
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On the Honor Roll of Hils
WOODY WOODPECKER
Sheet Music Seller

YOU CAN'T BE TRUE, DEAR

No.

-

No.

-

Disk Via Dealer Sales

2
&
-

WOODY WOODPECKER by Kay

2
&
-

20-2806

20-2806

2
&
-

No. 1 Sheet Music Seller in England

GALWAY BAY

Leading albums, classical disks, English and
music-disk popularity in Music Popularity

NUMBER ONE
ACROSS THE MUSIC-DISK BOARD

Most Played on Disk Jockey Shows
WOODY WOODPECKER by Kay Kyser, Columbia 38197

WOODY WOODPECKER by Kay Kyser, Columbia 38197
Disk in the Nation's Juke Bozes

Most Played Juke Bor Folk Record
BOUQUET OF ROSES by Eddy Arnold and His Tennessee Plowboys, Victor

Best Selling Retail Folk Record
BOUQUET OF ROSES by Eddy Arnold and His Tennessee Plowboys, Victor

Most Played Juke Bor Race Record

RUN, JOE by Louis Jordan, Decca 24448
Best Selling Retail Race Record

1 CAN'T GO ON WITHOUT YOU by Bull Moose Jackson, King 4230

Kyser, Columbia 38197

Canadian sheet sellers and ful) score on zll
Charts, page 20 to 33 in Music Section.

They were handed a menu but shoved
it back to the waiter, complaining
it was too expensive. The waiter then
slipped them a check for $1.70. One
guy tried to pay it with a $500 note.
As the waiter stared, the other guy
said: “Oh, that isn’t enough,” and
pulled out a $1,000 bill. The waiter
brought back the change and the
“sports” left him a 10-cent tip.

Be it Republican or Democrats,
while conventions mean much to the
hotels, restaurants and department
stores, the nitery belt would just as
soon have the fun-loving Elks back
again.

Among the theaters, the only noise
was made at the Goldman Theater
with the world preem of Tap Roots,
attended by a batch of lesser-name
picture people. The only outside the-
atrical attraction was at the John
Wanamaker department store, bring-
ing in Phil Spitalny and his musical
fems for a free Wednesday night
(14) concert in the store’s Grand
Court.

As during the Republican meet,
television stole the thunder from
radio. And while the TV coverage
of the Democrats did not exceed that
of the Republican rally, the Dems at
least looked prettier than the GOP-
ers. Having seen Dewey’s five o’clock
shadow, and other bleached phizes,
anemic pusses and hard jaws, the TV
poo! brought in Hollywood’s DNMax
Factor, Inc., to give the politicos
some TV-appeal while under the
fierce and feature-distorting glare of
the klieg lights in Convention Hall.

Jack (Ibee) Pulaski,
Of “Variety,” Dies

NEW YORK, July 17.—Jack Pul-
aski, for years legit reporter and
drama critic for Variety, and one
of the best-known trade paper re-
porters in Broadway history, died
yvesterday (Friday) at his home in
New York. He was 65.

Pulaski, whose signature name of
Ibee was familiar to the legit field
for many years, suffered a stroke a
week before he died. Surviving are
his widow, Lillian, to whom he was
married 40 years; a brother and two
sisters.

A native of Cuthbert, Ga.. Pulaski
joined the New York staff of Variety
in 1914 after leaving The New York
Mail, where lie’d been a sports writer.
Before working in New York, he had
been Atlantic City correspondent for
the theatrical trade paper. His real
name was Isma Berringer Pulaski,
whence derived his Ibee signature.

Funeral services will be held at
the Riverside Chapel, New York.
Monday (19), followed by cremation,.

Hal King and a party of make-up
artists flew in from the Factor fac-
tory to set up a touch-up-for-tele-
vision studio in the Bellevue-Strat-
ford Hotel. g

Video Sets Displayed

Set manufacturers still kept open
house, with several hundred receivers
planted in the Commercial Museum
next door to the main tent; Gimbel
Brothers kept the video sets going in
the 20 street-floor windows and
WCAU-TV again had mobile units of
sets planted on a jeep in various sec-
tions of town. However, the video
enthusiasm, among Philadelphians at
least, was not as marked as during
the Republican week, probably be-
cause of the no-contest feature of the
convention. For video interest, it
was the Tke Williams-Beau Jack slug~
fest Monday (12) on WFIL-TV that
hit the top of the Hooper ladder.

However, the manpower drain was
greater for the Democrats. There
were 1,200 radio and television per-
sonnel stationed at Convention Hall
during the sessions, about 350 more
than covered the Republican conven-
tion. One reason for this was because
of the added interest on part of the
radio stations below the Mason-Dixon
line in the proceedings. Local indie
stations assisted out-of-town outlets.
Part-timer WHAT fed programs to
KFWB, Hollywood, and WPEN orig-
inated the convention shows for the
FM network stations on the Eastern
seaboard. KYW, local National
Broadcasting Company affiliate, re-
corded for KGU, Honolulu, as well as
for other stations thruout the coun-
try.

Well, if showbiz failed to cash in
100 per cent on the Dems, there is
still that Wallace convention coming
up next week (23-25). But how
many Wallacers are there? And
how much loot in their jeans?

Radio and TV Sales
Off in First Quarter

WASHINGTON, July 17. — The
Radio Manufacturers’ Association
(RMA) announced today that sales
of radio and TV equipment, includ-
ing electron tubes, totaled $40,351,-
820 the first quarter of this year, as
compared with $56,000,000 for the
same period in 1947. Almost half
the sales in the first quarter this
year went to the federal govern-
ment and the bulk of the federal
sales was in radar equipment.

Output of cathode ray receiving
tubcs for TV showed the greatest
gain over the same period for 1947.
RMA attributed this year’s over-all
drop in sales to a decline in govern-
ment purchases.

Bowl for Montreal
In Blueprint Stage

MONTREAL, July 17.— Chances
that Montreal will by next summer
have a bowl of its own for the presen-
tation of legit theater, concerts and
festivals, are now beyond the “pos-
sibility™ stage after the return of
members of the city executive com-
mittee from inspection visits to
Hollywood’s Rose Bowl and the Red
Rock Theater in Denver.

Plans have been prepared by city
architects and engineers for exploit-
ing the crater at the summit of Mount
Royal, the huge natural mountain-
park which stands in the center of
the city and which is a major tourist
attraction.

As it is now, there is no open-air
spot with facilities to handle the jobs
that attend all open air concerts or
legit plays. The chalet at the top
of Mount Royal is used in the sum-
mer by symphony orchestras and
some drama groups, and other spots
used are the various stadiums around
town. However, both from an acous-
tical and a comfort point - of - view
these places are very unsatisfactory,
and plans for the bowl are sparked
by the feeling that it would be a
great tourist attraction with musical
and drama festivals being frequently
presented.

Minn. Hooch Tax

Up 5 Mil in Year

ST. PAUL, July 17.—Minnesota
collected $13,869,926 in liquor taxes,
$2,469,041 in beer levies and $8,220,-
019 in cigarette assessments for the
1947-1948 tiscal year ended June 30,
ﬁtate Auditor Stafford King reported

ere.

The liquor levy, at the rate of $2.50
per gallon for the first year instead
of the former $1, represents a gain of
nearly $5,000,000 over the previous
fiscal year. Cigarette collections are
the first in State history. The levy
became effective July 1, 1947.

Under State law 30 per cent of the
liquor tax revenue and one-third of
the cigarette levy is distributed to
the State’s 860 municipalities and
counties. First half distribution was
February 15; second half will be
August 15.
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TV MAY BE FM’S SAVIOR

NAB Code Faces Challenge
On Prohibiting of Giveaways

WASHINGTON, July 17. — The
question whether the National Asso-
ciation of Broadcasters (NAB) new
code prohibits giveaway programs is
finally being faced by NAB officials
here as the result of a few scattered
requests from station ownmers for in-
terpretation and clarification of the
code’s contest provision. This provi-
sion specifies that “any broadcasting
designed to ‘buy’ the radio audience,
by requiring it to listen in hope of
reward, rather than for the quality
of its entertainment, should be
avoided.”

A new code observance commit-
tee, which Justin Miller, prexy of the
NAB probably will name next week,
is expected to survey this problem
for possible consideration of the NAB
board at its next meeting in Novem-
ber. Creation of the code observance
committee was authorized by the
board at its last meeting at the NAB
convention. While the new committee
is being dubbed a “watchdog” to
observe the extent of code observ-
ance, it is not empowered to go be-
yond preparing surveys and reports
for the board inasmuch as the code
contains no enforcement provision.

Since networks have agreed to put
the new standards into effect by
January 1, by which time compliance
is expected to be made more practical
under existing contracts, the first re-
port of the code observance commit-
tee is expected to be only a prelimin-
ary and incomplete one. The code
officially became operative July 1.

With nearly 10,000 copies of Na-
tional Association of Broadcasters’
new standards and practices already
printed and distributed, NAB faces
the prospect of publishing tens of
thousands more in order to meet a
fast-rising and unexpected demand
for copies from individual slations,
schools and other groups. The flood
of requests for copies of the new code
is seen at NAB as portending the
start of an unprecedented and vir-
tually unplanned education drive
which NAB officials hope will help
solidify public as well as industry
acceptance of the new tenets.

Outside of requests for copies of
the new code, few inquiries con-

Philco Keeps
Bing on ABC

NEW YORK, July 17.—The Philco
Corporation this week re-signed with
American Broadcasting Company for
renewal of the Bing Crosby show.
While there had been virtually no
question as to Der Bingle’s renewal
by the account, the Columbia Broad-
casting System (CBS) had put in a
mighty pitch for the show. Had
CBS landed it, it would have meant
abandoning the web’s no-transcrip-
tion rule.

The Crosby show resumes on the
web September 29. Hutchins is the
agency.

cerning the tenets have come from
stations, and these few inquiries have
centered largely on the contest pro-
vision of the code. Member-stations
have revealed in their correspondence
that they are in need of vast quanti-
ties of the code booklet to accom-
modate requests from schools, li=
braries, clubs and other bodies.

CBC To Allow
Political Meets
Free Air Time

MONTREAL, July 17.—In an un-
precedented move, the Canadian
Broadcasting Corporation (CBC) has
decided to grant free air time to poli-
tical conventions. In a statement
last week by A. D. Dunton, chair-
man of the board, the CBC let it be
known that it was ready to “broad-
cast speeches of outstanding im-
portance” from conventions called by
national parties to select new leaders.

The CBC’s gratis political air-time,
as enunciated by Dunton, is as fol-
lows:

“When a qualifying national party
holds a national convention for the
purpose of choosing a new national
leader, the corporation (CBC) will
at its discretion allot free national
network time for the broadcasting of
a speech or speeches at the conven-
tion; and during the following week
the corporation wil offer to each of
the other qualifying national parties
national network periods of approx-
imately half the time devoted 1o
speeches from the convention.”

Liberal Party

The decision to allot free air time
comes a month before the Liberal
party, which holds the reins of gov-
ernment, will meet to pick a chief to
replace Prime Minister Mackenzie
King, who is retiring.

(See CBC to Allow on page 13)

Inks “Whiz Quiz”
For ABC Web Bow

NEW YORK, July 17.—The Paul
F. Beich Company, candy firm, this
week signed to sponsor Whiz Quiz
over the American Broadcasting Com-
pany (ABC) on Saturday nights, be-
ginning September 11. The show
formerly had been heard on ABC's
New York station, WJZ. A 43-sta-
tion hook-up has been set for the
web debut, with Johnny Olsen han-
dling the emsee job. The show will
utilize tape-recorded quizzing of the
“man in the street,” with Olsen set-
ting up his aparatus at a different
spot in New York each week. The
time is not definitely set as yet, but
it probably will be 10 p.m.

Products plugged will be Whiz and
Pecan Pete candy bars. Olia Adver-
tising Company, of Chicago, is the
agency.

Cleffer Redmond

HARRISBURG, Pa., July 17.—
Long recognized as one of radio’s
more progressive young opera-
tors, Dick Redmond who, with
his brother, Abe, owns Station
WHP here, has made a success=-
ful debut in a new corporation.
Redmond wrote a song (lyrics
and 1usic), his first, called Just
For Now. So far it has been re=-
corded by 12 top artists on as
many different labels. Has been
picked by disk jockeys and re-
tailers in The Billboard’s Rec=
ord Possibilities section of the
Music Popularity Charts, and
bought by Warner Bros. for new
flicker Whiplash. The tune is
published by Advance Music,
of the Warner music group.

H’w’d Used Car
Dealers’ Blurbs
Draw Code Curb

HOLLYWOOD, July 17.—First di-
rect application of the new National
Association of Broadcasters’ (NAB)
code is being formulated by local
broadcasters in a move to clean up
alleged abuses charged to the local
used car industry. Proposal has been
made and tentatively backed to es-
tablish a new set of rules, based on
NAB code, and aimed at used car
dealers who use air time. Local auto
magnates provide area’s stations with
a principal source of spot time rev-
enue and are considered the life
blood of many a small indie op.

