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Cheryl Crawford’s “‘Brigadeon’ hit the Stem with one of the most solid advance sales in the history
of the theater . . .

a neat $500,000. A couple of weeks later “Brig” racked up a unique recording deal.
Miss Crawford got an $11,000 zdvance against 10 per cent of the royalties from RCA-Victor for original-
cast album rights to the show, Other diskers are also packaging the show’s score, published by Sam Fox
Music Publishing Company. Rairbow, new indie waxer, is first one out with it. Here Franz Allers, the

show’s musical director, runs thru a couple of numbers with players David Brooks, Marion Bell and Pamela
Britton.
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“"BOSTON BLACKIE”

SPONSORED BY FIDEWATER OIL . HOOPER SUMMER CITY REPORT
THRU LENNEN & MITCHELL JULY —SEPTEMBER, 1946

IN MINNEAPOLIS!

Fourth highest rated program
all days, all times, all stations!
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OTHER “BLACKIE" RATINGS: NOW \ 6 5 <. ¢ noorer
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* LOUISVILLE 13.8
e NEW YORK 9.8 FLA e ® ®

® YOUNGSTOWN 21.3

"BOSTON BLACKIE”

TRANSCRIBED HALF-HOUR - STARRING RICHARD KOLLMAR

Consistently beats all competition on stations from FOR LOCAL AND REGIONAL SPONSORS
coast-to-coast. Based on the famous Cosmopolitan
magazine stories and current Columbia pictures.

RADIO’S GREATEST POINT-PER-DOLLAR BUY!
FREDERyc W

OTHER 71V HITS: THE WAYNE KING SHOW & PHILO VANCE o SINCERELY KENNY BAKPBR o
THE BARRY WOOD SHOW @ EASY ACES o PLEASURE PARADE o KORN KOBBLERS e

LIGHTNING JIM o CALLING ALL GIRLS e OLD CORRAL e SONGS OF GOOD CHEER
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Major Diskers

Get Clean Bill

From FTCin Report to
Senate’s Monopoly Probers

Study of Trust Trends in Record Industry To Continue

WASHINGTON, April 12.—The subcommittee of the Senate Judiciary
Committee which is studying monopoly trends in U. S. industry will get
a preliminary report from the Federal Trade Commission (FTC) Wednes-
day (16) showing that major record manufacturers have not been swallow-
ing up minor firms in recent years. Dr. John Blair, of the FTC, will submit
the report at the outset of a hearing by the subcommittee which is headed

by Sen. William Langer (R., N. D.)

and which last Saturday questioned

officials of four of the nation’s largest record manufacturers at a lengthy

hearing (The Billboard, April 12).

The FTC report is expected to
show the record industry in a more
favorable light than other areas of
U. S. industry, such as steel, alumi-
num and rubber. In a report issued
a fortnight ago, the committee
showad that “swallowing up” of
small-timers by big industries was a
dangerous phase in the trend toward
integration in U. S. industry. Dr.
Blair was asked by Langer to prepare
the special study on record manufac-
turers.

Waxeries Under Scrutiny

Diskeries will continue to be under
study of both the FTC and the Lan-
ger subcommittee. Whether or not
execs will be summoned to another
hearing is uncertain, but committee

(See Big Diskers on page 20)

R-B RAT

Circus. Solid

All the Ways;
Alzanas Tops

New Acts Drip With Color

By Pat Purcell

NEW YORK, April 12.—The 77th
edition of “The Greatest Show on
Earth,” The Ringling Bros. and Bar-
num & Bailey Combined Circus, was
unveiled here Wednesday (9) before
a three-quarter house in Madison
Square Garden and the performanc
merits the billing.

Also, it deserves the amazing ad-
vance sale which indicates this en-
gagement will surpass even the
record-breaking million-dollar stand
of 1946—and the tariff for a first-class
pew is $6 ($5 net).

There were those in the trade who
were skeptical before the unveiling
as reparts on the 40 new acts signed
in Europe by John Ringling North
were meager, and advance publicity,
tho strang indeed, failed to herald any
particular feature and gave rise to the
suspicien that maybe there just

Special Initiation
Fee Is AGVA Lure
To Hawaiian Talent

HOLLYWOOD, April 12.—Local
Hawaiian entertainers, who have
heretofore spurned AGVA’s efforts to
woo performers into talent union,
have agreed to join AGVA after
union made special initiation fee
concessions requested by hulu talent.
At a special meeting of L. A.’s Ha-
waiian Club, entertainers agreed to
join AGVA in a body if union would
lower $50 initiation fee which per-

ES AN

Leeds Sets Coast
Sheet Printery;
Snetiker Is G.M.

