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WOR Slams Door
On ‘“‘Richard”;
Sig Recalls Wax

Big Show\. Y.
Preem Apr. 9;

NEW YORK, March 1.—WOR this
week placed a ban on further airings
of Open the Door, Richard and also
advised its comedians to lay off Rich-
ard gags. Reason advanced by the
MBS key outlet was that the tung
was getting to be a “nuisance.”

At the same time the Signatur¢
pressing of the novelty number, cu
by Walter Brown and the Ting
Grimes Sextet, is being recalled fron
sale because of some allegedly blu
Iyrics. Bob Thiels, Signature presi
dent, said he couldn’t estimate th
loss involved in view of pressing
already sold.

London Fuel Ban
On Mats Liftel

LONDON, March 1.—Monday ()
this town’s legit will go back to mi=
inees, after a two-week period n
which they were nixed because>f
the fuel crisis. However, since fel
is still a problem in London, ma-
agers have agreed to start matines
at 4 p.m. instead of 2:30 p.m., util
current restrictions on lighting ad
(See London Fuel Ban on page 3)

COLEMA!

Major Ups:t
In 3d Lap of

Reviewer Pell

@
Morehouse Holds 2d Phce
®
By Bob Francis

NEW YORK, March 1. — The
Broadway drama critics have mssed
the three-quarter mark in ther an-
nual race for accuracy honors. Each
month shows up some slip and
spurts in the running order, But
the current recap of their stadings
over those at the half-way mak last
fall (See November 23 issue )f The
Billboard) highlights a major upset.
Robart Coleman, the Mirror’sidrama
estimator, kas jumped into § solid,
pace-setting lead from third pace, to
displace Times’s pundit, Broks At-
klinson, who has slipped to eighth
slot.

At the mid-term mark crx were
tabbzd on the basis of only 2 shows
which had qualified in the swcess or
failure column (100 performances is
The Billboard’s yardstick for measur-
ing success. Current tabuation is
based on the record of 46 Sem pro-
ductions which have or tave not
made the grade. Coleman sat in
judgment on 45 of these and was

(See Coleman Leads on pege 41)

Keeps $6 Top

North Signs 40 Foreign Acts

NEW YORK, March 1.—Opening
date for Ringling Bros. and Barnum
& Bailey Circus at Madison Square
Garden has been definitely set for
April 9. Decision was reached and
an announcement readied after a
meeting at the Garden Wednesday
(26) of John Ringling North, circus
vice-president, with Garden cfficials.

It was announced that there will
be no reduction in last year’s record

(See R-B NY PREEM on page 48)

Fleshers for Denver

CHICAGO, March 1.—Flesh entér-
tainment gets a boost in Denver, with
t.he Taber, downtown theater, start-
ing once a month vaude Friday (7)
with Art Kassel’s ork, plus two va-
riety acts. House, part of the Fox-
International chain, may use flesh
mcl>tre frequently if biz upsurge re-
sults.

No Man’s Land

NEW YORK, March 1.—Gals’
powder room at Rogers Corner
has an illumjnated sign on its
entrance flashing the following
warning: “Do not open this door,
Richard!”

Stem Showbiz Lags
Behind U. S. Pace

NEW YORK, March l.—January
wasn’t such a hot month for New
York ducat brokers and consequently
for the Third New York Internal
Revenue Collections District (all of
Manhattan north of 23d Street), for
the pasteboard peddlers paid $6,-
770.94 less in taxes than in the same
month a year ago. This year’s col-
lection was $65,370.49.

Except for this, figures released by
the IRCD this week reveal that show-
biz everywhere did gkay for Janu-
ary, with the national admissions levy
soaring to $37,054,760.73. That’s a
hike of $3,313,411.03 over January,
1946.