Section of NAB code involved is
paragraph under Advertising Stand-
ards, which states in part, “Broad-
caster should exercise care that he is
not conveying information which is
misleading . . . or in violation of
business and professional ethics.”
Station ops have long been criticized
for the type of live and plattered

(See Car Dealers’ Blurbs on page 13)

Philip Morris Mulls
‘Heart’s Desire’ Hypo

NEW YORK, July 17.—Philip Mor-
ris cigarettes this week was consider-
ing several alternatives for bolstering
its daytime airer, Heart’s Desire,
heard across the board over the Mu-
tual Broadcasting System (MBS). The
sponsor is said to be dissatistied with
the weak rating (1.7 in the June 15-
21 Hooper report). The current cycle
ends in October, but Philip Morris
already has been listening to alterna-
tive plans pitched at it by the Colum-
bia Broadcasting System and the
American Broadcasting Company.

It is understood that either the
show will undergo drastic changes in
a move to hypo listening, or it may
be scrapped in favor of something
flashier. Philip Morris, incidentally,
is said to be content with its other
MBS daytime show, Queen for a Day,
which has boosted its rating steadily
since its purchase last year.

Steady Tuning
Likely To End
Air Problem

Mass Ballyhoo Impends

NEW YORK, July 17.—The growth
of television, with its concurrent
mmushrooming sales in video receivers,
may well prove to be the salvation
rather than the ruin of FM broad-
casting, insiders were claiming this
week. Virtually all recent predictions
of FM’s future have been dismal,
with the feeling prevailing that TV
had stolen the spotlight and would
force bankrollers to bypass FM. But
sponsors and agencies are beginning
to show renewed interest in FM,
based on the growing use of the
continuous tuning circuits in tele-
vision receivers, which permits re-
ception of FM broadcasting stations
as well as video fare. At the same
time virtually no TV sets are geared
to pick up AM stations.

Following the leadership of Du-
Mont, other manufacturers are climb-
ing on the use of this circuit whole-
sale, with all indications pointing
to an early mass advertising campaign
which will educate the public to the
idea of catching its favorite radio
program on the FM dial. Since
nearly all major web shows now
can be received on FM, there would
be no necessity for manufacturers to

(See Steady Turning on page 13)

La Shore Exits
Morris for MCA

HOLLYWOOD, July 17.— Dinah
Shore this week did a surprise
ankling from the William Morris
talent stable, moving to Music Cor-
poration of America (MCA), effective
at once. Miss Shore, top gal singer
in the Morris office, had been with
the agency since March, 1942,

Reason for the shift was said to be
dissatisfaction with the agency’s
handling of La Shore’s radio work,

Chesterf’d Signposts

Nighttime Expansion

NEW YORK, July 17..—Chesterfield
Cigarettes appears headed for an ex-
pansion in nighttime radio, audition=
ing a new program this week starring
Dean Martin and Jerry Lewis, nitery

comics. The program, with Ray
Bloch’s orchestra, is a half-hour
stanza.

The show was auditioned at the
National Broadcasting Company
(NBC) but appears headed for an-
other network, if bought, since NBC
has no open evening time. Chester=-
field now has only its five-night-a-
week Supper Club on NBC at its eve-
ning entry.

Newell-Emmett is the agency.
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NAB Prepares To Continue
Fight on Mayflower Doctrine

WASHINGTON, July 17.—Preparation by the National Association of
Broadcasters (NAB) to launch a new and more vigorous crusade against the
Federal Communications Commission’s controversial Mayflower ban on air
editorializing is seen in the emergence this week of Rex Howell, KFSJ,
Grand Junction, Colo., as prospective new chairman of NAB’s Freedom of

Radio Committee.

Howell gained nationwide attention during the FCC’s

Mayflower decision re-hearing when he tossed the gauge to the commission

by testifying that his station is airing

It is learned that President Justin
Miller, of the NAB, significantly has
asked Howell to serve as chairman
of the NAB standing committee
which will carry a heavy load of the
drive to end the ban. The appoint-
ment is expected to become official
within a week.

Viewed as strategic in the pros-
pective new appointment is the tim-
ing in conjunction with an upcoming
drive in the 8lst Congress, when
NAB will be training its big guns on
the existing Communications Act.
The NAB considers the present law
to be in need of complete revision
and is urging that the commission’s
authority over station programing be
eliminated. At least two rival bills
will be in the hopper when the 8lst
Congress meets, with no interim leg-
jslative action anticipated for the
special session which President Tru-
man called for July 26 (see story this
issue).

Howell’s NAB Favorite

Howell has been a favorite in the
NAB since his FCC hearing testi-
mony in which he declared that his
station has consistently aired its edi-
torial views for local city improve-
ment measures which the station
considered to be to the public’s bene-
fit and has opposed projects deemed
disadvantageous to the community.
Howell, during the hearing, volun-
teered to play transcriptions of some
of his editorials, but the commission
showed no interest in hearing them.

The Howell appointment will be
among numerous others to be an-
nounced by NAB next week. The
list of chairmen and members of
NAB standing committees for the
new year is virtually complete. Frank
King, of Jacksonville, Fla,, will head
the public relations committee. Theo-
dore Cott, vice-president of WNEW,
New York, is expected to be chair-
man of the newly created non-affili-
ates committee (see story this issue).
The latter committee will bring the
list of standing committees to a total
of 15.

Cott Heads NAB’s
Non-Affil Comm.

WASHINGTON, July 17.— Ted
Cott, vice-president of WNEW, New
York, who led a successful drive for
the creation of a new standing com-
mittee of “independent” stations in
the National Association of Broad-
casters (NAB) in order to give indies
increased representation in NAB

olicy and action, has been asked by

AB President Justin Miller to head
the new committee. The new group
is officially called the Non-Affiliates
Committee. Cott is expected to con-
vene the new committee some time
preparatory to the NAB board’s next
meeting in November.

Under NAB rules, the committee
chairman is authorized to call a
meeting any time he deems neces-
sary. Each meeting called is subject
to approval of the NAB, which foots
the bill for expenses.

Among major business to be
weighed by the new group, it is
learned, will be recommendations for
increased attention to indies in the
drafting of NAB policy on program-
ming, advertising, research, etc.

Membership of the new Cott-
headed standing committee on un-
affiliates is still incomplete, with a
few acceptances not yet received by
the NAB. The committee will consist
of seven to nine members.

editorials despite the Mayflower ban.

RWG To Start

Continuity Men
Pact Sessions

NEW YORK, July 17.—The Radio
Writers Guild will start negotiations

next week with the American Broad-
casting Company, the National
Broadcasting Company and the Co-
lumbia Broadcasting System for a
new pact covering continuity writers.
The RWG is after two-things—an in-
crease in minimums and a revision
of the scripter’s subsidiary rights.

. RWG will ask a 50 per cent hike
in minimums for its members, Junior
continuity writers now get $62.50
each week; promotional writers, and
in-between classification, $77 weekly,
and senior continuity scripters $92
each week,

The labor org also wants a larger
cut of the dough collected from sub-
sidiary rights to go to its continuity
scripters working for webs. At
present, when commercial rights are
sold, 50 per cent goes to the writer,
75 per cent goes to scripters when
the material is used by picture com-
panies and 90 per cent when the
radio script is coverted to a novel.
The RWG wants to lump these dif-
ferent percentages into one per-
centage, It is also asking a freer
hand for continuity writers on mate-
1_'ia]131 that they script outside their
jobs.

\

WKBW Picks Roger Baker

BUFFALOQ, July 17.~Roger Baker,
20-year radio veteran, this week was
named commercial manager of
WKBW, effective August 1. Baker
takes over the spot formerly occu-
pied by Arthur Simon. The ap-
pointment was made by Clinton H.
Churchill, president of WKBW, Inc.,
for whom Baker worked when he
began his radio career as studio and
program director and sportscaster.

KLZ National Sales Manager

LEE FONDREN

Fondren is continuing the bang-up job
for KLZ’s national accounts that made
him widely known in agency-sponsor

circles for seven years as KLZ’s promo-
tion and merchandising manager.
KLZ, DENVER

Camels Hunting

Daytime Shows

HOLLYWOOD, July 17.—The cur-
rent stay on the Coast of Tom Luck-
enbill, radio director of the William
Esty Agency, is reported to be for
purposes of lining up daytime net-
work programs for Camels. The to-
bacco firm has had no daytime show
on the air since the defection of the
Paul Whiteman Club disk jockey
show over American Broadcasting
Company, and it is said to be anxious
to return to the afternoon airlanes.

Luckenbill’s announced purpose for
the trip is to set plans for Camel’s
fall nighttime shows, Screen Guild
and Jimmy Durante.

American Oil Buys
ABC Sundays, 7:30

NEW YORK, July 17.—The Ameri-
can Oil Company this week signed to
sponsor the 7:30-to-8 p.m. period on
Sundays over the American Broad-
casting Company (ABC), beginning
September 26. The show is not defi-
nitely set, but it will be part of ABC’s
general plan to build up its Sunday
sked around Stop the Music, Walter
Winchell and Theater Guild. A class
longhair music show with name stars
is a strong possibility for the slot.

The deal was set thru the Katz
Agency.

AFRA Wins 109 Pay Hike,
Nears Contract With WWJ

DETROIT, July 17.—The Detroit
local of the American Federation of
Radio Artists (AFRA) is completing
negotiations with WWJ here for a
new contract providing for an aver-
age 10 per cent increase in wages.

Delay in working out the WWJ con-
tract was caused by the desire of the
management to be free to discharge a
man for unsuitability for the station
operation, even where incompetence
was not alleged. AFRA set a prece-
dent by agreeing to this provision,
but insisted on a severance pay clause
effective under such conditions of dis-
charge, on the basis of length of serv-
ice. The severance pay schedule,
typically, provides for eight weeks’
pay after five years’ employment.

Details have been agreed upon, but
the final wording of the agreement
is now being worked out.

Several clauses involving procedure

under the Taft-Hartley Act are still
being negotiated jointly with both
WWJ and WXYZ, with which the
general agreement was signed some
months ago, leaving this end of the
contract open. According to Boaz
Siegal, exec sec here, the union re-
ceived an overwhelming affirmative
vote for a union shop in all local
stations in which it has contracts,
with only four votes in all cast against
AFRA. Involved were WWJ, WXYZ,
WJLB and the Trendle-Campbell En-
terprises.

Harry Goldstein, free-lance actor,
was elected president of the local this
week., He served as acting president
the past few months. Other new
officers are Norman Lenhardt, staff
announcer, WXYZ, first vice-presi-
dent; Mel Palmer, free-lance actor,
second vice-president and treasurer,
and Bill Morgan, announcer, WXYZ,
secretary.

Special Session

ToSpeedProbe
Of FCC, Mebbe

WASHINGTON, July 17.—The re-
turn of Congress for a special session
July 26 may speed hearing of the
House special committee investigating
the Federal Communications Com-
mission (FCC). This became ap-

parent here yesterday (16) in the
wake of President Truman’s call for
the special session.

Rep. Forest Harness (R., Ind.),
chairman of the special committee
investigating the FCC, had originally
planned to defer formal hearings un-
til September or even later because
of the preoccupation of lawmakers
with the political campaigns. How-
ever, since members of the committee
will be available in Washington for
hearings and since the committee’s
agenda is virtually complete, Harness
is now contemplating the possibility
of early hearings if the special session
proves to be a lengthy one. Further-
more, if, as is generally anticipateéd,
the session turns out to be a skirmish-
ing-point for the upcoming political
campaigns, there will be plenty of
speech-making but little legislative
action on the floor and lots of time
for hearings.

Currently topmost on the hearing
agenda are the FCC’s video alloca=
tions plan and the tentative U. S.-
Canada agreement on TV allocations
(The Billboard, July 17). Other
major topics will include the FCC’s
Blue Book policy, the Mayflower
ban on air editorials, FCC’s “quasi-
judicial” powers, FCC’s methods of
issuing broadcast licenses and renew-
ing licenses, and the commission’s
policy decisions,

FCC Stalls 4th Para
Subsid’s Application

WASHINGTON, July 17.—Tri-
States Meredith Broadcasting Com-
pany this week became the fourth
Paramount subsidiary to be stalled
on an dpplication because of the Fed-
eral Communications Commission
(FCC) concern over the parent com-
pany. Tri-States, which is one-
fourth owned by Paramount, was
informed by the FCC that its bid
to buy KSO, Des Moines, is being
held up because the commission
wants to examine Paramount “course
of conduct” in view of the Supreme
Court decision.

Restraining the flicker company
from operating in restraint of trade
previously, the FCC had decided to
hold up TV bids by Paramount’s
New England Theaters, United De-
troit Theaters and DuMont Labora-
tories, pending a determination of
the amount of control exerted by
Paramount over DuMont.

Swerl Takes Whirl
At “Stop the Music”

NEW YORK, July 17.—Stop the
Music, king of the giveaways, this
week filled out its roster of summer
bankrollers by signing the Swerl
Products division of the Allied Chemi-
cal & Dye Corporation to the 8:15
to 8:30 seg of the American Broad-
casting Company Sunday night show.
Swerl takes its first whirl Sunday
(18), and will continue for a nine=-
week span, until Eversharp moves
into permanent possession of the spot
in the fall. 0Ol Gold, with two 15=
minute periods, and Speidel Jewelry,
wtih one period, round out the sum=-
mer sponsor list.