HOLLYWOOD, April 12.—Lou
Levy's Leeds Music and subsid firms
will become first major pub house
to print sheet music in Hollywood.
Levy this week increased floor space
in his Highland Avenue plant to a
total of 4,700 square feet, and will
start printing as soon as equipment
is received and installed. Coast
print headquarters will service area
west of Denver, enabling pubbery to
ship faster as well as effect sizeable

(See Leeds Sets Coast on page 20)

wouldn't be any features. Such was
not the case. The Alzanas, Rose
Gould, the Idalys, and Chrysis De La
Grange all rated their featured spots,
and the production numbers were out
of this world.

Solid Circus

It was solid circus all the way de-
spite two comparatively weak spots.
Entire production ran smoothly for a
first night, despite lack of time for
adequate rehearsal. The opener ran
3 hours and 20 minutes and there was
only one noticeable break, caused

(See Big One Is Tagged oz page 74)

Ambitious Thesps
Start B’way Class
To Coach Selves

NEW YORK, April 12.—A new and
practical slant on thesping self-im-
provement angle is a get-together by
seven prominent legitters to set up
their own school and hire their own
prof. It all started when David
Brooks, current lead in Brigadoom,
had ambitions to prep himself for
other than chanting chores. Ruth
McDevitt and Jane Hoffman joined
him in hiring Paul Gordon to direct
their practice efforts. Subsequently,
Tom Ewell, currently of John Loves
Mary, Mary Jane Walsh, Sarah Bur-
ton and Janet Tyler joined the trio.
The class meets for a two-hour
session with coach Gordon twice a
week in a Greenwich Village studio
and puts. in an hour a day otherwise
on individual or duo study. The work
consists of improvisations selected by

(See Stem Actors on page 44)

formers held was too steep for their
pocketbooks,

AGVA’s Florine Bale obtained a
special waiver from union head Matt
Shelvey giving Hawaiians a sizable
iniation fee reduction if performers
join in a body within 30 days. Special
confab is skedded for this week-end
to formally bring group into AGVA
ranks. Approximately 60 entertain-
ers, working in five local clubs, are
involved.

=
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First Seven
Draw 86.500;
Four Sell-Outs

2 Nigh*s Sag to 9,000

NEW YORK, April 12.—Ringling
Bros. and Barnum & Bailey Circus
played to capacity houses during four
of its first seven performances ending
tonight, for a total estimated attend-
ance of 86,500 since Wednesday
night’s opening. An estimated gross
in excess of $225,000 with 58 per=-
formances still remaining, puts the
circus considerably ahead of opening
week a year ago and well on its way
to a record. A spokesman said that
more than $750,000 had poured into
the box office in advance sales and
mail order prior to opening.

Matinees Jammed

Matinees from Thursday thru to-
day and tonight’s show were jammed,
with each drawing about 15,000. The
Big Show drew its smallest audience
opening night, some 8,500, a large
number of whom held Annie Oak-

(See First 7 Terrific on page 64)

IN 1947

Out100i< Made
Brighter by

Recent Moves

More State Networks on Way

By Jerry Franken

NEW YORK, April 12.—The early
days of AM (amplitude modulation)
radio in the U. S. which led to the
system of network operations as they
now exist are being duplicated in
almost exact parallels in frequency
modulation (FM), in a development
of great significance. As a result,
some FM broadcasters believe that a
transcontinental FM network is quite
possible before the end of 1947.

Several important developments
already have taken place. One was
the formation, a few weeks ago, of

(See Coast-to-Coast on page 15)

Omaha Poises
Tax Bludgeon
Over Showbiz

May Treble Carnival Bite

OMAHA, April 12—City Council
Wednesday (9) took the wraps off its
long awaited show tax ordinance,
which comes up for final action next
week. Eight days must elapse be-
tween the second and final readings.
The bill has already passed it first
two.

Ordinance would affect all types of
show business. Mayor Charles Lee-
man expects levies on carnivals to
treble former revenues, but no esti-
mate of the over-all total has been
made. Heretofore only carnivals and
circuses have been taxed, the yield
being about $2,500 annually.

Observers agree the ordinance is
the direct outgrowth of the confusion
and ill feeling engendered here a year
(See OMAHA FACES on page 49)

Speeder’s Free Air

DETROIT, April 12.—A new-
style program bows April 26 on
WXYZ, originating in traffic
court under the title of Night
Court Quiz. The only nighttime
traffic court in the country has
been set up as a convenience for
Detroiters.

Broadcast will give the four
contestants selected each night
a chance to earn a cash prize
to help defray their fines. The
quiz is built on a practical driv-
ing test, with prizes gqing fo
those who reach their imagihary
goal without breaking any laws.