January bite on theater admissions,
including season tickets, in the third
district aggregated $8,367,244.03, com=-
pared with $6,027,794.09 a year ago.
Roof garden and cabaret admissions
were also upped—$797,375.53 against
$637,266.60,

COPSN.Y.CRIX LEAD

Standard Brands, After 200G
Fling, Awaits Tele’s Maturity

NEW YORK, March 1.—After ex-
perimenting for nearly a year, at an
expenditure of about $200,000, Stand-
ard Brands this week wound up its
video career. R. D. Stetler, adver-
tising director for the food firm,
stated the company would not return
to tele until “it becomes an estab-
lished medium, can prove its effec-
tiveness and costs are in line with
its sales results.”

Standard Brands first took the TV
plunge in May, 1946, when it began
sponsorship of Hour Glass and Face
to Face over WNBT. Latter was re-
placed at the end of the year by
Dancing on Air featuring the Fred
Astaire Dancers. Both shows con-
cluded the past, week, when their
time periods ended. J. Walter Thomp-
son was the agency.

Reason the company made what
Stetler called “one of the most sub-
stantial investments made in tele-
vision"-—the largest of any sponsor,
barring possibly Gillette Razor—was
“for the experience we could gain
and to learn about television prob-
lems and how to tackle them.” Ob-
viously, the company anticipated an
earlier development of the medium
than materialized. Stetler said the
firm also had been anxious to sew
up time franchises, which now have
been relinquished.

Stetler declared that when Stand-

ard Brands entered the field it had
no illusions about video’s current
selling power. He said the firm
therefore is “not at all unhappy”
about having made the experiment,
because “we entered it expecting
nothing tangible in the way of adver=
tising returns.”

Nevertheless, the company now
plans to pick up its marbles and
watch the game’s progress from the
sidelines for a while. The days of
financing an experiment seem to have
ended, for the same yardsticks now
will be applied to video as in other
media. Stetler parried a query on
when Standard Brands might take
another flier in tele by saying, “We
will regard television the same as any
other medium. We're willing to try
a lot of things. When it can prove
it is effective, we’ll use it.”

Stetler added television has a long
way to go to prove this effectiveness.
“It simply isn’t an advertising me-
dium at this time,” he said. “It just
hasn’t) the audience. In New York
there are just 17,000 sets—a handful.
However, if it ever does develop into
the commercial medium its sponsors
hope for, of course we’ll be back.”

Stetler refused to hazard a guess
how long this metamorphosis might
take, saying it still is too early to
pass final judgment or to make defi-
nite plans,

& NIGHTS

Hooper Point

Totals Show
Highs & Lows

A New CPS-Hoop Feature

By Jerry Franken

NEW YORK, March 1.—During the
week of February 1-7 more American
radio listeners tuned in NBC pro-
grams, on a day-and-night all-week
basis, than on any other of the three
national networks. This finding is
only one point made in a new radio
feature presented for the first time by
The Billboard in this issue.

This feature is a compilation show-
ing the network standings insofar as
audience size is concerned, as meas-
ured_by total Hooper points accum-
ulated in 15-minute periods during
the February 1-7 stretch.

There are several salient facts
which must be borne in mind in con-
sidering the data presented on the
web standings.

First is that the statistics are based
on the C. E. Hooper, Inc., report of
February 15. Second is that the
standings are based on sponsored
programs only, and finally, that total
points, leading to the standings
shown in the chart in the radio de-
partment, were accumulated on the
basis of quarter hours. The feature
itself is the first segment of Part II
of The Billboard’s Continuing Pro-
gram Studies. Part II henceforth will
run each week, with subsequent edi-
tions taking up total point standings
of agencies, sponsors, products, etc.

Hizh Lights

A brief summary of the statistics
reveals these high points:

NBC has the top evening audiences
four nights of the week, and is second
on the remaining three. CBS is first
on those nights, Monday, Thursday
and Friday, when NBC is second.

Sunday afternoon also finds NBC

in the leading position, with Mutual
making its strongest showing of the
entire week and second during that
same period.