The Maxon Agency, of Detroit,
handled the Swerl deal.
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BBC Cuts Light Programs

In Net - Musician Fracas

LONDON, July 17.—The British
Broadcasting Corporation (BBC) light
programs will be cut to five hours
a day, 6 p.m, to 11 p.m., August 1.
The reason is a war of wages between
the BBC and the British Musicians’
Union (BMU).

The outlook is so serious that cabi-
net intervention is being demanded.
Unless the government takes action,
the musicians will walk out August 1,

BMU is demanding an increase of
$2 over their present $10 for a studio
broadcast. The BBC maintains that
studio fees are based on the rates for
public concerts and will not increase
them.

BBC program planners believe they
can keep the home and third pro-
grams and give a full-length light
program Sundays by introducing mu-
sic from the Continent.

Producers have been told to select
suitable old recorded musical pro-
grams for revival. Musicians will be
paid for these at reduced rates.

Both staff dance bands, conducted
by Stanley Black and Billy Ternent,
will also come out in strike accord-
ing to a statement by the union.

The 10 BBC staff orchestras, rang-
ing from the big symphony orchestra
to the Welsh Light Orchestra, have
so far been considered exempt. The
union may, however, call them out at
the last minute, leaving the BBC with
no orchestras at all.

Radio chiefs from the Continent
have been at Broadcasting House dis-
cussing plans for extending musical
relays to Britain.

The BMU will fight this move. On
August 1 union officials will attend
the international conference of musi-
cians in Switzerland where they will
ask for a ban on “strike-breaking re-
lays.”

Non-union musicians will not be
employed by the BBC. They fear that
Equity and the Variety Artists’ Fed-
eration would take action and close
down all programs.

Prepare To Fight Strike
NEW YORK, July 17.—The New
York office of British Broadcasting
Corporation (BBC) yesterday (16)
said that program plans are being
prepared to meet the eventuality of

Food, Soap Spots Cut;

Medicine Biz Active

NEW YORK, July 17.—Reflecting
cuts which have recently brought
about sharp curtailments in network
time placements, the current spot
announcement field, at least locally,
has seen food and soap accounts all
but virtually exit. Current activity is
centered primarily in the patent
medicine field, where placements are
fairly active.

Grove Products, thru Gardner
Agency (St. Louis); Vicks, thru
Morse, International; Pertussin, thru
Erwin Wasey, and Four Way Cold
Tablets, thru H. B. Cohen, are among
the medicine accounts buying time.
Pepsi-Cola has also returned to the
list extensively, thru Biow, and
Suchard Chocolate is also in the spot
field via Badger, Browning & Hersey.

A new spot campaign is to start
next month for Embassy cigarettes,
P. Lorillard’s new smoke, with
Geyer, Ganger & Newell handling.
The account has been testing in the
Midwest, and the new campaign will
mark the beginning of distribution
in New York.

a strike August 1 by members of
the British Musicians’ Union (BMU).
BBC rejected the BMU arguments in
thg four spheres of differences, and
pointed out, in rejoinder that it has
“led the field in its country in the
matter of good salaries for orches-
tral performers, who are better paid
in the BBC than in any other Brit-
ish or continental orchestra.

Points of difference include a de-
mand by the BMU for a ban on re-
corded repeats of concerts, operas or
other musical shows over 20 min-
utes long without extra payment.
The union also has demanded a sharp
slash in the number of broadcast
hours devoted to records. A full
additional studio fee has been asked
for musicians airing from theaters

(See BBC Cuts Light on page 13)

Bryan Commuting
Coast - to - Coast?

NEW YORK, July 17.—Arthur Q.
Bryan, top Hollywood radio character
actor, now in New York, may soon
start commuting regularly between
New York and the Coast. He’s been
signed to do a television show over
the American Broadcasting Company
in New York, has a pending tran-
scription deal in the East, and in order
to maintain these two, he’ll have to
fly back and forth regularly.

Bryan plays Doc Gamble on Fibber
McGee and Molly and has a steady
part in Great Gildersleeve, both Holly-
wood shows, with contracts on both,
Since they air Tuesday and Wednes-
day respectively, he’ll be able to fly
East in time for the Sunday television
show, Movieland Quiz, a Lester Lewis
package.

NBC Sets New
Tele and Radio

Promotion Units

'NEW YORK, July 17.—New tele-
vision and radio promotion units were
set up this week by the National
Broadcasting Company (NBC) in the
advertising and promotion depart-
ment and in the national spots sales
division. William E. Webb, former
manager of NBC tele audience and
institutional advertising, was named
manager of NBC’s network audience
promotion for both tele and radio by
James H. Nelson, network promotion
director. Jacob A, Evans, manager
of NBC’s audience promotion, was
upped to the new post of manager of
radio and television advertising and
promotion for NBC spot sales, accord-
ing to James V. McConnell, director
of the spot sales division.

The NBC youth movement also
made progress this week when Walter
Ehrgott was upped to the rank of di-
rector in the program department.
Only 25, Ehrgott joined NBC at the
age of 18 as a typist.

Menkin QuitsWPWA
For New WVYNJ Post

CHESTER, Pa.,, July 17.—Larry
Menkin, production director at
WPWA here, is scramming at the
end of this month to become pro-
gram director for WVNJ, new sta-
tion in Newark, N. J. WVNJ is due
on the air around September 1, with
5,000 watts full time at 620 ke.

Menkin has been with WPWA
since the start of the year, having
previously been with the Fred Ziv
office as writer on the Guy Lom-
bardo and Cisco Kid programs. He
previously was a free-lance radio
and picture writer.

Sponsors Go for FM Radio

On Cincy Green Line Buses

CINCINNATI, July 17.—The world
premier of FM radio in public trans-
portation vehicles took place here at
noon, Saturday (10), when Transit
Radio, Inc. (TRI), subsidiary of
WCTS, the FM station of WKRC,
The Cincinnati Times-Star AM outlet,
flipped the switch that brought the
inaugural program to passengers on
busses of the Cincinnati, Newport &
Covington Railway Company (Green
Line) which provides transport serv-
ice between Northern Kentucky and
Cincinnati.

For the initial bus programs only
100 receivers were installed, but by
August 1, 300 more will have been
put into action on the Ohio side of
the river in busses and the more
modern streetcars of the Cincinnati
Street Railway Company. Eventually,
said Hulburt Taft Jr., president of
WEKRC and WCTS, radios will be in
600 trolleys and gasoline-driven
busses in greater Cincinnati.

Pointing up the fact that FM radio
can be a paying proposition was the
statement by Taft that already 26
national and local sponsors have
signed for spot announcements. These
20-second commercials will be heard
between news bulletins, recorded mu-
sic, sports announcements, and
weather reports, with the transport

companies to receive part of the in-
come from the commercials,

In every 15-minute period from 6
a.m. to 7 p.m., daily except Sundays,
there will be three minutes of news
and 12 minutes of music of the non-

classical and non-jive type. The Taft
brothers, Hulbert and David, and
Richard T. Crisler, of TRI, went into
the scheme scientifically. Statistics
showed that the average streetcar ride
in this area lasts 17 minutes. Thus
passengers will receive the full bene-
fit of programs 15 minutes in length.

TRI's present rate card for the bus
broadcasts calls for $20 for one 20-
second announcement on Class A time
—7 to 9 a.m. and 4 to 6:30 p.m,, the
periods when transportation facilities
are most heavily used. The card of-
fers 5 per cent reductions on' con-
tracts for specified numbers of com-
mercials, the lowest being $14 per an-
nouncement for a contract calling for
1,000 commercials a year. Class B
time is half the cost of the Class A
rate and offers the same percentage
reduction on contracts for multiple
commercials.

Reaction from bus riders was taken
on a series of test runs last spring.
At that time 98 per cent voted in
favor of the plan.

What Cooks
In Each Zone
Is Different

U. S., Brit., Russ Ideas Clash

BERLIN, July 17.—The status of
radio broadcasting in Germany today
is as uncertain, confused and di-
vided as that of the defeated nation
itself, with the wvarious occupying
powers pulling in diverse directions in
this as in virtually every other field.
Out of the shifting situation, which
has become cloudier as relations be-
tween the occupying powers have
worsened, only one fact seems cer-
tain: Broadcasting in Germany is
destined to be state-controlled, rather
{han privately operated. This is the
definite trend not only in the Russian
zone but in the British and Ameri-
can zones as well,

The political conflicts among the
victorious allied powers are reflected
in various ways in German radio.
For one thing, each power has a
sternly enforced censorship division
which renders impossible broadcasts
not acceptable to the occupation
forces in the various zones. Another
item is the operation by each occupy-
ing power of its own facilities, apart
from the controlled German stations,
for use in airing shows for occupa-
tion personnel. These, naturally, give
only the point of view of the per-
sonnel operating the station and
again, fill the German airlanes with
conflicting material. The French
don’t find this necessary, since their
troops can easily hear the French
home programs and two 15-minute
French shows are piped in over Ger-
man facilities regularly.

Programing Sad

Programwise, German radio is per=
haps the saddest on the globe. The
public apparently is too busy scrab-
bling for food to pay much attention
to what its air fare is, and listeners
confine themselves, almost entirely, to
their home-town stations. The re-
sults of years of Nazi indoctrination
is evident from the fact that com-
plaints about programing are almost
non-existent, altho apathy is clearly

(See German Radio on page 13)

Army To Train Men
In Radio On-the-Job

WASHINGTON, July 17—In an
effort to improve the public informa-
tion service of the army, a plan has
been crystallized whereby selected re-
cruits between the ages of 18 and 25
will be given a special course of train-
ing at radio stations and newspapers.
Recruits will be chosen from each
of the six army areas, and after basic
training, will be sent to the Armed
Forces Information School at Carlisle
Barracks, Pa., for six weeks. Follow-
ing this the men, in civilian attire,
will go to newspapers, radio or tele-
vision stations to become part of the
staff for 90 days. This on-the-job
training will be at arniy expense.

Co-operating stations or news-
papers will report on the ability of
each student,

Stations, newspapers and TV out-
lets all over the country have already
signified acceptance of the plan to
Major General Floyd L. Parks, chief
of the army’s public information di-
vision.
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Olympic Swimming Trials

Reviewed Saturday (101, 2:45-5:30
p.m. (EDT). Producer, Bob Ritter. An-
nouncer, Don Woattrick. Cameramen,

Russ Williams and Richard McNutt. Vide~
controls, Leo Rymars and Hy Gier. Sound
engineer, Elmer Partridge. Sponsor, J. L.
Hudson  department  store. Agency,
Wolfe, }icklin, Dow & Conkey. C(ta-
tion, WW/}-TV (Detroit).

The first large-scale presentation
of swimming on video was given in
this three-day series, running close to
three hours daily, of the national
finals for the Olympics. Selection of
top-flight contestants, mostly
with assured following among
swim fans, guaranteed basic
sound quality of the material.
Contests were at the open
air pools at Rouge Park, in
the Detroit suburbs, with cameras
working from elevation at one corner
of the racing pool, opposite to the
starting and finish line, and adjoining
the diving pool. Stroke-by-stroke
report was given, justified by the
importance of the trials.

Pictorially, the production was
good, occasionally superb, notably in
the beautiful close-ups of a single
swimmer, seen as from above and
slightly to one side at a distance of
perhaps six feet, approaching and
making the turn in mid-heat, partly
underwater occasionally—the best
swimming shots this reviewer has
ever caught, not bharring newsreels
and Hollvwood. Diving scenes held
a lot of interest, with grace and spec-
tacular performance evident, but the
race shots seemed closer to the aver-
age person’s idea of competitive sport
on video. Especiallv good technically
were patterning of the pool in the
eight marked lanes, beautiful pictor-
ial work of reflections in the still
pool before a race, and close-ups (a
la telephoto effect) of the distant end
before and just after a race, genuine
remote candids of contestants, officials
and just kibitzers. Follow-up on the

(See Olympic Swimming on page 13)

Leave It to the Girls

Reviewed Friday (2), 3-3:30 p.m.
Style—Round table discussion. Sustain-
ing over W6XAQ (Don Lee), Hollywood.
Produced for televisicn by Elbert Walker.

Drawing power of the glamour
dolls who make up this panel should
be enough to attract lookers, plus the
fact that Don Lee’s tele ver-
sion of the Mutual radio sus-
tainer (broadcast simultane-
ously) has enough general
appeal to rate. Show’s format
is nothing sensational, but
_fem quartet (Constance Bennett, Bin-
nie Barnes, Ann Rutherford and
Robin Chandler) gives it plenty of
informal zip and life. making the
most of a relatively static idea.

Duplication of the AM airer on
video requires use of scripts by an-
nouncer Herb Allen and moderator
Mike Frankovitch. Otherwise, it’s ad-
libbed, with problems posed by
Frankovitch and discussed by the
fems. Walter O’Keefe defends the
males, and injects a smart dose of
humor.

The setting was simple, with the
experts seated at a table, flanked by
two males. For the most part, lensers
concentrated on close-ups of the gal

spouting forth, breaking this with [

an occasional pan shot or long over-
all view of the set. Long shots,
fortunately, were used infrequently,
and were worthless.