Program is the result of a tie-
up with The Detroit Free Press.
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Phone Strike Has Slight
Effect on Showbiz; Only
One-Night Bookings Suffer

Radio, Legit Do Okay—Prolonged Walkout Might Hurt

NEW YORK, April 12.—Showbiz
at the end of this week showed only
superficial bruises from the national
telephone strike. Considering wide-
spread nature of strike and depend-
ency of all phases of showbiz on the
telephone, the week-old walkout had
relatively little bad effect on the
entertainment industry. In the East,
there was little moaning. In the
West, biz was off and many bookers
blamed it on the strike. In general,
however, showbiz discovered that it
could still biz without a phone. In
fact, cocktail, nitery and vaude one-
night percenters found that while
telegrams took 8-10 hours longer to
seal dates, use of written wires saved
them dough. Some of the peddlers
now are seriously considering the
switch to telegrams in place of
phones as a saving.

Radio Least Affected

Radio was the least touched by the
strike. The webs carried on unham-
pered. American Broadcasting Com-
pany (ABC) increased its closed cir-
cuit broadcasting to all affiliates on
program changes, cues timing, etc,,
from regular half-hour airings Tues-
days and Thursdays to airings five
days a week. Indies here were “in-
convenienced” on special event skeds,
WMCA had to use a wire recorder,
not actual broadcast of the Charlie
Chaplin film premiere at the Broad-
way Theater. WHN had to cancel a
basketball game. Elsewhere in the
country, indies were the only outlets
to have any complaints at all, and
they were mild. Ad agencies got by
okay, some even getting long distance
calls thru without challenge. Others
used telegrams. Many of the })igger
outfits have teletype communication
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with branch offices and top sponsors,
and these worked okay.

Legit rode the week-old strike
well. Only effect noticed was among
ducat brokers who found a heavy
falling off on out-of-town pasteboard
purchases by phone. This constitutes
about 60 per cent of biz done by top
specs. They fear a prolonged strike
would mean heavy inroads into their
biz.

One-Nighters Hard Hit

One-nighter booking was hardest
hit in the music biz. Estimates of biz
drop~off for the week ran between
15 and 25 per cent. Percenters in
some cases had to go out in person
to close dates. Bands, such as Jimmy
Lunceford on the beginning of a
Southern trek with open dates, were
hit. Jimmy Dorsey’s and Harry
James’ crews, too, felt strike in
difficulties of confirmation and clear-
ance of dates. Diskeries were not
seriously impaired in biz dealings.
Flacks lost personal contact with
trouping clients. But all phases found
themselves using telegrams and get-
ting by, despite delay in transmission
and reception,

Showbiz watched progress of the
strike closely, however, realizing that
a prolonged lack of telephone facili-
ties might be a different story.

Showbiz Loses
Staunch Prop
In Henry Ford

DETROIT, April 12.—To showmen,
Henry Ford’s death this week means
more than the passing of the greatest
individual industrialist of his age—
the man who put the world on
wheels. It means the passing of a
world-famous figure who touched
and influenced, often in important
ways, the many interlocking fields
of both indoor and outdoor showbiz.

First and foremost, Henry Ford
was more than an avid show fan. He
was a showman, an outstanding
showman over several decades of
American public life, who knew
showbiz, took full advantage of its
potentialities and utilized it to good
effect in his prime job—the making
and selling of autos. Outstanding
example of this was the famed Ford
Sunday Evening Hour, a radio pro-
gram that made the Ford organiza-
tion for years one of the Dbiggest
sponsors in the world.

Eutertainers Helped

But this was only one phase of
Henry Ford’s co-operation with and
use of showbiz. There were also the
numerous bands, orks, vocal groups
and other Ford-sponsored entertain-
ers, who became known in club
dates and outdoor events, not only
in Detroit but thruout the country.

Another phase was to be found in
Henry Ford’s deep personal interest
in old-time dancing, an interest that
led him to spearhead a revival of the
time-honored dances of an earlier
American age. This revival had its
echoes in showbiz, for it brought
national fame in vaude, concert halls
and radio to many old-time fiddlers,
who otherwise would have remained
in obscurity. It also had its effect
upon ballrooms. Today in Detroit

Saga of Beef Re
Offered, Plugged
And Unwanted Ork

NEW YORK, April 12—A new
chapter in the saga, “Why agency
men get ulcers,” broke in a Southern
resort town recently. A booking
office sent out a form letter to all
buyers, submitting five top name
bands. One week later the manager
of the town’s beach club, making a
push for summer memberships, ran
a big ad in the local paper built
around the fact that the club would
feature these names during the sea-
son. At that point he hadn’t actually
booked any of the names. A park
operator about a mile down the
beach from the club, who had re-
ceived the same letter (offering the
same bands), raised a holler about
booking agency tactics in which the
office sells a bundle of names to one
spot and then tries to sell the same
names for the same period to another
location right in the neighborhood.

The agency’s recourse, of course,
would be to sue the club guy for
running band names without author-
ization, but agency spokesmen point
out if they did that in every local
situation they’d have to hire 50 extra
legal eagles to handle suits, and at
the same time would probably louse
up plenty of good customers.

Pay-off here is that the park man
who raised the beef admitted he
wouldn’t buy the bands anyway,
since his spot didn’t have the capac-
ity to get off the nut at the prices the
bands would have to get.