Weekdays, on a Monday-thru-Fri-
day basis, NBC also leads with ABC,
in turn making its strongest showing,
second.

Top' listening Saturdays, goes to
CBS, with ABC again showing
strength in ranking second, and NBC
winding up third.

On a six-day time basis, excluding
Sunday afternoons, CBS has more
listeners, followed by ABC, second;
NBC, third, and Mutual, fourth. This
standing has a highly interesting
aspect inasmuch as, while NBC man-
ages to collect more points on a Mon-
day-thru-Friday daytime basis, it
nevertheless ranks behind both CBS
and ABC on a six-day basis.

The explanation for this is simple.
On a Monday-thru-Friday basis, CBS
and NBC run nip and tuck with ABC
pressing closely, and the additional
Hooper points gained by CBS and
ABC on Saturday afternoons result

(See HOOPER POINT on page 9)
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Ch1 Retreats In AGVA Fight

Irving Backs
Branch Plan;
Pitt for It

Philly’s Support Dwindles

NEW YORK, March 1.—The
threatened revolt in AGVA official
ranks spearheaded by the Philly and
Chicago locals, has cracked wide open
with the Chicago AGVA administra-
tor, Jack Irving, retreating from his
breviously reported position. Irving
arrived here this am. (1) and hud-
dled with Matt Shelvey practically
all day. At the end of their talks,
Irving said, “I am not a career seeker.
I want whatever is in the best inter-
est of the members. I believe the
branch system will serve that pur-
pose.”

Irving later phoned Ray Conlin,
president of the Chicago AGVA, and
threatened to resign if Conlin per-
sisted in following the local autonomy
line started by the Philadelphia local.,

Irving’s Statement

An official statement prepared by
the national office and signed by Irv-
ing said in part: “I am one of the few
old-timers left in the AGVA admin-
istrative set-up. I recall the Four A’s
meeting of April 2, 1942, and the res=
olution then adopted by the Four A’s
suspending all locals for the general
good of AGVA. I agreed with the
action. While I do not discount the
value of local government, I am con-
vinced that for AGVA and its mi-
gratory membership the only work-
able plan is the branch system and
not the local system.

“I urgently and sincerely recom-
mend the immediate and voluntary
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Op Backs Shelvey

NEW YORK, March 1.—Harry
Steinman, newly elected presi-
dent of the Philadelphia Cafe
Owners’ Association and oper-
ator cf the Latin Casino, will go
along with whatever decision is
taken by the AGVA national
office.

“We have our bonds up with
the national,” he said. “We buy
acts from all over the country.
We may think Dick Jones (in-
surgent Philly AGVA local
head) is a nice kid. But we have
an investment we intend to
protect. Our interests lie with
the national administration.”

New Cafe Owners’ Association
was formed last week and has
about 60 members including all
the major nitery ops in town.
Other officers are Sy Kalliner,
veepee, and Tony Phillips, sec-
retary. The treasurer’s office
will be handled by a committee.

dissolution of all the suspended lo-
cals, Chicago, Philadelphia and Pitts-
burgh, and the immediate installa-
tion by the national organization of
the branch system. Should Chicago
not voluntarily dissolve itself and
officially notify the national organiza-
tion to that effect by March 8, 1947,
then I hereby resign as the Chicago
representative of AGVA effective on
and after March 9, 1947.

“I wish to pay tribute to the pres-
ent AGVA administration and pledge
by unceasing efforts and support to
its further development and growth.”

Pittsburgh local headed by Nat
Nazarro meanwhile wired Shelvey it
would go along with the national in
any decision it would take. This
Leaves the Philly local holding the

ag.

NEW YORK, March 1.—The AGVA
national vs. local autonomy situa-
tion, which exploded last week, has
finally simmered down to essentials,
some of which the Philadelphia
courts will probably decide. But out
of this fracas at least one develop-
ment has occurred. The first na-
tional AGVA convention in the
union’s history, which was to be held
early this month in Chicago, has been
postponed. Convention will be held
some time next month at a site yet
to be chosen.