Stanza isn’t too terrific, but spotted
on afternocon tele, the airer should
build quite a following with house-
fraus. Male members of the video
family will find it mildly amusing.

To speed things along, video pro-
ducers need to develop eye-catching
gimmicks which will give the tele
version more sparkle. Perhaps some-
thing slanted at the tele lookers at
home, in which they can participate
in the airer by remote control, would
fill the bill Alan Fischler.

‘Billbbard

Radio

Program Reviews

and Television

¥

Designates Television Review

Mel Torme Show

Reviewed July 6
PHILIP MORRIS & CO., LTD.

Patrick H. Gorman, Advg. Mgr.

Thru the Biow Co.
M. H. Biow, Acct. Exec.

Via NBC
Tuesdays, 8-8:30 p.m.

Producer, Frank Danzig: writers, Har-
mon Alexander and Ben Perry: musical
director, Dean Elliott. Cast: Mel Torme,
John Brown and Sidney Miller.

Current Hooverating of the program

(Starts July 6)
Average Hooperating of shows of this type

(Popular Music)
Current Hooperating of show preceding

C'H. V. Kaltenborn™) .............¢cccen. 3.3
Current Ilooperating of show following
(“Date With Judy”) ....vereeeoreeonnsns 8.1

CURRENT HOOPERATINGS OF PROGRAMS
ON OPPOSITION NETWORKS

None

AB7: “Erwin D, Canham™...........ocoae 1.6
M8 “Big Town™ . iiiiiiririiiaisaaens 8.0
MBS: Sustaining ......occhiiienine None

The youth market is getting a play
from the Philip Morris cigge outfit in
the form of the Mel Torme show, air-
ing as replacement of the

%] Dinah Shore Call for Music
15N stanza. Appeal is mainly for
»lfJ“ the upper teen-age set, with

Torme playing the lead in a

situation comedy show with a
few musical numbers tossed in gratis.
Story line has the young warbler
playing handy man and the general
store near one Fairmount College.
He is beset by an over-romantic fe-
male, a demanding boss and a critical
roommate. The result is a fairly amus-
ing opus which is no heavyvweight but
is more than adequate as a summer
stand-in.

Torme, a vouth of 22 now, did a
(Sec Mel Torme Show on page 13)

Kraft Summer Music Hall
Reviewed fuly 15
Kraft Foods Company
John H. Platt, V.-P. Chg. Advg.
Thru J. Walter Thompson Co.
Ezra Mclntosh, Acct. Exec.
Via NBC

Thursdays, 9-9:30 p.m.
Estimated Talent Cost, $5,000. Director,
Billy Wilgus. Cast: Nelson Eddy, Dorothy
Kirsten and Robert Armbruster.
Current Hooperating of the program......
Average Hooperating of shows of this type

(Concert Music)
Current Hooperating of show preceding

(“‘New Faces of 1048”)
Current Hooperating of show following

(“Carson With Arden’)
CURRENT HOOPERATINGS OF PROGRAMS

ON OPPOSITION NETWORKS

ABC: Sustaining..............000000000
CBS: “Dick Haymes”......ccovereeraaaas
MBS: “Gabriel Heatter”

The summer session of Kraft Mu-
sic Hall, with Nelson Eddy, Dorothy
Kirsten and Bob Armbruster’s or-
chestra could stand on its own
as a winter season show. It’s
a completely entertaining ses-
sion, with Nelson Eddy singing
his rafter ringing type of stuff
and Miss Kirsten performing
in a truly captivating way. The opera
gal can really soprano a tune, and her
handling of My Curly Headed Baby
was in a nonpareil department.

What with the standards for dialog
in this type of program, the exchanges
on Music Hall aren’t too bad. They're
in the would-be gay and bantering
groove, and come off about 40 per
cent of the time, which is reasonably
close to average. Miss Kirsten handles
her end of the chatter quite well, but
Eddy, to this reporter, will alwayrs
sound like a high school kid sweating
his way thru the class play.

Jerry Franken.

Sealtest Presents Ray Noble
With Ilene Woods

Reviewed July 15
SEALTEST COMPANY
A. R. Stevens, Sales & Advg. Prom. Mcr.
Thru McKee & Albright, Inc.
Ray ]. McKee. Acct. Exec.
Vis NBC

Thursdays, 9:30-10 p.m.

T-timated Talent Coct: $3,500; procu-
cer, Charles Herbert; ann-~uncer, '™
Averback, Cast: Pay M-%2 and 37-
~iece orchestra, lleme Woods, and the
“rew Chiefs Quartet.
Current Hooperating of the program

(Starts July I3 ....... ... ... None
Average Hooperating of shows of this trpe
{Popular Musi~)
Current Hooperating of show preceding
(“Music Hall’™»

Current Hooperating of show following
(“*Bob Hawk Show™)................cs 83
CURRENT HCOPERSTINCS €% TTIIGRAMS

ON OPPOSITION NETWORKS

Spotlight Revue
Reviewed July 2
The Coca-Cola Company
Felix W, Coste, Dir. of Advg.
Thru D’Arcy Adv. Co.,
John Tuigo, Acct. Exec,
Via CBS
Fridays, 10:30-11 p.m.
Estimated Talent Cost: $4,000: pro-
ducer, Paul Lewis; announcer, Joe Kingz.
Cast: Dick Jurgens orchestra, Jimmy
Castle, Al Galante and Jack Eaton. Gue:ts
(this program): Margaret Whiting and
the Joe Mooney Quartet.

Inc.

Current Hooperating of the program
(Started July 2).............. . ... None

Average Hooperating of shows of this
type (Popular Music)................. 3.8

Current Hooperating of
(“Everybody Wins")..... .. ..... ..ot

Current Hooperating of show following
(No Hooperating available)

CURRENT HOOPERATINGS CF PROGRAMS

show preceding

ON OPPOSITION NETWORKS
ABC: Sustaining.....................000)
MBS: Sustaining

NBC: “Bill Stern”
If the Dick Jurgens band never has
any claim to fame besicles this, at
least it should go down as the outfit
which makes that Woody

ABC: Sustaining............ oo i None
rBS: “Crime TPhotographer”........... ... 8.6
MBS: “Revere All-Star Revue”........... 1.8

The Sealtest summer show features
the smooth society-tvpe music of the
Ray Noble band, plus warbling by
Ilecne Woods and the Crew
Chiefs Quartet, It's a simple,
pleasant show, with no pre-
tensions to being more elab-
orate than it is. Musically, the
Naoble crew is listenable, with
the 30 pieces coming thru with some
neat renditions of rather showy ar-
rangements. Miss Woods’s voice mir-
rors the same sophistication that
Noble and his band exude.

The band did nobly by Serenade,
based on an old Italian fave: Swing
of the Kilts, a medley of Scottish
airs; a group of pop standards, in-
cluding Zing Went the Strings of
My Heart, Stay As Sweet As You Are
and The Continental, and a medley
of three Cole Porter numbers. Miss
Woods sparkled on It Only Happens
When I Dance With You and I Met a
Fellow With an Umbrella. The vocal
group handed her an assist on the
latter and had its chance to shine on
Hooray for Love.

In all, it’s a fair enough summer
opus with a good choice of numbers
and a nice pace. The first commer-
cial stressed the nourishment and
economy inherent in Sealtest cheeses,
while the second cut back to local
announcers for plugs on their Seal-
test products. Sam Chase.

On Your Mark
Reviewed July 16

Sustaining Over MBS
M-W-F, 2:30-2:45 p.m.
T-T, 2:30-3 p.m.
Estimated Talent Cost: $1,350; produ-
cers, Bud Collyer and Paul Luther; an-
nouncer. Paul Luther. Cast: Bud Collyer
femseel ,
Current Hooperating of the program (Sus-

taining)

Average Hooperating of* shows of this type

(Sustaining)
Current Hooperating of show preceding

(“‘Queen for a Day”-Miles)............ 9
(“‘Queen for a Day”-Philip Morris)...... 3.3

Current Hooperating of show following
None

(Sustaining)
CURRENT HOOPERATING OF PROGRAMS
ON OPPOSITION NETWORKS

ABC: “Bride and Groom”
CBS: “Nora Drake”.........ciiiiireneens 2.
NBC: “Today’s Children” 3.2

Follow the leader seems to be the
rule these days, with new giveaway
shows springing up like crazy where
disk jockeys used to dwell.
One example is On Your
Mark, which now is occupying
the time on the Mutual Broad-
casting System (MBS) form-
erly occupied by Martin Block,
the platter-spinner. Sic transit gloria.

The skow in question follows the
usual pattern: in fact, it is a model
quizzer in the sense that it seems

e

N

SR
,g. it

57

3 Woodpecker stuff possible, if
L not fit, for human consump-
71 > tion. Apart from that, the or-

ganization seemed deft and

willing, and not especially a
memberi of any school, either the icky
or prooressive variety. So the new
Coce-Cola summmer show, featuring
the Jurgens group and guests, should
be a moderately refreshing pause in
the day’s dialing, without occasion=
ing any special huzzahs. Jurgens also
put his weight behind the baton in
renditions of Love Somebody, A Trec
in the Meadow and Side by Side, all
done at a tempo with a minimum of
frills.

The guest policy included warbler
Margaret Whiting and the Joe
MMooney Quartet for the first outing.
The former wrapped her stylized ton-
ciling around You or No One and
Love Letters in the Sand, while the
little Mooney group did nice things
with A Man With a Million Dollars
and By the Beautiful Sea. Altho the
furor about Moocney has subsided
somewhat since his boff 52d Street
stand a couple of years ago, the en-
semble is still turning out some class
arrangements for a small unit.

The show, in its pitch to the
younger trade, stressed Jurgens
tender years in the opening intro,
and also brought to the mike two
kids from a teen-age canteen in Mem-
phis, chosen by their club mates to
make the trip. This, it seems, is to
be a weekly feature, and tho good
promotion it is not particularly en-
tertaining. Commercials were con-
cise and in the usual good taste of this
sponsor. They pitched for the con-
venience of the drink during travels
on the highways. Sam Chase.

to have been blocked from the same
mold which made the original. Noth-
ing new or original marks On Your
Mark. The contestants answer up
to four questions each, the first being
for cash ($1 to $5). the second for
theater tickets, the third for the right
to answer the fourth, and the fourth
for the jackpot. Said jackpot in-
cluded 10 pairs of nylons, a pen and
pencil set, a brief case, a serving
tray, a silver cigarette lighter, a
cteamer backet of candy, a watch, a
suitcase and a television set. No trips
to the Himalayas, or DC-3 airplanes,
tho.

One item in On Your Mark's favor
is its pace. It keeps the contestants
and questions flowing at a speedy
pace, so that they're deep into the
loot- before vou can twist your dial.
Theyv count on human nature'to keep
the listeners thereafter. Bud Collyer
emsees with a rather patronizing air

.“Step up a little closer, we
don’t want to miss a thing you have
to say.” The show is now sustaining,
but each firm donating a giveaway
item gets two plu-= ro it adds up
virtually to full comm-==rial time.

Sam Chase.
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BMB PONDERS TV CENSUS

Coast Blows Top for Tele
Sports; USC, UCLA Unite
To Offer Games as Pkge.

College Games Go Commercial; Bowl Classic on Block

(Continued from page 3)
sponsorship of college games on
tele, following decision of the Pa-
cific Coast Athletic Conference to
allow its members to peddle radio
and tele tie-ups. Bids have been
made (or will be) by Don Lee’s
W6XAO, Paramount’s KTLA, and
KFI-TV, as well as Foote, Cone &
Belding, J. Walter Thompson and
N. W. Ayer agencies. UCLA athletic
officials have joined forces and are
offering tele bankrollers a complete
package of combined radio-tele cov-
erage to all local contests. No price
tag has been set, with highest bid-
der getting the deal.

Also on the block for the first time
will be commercial rights to the
Rose Bowl classic. This airer has
long been carried by National Broad-
casting Company (NBC) as a sus-
tainer. Now, the Bowl fray goes to
the highest commercial bidder. Since
NBC has set back the opening date

of its local tele outlet until No-
vember, the net will not bid for col-
lege coverage but will attempt to
get rights to Bowl games.

Adding to general tele football
coverage this fall will be the first

‘commercial airing of the L. A. Rams

pro team sked. KFI-TV, altho still
not airborne, has all rights to the
series and will scan local games live
and out-of-town clashes via Kkine-
scope recordings. KFI sold the pack-
age to Foote, Cone & Belding re-
cently for Union Oil sponsorship for
a reported $30,000.

Addition of college football to local
tele fare is seen as a great boon to
set sales. Last year's coverage of
the Rose Bowl by KTLA is consid-
ered to havé been the turning point
in establishing local tele, hence the
trade looks for an even greater set
sales spurt once college and pro
football is regularly telecast.

Chi’s Pro Grid Teams Nix
Tele; Reason: Box Office

CHICAGO., July 17.—Following in the footsteps of other sports leaders
who have adopted an anti-television policy, owners of the Chicago Bears
and Chicago Cardinals, pro football teams, undoubtedly will not allow tele-

casting of their games here this year.