Jim Crow Suit
Switcheroo on

D.C.’s National

WASHINGTON, April 12. — The
National Theater, Washington legit
house, which is fighting a court case
brought by a group charging racial
discrimination in ticket sales, will
face a surprise maneuver by the
plaintiffs at resumption of the trial
Wednesday (16). Plaintiffs’ counsel
will accuse the National Theater Cor-
poration of violating laws of New
York State, in which the theater is
incorporated,

This accusation is expected to give
the tridl an important new twist,
since New York State operates what
is regarded as the most iron-clad
civil rights law in the nation. This
law prohibits racial discrimination in
any place of amusement, including
theaters, the court will be told by

James A. Cobb, Negro attorney who G

was once a judge of the Municipal
Court here. Cobb heads an array of
lawyers for the plaintiffs.
Thesps Threaten Walkout

Incidental to the trial, which
opened in the Court of Small Claims
Monday (7), it was reported here
that members of the Maurice Evans
Hamlet Company, which wound up

(See Jim Crow Suit on page 45)

there are several danceterias with a
strictly old-time dance policy.

Actors in Factory

But there was another close affinity
between Henry Ford and showbiz—
employment of show folk in his fac-
tory. Many working there carried on
their showbiz activities on the side
to eke out a living thru the depres-
sion.

In the outdoor field Ford was a
principal exhibitor and supporter
year after year at the Michigan State
Fair, sometimes demonstrating his
wares personally.

Stem Biz Bite
Looms as O’D

Does a Switch

NEW YORK, April 12.—Showbiz
hopes, which got a pre-Easter boost
when Mayor William O’Dwyer stated
he hoped not to have to take advan-
tage of the State’s ncw enabling law to
smack new taxes on admissions,
meals costing over $1 and retail
liquor licenses, slumped Tuesday (8)
at hearings before the mayor and
city council regarding the proposed
billion-buck budget. O’Dwyer said
that, after all, he would have to re-
sort to these taxes and maybe more
unless the State came thru with some
dough to help.

John R. Crossley, Automobile Club
of New York veepee, had just pro-
tested taxes of $5 yearly on private
autos and $10 on commercial cars.
Said the mayor: “Unless there is a
basic change, we will necd all four
taxes (autos plus showbiz) and ‘may-
be a couple more. . . . I warn you
now, that the time is coming when we

(See STEM BIG BITE on page 47)

CarnegiePopSeries
Sets New Features

NEW YORK, April 12.—Individual
evenings, each devoted exclusively to
the music of a different nation, are
a feature of the 1947 series of Car-
negie Pop Concerts which opens May
1 at Carnegie Hall. This year’s series,
managed by Daniel Rybb, is being
angeled by Henry J. Reichhold, De-
troit industrialist and imusical phil-
anthropist (The Billboard, March 29).

Among the innovations are a Nea-
politan Night (May 4), with Rosalie
Maresca, WHOM singer, and the Coro
d’Italia singers and dancers; a Calypso
Carnival, with top calypso composers
and singers (May 8); Young Stars of
the Opera (May 9), with Chilean Met
tenor Ramon Vinay headlining, and
The Stars of Radio (May 14) with
(See Carnegie Pop Series, page 34)
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NBC To Use Disk
Series for Annual
Talent Promotion

HOLLYWOOD, April 12.—National
Broadcasting Company (NBC), in its
annual Parade of Stars promotion
next fall, will discontinue the prac-
tice of launching the new season with
a super two-hour show using web’s
top talent, and instead may use a 39-
week series of platter shows to be
aired by all net outlets. Web already
has waxed six open-end experimental
shows, at an estimated cost of $2,800
each. Expense of series would be
passed on to affiliates on a pro-rata
basis. Charles Hammond, NBC pro-
motion and advertising chief, indi-
cated, however, that platters might
not be acceptable to all web execs,
owing to chain’s firm anti-wax atti-
tude.

Hammond, speaking to a gathering
of Eollywood agency promotion men,
advised them not to look for anything
flashy this year, but to concentrate
on doing a consistent job with proven
material,

Consistent Job Preferred

Attitude of Hammond is that with
some 60 web shows to worry about,
it’s impossible to come up with com-
pletely new ideas each year. Addi-
tionally, he argued, it’s the long,
steady job, rather than one=shot
gimrmicks, that counts.

One new adjunct to web’s 1948
promotion will be introduction of a
series of caricatures of all web stars,
drawn by artist Sam Berman. Ham-
mond will use drawings as a spring-
board for a multi-pronged promotion
by the web, local stations and clients.
Plans include tie-ups at product
points-of-sale, possible re-labeling of
sponsor’s products to include likeness,
and extensive use of caricatures in
newspaper, billboard and mag pro-
motion.