Additional details of last week’s
situation also have filtered out. Local
autonomy in AGVA has been limited
to two cities, Chicago and Philadel=-
phia. But even tho these cities op-
erated as locals, the national office
long ago decided that when the Four
A’s returned autonomy to the na-
tional, it would operate with branch
offices all over the country. Main
reason given for this was that actors
are at best migrant workers, seldom
appearing for stretches of time in any
one city or locality. Union felt that
under such conditions the Equity sys-
tem of union government, calling for
national rather than local rule, would
best suit its members.

When the Four A's took AGVA
over, April, 1942, org was in the hole
for about $70,000. When Matt Shel-
vey was installed by the Four A’s
as AGVA topper, autonomy was
vested in the international board of
the Four A’s. What locals operated
with autonomy did so thru sufferance
only. International board consisting
of Florence Marsden (SAG), George
Heller (AFRA), Paul Dullzell
(Equity), Hy Fine (AGMA), Paul
Richmond (Chorus Equity), Matt
Shelvey (AGVA) and Dave Fox
(AGVA) held tight control of the

Australiaullows
LotsrLeeway in

vhow Pay Taxes

Miami Hotels
Face Loss o

Club Dates

Ask Law Banning Live Shows

MIAMI, March 1.—The club date
picture will be pretty badly shot if
the decision of the Miami Beach Ho-
tel Association to drsp all flesh in
hotel rooms goes into effect. Move-
ment started as part of a maneuver
by smaller beach hotels that are doing
a burn because of the extra loot the
class hostelries pick up during the
season by renting their public rooms
for club dates. Smaller hotels don’t
have the space, so they never get a
smell at the soirees.

Movemert was climaxed by a reso-
lution presented February 18 to the
local authorities asking that a law
be passed to ban live shows. Big ho-
tels fought back. Upshot was the
postponing of action on this and
other resolutions until the season ends
and the pressure boys have left town.

Acts booked into many of the
smaller clubs are usually in for a
fortnight and manage to stick around
an extra few weeks, picking up club
dates which, incidentally, are the
local agent’s mainstay in this terri-
tory. If the club date picture is
changed for next season, many acts
will find it unprofitable to go South
for just a two-weeker, unless the
money is upped. With many of the
smaller clubs working with moderate
budgets, they will not be in a posi-
tion to raise the ante.

Local agents are fighting inclusion
of the proposed ban in city regula-
tions. Unfortunately, percenters don’t
pull much political weight, so all
they can do is beef.

Some of the larger beach hotels
suspect that perhaps the nitery ops
are behind the move, and are fight-
ing back with real ammunition. Ac-
tually, the hotels with their big in-
vestment pull a tremendous potential
weight with local solons, much more
so than the night clubs.

Big hotels have countered with a
move to drop the horse-and-buggy
regulations permitting only stringed
music in hotels, and are seeking of-
ficial okay to run nitery shows dur-
the same hours as regular niteries.
Present law stops all entertainment
and music in hotels after midnight.
Some of the hotels allegedly are
(See MIAMI HOTELS on page 40)

union until November, 1946. By that
time the field had been well organ-
ized, closed-shop agreements had
been made with practically every
vaude house and every major nitery
in the country, and collection of cash
bonds ran into big figures. At the
same time the union had reached
agreements with various agents’ orgs
thruout the country.

The international board upon be-
ing presented with these conditions
finally agreed to return autonomy
to AGVA. This, however, did not in-
clude giving locals the same au-
tonomy. When the convention details
were being set up, Shelvey moved
against the Philly local, armed with
a resolution voted upon by the in-
ternational board. His first attempt
was met with friendliness by the
Philly AGVA rep, Dick Jones. Shel-
vey and his party stayed in the
Philly offices all day with nothing
untoward occurring. Jones later
(See Chi AGVA Changes on page 36)

SYDNEY, Australia, March 1.—Tax

laws applying to visiting showfolk
working here may seem complicated,
but actually such levies on earnings
of visitors permit considerable lee-
way.