Authoritative sources at both

WBKB and WENR-TV, the latter to be on the air in the fall, have stated
that attempts to get television rights from either the Bears or Cardinals

have been fruitless.

Persons who have talked to George Halas, head of the

Bears, state he is opposed to television and that he claims last year’s gate

was hurt by television. The Chicago
Cardinals, it is said, are adopting the
anti-television policy of Halas. Fur-

thermore, it is said by sources close
to Halas that his position is being
given to the National pro league
and that undoubtedly, as a result of
his experiences and theories, the
league will also adopt an anti-tele-
vision position or at least set higher
prices for video rights to cover any
possible loss in gate.

As a result of the exit of the Bears
and Cardinals from the television
picture, stations here are scrambling
for rights to telecast games of the
Chicago Rockets, another pro team.
The Rockets, however, are just about
committed to WBKB. Executives at
the station say they have reached
a verbal agreement with the Rockets’
management, with a definite go-ahead
waiting only for formal contract sign=-
ing.

In the college football picture,
WBKB is also in a good position. It
vwill air home games of the univer-
sities of Notre Dame, Illinois and
Purdue. Illinois games have been
reported as being signed exclusively
by the American Tobacco Company,
which plans to use a special relay
system to be installed by the Bell
Telephone System. However, WBKB
will extend its Midwest relay link to
Champaign-Urbana and will thus be
able to pick up games for telecasting
here. Relay system will be used also
to pick up Notre Dame games from
South Bend, Ind., and the Purdue
games from LaFgvette, Ind. Station
will telecast fou. Notre Dame, two
Purdue and two Illinois games.

TV of Williams,
Jack Bout Loses
Promoter’s Coin

(Continued from page 3)
ance” in the future from video spon-
sors. The fight video rights were
secured by WFIL-TV, feeding it to
the American Broadcasting Company
tele chain, and was sponsored by P.
Ballantine & Sons, Inc., brewers. The
station also permitted the Para-
mount Theater, New York, to show
the fight on its large screen tele-
vision.

“Instead of making an expected
profit of more than $50,000,” said
Taylor, “my professional loss will
range between $5,000 and $10,000.
Television cut $60.000 off the gate.
Never will I permit another of my
fights to be televised, unless the tele-
vision sponsor insures me against
loss. I'm not against television—
don’'t get me wrong. But I refuse to
lose money for the benefit of tele-
vision sponsors. Those sponsors must
be forced to co-operate with boxing
promoters in a way that will insure
the promoter against loss. There's
no longer any question about
whether television cuts into a fight
gate. It does—every time.”

The financial debacle resulted
when only 12,952 fans turned out
at Shibe Park to see Williams suc-
cessfully defend his world’s light-

TV Diet

NEW YORK, July 17.—View=
ers who have been watching the
weekly adventures of Barney
Blake, Police Reporter, have
been noting a transformation on
the part of Gene O'Donell, who
plays the part of Barney. O’'Don-
nell has lost nearly 30 pounds in
the past six weeks,

This is believed to be a clear
example of how video thesps
can be expected to react to the
rvigors of a weekly dramatic
show, what with new sides and
business to be memorized each
week—plus lights.

O’Donell is reported worried
lest he continue to lose weight
and thus become known as the
“Shadow.”

Kiernan To Replace Drake

NEW YORK, July 17. — Walter
Kiernan and his Kiernan's Corner
this week was set to replace the
Galen Drake show at 11:30 a.m. across
the board over the American Broad-
casting Company. Drake formerly
was sponsored by Kellogg’s, but lost
the bankroller several wecks ago.

weight championship by technically
knocking out former champ Beau
Jack in the sixth. The promoter’s
loss, however, did not affect either
of the principals, with Williams get-
ting $30,000 and Jack receiving a
hit over $13,000.

Another Org

Readies Test
Of Techniques

Drastic Action Called For

NEW YORK, July 17.—The scant

knowledge now available about tele-
vision set ownership, and the compo-
sition and social status of tele fami-
lies, soon may be clarified by extend-
ed surveys under the jurisdiction of
Broadcast Measurement Bureau
(BMB), with the co-operation and
possible financial aid of advertisers,
agencies and video broadcasters. An
acknowledged handicap to potential
tele sponsors is the sparsity of exact
market information, such as is so
readily available in radio. A meeting
of BMB’s new television subcommit-
tee on set ownership, meeting Thurs-
day (15), mulled the situation and
came up with a proposal for an early
one or two-city test of techniques, to
determine costs and efficiency, as a

precursor to regular, permanent
studies in the field.
The subcommittee, after looking

over the few tele statistics available
from BMB’s last radio studies, and
then noting the tele census work now
being done, decided that drastic ac-
tion is needed to provide sufficient
info to fill current needs. Some ac=-
(See BMB Ponders on page 12)
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Yes, KECK is proud of the TWO

FIRST PLACE

AWARDS

in THE BILLBOARD'S Local Program Competition
(250-1000 WATT CATEGORY)

MuUSIC
#CECIL BROW

on your dial is the station
920 MOST people listen to MOST
in West Texas because of this kind of
prize-winning programing. That, plus
the fact that KECK covers 23 counties in
West Texas and 3 in New Mexico, pre-
vides KECK's advertisers with an effec-
tive economical medium for reaching the
rich West Texas market. For further in-
formation contact Mike Shapiro, Man-
ager.
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UAL PURPOSE PIX POPPING

Make "Em for
Theaters and
TV Plugging

McCann-Erickson Sets Pace

NEW YORK, July 17.—The shoot-
ing of commercial films for dual ad-
vertising exhibition in movie houses
and over television may soon become
a common practice among advertising
agencies, with the ultimate aim be-
ing to bring clients using one ad
medium into the other as well. In-
itial leap into dual-purpose films was
made recently by McCann-Erickson
Agency, with execs of that firm
stating that previous films made for
advertising purposes in either me-
dium actually were not suitable for
the other. Lee Cooley, agency video
chief, said this week that new re-
leases just completed for National
Biscuit Company and for Swift &
Company were planned from start
(See Dual Purpose Pix on page 39)

WJZ-TV Preps

Glamour Bow

NEW YORK, July 17.—Another
glamour debut for a New York tele
station is in the offing when WJZ-
TV, American Broadcasting Com-
pany (ABC) outlet, begins program-
ing August 10. Negctiiations now
are under way for the web to take
over the Palace Theater for opening
night and present a galaxy of show-
biz’s greatest headliners of past and
present, doing the acts that made
them famous. These would include
names of the rank of George Jessel,
Sophie Tucker, Al Jolson and Eddie
Cantor. Also on the docket will be
some originations from the Sert
Room of the Waldorf-Astoria Hotel,
these covering the starched shirt
aspect of the opening. Regular pro-
graming will originate in WJZ-TV’s
temporary headquarters at Peter
Junco Studios, East 69th Street.
There also will be some remote pick-
ups. The station began transmitting
its test patter on Channel 7 this
week.

Meanwhile the station prepared
to begin construction of what it said
would be the biggest tele studios in
the country, and probably in the
world, which will run from 66th to
67th streets off Central Park West.
The main studio will run 200 by 100
feet, with a 45-foot ceiling. Special
soundproof panels can be dropped
to subdivide it into smaller units.
Equipment will include 16 image
orthicon cameras, plus the latest in
studio, motion picture and field film
cameras. It will take about six
months, web officials said, to ready
the new building, which formerly
was the arena for the New York
Riding Club.

WXYZ-TV Signs Kamins

DETROIT, July 17.—Len A. Ka-
mins this week was appointed tele-
vision sales manager of WXYZ-TV,
American Broadcasting Company
owned-and-operated outlet here,
which starts operations October 1.
Kamins is a former agency exec,
putting in 13 years at Young & Rubi-
cam, New York, before joining
Brooke, Smith, French & Dorrance
in Detroit.

' Audition for WPIX, or Would You

! Rather Be Beat

Over the Head?

NEW YORK, July 17.—Actors audi-
tioning at WPIX, The New York
Daily News television station here,
do so under ‘“brutal and primitive”
circumstances, according to one thesp
who underwent the rigors of such
an affair this week. The circum-
stances involved, it's claimed, would
be bad enough in radio, but in tele,
where sight is as much a factor, or
more so, as the sound involved, it’s
real murder.

Auditions are held in a large room
furnished with a piano, table and
some folding chairs. The floor is
bare and seemingly not noiseproof.
The windows on the day involved
were open, which means that the
noises of East 42d Street are wafted
into the mike, which in turn means
they're good for nothing except a
background of Street Scene, which the
actor didn’t happen to be doing.

One actor who had an appoint-
ment at 2 p.m. waited until 2:40 for
the casting director to show up. A
singer who was kept waiting about
half an hour was then told that the
station would not provide her an
accompanist, altho she’d been pre-
viously informed that she needn’t
bring one.

Another act gave an audition, with
an unwanted audience, consisting of
an agent and a group of five per-
formers he had in tow. The troupe
were told to powder, but didn’t, hang-

New KDYL Ad Chief

SALT LAKE CITY, July 17.—S. S.
Fox, president and general manager
of the Intermountain Broadcasting
Corporation, operators of KDYL and
KDYL-FM, has named Ralph Miller
as director of national advertising.
He succeeds George A. Proval, pro-
moted to administrative assistant to
Fox. Miller is a former newspaper
advertising man.

ing around the door. The door, in
turn, was open, and a steady flow
of traffic helped the auditioning per-

former a great deal, about as much
as a blast furnace. While the audi-
tion was under way, a couple of guys,
one at a time, came in and sat down
at the table with the casting director
for a small kaffee Kklatch. This
helped the performer a little more.

In some civilized sections of radio
and tele, auditions are recognized
not only as harrowing experiences
for the acts involved, but one of the
few means stations have of discover-
ing talent. Consequently, perform-
ers are given the standard courtesies
of quiet and privacy. As one actor
commented of WPIX, “How can they
possibly catch any shading or subtle-
ties when they audition in an alley?”

Jerry Franken.

P&G Mulls TV
Of Actors’ Studio

NEW YORK, July 17.—~Officials of
Procter & Gamble this week re-
portedly were considering the pos-
sible fall video use of Actors’ Studio,
Inc., dramatic organization headed
by Elia Kazan and Cheryl Crawford,
which has been packaged for tele by
World Video, Inc. The deal would
call for a weekly 30-minute show,
featuring members of the 50-actor
studio staff, which includes David
Wayne, Marlon Brando, Lou Gil-
bert and Kim Hunter. Novelist-
playwright John Steinbeck, a World
Video veepee, is selecting material
to be used. Burgess Meredith will
narrate the series,

The deal if set would have pro-
grams aired via film to enable na-
tional use. A decision is expected
by the end of this month.

i

FCC To OK Bidder’s Renege;

Hopes It’s Not

WASHINGTON, July 17. — The
Federal Communications Commis=
sion (FCC) is ready to give a worried
stamp of approval to the first back-
out of a television bidder disgruntled

over the current allocation muddle.
A petition was filed by the Mid-At-
lantic Broadcasting Company seek-
ing to drop its Atlantic City bid be-
cause of the ‘“uncertain” situation,
and FCC insiders are frankly con-
cerned lest this action touch off a
series of such backouts.

Mid-Atlantic in its petition for
withdrawal told the FCC that “there
is no certainty that any channel will
be available in Atlantic City until
after a decision is rendered, and even
if one should be available, it could
not be ascertained on what basis
service could be rendered.” FCC be-
gan processing the withdrawal bid
amid uncertainty over the fate of its
entire television allocations plan,
which
troversy in the industry and on Capi-
tol Hill. The controversy has been
aggravated by last week’s disclosure
of details of facts behind the ‘“secret”
United States-Canada tentative agree=

is a target of serious con-

First of Many

ment on TV allocations (The Bill-
board, July 17).

With FCC’s video allocations hear-
ing slated to be resumed July 26,
spokesmen for numerous TV broad-
casters are forecasting a stormy ses-
sion which is expected to revolve
largely around the U. S.-Canada
agreement. It is anticipated that FCC
will be asked outrightly to recall its
allocations plan and also to recom-
mend that the State Department with-
draw from the tentative agreement
with Canada on video allocations.

Beclouding the controversy is the
upcoming September 20 hearing on
upstairs television. Some video broad-
casters have already warned the FCC
that the uncertainty of video’s next
shift in the spectrum is adding to
confusion. Investment in stations on
downstairs frequencies involves the
risk of future upstairs shift, FCC has
been told. Adding to the dilemma of
broadcasters and would-be operators
is the fact that commercial TV is
mushrooming fast and anybody who
wants to get a foot in the door will
have to step fast to overtake the rap-
idly disappearing channels in stra-
tegic localities.

WATYV, WPIX
Point Up High

FrequencyAches

NEW YORK, July 17.—High fre-
quency television reception in New
York continues to be a headache for
both telecasters and set owners. Lat-
est developments occurred this week
when WATYV, Newark, (Channel 13)
called in Radio Corporation of Amer-
ica (RCA) engineers and threw the
problem of correcting its signal smack
into their laps, and WPIX, The New
York Daily News station (Channel
11), used an advertisement in that
paper asking set owners to report re-
ception difficulty.