Martha Tilton Gets
‘Hit Parade’ Test

NEW YORK, April 12.—Martha
Tilton was signed this week as the
gal vocalist on Lucky Sirike Ciga-
rettes’ Hit Parade program. She
starts in May. If she clicks, she’ll
go into a five-year option contract
effective in September.

The present fem Parade warbler
is Beryl Davis. Andy Russell, who
holds down the male chirp spot, is
set on the show until early fall.

The agency on the account
Foote, Cone & Belding.

is

Crosby’s Hooper

Hits New Hi, 25.8

NEW YORK, April 12.—Bing Cros-
by’s platter show for Philco cracked
its own Hooper record last week
when it zoomed up to a gaudy 25.8
with the Groaner leading an old-time
minstrel show routine. Best previous
mark was the 24.0 racked up on
show’s debut last October.

Guestars Al Jolson and John
Charles Thomas, working as end
men, helped hypo interest on the
show, resulting in a 61.9 share of
audience mark. Jolson is set for 10
guest shots with Crosby next fall, at
5G each.

Winchell Repeat
Nixed; WNEW
Scouts Others

NEW YORK, Aprii 12.—Contract
calling for WNEW rebroadcasts of
the Walter Winchell Sunday night
newscasts was signed Tuesday (8)
by the station and Winchell’s spon-
sor, Andrew Jergens Company, but
the deal was canceled next day when
the American Broadcasting Company
(ABC), which originates the Winchell
broadcasts, protested.

ABC argued that Federal Com-
munications Commission (FCC) regu-
lations prohibit re-transmission of
programs without the consent of the
originating station. The rule was
invoked even tho some segments of
the trade believe that sponsors “own”
their programs. The rule was de-
signed to stop the program “piracy”
prevalent in early radio days.

WNEW is still endeavoring to hypo
its night sked by getting network re-
peats. After the collapse of the
Winchell deal, the station solicited
similar business from other advertis-
ers, but had got none as of today
(Saturday). All webs are expected
to follow ABC’s example, on the
theory that one break would threaten
collapse of the entire network pro-
gram structure.

Majestic Bankrolls
Own Disk Jockey
Seg on Chi’s WENR

CHICAGO, April 12.— Majestic
Record Company, in a move which is
the first of its kind here, will begin
sponsoring its own disk jockey show
on WENR, local ABC station, five
or six nights a week, starting early
in May. Deal, sold by Bill Wilson,
of the ABC local-spot sales depart-
ment here, is unique in that while
other record companies have bought
participation on record shows and
record dealers have bought time to
plug‘specific records, never before in
this city has a record manufacturer
bought its own show, a program
which will feature its records only.
Majestic’s program, as yet unnamed,
will be heard from 12 midnight to
12:30 a.m. At the beginning, until
company decides it wanis to use one
jockey for all the shows, members
of the WENR staff will alternate on
the program. Program <will be han-
dled by the Meyer and Futterman
Agency. Deal was made thru John
Brooks, merchandising manager for
Majestic,

Radio trade here considers Majestic
deal a good one for any record manu-
facturer, because it will stop screams
of dealers clamoring for local radio
tie-ins and spot time to be paid for
by manufacturer. Majestlic show will
enable the company to satisfy deal-
er's desire for radio advertising and
at the same time present an added
promotion and merchandising force.

Majestic plans to circulate among
its more than 500 dealers in the
WENR territory lists of records to be
played on the show. These lists will
be distributed two weeks before
shows outlined are aired and thus
will give dealers a chance to govern
ordering and to get up their own
promotion to tie in with radio plugs.

Benny Turns Mgr.;
Handles Paar for
Own Replacement

HOLLYWOOD, April 12.—Radio’s
Jack Benny this week became a
stockholder in Amusement Enter-
prises, Inc. (AEI), new California
corporation set up to produce inde-
pendent pix and peddle radio and
tele packages. Among other princi-
pals in corporation are Myrt Blum,
Benny’s business manager, and Lloyd
Wright, prominent Hollywood attor-
ney. Corporation members declined
to talk of plans, only to state that
new outfit expected to become ac-
tively engaged in radio packaging
and other showbiz enterprises by
next fall.

First deal consumated by AEI
was to secure supervisory control of
Jack Paar air show which is set to
replace Benny during hiatus period.
Under a three-way deal with Sam
Jaffe Agency (package owners),
Foote, Cone & Belding (representing
American Tobacco Company), and
MCA (Benny’s agents), AEI will
have final say-so on Paar package,
for which outfit is to receive an un-
disclosed fee as “overwrite” charges.
In return, Benny org will act as
guardian angel of Paar package,
making its writing, production and
other facilities available if required.
As an added boost to Paar, Benny
plans to bring young newcomer on
his regular show for several weeks
before gagster takes over on his own.