For example, tax is computed on a

{2-month basis, irrespective of the

ime worked by the act within that
eriod. An act earning, say $10,000
or eight weeks’ work, pays on the
ite for a full year, and not, as is mis-
\kenly believed, on six times $10,~
0. This is important in view of the
eep rise in rates on higher in-
mes. On a net income of $1,650,
x is about one quarter; on $3,250

is about one third, and on $6,500
suld be nearly half.

Also, Australia’s tax year ends June
¢ A visiting act which earned, for
@mple, $5,000 in May, June, July
lee Australia Allows on .page 45)

tourt Enjoins

Rum & Coke”
Vriters & Pub

[EW YORK, March 1.—Rum and
Cw-Cola pub, Leo Feist, Inc., and
witers Morey Amsterdam, Paul
Ban and Jeri Sullavan were per-
maently enjoined and restrained
fra further publication of the tune
in decision handed down Wednes-
da: (26) by Federal Judge M. H.
Byrs in U. S. District Court. Suit,
an afringement action instituted by
Moamed H. Khan, who claims he
orimally pubbed Rum in a booklet
(Se “COKE” RULED on page 15)

SN FRANCISCO, March 1.—Wal-
ter Che Great) Mails, former major
leage and Pacific Coast pitcher, will
joinhe public relations staff of Win-
;?rllﬁd in May, fronting for the Ice

ollis,
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BMB, Its Audience Reports
Out, Waits Value Showdown

NEW YORK, March 1.—Broadcast Measurement Bureau this week

mailed the first edition of its Area Audience Reports.

They went to all

members of the American Association of Advertising Agencies and the

Association of National Advertisers,

and BMB’s 706 station subscribers.

Others may purchase copies of the 780-page tome at $35 per. Since it is
generally acknowledged that BMB’s station coverage maps, which were
issued some months ago and represented first data released by BMB, fell
short as circulation data and that few in the industry were using them prop-

erly, trade looks to the area reports
and network reports (which will fol-
low in the near future) as the first real
test of BMB’s frue effectiveness. In
other words, if agencies and advertis-
ers who have repeatedly gone on rec-
ord as needing and wanting BMB
data make full use of the AAR reports
in buying time and stations, percola=
tor operators will continue subscrib=
ing to the industry research bureau.
Stations spent somewhere around a
million dcllars to get out these first
reports (station, area and net) and it
is estimatad that nut on future re-
ports will run just about as high,

Verdict Must Wait

However, it must be recognized
that use of reports on the part of the
agencies and advertisers will not be
clearly deronstrated until the end of
the year. Area reports hit just as
spring approaches and net report
probably will be issued when time
and show buying slows up consider-
ably. Real test of BMB data will
come during the next fall buying sea=-
son. By that time, stations will be
asked to lay it on the line for a third
BMB research effort.

In the meantime, BMB execs and
board members are optimistic about
stations laying out the scratch for
the second statistical round-up, due
to begin as soon as present job is
completed and circulated.

Basic portion of the area report
book runs some 578 pages and lists
counties alphabetically by State, with

(See Value Showdown on page 13)

Ed Cashman To Head
Kudner Coast Set-Up

HOLLYWOOD, March 1.—Kudner
Agency this week named Ed Cash-
man, top indie radio producer, to
head new Coast set-up and to pro-
duce forthcoming Tony Martin show
for Texaco which preems March 30.
Martin musical replaces current
Eddie Bracken stanza for oiler. Cash-
man, former producer of Dave Rose,
and Andrews Sisters stanzas, and
currently holding clock on Hoagy
Carmichael show, will give up indie
chores to work excluslvely for Kud-
ner.