Since these two high frequency
stations went on the air, there has
been terrific confusion and contradic-
tion as to the problem of reception.
Some engineers claim only an addi-
tional high frequency antenna will
provide proper reception, since lower
band antennas cannot be harmonical-
1y tuned to the higher signals. Other
engineers claim reorientation of an-
tennas should be satisfactory. Fi-
nally, service companies have been
deluged with calls by set owners
seeking correction enabling them to
get the two new stations. Many own-
ers have squawked bitterly over the
additional fees charged for this work,
while others, unable to install roof
antennas, have been told it’s prac-
tically impossible for any adjustments
to be made on indoor antennas.

WATV Worst Off

WATV seems to have been hardest
hit, with Irv Rosenhaus, the station’s
president, stating he would go off the
air for two days to enable the RCA
staffers to study the situation. Rosen-
haus stated that his output is sup-
posed to be the equivalent of 50 k.w.
but that only 10 per cent is being de-
livered. The station’s position is that
since the transmitter is an RCA in-
stallation, it’'s RCA’s job to make the
thing tick.

Supporting this stand is the fact
that many engineers feel that the best
locations for TV transmitters are
either in Jersey or on Long Island,
since such locations help avoid prob-
lems created by Manhattan skyscrap-
ers. This is partially substantiated,
at least, by WOR-TV’s decision to lo-
cate in Jersey. 1t is felt that part of
WPIX’s problem comes from its
transmitter’s location in the heart of
Manhattan.

The WPIX-Daily News ad stated
that while its signal was being picked
up all over metropolitan New York,
“many set owners don’t realize how
complicated television is . . . set
manufacturers simply haven’t had
time to tell the public about the com-
plexities of this new medium or the
adjustments that must be made in or-
der to bring in WPIX and other post-
war high band stations coming on the
air soon in New York. . .” The ad
concluded with a coupon to be mailed
by set owners encountering reception
difficulties.

FC&B Prep 5-Min.
Pix for Rheingold

NEW YORK, July 17.—The Foote,
Cone & Belding Agency this week
was prepping a five-minute film
series for Rheingold Beer, to tee off
early this fall. The blueprint for the
idea is expected to get an early okay
from the bankroller, with production
to begin shortly thereafter.

The series will mark Rheingold’s
video debut. It would be shown in
the New York area only, since this
is the brew firm’s major market.
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Moppets Pick Historical

Adventures and Mysteries

NEW YORK, July 17.—Children in
the 9-to-12-age bracket, surveyed
for their desires in television shows,
indicated that historical adventures
and mysteries were their top two
choices. The survey covered 300
moppets in the urban, suburban and
rural areas in New York City, Bronx-
ville, N. Y.; Maplewood, N. J., and
Basking Ridge, N. J. The queries
were made in school classrooms, with
the co-operation of school authori-
ties, by Junior Programs, Inc., which

Eastern Outlets
Pay 6G Each on

Politico Confabs

PHILADELPHIA, July 17.—Pro
rata cost of the pooled television
coverage of the three political con-
ventions will run to about $6,000
for each of the 18 participating sta-
 tions. This includes estimates as to
expenses in covering the three-day
convention of the Henry Wallace
party due to start here Friday (23).
So far, for the two conventions al-
ready held, the rap per station is be-
tween $4,800 and $5,000, it was stated
here this week.

These figures apply only to East-
ern Seaboard stations which tock
convention coverage by direct feed,
either coaxial or micro wave. It
covers costs of facilities, salaries and
overtime for technicians and hous-
ing. It does not, however, apply to
the costs of convention coverage han-
dled off the floor, which in each case
was done on the individual station’s
own account.

The pool operation was generally
smooth, those concerned with it
stated this week. Technicians were
assigned from the National Broad-
casting Company (NBC), the Colum-
bia Broadcasting System (CBS), the
American Broadcasting Company
(ABC) and DuMont, each staff taking
one full day’s assignment on the
floor events. The same system will
be in effect for the Wallace conven-
tion, with Philco (WPTZ) handling
the remote pick-up from Shibe Park,
where one Wallace meeting is to be
held.

toured live children’s shows thruout
the country prior to the war and
which now is prepping video produc-
tions for youngsters.

One or more video shows had been
seen by 85 per cent of the children
queried. Asked whether they would
be interested in seeing televised dra-
matic versions of their favorite books,
93 per cent said yes.

In addition, nine different types of
programs were listed and the children
were requested to note their top two
choices. The result shows the follow-
ing choices, the percentages indicating
the votes each program type received
for either first or second choice.

Historical adventures—83.7

Mysteries—82.3

Quizzes—64.8

Animal stories—56.6

Fairy tales—49.8

How-to-do~-it-shows—39.2

Stories of children in other coun-
tries—34.1

Stories of boys and girls today—22.5

News about children everywhere—
20.9

Mrs. Dorothy L. McFadden, presi-
dent of Junior Programs, is a former
staffer at WRGB, Schenectady. The
outfit recently produced the Fizz Quiz
series over WNBT and has several
new moppet video packages in the
works. A number of top names are
on its national sponsoring committee,
of which actress Katharine Cornell
is honorary chairman.

Kieran, Schulberg

Ink Tele Pic Series

NEW YORK, July 17. — John
Kieran, quondam sports writer and
quiz expert, and film writer-novelist
Budd Schulberg have been signed for
tele film series by the International
Tele-Film Company, headed by Paul
F. Moss, former legit producer.
Titled Kieran’s Kaleidoscope, the
show starring the former Informa-
tion Please headliner already has
78 hours either completed or in
production. Schulberg will write and
direct a film series featuring Ray
Arcel, boxing trainer, on keeping that
waistline slim. Top sports celebs will
guest.

Both shows are being marketed on
an open-end basis, with distribution
direct to broadcasters for local sale.

Way Cleared for Coverage
~ Of Third Party’s Convensh

PHILADELPHIA, July 17.—Ques-
tions involving the placement of the
WJZ-TV mobile truck, and the par-
ticipation of WPIX in the coverage of
the forthcoming convention of Henry
Wallace’s third party, were the only
elements of dispute at this week’s
meeting of the pool committee of the
television industry. The committee,
which set up all arrangements for
video coverage of floor happenings at
the Republican and Democratic con-
ventions, agreed to cover the Wallace
get-together, which starts here ¥ri-
day (23) and is scheduled for turee
days.

The question involving WPIX was
that station’s feeling that it didn’t
want to participate. One telecaster
attending the meeting said it wasn’t
maede clear whether the WPIX stand
was taken because of questions of
politics or because it was felt the Wal-
Jace meeting might not warrant, from
the news aspect, the expenditure in-
volved. Final decision, however, was

for WPIX to continue participating
in the pool.

The WJZ-TV mobile truck has been
burning other telecasters ever since
the GOP confab. The truck, during
convention, was placed outside the
front entrance to Convention Hall and
has grabbed off considerable pub-
licity, via both comment and news-
paper space. The irritant elements
to the other video outfits were that
WJZ-TV isn’t on the air and the
truck, therefore, doesn’t mean any-
thing insofar as telecasting is con-
cerned.

Upshot was that at this week’s
meeting (13) the National Broadcast-
ing Company (NBC) and Columbia
Broadcasting System (CBS) threat-
ened to leave the pool if the truck
wasn’t parked elsewhere. After con-
siderable conversation, WJZ - TV
agreed to hang drapes over its call
letters. NBC and CBS agreed but
with misgivings, since similar at-
tempts had been made in the past,
with urchins tearing off tbe cover-
ings each time.

Next Confabs

Need Drama,

Streamlining, Says Politicos;
Speech Timing Necessary

PHILADELPHIA, July 17.—With
the Republican and Democratic na-
tional conventions now out of the
way, spokesmen for both major par-

ties are agreed that conventions of
the future will be thoroly stream-
lined by television. This, they state,
was amply demonstrated at the two
huddles here and should be really
dramatized by the time 1952 rolls
around.

The enormous amount of publicity
and reaction generally to TV’s politi-
cal coverage made the politicos ter-
rifically conscious of the new eye that
was upon them. Ed Ingle, radio
head of the Republican National
Committee, stated this week that
the major change he expected on
future conventions would concern
timing—the timing of speeches, the
hour at which acceptance speeches
would be made and the length of
time to be allowed to convention ora-
tors, for example.

“All of us were enormously im-
pressed with television,” Ingle de-
clared, “and know that it will have
a profound effect on arrangements
for future conventions. It will also
have a great effect on campaign pol-
icies. In the future, and possibly
even in the 1948 campaign, it is quite
likely that we’ll emphasize brevity
in both radio and television. .

“For example,” Ingle continued, “in
the past we've used both 15-minute
and half-hour speeches. This year
we’re going to concentrate on much
shorter air time, using one-minute
spots, in many cases. By 1952, tele-
vision will no longer be a novelty,
and the fact that millions will be
watching us, even tho they’re not in
the hall, is certainly going to govern
our thinking.”

Demo’s Bad Timing

General reaction this week was
that the Democrats had doused them-
selves up with their timing of Thurs-
day nominating and acceptanrce ses-

sion. As a result, President Truman
and Senator Barkley didn’t get on
until around 2 a.m., when a minimum
TV and radio audience was available.
Democrats were also criticized for
allowing 30 - minute nominating
speeches, in contrast to the GOP’s
20-minute limit, and for allowing an
unlimited number of seconding
speeches, which the Republicans lim=
ited to four, with a maximum time
allotment of five minutes.

With the Republican convention
providing the basic experience, the
Democratic convention was taken
easily in TV’s stride. All concerned
had a greater degree of confidence
in themselves, and many technical
and production headaches which had
proved troublesome in the first come

vention were solved before or during
this week’s convention,

Longhair Ork
To Do Detroit

Tele Series

DETROIT, July 17.—The Detroit
Symphony became probably the first
major orchestra to go on a regular
television schedule with arrange-
ments signed this week with WWJ-
TV to pick up a weekly concert
Tuesdays at 9 p.m., beginning July
20. The symphony made one video
appearance in the spring, from
Orchestra Hall, but the present series
will originate from the State fair-
grounds, where an outdoor series
is being given in the orchestra shell.

The series, which will be sustain-
ing, will run an hour, with Charles
Layton, who handled the orchestra’s
appearances over the American
Broadcasting network, as announcer.

Paul W. Morency, Vice-Pres.—Gen. Mgr.

By very meagurgmen
WTIC

domives T, prospetous

*Soihern New England
Markat

Walter Johnson, Assistant Gen. Mgr.—Sis. Mor,
WTIC'S 50,000 watts represented nationally by Weed & Co.
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TV Sets-in-Use 3-1 Over

BMB Ponders TV Census;
Drastic Action Is Called For

Figures Cover
Evening Hrs.
In DualHomes

Other Pulse Comparisons

NEW YORK, July 17. — In New
York homes containing both a radio
and a television receiver, the video
sets are getting nearly
three times as much
play as the radios
during the evening.
This fact was brought
out in a special sets-
in-use (SIU) survey
of Metropolitan New York radio
and television homes for the April-
thru-June period, made by The Pulse,
Inc., research organization, especially
for The Billboard’s Continuing Pro-
gram Studies. Another interesting
development is the increasing popu-
larity of daytime telecasts, despite
the sparsity of programing in the
hours between noon and 6 p.m.

The Pulse survey shows that radio-
video homes. in the all-day noon-
thru midnight period, now are util-
izing their tele sets nearly twice as
frequently as their radios, with June
figures showing a 21.4 tele SIU figure,
to 11.3 for radio. In May, it was 17.8
for video to 12.0 for radio, while in
April the tele fisure was 17.7 to 9.8
for radio.

Other Figures

Homes with both radio and tele
sets also gradually have developed a
higher SIU figure than those with
radios alone. In April, it was a 28.6
average SIU for radio homes, to 26.9
for radio-tele homes. In May, radio-
tele homes had a 29.6 average, sur-
passing the 29.2 of radio homes. In
June, the gap was widened, with 31.5
for TV homes against 28.4 for radio
homes.

Daytime figures still find radio get-

(See TV Sets-inUse on page 38)

Bevis To Top NBC’s
Cleveland TV Outlet

NEW YORK, July 17..—Charles C.
Bevis Jr., in charge of TV station
relations for the National Broadcast-
ing Company (NBC), has been ap-
pointed manager of NBC’s Cleveland
video outlet, WNBK, effective im-
mediately.

Bevis joined NBC in 1936. Prior
to his post in the station relations
department he was executive assist-
ant to NBC Vice-President John F.
Royal for two and one-half years.
Before the war, in which he served
as a carrier dive bomber pilot, Bevis
was an executive in the web’s night
program department.

Quality Glossy Prints

If you want quality photo-reproductions and
fast service, order from us. We make them
by the thousands.

100—3x10's for § 6.50
500-—8x10's for 27.50
1000—38x10's for 50.00

Negative charge of $2,00
Post cards in quantity, 215 ¢ each.
Write for price list on other sizes.
One-Third Deposit, Balance €. O. D,
OQuality Photo Service
Perkins St., Box 42 Bristo!, Conn.