802 Asks Petrillo’s
Aid in Web Impasse

NEW YORK, April 12.—Negotia-
tions between Local 802 of the
American Federation of Musicians
(AFM) and the webs remained at
an impasse this week, with 802’s
execs seeking advice from James C.
Petrillo, AFM boss. The stymie,
it’s understood, is still the matter of
vacations for the webs’ staff musi-
cians. Petrillo may be called in if
the deadlock persists.

Confabs will be resumed next week,
when some web execs now out of
town are expected to return. It’s
believed in union circles that the
final deal will provide for a 20 per
cent hike for staffers.

Campbell’s Soup
Mavy ‘Double or O
On CBS in June

NEW YORK, April 12.—The latest
radio deal for Campbell’s Soup—and
one which is very hot and may be
closed in a few days-—is Double or
Nothing. The Walter Compton pack-
age is being handled by the William
Morris Agency. If the deal goes thru,
it’s reported Double will start in June
on Columbia Broadcasting System
(CBS). One source said a tremen-
dous chunk of time would be in-
volved — one-half hour five times
weekly—but this could not be con-
firmed.

Campbell’s Soup, now airing Corliss
Archer and Jack Carson, was also
in negotiation late this week with
Music Corporation of America (MCA)
for Bob Crosby as a summer replace-
ment for Carson.

3 Webs Ogle
‘Hoss Operas’
As Air Fodder

ABC, CBS, MBS Teeing Off

NEW YORK, April 12—An in-
creasing interest in horse operas as
radio fare has become manifest in
recent weeks, so three of the four
major webs soon will start airing oat
operas. In addition, at least two ad-
vertising agencies have exhibited
similar interest, one, N. W. Ayer, to
the extent of taking an option on a
Zane Grey package, for both radio
and television.

What makes the fresh interest
more impressive is the fact that who-
dunits and crime programs have been
taking an unusual lacing lately. Pro-
gram execs, weary of this criticism,
count on the “smile when you say
that, pardner” yarns to provide com-
mon denominator programs without
the curse of mystery shows’ blood
and gore. This is especially appro-
priate since the essence of Western
story lines is that virtue must always
triumph.

CBS, ABC and Mutual

Webs about to saddle up in the old
corral are Columbia (CBS), Ameri-
can (ABC) and Mutual (MBS). CBS
has Hank Larrabee set for a lope on
the wide open ranges; Mutual has its
own Zane Grey series, Tex Thorne
coming up from the Coast, and ABC
has Joel McCrea due to star in an-
other Coast-originated series, Fron-
tier Theater. Yippee!

The package optioned by Ayer is
Grey’s whinny classic, King of the
Royal Mounted, while a Philadelphia
agency, Walker & Downing, re-
cently completed an original West-
ern for an unspecified client.

Oaters aren’t new in radio, top
example being Lone Ranger, with the
Tom Mix series another perennial.
The new emphasis laid on them, tho,
in view of the sturdy role played by
the hoss stories in the pix biz, is giv-
ing radio something to shoot for.

CBS Denies Losing
‘Lux Theater’ to NBC

NEW YORK, April 12.—Reports
that Lever Bros. might move Lux
Radio Theater to the National Broad-
casting Company (NBC) were denied
this week. Denial came from sales
toppers of Columbia (CBS), where
the series originates now, the execs
stating they had been assured by the
sponsor no change in originating net-
work was contemplated. The report
continued to circulate in Hollywood,
apparently without foundation.

Garry Moore Inks
2-Year WM Pact

NEW YORK, April 12.—The Wil-
liam Morris Agency this week signed
to represent Garry Moore for radio
under a two-year authorization pact.
Moore, formerly handled by National
Concerts & Artists’ Corporation,
leaves the Jimmy Durante - Rexall
show at the end of the season to go
on his own as a single.
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CBS, “This Week” in Tie-Up
On World - Wide Round - Up

Honoring V -J Anniversary

Web and Mag Sending Out Separate Crews—Swapping Info

NEW YORK, April 12—An un-
usually ambitious program reflecting
the wide scope of Columbia Broad-
casting System’s (CBS) documentary
unit has been set for August 14, the
second anniversary of V-J Day. Show
will be in the nature of a report to
veterans on the people they met in
the various far-flung battle areas.
Research and collating of material
will be done jointly with This Week
magazine.

Nothing yet done by the CBS docu-
mentary unit approaches the vastness
of the projected V-J show, as yet
untitled. Bob Heller, CBS exec, and
Jerry Mason, associate editor of This
Week, have been working out the
plans for several months. Some 10
or 12 men, including both CBS and
This Week staffers, will be involved
in-the physical details of the produc=-
tion, which will include coverage of
many war-ravaged areas in both the
Pacific and European Theaters. First
crew left this week for the Pacific,
carrying CBS’ Jim Hurlbut, together
with photographers and a batch of
recording gear. They’ll cover Pearl
Harbor, Wake Island, Guam, Iwo
Jima, Okinawa, various key islands
of the Philippines, Hiroshima and
Japan. In two weeks, CBS’ Bill
Downs will leave for Europe, land
on the Normandy beachhead and
work thru France, Holland and
thence to Berlin.