Martin show format has been par-
tially set, although gal thrush is yet
to be selected Victor Young ork will
handle music, with Jimmy Walling-
ton doing gabbmg chores and Glenn
Wheaton scripting. Bob Hope is defi-
nitely set as first guest star, with
Eddie Cantor booked for second
stanza.

Kudner’s radio head, Myron Kirk,
is currently negotiating to sign MGM
singing starlet, Jane Powell, opposite
Martin.

Neither pix firm nor Miss Powell’s
agents, MCA, have as yet cleared
singer. Pix firm has spotted thrush
on Sinatra segs during past few
months on a week-to-week basis,
and is believed holding up any com-
mitments until Sinatra indicates
whether he would like petite thrush
on his next season’s airers.

Last Holdout,
CBS, Enters
Co-Op Market

Bonus Plan for Salesmen

. NEW YORK, March 1.—Increasing
importance of the co-op program
market was cued this week when
CBS finally decided to put a dash
of moxie into this phase of its ac-
tivities. New division, intended to
furnish CBS stations with hypoed
sales promotion service on co-ops,
has been set up by J. Kelly Smith,
web’s station relations chief. In addi-
tion, a salesmen’s bonus plan has been
put into operation.

Heading up the sales end under
the new set-up is Ralph Hatcher,
previously manager of CBS station
relations central division. Promotion
manager will be Nancy Cook, whos®
experience includes two and one-
half years with the ABC co-op de-
partment.

Traditionally, Mutual Broadcasting
System and American Broadcasting
Company have been peddling the co-
ops most successfully, with MBS’s
Fulton Lewis Jr., the standout pro-
gram for years. With co-op busi-
ness assuming increasing importance,
NBC more than a year ago hypced its
co-op department, putting Burton
Adams in charge. CBS held out long-
est by relegating co-ops to a minor
status.

Field Expanding

Increased interest in co-ops is mir-
rored by the fact that recently some
top talent and top network public
service shows have been offered to
local sponsors. Examples are the
Kate Smith Mutual daytime show,
slated for a June debut; ABC’s
America’s Town Meeting, which was
(See CBS Goes Co-Op on page 13)

NBC To Open Two
New Coast Studios

HOLLYWOOD, March 1.—NBC's
two new studios will be open some-
time this month, thus partially re-
lieving web Coast studio shortage.
One studio was ready today for non-
audience airers. The other is skedded
for use by middle of month.

While addition of studio duo will
help out, facilities are still taxed with
ABC renting space from ex-parent
web. NBC is currently airing 32
audience shows weekly, although Bob
Hope, Edgar Bergen and Chesterfield
Supper Club segs are farmed out to
other playhouses. Web hopes that
additional studio space will spur
shifting of several more stanzas from
New York to the Coast.

Sweet and Low

NEW YORK, March 1.—The
much-maligned singing com-
mercial is attaining unsuspected
spiritual heights. This piece of
radio curiosa was brought to
light by the busy men of the
Kaplan-Bruck Agency who in-
vestigated a request by William
J. Ryan, a churchman of Upper
Darby, Pa., for one of the Bit
o’Honey jingles used on Schut-
ter Candy’s ABC program,
Richard Harding—Counterspy.

Seems Ryan has been con-
ducting a series of weekly
dances in the auditorium of the
Laurence Church in Upper
Darby-——using a portable pho-
nograph for music. To fill in
awkward pauses between rec-
ords, Ryan used the Bit o’Honey
jingle. Now the parishioners
dance to the musical blurb.

In a lettey written to Alvin
Kaplan of the agency, Ryan in-
dicated his rug-cutting flock is
so enamored of the trigk lyrics
that he plans to use other mu-
sical jingles,

$2.500,000 MBS
Show Loss Due

NEW YORK, March 1.—-The wave
of cancellations continued this week,
with reports current that Mutual
Broadcasting System may loose two
General Foods shows shortly—Buck
Rogers and McGarry and His Mouse,
—as well as Seventeen magazine’s It’s
Up to Youth. Total time billings
represented by the three programs is
about $2,500,000 annually, a very
deep bite, indeed.