AM

(Continued from page 9)
curate figures are available in a few
localities onlv, from reports on sete
produced and shipped by members of
the Radio Manufacturers’ Association
(RMA). But these reports, admitted-
lv, have been given reluctantly by
RMA members, seeking to protect
their competitive status, and have
come thru infrequently and for few
cities. An attempt by American Tele-
vision Society (ATS) to get accurate
tele census figures thru questionnaires
appended to electric bills has met
with limited success in such cities as
Chicago, St. Louis, Philadelphia and
Washington. But little or no progress
has been made in New York. Los
Angeles, Milwaukee, Boston, Rich-
mond and Baltimore.

New Methods Needed

The BMB subcommittee decided
that new methods must be explored,
and wars cf paying for these methods
be determined. To determine which
research method is best and most
economical for surveying tele owner-
ship during this period of fluctuation
and growth.the committee has recom-
mended a series of tests. These would
take one or two relected cities. and
utilize such standard methods acs
house-to-hernce, telephone and mail
coverage. These would then be com-
pared with one other. and with the
RMA reports and the ATS electric
bill systems, both for efficiency and
economy. Whichever was ultimately
selected would probably be utilized
on an annual basis for several suc-
cessive years, with smailer, in-be-
tween surveys added at frequent in-
tervals during this period of rapid
growth.

Some of the problems faced in any
survey can be seen when it is real-
ized that only about 2 per cent of
families own tele sets. Thus, a polling
system which, thru insufficient cov-
erage, gets an affirmative answer
three times out of every hundred, on
a nationwide scale, could be as much
as 50 per cent off.

Action Next Month
The entire plan will come up for
action by BMB’s new television com-
mittee. which will meet August 25.
Should it get the okay there, as an-
ticipated, it would then also necessi-

tate approval by the BMB finance
committece for expenditure of what-
ever funds are required. BMB offi-
cials, meanwhile, will be drawing up
proposals on the various techniques
being considered, and total costs, and
may seek outside help for financing
of the surveys. It is believed that
advertiser< and agencies, in particii-
lar, have the most to gain from such
research, and wculd be the likeliest
prospects for picking up part, if not
all of the tab.

Present at the subcommittee meet-
ing last week were its members, Wil-
liam Fay, WHAM, Rochester; Wiliiam
Forbes, Young & Rubicam, and Carl
Plehaty, Standard Brands. Also poi-
ticipating in its discussion were some
guest experts, including representa-
tives from ATS and several research
ovrganizations,

Bigelow To Handle

Wesson Comedy Seg

HOLLYWOOD, July 17.—Personal
Manager George (Bullets) Durgom
last week concluded a deal with Joe
Bigelow, former J. Walter Thomp-
son radio production veepee. ‘o
write, direct and produce a half-
hour air package starring Dick and
Gene Wesson in a new comedy show.

Rib-tickling team was recently
brought under the Durgom wing.
Audition record of the yect untitled
Wesson show will be cut next week.

3 Syracuse Channels

Approved by FCC

WASHINGTON, July 17.—Tele-
vision construction permits totaled
104 this week as the Federal Com-
munications Commission  (FCC)
handed out simultaneous authoriza-
tions for all three of the channels
assigned to Syracuse.

Successful applicants were Radio
Projects, Inc. (Channel 35), Mere-
dith Publishing Company (Channel
8), and WAGE, Inc. (Channel 10).

B-U-L-O-V-A

Time Signals

Now on 20 Tele Stations

NEW YORK, July 17.—Purchase of
time signals on three owned-and-
operated-video stations of the Ameri-
can Broadcasting Comvany (ABC) by
the Bulova Watch Company, altho
none of the stations is on the air yet,
underlines the aggressive policy of
the watch firm for tele, which bids
to parallel its vast use of radio spots.
Bulova already is signed for spots
on more than 20 stations, in every
city with a tele station. Officials of
the company and the Biow Agency,
handling the Bulova business, have
expressed determination to establish
franchises in every new tele market
that opens up.

The latest contract, with ABC sta-
tions KGO-TV. San Francisco;
WXYZ-TV, Detroit, and WENR-TV,
Chicago, is a special package deal,
calling for 17 time signals per week
on each outlet. effective opening day.

The Chicago outlet begins September

1- Detroit, October 1, and San Fran-
cisco, December 1.

The ABC contract is somewhat
more elaborate than those signed
with individual stetions. Bulova is
averaging about half that number of
time sirmals on most other stations.
In the New York area, stations used
now are WNBT, WCBS-TV and
WPIX.

The policy of spreading out and
srowing with tele was first set by
Ta'ayn snme six months ago. Shortiy
thereafter, its time signals began ap-
pearin? in everv tele city. While no
saturation coverage has been at-
tempted for video comparable to
Bulova's use of radio spots, agency
execs indicated that as soon as audi-
ences evidenced sufficient growth,
orders for additional sir~~1s world be
forthcoming. Every effort will be
made, they intimated, to keep Bulova
in key time slots on video as it is on
radio.

KSTP-TV Pleased |
With Home Games;

Out of Town? NSG

MINNEAPOLIS, July 17—“Play
hall!” is sweet music to the ears of
KSTP-TV execs—especially when the

umpire shouts it at Nicollet Park,
home of the Minneapolis Millers,
American Association entry. KSTP-

TV has found that its video ledger is
in deep black when the Millers are
playing at home and the games are
telecast. The color changes to red,
however, when the team goes on the
road and other programs must be
presented.

The trouble has been, however, that
the ball club has been away more
than it has been home, and the over-
all hue of the record books has been
on the pinkish side.

But management spokesmen are by
no means sad-faced about it. True,
they’d like to do better, but even so,
for the 33 hours of videocasting
weekly, the ¢tation has pacted 11 na=
tional and seven local bankrollers.

Special TV Budgets

“We are urging our advertisers to
set up a special budget for TV to
bear the same relationship to sales as
research does to production,” one
exec said. “We want them to buy
television on the basis of an experi-
ment with a new medium, helping to
build it up and assuring them of a
franchi-e on time. There are great
promotional possibilities for those
products using television because of
the unigueness of the medium. Cer-
tainly, mistakes are being made, but
now is the time to learn.”

He pointed out that there are 4,000
sets in operation in the area, includ-
ing home, tavern and dealer installa=-
tions, each drawing eight to 12 per=-
sons per scanning. The impact is
such that some advertisers report get-
ting cash results already.

KSTP-TV concentrates heavily on
live programing, with 70 per cent of
its sked local talent. Newsreel serv-
ice is very good, with pix getting here
by airplane in five hours. Quality
has been good. Straight films are
spotty, some being good, others n.s.g.
Local news shots have been extraor-
dinary and cuiled some fine kudos
from viewers.

Packers and Badgers

On Radio and Tele

MILWAUKEE, July 17. — The
Wadhams Division of Socony Vac-
uum Oil Company, which for 20
veoars has sponsored broadcasts of
the Green Bay Packers and Univer-
-ity of Wisconsin football teams, last
week signed to air them over radio
and television both. Coverage will be
handled via WIMJ and WTMJ-TV.

TMJ, which has exclusive rights
for broadcasting Packer games, will
feed them to a special State network
of 10 stations. Bob Heiss, starting his
fourth year of Badger games and
second year of Packer battles, will
do all 23 broadcasts.
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CBC To Allow
Political Meets
Free Air Time

(Continued from page 35)

The action will be genecrally wel-
comed by the various parties, but al-
ready some quarters are viewing the
move with a jaundiced eye because
the CBC, which is government-con-
trolled, decided to implement the
move just before the Liberal parley.
None of the other parties are contem-
plating & convention in the near fu-
ture.

Also bound to bring controversy is
the phrase in Dunton’s statement
that the broadcast talks will be al-
lowed al “. . its (CBC’s) discre-
tion.” What exactly that means re-
mains to be seen. Other points which
remain to be cleared up are whether
copies of the speeches will have to
be checked with CBC before broad-
cast and what form a national con-
vention will have to take to meet
CBC’s “jualifying” standards.

Under CBC regulations, there are
four parties—Liberal, Progressive
Conservitive, CCF (Socialist) and
Social Credit—which are listed as
“national” parties and therefore en-
titled to the free broadcast time. The
Labor Progressive (Communist) party
is not included because it has no
representation in the House of Com-
mons at the present time.

Hw’d TV Film Firm
To Produce Fillers

HOLLYWOOD, July 17.—A new
video film production firm, specializ-
ing in film fillers, was launched this
week. Partners include Jack Hope,
Bob Hore’s brother; Al Capstaff, pro-
ducer of the Hope radio show; an-
nouncer Wendell Niles and Walter
Strenge. ‘

Idea behind the new venture is to
produce three or four-minute musical
shorts which will be peddled to video
stations as filler material and used in
the same manner as single musical
recordings. First strip in a series of
13 was shot by Capstaff last week,
featuring the Guardsman Quartet and
Wendell Niles, with episode built
around the ditty, In the Shade of the
Old Apple Tree. Firm hopes to build
a backlog of several hundred strips to
be sold outright or offered on a rental
basis.

Westinghouse Ups
Dough at Stations

PHILADELPHIA, July 17.—Over
300 employees of Westinghouse Sta-
tions, Inc., will share salary increases
of over 8 per cent, General Man-
ager J. B. Conley stated last week.
Wage hike, based on a 40-hour week
and retroactive to June 13, will go to
some 200 salaried workers and over
100 supervisory and management per-
sonnel.

Westinghouse outlets are WBZ and
WBZ-TV, Boston; KDK A, Pittsburgh;
WBZA, Springfield, Mass.; WOWO,
Fort Wayne, Ind.; KEX, Portland,
Ore., and KYW, Philadelphia.
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German Radio a Goulash;

U. S.. Brit., Russ Ideas Clash

(Continued from page 7)
evident. They have settled down to
a steady diet of about 60 per cent
music, and the rest news, wordy
speeches and rather clumsy educa-
tional airers.

Each occupying power tried vig-
orously to popularize its type of pro-
graming with the German listeners.
All have flopped. The U. S.-run sta-
tions, for instance, installed 15-30-
minute program skeds, but the Ger-
mans go for heavy one and two-hour
shows. Popular music, American
style, has made very little head-
way here. Preference is for com-
plete symphonies and operas, plus
chamber music. The British have
their troubles, too, having pushed
re~education stuff too vigorously and
too soon, and now are trying to wean
back listeners by going overboard
on entertainment. Each zone also
gets its language lessons in English,
French and Russian, but these will
never hit the German equivalent of
the “top 15.” News shows are dull,
the best seeming to be the British,
with short, crisp headlines preceding
concise reading of items. Comnedy
shows are pretty sad, with the scar-
city of scripts and talent appalling.
Cabaret variety shows, with music
and allegedly funny sketches, are
about the best along this line.

Giveaways Do It

Most popular shows on German ra-
dio today are the giveaway quizzers.
Top German show is aired over the
Frankfurt outlet in the U. S. zone,
and doles out complete kitchen equip-
ment ranging from glassware to the
heavier items, and even the rarest
of all commodities, American ciga-
rettes.

Only income for the German sta-
tions comes from listener licenses,
which cost two marks per month,
thru the post offices. The Nordwest-
deutscher Rundfunk, operatling in the
British zone, claims an income of
6,000,000 marks per month, while
two Russian-zone outfits, Berlin and
Mitteldeutscher Rundfunk, claim
5,000,000 marks monthly, American-
zone stations in Munich, Frankfurt
and Stuttgart get 2,200,000 marks,

MEL TORME SHOW

(Continued from page 8)
stint of thesping in some soap operas
in his callower days, and reads a boff
line now. Supporting players also do
well with their material. Scripting,
by Harmon Alexander and Ben Perry,
was routine, plotwise, but came thru
with a few good yocks. Torme turned
loose his tonsils on three numbers,
Youw’re Driving Me Crazy; Pythagorus,
How You Stagger Us, and Hooray for
Love. His husky tenor has won him
a devoted, if not gigantic, following
which likely found his ululating en-
joyable. Them as aren’t fond of him
to start with probably weren’t con-
verted by this show, either. In toto,
the Torme show rates a couple of
notches above standard summer fare.

'| Commercials pitched for PM’s mild-

ness as a bulwark against “cigarette
hangover.” Hitch-hike was for Reve-
lation pipe tobacco. Sam Chase.

UP EQUITY’S DOUGH

(Continued from page 3)
The old provision stands.
When a company is on tour and it
lays off Christmas or Holy Week,
the acts are entitled to minimum sal-

4l | aries. The pact runs for two years,

but minimums will be upped next
year if the cost of living index of
the Bureau of Labor Statistics rises

this year.

1,000,600 marks and 600,000 marks
per month, respeclively. All stations
are overstaffed, but the Russians are
making particularly heavy pitches
at top talent, offering much higher
salaries plus three to five food par-
cels per month and cigarettes.
Cold to Commercials
The prevalent attitude toward pos-
sible commercial ‘broadcasting is re-
vealed by replies received from 70

persons picked at random by The
Billboard’s correspondent. Of these,
only 10 thought that sponsored pro-
grams would be of any benefit, while
25 said they didn’t like the idea of
commercials interrupting a program.
The other 35 could not understand
the meaning of a commercial opera-
tion.