Both tours will have the same ap-
proach: That is, they’ll stress human
values, rather than the spectacular.

Multi-Angle Tie-Up

Tie-up with This Week is interest-
ing in more ways than one. First, it
represents a parallel effort by two
great media, press and radio, to cover
the same story and co-operate all
the way. The mag and CBS will use
each other’s information—such as re-
ports, research, etc. This material—
both for the radio program and the
mag—will be flown to the United
States from the various points visited.
Bob Heller will write the radio script
from the material gathered, and Ma-

Woods Against
Editorial Stand

FORT WORTH, April 12.—Mark
Woods, president of American Broad-
casting Company (ABC) last week
disagreed with the view that radio
stations should have an editorial
policy. Wood’s statement takes an
opposite tack from those issued re-
cently by the National Association
of Broadcasters and its head, Justin
Miller. Latter have urged the Fed-
eral Communications Commission to
abandon its Mayflower doctrine
which provides that broadcasters
shall not editorialize nor act as an
advocate of policy.

Woods’ remarks were made be-
fore ABC affiliate officials of Texas,
Oklahoma and Kansas, and was aired
by KGKO, Fort Worth, over the
Lone Star chain, Texas State net-
work and Oklahoma network. Woods
pointed out that radio differs from
newspapers because its limited spec-
trum makes licensing necessary and
makes the air the property of the
people. He said “radic can best
remain free and live up to its tre-
mendous capability of serving the
public by presenting both sides of
every controversial issue.”

son will do the mag piece.

Promotion value of the radio-mag
tie-up is tremendous, this being the
second time CBS has made this par-
ticular tie-up. First was Assignment
Home, which came off very well. For
the August 14 venture, it’s planned
to have the mag piece break one
week in advance of the radio pro-
gram. It’s figured This Week hits
34,000,000 readers, which means a
tremendous promotional hypo for the
broadcast.

Altho CBS is slanting the show as
a report to ex-G.L’s, web’s attitude
is that other listeners may “eaves-
drop” if they wish. Out of the pro-
gram, according to Heller, may come
some common ingredient or denomi-
nator: indicating either world prog-
ress or depression.

Downs and Hurlbut probably will
do the narration.

Thomas Appears Set
For Solo Fall Spot

HOLLYWOOD, April 12.—Final
decision on fall plans for the Don
Ameche-Danny Thomas air seg is ex-
pected next week, with strong in-
dication that Thomas will carry the
starring burden alone next season.
P. & G. radio execs and Kastor, Far-
rell, Chesley & Clifford Agency top-
pers are both said to favor a solo
flight for Thomas based on comic’s
work on current show.

Agency must decide the fall sked
by the end of April when option ex-~
pires. Present show is slated for
exit early in June, to be replaced
by a tentative four-week all-musical
format with Frances Langford hold-
ing down the featured slot. Agency
has as yet made no decision on build-
ing a new dramatic seg to star Don
Ameche.

CBS Series To Kid

Comedy Programs

NEW YORK, April 12.—The Little
Show, new 15-minute comedy stanza
with Robert Q. Lewis, has been ten-
tatively set for a May 3 debut over
Columbia (CBS) as a Saturday night
seg.

Audition script was written by
Goodman Ace who heads CBS comedy
development department and origi-
nated the formula. Program satirizes
radio comedy techniques.

NBC’s ‘Lights Ou?’
Switching to ABC

NEW YORK, April 12.—Despite
adamant attitude of many web execs
about freezing web-built packages to
the network originating them, a Na-
tional Broadcasting Company (NBC)
package is reportedly heading for a
summer airing over American Broad-
casting Company (ABC). Show is
Lights Outs, NBC whodunit meller,
which trade reports have succeeding
the Henry Morgan Show over ABC,
for the summer. Morgan’s closing
date has not yet been set. Biow is
the agency for the show, sponsored
by Eversharp-Schick razors.

Another Biow show, Milton Berle
program, will take no hiatus. Philip
Morris sponsors.

New Historic Seg,

“CBS W as There,”
To Re-Enact Events

NEW YORK, April 12.—Program
execs of Columbia Broadcasting Sys-
tem (CBS) are usually enthusiastic
over a new show dramatizing notable
historic events and using an entirely
new radio technique. Program is
called CBS Was There. Principal de-
vice used is re-enactment of the par-
ticular event as tho CBS reporters
were actually on the spot at the time
the event transpired.

On the audition record just cut,
subject matter was the assassination
of Lincoln. Using a combination
flashback and narration-news cover-
age system, program covered
Lincoln’s arrival at the Ford Theater,
the actual shooting and the hours
which followed. In addition to an
acting cast, CBS newscasters John
Daly, Ned Calmer and Quincy Howe
did the “on-the-spot newscasts.”