Buck Rogers, a five-a-week kid
strip, alone represents annual time
billings of about $975,000. Show, in
the 4:45-5 p.m. slot, is expected to
exit within four weeks. McGarry,
a half~-hour Monday night show for
Sanka, is also expected to leave with=
in four weeks at the end of its first
17 weeks.

It’s Up to Youth, half-hour Wednes-
day night airer, was reported in some
quarters as set for a March 26 fold,
but other spokesmen state the show
was not definitely canceled, sponsor
filing a protective cancellation clause.

FCC To Try Outlets
3 Channels Apart

WASHINGTON, March 1. — With
overcrowding of radio stations in
metropolitan areas adding up to an
increasingly more acute headache,
the Federal Communications Com-
mission has decided to make a test
case out of the Washington set-up
and see what happens when two sta-
tions in one city operate on fre-
quencies only three channels apart.

Commish announced this week that
with the co-operation of Richard Ea-
ton, who has a construction permit
for a new Silver Spring, Md., sta-
tion, WOOK and station WBCC, new-
ly opened in Bethesda, Md., by the
Collins Radio Company, a temporary
station will be operated on 1420 kilo-
cycles, only three channels from
WWDC, existing Washington station.
The test is expected to end Friday
(7) and the commish is asking for
comments from Washington listeners
regarding reception.

BS LISTENS T0 LISTENERS

Commercials,
Horror Shows
SeenOverdone

Corrective Steps Due

NEW YORK, March 1.—Columbia
Broadcasting System is on the point
of making a formal evaluation of lis=-
tener reaction to its much-discussed
program, Time for Reason—About
Radio, and taking whatever cor-
rective measures might be indicated
by the listeners’ complaints and sug-
gestions. According to Lyman Bry-
son, CBS exec in charge of the pro-
gram, preliminary impressions of lis-
tener reaction indicate the following:

(1) There is a marked demand that
horror stories be cut down,

(2) Much criticism is aimed at sound
levels in radio, including sound effects,
background music, musical bridges, eic.

(3) Most squawks, as was expected, are
aimed at commercials, which are criti=
cized for being too aggressive and too
insistent.

(4) There has been almost no listener
reaction on the matter of variety and
comedy shows.

(5) There has been scant reaction to
discussion and debate programs, and
small reaction to Bryson's assertion on
Reason that news is free from sponsors’
influence at CBS.

Factor which constitutes a disap-
pointment to CBS is the fact that few
of the critics have been specific in
their charges. Plea for specific and
constructive criticism was first voiced
by CBS board chairman, William S.
Paley, at the last NAB convention
in Chicago, where he asked that
critics name specific programs, sta-
tions and networks. Paley again
voiced the same thought on the first
of the Bryson series, and Bryson him-
self reiterated the request. “It's a
difficult point to get across,” says
Bryson.

Corrective Steps

Whatever the formal evaluation
will show, CBS is committed to cor-
rective measures, according to Bry-
son, who feels that otherwise the
series would backfire. As far as the
No. 1 squawk is concerned—that com=
mercials are too aggressive and in-
sistent—Bryson suggested that “we
must try to convince more adver-
tisers that bad commercials are bad
advertising.” Queried as to how this
might be done, Bryson said, “We may
be able to find evidence.” He added
that this might be difficult to do.
Too, Bryson feels that most adver-
tisers are co-operative, ‘“but a few
don’t care how much they annoy the
public.”

Re horror shows, Bryson said in=

(See CBS LISTENS on page.13)

Stronach Joining

Wm. Morris in N. Y.

NEW YORK, March 1.—Sandy
Stronach, who quit Young & Rubi-
cam’s radxo department recently after
an association of many years, will
join the radio talent sales department
of the William Morris Agency at the
end of this month. He’ll work in the
New York sales end under Bill
Murray

Stronach sailed this week with his
family for a vacation in Nassau.