Experienced radio personnel un-
tainted by the Nazi tinge has been
hard to come by. But the British, as
ever, got the biggest surprise of all
the occupying powers. Quite early in
their occupation the English began
letting stations be operated by Ger-
mans, even appointing German de-
partment heads. After about two
years of such operation, they were
confounded by the discovery that
four of their top news chiefs and
commentators were ardent Nazi party
members.

OLYMPIC SWIMMING

(Continued from page 8)
racers was very accurate, and ex-
cellently synchronized with com-
mentary.

Interviews, Too

Occasional between events inter-
views served up varied interest, of
varying quality. Realistic attitude
toward television as an actual ob-
server was taken in a number of
crowd shots—borne out by the audio,
with the pool p.-a. system frequently
picked up to supplement, sometimes
antiphonally, Wattrick’s intelligent
commentary. His occasional video
reference to what was seen in such a
point “of the picture” was beamed
right for the screen. A few short
takes showed his legman, interview
technique—with lapel mike—and the
positioning of the second camera and
remote transmitter equipment to
show the spectator how it was being
done—an exceptionally sound piece
of television production, particularly
on a news event.

Interjected commercials were neat
placards, satisfactorily identifying sta-
tion and sponsor, but held too long,
especially when the audio was silent
and the spectator got a tiresome,
lengthy look at a five-word sign. A
studio announcer might help, on these
breaks. Haviland F. Reves.

CAR DEALERS’ BLURBS

(Continued from page 5)

spots accepted from auto fraternity.
New auto dealers, who buy compara-
tively little airtime, accuse used car
sales orgs with using radio to mis-
lead, giving public false info on cars.
prices, etc. Such violations, if true,
are forbidden by NAB code, now
effective.

Behind drive to clean up offenses
is the Los Angeles Better Business
Bureau, working with the Southern
California Broadcasters’ Association
(SCBA) and NAB’s 16th distrct di-
rector, Cal Smith. Feeling is that
NAB code as it is formulated is too
vague to insure enforcement. Hence
a separate local set of standards will
be recommended to protect stations
from client pressure and guarantee
used car dealers against unfair com-
petition. A similar code of standards
governing newspaper ads was
clamped down on car dealers several
months ago.

BBC Cuts Light
Programs in Net-
Musician Fracas

(Continued from page 7)

or music halls, instead of the cur-
rent flat $2.50 extra per man. Also,
BMU has sought to establish a prin-
cipal that studio broadcasts deserve
a higher scale than that paid by
private employers for public con-
certs.

While brushing off the first two
demands, BBC said it is willing to
make some concessions on the third
request, but has rejected the fourth
point flatly. The government-op-

erated outfit indicated it is willing
to double its current $2.50 scale for
remote airings of concerts and other
musical events, but is not ready to
go all the way with full studio scale,
which it said would be three or four
times present scale. As for the prin-
cipal of top scale for radio, BBC
simply said, no, thanks, and pomted
to the increases obtamed from it in
recent years, with BMU members
now drawing some $4,000,000 per
vear in salaries from the web.

In rebuttal, BBC demanded that
BMU members not engage in re-
strictive practices, that they be “com-
petent and qualified” and that, in
effect, the union keep its nose out
of BBC books, since its income comes
from license -fees paid by listeners,
and is not “a fund to be perpetually
raided.”

Steady Tuning May
End Air Problem

(Continued from page 35)

add to the costly AM reception cir-
cuits at a time when the emphasis
is on slashing tele receiver costs. As
sales of tele sets go up in the next
few years, cutting heavily into AM
receiver sales, popularity of FM re-
ception is expected to go up pro-
portionately, ultimately paying off
commercially.

Little Added Cost

The use of the continuous tuning
device adds very little to the cost of
the tele set. This circuit first was
utilized by DuMont for its tele sets,
in a patented arrangement called the
“inputuner” system., This permits
continuous tunning from 44 to 216
megacycles without a break, cov-
ering all 13 television channels as
well as FM, amateur and aviation
channels. The systems enables re-
ceivers to get regular FM stations.

System Leased Out

The DuMont system has been leased
out for use by Stromberg-Carison
and Crosley, and is being incorpor-
ated into their TV sets. In addition
the Mallory-Ware inductuner, upon
which the DuMont system is based
is being used in sets of other manu-
facturers thru contract with the
P. R. Mallory Company, of Indiana-
polis, its patent holder. The invention
wes developed by Paul Ware, now
DuMont tuning assemblies manager.
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Decca Taking
On Few Indie

Distributors

For Better Area Coverage

NEW YORK, July 17.—In a prece-
dent-shattering move, Decca Records
is expanding its national representa-
tion by taking on a few independent
distributors. The company already
has appointed the Salt Lake Hard-
ware Company to handle its wares in
the Salt Lake City area, marking the
first outside distrib for the diskery
since its earliest days.

Much like the recent Capitol Rec-
ords decish to add a few indie dis-
tribs to a company-owned distrib net,
Decca’s idea is to expand its market
coverage without absorbing addi-
tional costs. Hitherto, the company
had serviced the Salt Lake City sec-
tion thru its branch in San Francisco.

Decca spokesmen carefully iterated
that there was no other motive for the
indie distrib add-ons but to reach a
larger market. Subsequent outside
wholesalers will be taken on for those
territories fitting conditions similar to
Salt Lake City where the demand
does not warrant a branch office, but
cannot be adequately handled by a
branch office located too faf from the
scene of operation.

Some gaps created when Decca ad-
justed its distrib set-up by shuttering
a dozen of its 42 outlets in favor of
“superbranches” also probably will be
filled in via indie outlets. The move
to appoint the indies comes at a time
when Decca’s newly launched Bruns-
wick label will be peddled thru indie
outlets, but there is no connection be-
tween the separate maneuvers. (For
further details of the Brunswick
label, see other story this issue.)

Decca To Stop
Distributing
For Com’dore

NEW YORK, July 17.—Milt Gab-
ler, Commodore Records’ mentor who
is also an a. & r. exec at Decca Rec-
ords, disclosed this week that Decca
will discontinue distribution of his
Commodore Records. Papers for the
separation are being drawn up by
both firms’ lawyers, with signatures
expected within the week.

Commodore will appoint independ-
ent distributors to handle the line,
which will include a backlog of skat-
ing rink organ masters not released
previously on the label. Prior to the
arrangement with Decca, the jazz
indie had relied on mail distribbing
for the bulk of its trade.

Decca distribs are unloading some
50,000 Commodores thruout the
country, selling at job-lot prices to
retailers. Gabler has okayed a re-
tail sale price of 65 cents for 10-inch
and 95 cents for 12-inch platters so
disposed of. Meanwhile, a reduction
in the price of certain of the Com-
modore’s output sold under regular
conditions is being weighed. Except
for the limited sales collectors stuff,
mostly Dixieland, reduction would set
10-inchers at 75 cents and 12-inchers
at $1. This would lower the price
on Commodore’s better sellers—Billie
Holiday, Eddie Heywood, Roy Eld-
ridge and other vocal and Harlem
jazz material.

Communications to 1564 Broadway, New York 19, N. Y.

Surprise End of Wax Ban
Seen in Reports AFM Chief

Leansto Institute Plan

Diskers Admit Last-Minute Snag, However

WASHINGTON, July 17.—A& usually reliable indusiry spokesman said here today
that a sudden new shift in negotiations with James C. Petrillo has developed and now
points to a possible surprise end to the American Federation of Musicians (AFM) disk-
making ban within a few weeks. The industry Informant said that the latest situation
represents a sudden reversal from the status of last week-end when disker representa-
tives In New York were anything but optimistic over an early successful wind-up of
negotiations (The Billboard, July 17).

According 1o the industry source here, Petrillo is now showing a more responsive
attitude to the proposed Institute for Music in America plan (The Billboard, July 3) altho
some modifications are being discussed. The spokesman emphasized, however, that
the situation “is still a highly uncertain one.”

NEW YORK, July 17.——Record company spokesmen here admitted this
week that a last-minute snag was holding up a plan for unified action,
presumably against Petrillo’s recording ban. The disk execs were uncertain
whether the delay necessarily represented any grounds for optimism, nor did
they know for sure whether any new sign or word from Petrillo concerning
the Institute for Music in America plan had been received.

It appeared that the last minute hold-up emanated from the RCA Victor
Company, since execs from other diskeries had expressed the earlier
conviction that a prepared defy-Petrillo statement from the record industry
was all set. On Friday (16) the word came out that strategy, confab and
statement had been delayed because of Victor’s insistence that more time
be taken from its end. Sources in Washington and here carried the strong
impression that the Victor reaction construed something more than normal
caution and that perhaps some Victor official had a “new” word on the
Petrillo situation. Other spokesmen were confused on this point, however,
pointing out that Petrillo had been in Philadelphia all week at the Democratic
convention (he attended as a delegate) and returned to New York only
Friday.

Secret Confab?

Meanwhile, there was no clue to support conjecture that new efforts
would be made to meet with Petrillo. Unless a meeting was being secretly
staged between Victor rep and the AFM boss, the chances were that no more
direct contact with Petrillo would be maintained for the timne being. Decca
Records Prexy Jack Kapp, who originally had communicated with the AFM
chief on the proposed industry plan to settle the ban, left for England
Thursday (15).

Until the end of week gave rise to new and possibly optimistic reports,
record manufacturers were busily laying plans to openly defy the AFM no-
waxing edict. Diskers had planned to issue a statement inviting AFM
musicians to come in and record while the manufacturers were ready to say
they “would record where and when we can.” It was understood that the
last-minute mysterious snag had at least temporarily killed the announcement
which the diskers were putting together as.a result of Petrillo’s cold shoulder
reception to the institute plan (The Billboard, July 17).

Defiance Mounts

Incensed over Petrillo’s refusal even to negotiate on the terms of the
foundation plan, most of the manufacturers re-sounded their contention that
it was a sound solution to the legal problems which confronted them in
finding the key to concluding the ban.
Capitol, Decca and Columbia diskeries, the defy-Petrillo attitude swelled
in the past week to the point where at least these firms were ready to proceed
with tootler recording in this country. Reps of these firms claim that they
have contacted AFM tootlers and their proposals to cut wax have been
received favorably by almost all of them with the provisio that the musickers
be offered sufficient protection against AFM detection. This favorable
reception led to drafting of the public statement which now has been held
up. In the event, however, that the flash optimism holds a false foundation,
it is believed likely that the diskers will follow thru with their public notice
of defiance to Petrillo,

Meanwhile, six or seven smaller diskeries have been cutting wax with
union tootlers in New York. Tho these are not major waxeries, they
nevertheless are firms of considerable stature in the industry.

One of the big points in a diskery-wide stand against Petrillo to be
decided is the payment of accrued royalties for the AFM recgrd fund. Many
diskers have flatly stated that they will refuse to pay Petlello any further
royalties, with most not having paid the union since the first of the year.
However, at least one of the diskers is keeping its AFM money in a special
fund in the event the union decides to sue and wins. )

Meanwhile, Decca attorney Henry Cohen’s skedded conference with
Rep. Fred Hartley (R., N. J.) was postponed this week when appointments
were crossed up-and Hartley, who was in New York for a couple of days,
returned to Washington. It is believed that they may meet next week.
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NEW YORK, July 17.—Al Gazely,
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merged Mus-Art Agency and former

Music Corporation of America, will
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Br'swick Wax
Definite as
Decca Subsid

Sell Thru Indie Distribs

NEW YORK, July 17.—Confirming
reports of several weeks’ vintage,
Decca Records’ executive veepee,
Milton Rackmil, this week revealed
that the diskery has reactivated its
subsidiary, Brunswick Record Cor-
poration. The Brunswick label will
reappear on the market in September
and will be marketed thru independ-
ent distributors now being appointed.

The new Brunswick wax will in-
clude pop, country and Negro etch-
ings with releases drawn from the
Decca backlog of pre-ban masters
and from the diskery’s catalog of both
released and wunreleased masters.
Diskings, which will be sold at 75
cents retail, will feature reissue of
such artists as Woody Herman, Jim-
my Dorsey, Count Basie, Tony Mar-
tin, Geri Gallian, Bob Crosby and
Frances Langford.

Michael Ross has been appointed
general sales manager for the new
Brunswick line. He will headquarter
in Decca’s New York office. Ross
currently is setting up the inde-
pendent distribution network for the
revitalized disk line.

N.Y.Rink To Be

Super Dancery

NEW YORK, July 17—It is
understood here that the Gay Blades
skating rink will shut down within
two or three weeks to undergo a
complete revamping which will trans-
form it into a super dancery a la
Hollywood Palladium. The new hall
will be under the combined manage-
ment of the Palladium, represented
by Maury Cohen, and New York’s
Roseland Ballroom, represented by
Lou Brecker.

Plans for the change have been in
the works for some years now, and
minor alterations have been going on
piecemeal for several months, Com-
plete reconstruction will take about
six months, it is believed.

With the construction of the super
ballroom, it is also reported that the
Roseland, leading Broadway terpery
for over 30 years, will shutter soon
after the first of the year. As reported
here some months ago, the building
housing Roseland is to be razed, to
make way for a theater and offices.

Lund Will Cut
Side for MGM

NEW YORK, July 17.—MGM wax-
ery will cut its first post-ban record
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