CBS is offering the program as a
commercial, with an account seeking
an institutional slant being sought.
Reactions have been markedly favor-
able.

First script was researched and
written by Robert Lewis Shayon.
Plan is to rotate a writing crew of
about four on the series.

De Mille AFRA
QOuster to Calif.
Supreme Court

HOLLYWOOD, March 12.— Con-
tinuing his test case against Ameri-
can Federation of Radio Artists, Cecil
B. DeMille yesterday brought the
matter of his AFRA ouster before the
California Supreme Court. Thru at-
torney Neiel S. McCarthy, DeMille
contended that the union demands to
pay $1 to support a closed shop prop-
osition infringed upon his constitu-
tional rights. In filing this appeal
from a lower court ruling that up-
held his AFRA expulsion, the pic
producer and former Lux Theater
(CBS) narrator further claimed he
lost $250,000 as a result of being
banned from the union. DeMille got
the AFRA boot when he refused to
come thru with the $1 assessment by
the union in 1943 to oppose a State
proposition outlawing closed shop.

William Berger, legal eagle for
AFRA, countered DeMille’s argu-
ment by stating assessment was legal
since it was voted upon by a ma-
jority of the members to fight a pro-
posed measure that “periled organ-
ized labor.” AFRA expected DeMille
to once again lose his appeal, stat-
ing that closed shop is legal under
present-day law. If any action is to
be taken against closed shop, they
stated, it will be up to the legislative,
rather than the judicial branch of the
government.

Tele-Radio Formed
In Chi;Inks Ameche

CHICAGO, April 12.—Tele-Radio
Creations, Inc., was formed this week
in Chicago and inked Jim Ameche to
an exclusive, long-term contract as
its first official action. Corporation
is bank-rolled by Dr. N. T. Lanser,
prexy of the org which will package
live shows and open end e. t.s.
Ameche, now star of NBC’s Chi-
originated Grand Markee is moving
from New York to Chi.

Josef Cherniavsky, is vice-presi-
dent in charge of music and produc=-
tion. Norman Felton, NBC central
division producer, will direct
Ameche’s first show. R. N. Zurby, is
org’s flack.

Full Support

Assured RWG
Strike Move

Walkout Decision Due Thurs.

NEW YORK, April 12.—Unanimous
support by all radio unions was vir-
tually assured the Radio Writers’
Guild (RWGQG) this week in the free-
lance writer strike which may mate-
rialize on or after May 10. Support
was voiced unofficially by other
union reps at a meeting yesterday
(11) attended by officials represent-

ing radio actors, musicians, office
workers, and three technicians’
unions.

Whether the writers actually will
strike may be determined Thursday.
(17), when the four major networks
are to advise the Guild as to their
decision on negotiating for free-
lancers. If the web’s answer doesn’t
meet RWG lines, either as to nego-
tiating at all or as to the scope of
such negotiations as the webs would
enter, a strike appears inevitable.
Guild this week filed a 30-day notice
with the National Labor Relations
Board (NLRB). Webs’ stance is that
the Guild should await NLRB cer-
tification before calling for negotia-
tions. Guild claims the demand to
wait for NLRB certification is pri-
marily a delaying tactic.

N. Y., Chi, Coast Vote Strike

RWG strike votes, taken in New
York, Chicago and on the Coast, re-
turned a total of 970 in favor of
striking and 31 against. Guild strat-
egy committee will meet Monday
(14) to set its course of action.

Support of other unions was voiced
at a meeting of the associated broad-
cast unions and guilds. Officially,
such support cannot be recorded un-
less the strike becomes an actuality.
Key elements would be whether
these other unions would cross an
RWG picket line; union officials indi-
cate they will not, especially since
there would be no scripts for pro-
grams if the lines were crossed.

Digges Urges ANA
Share in Radio’s

Union Negotiations

CHICAGO, April 12.—Greater ac-
tivity on the part of advertisers in
connection with negotiations on
union-network contracts was advo-
cated here this week by 1. W. Digges,
counsel for the Association of Na-
tional Advertisers (ANA). Digges
was one of the speakers at the an-
nual ANA convention. ANA also
endorsed Broadcast Measurement
Bureau (see story in this issue).

Digges declared that advertisers
should sit in on meetings between
unions and radio executives, inas-
much as, to a great extent, it is the
advertiser’s money which is involved.
Radio networks alone now negotiate
contracts for musicians, actors, write
erss, directors and other unionized
employees. ANA reaction was favor=
able, altho action was delayed until
the fall meeting.

Convention also decided ANA
should be represented in the newly-
formed Broadcasters Advisory Coun-
cil (BAC), but as a group, not thru
individual advertiser niemberships.
Edgar Kobak, president of Mutual,
(MBS) and chairman of the BAC or-
ganization commitee, spoke to the
assembled advertising execs.

ANA also heard a report concern-
ing television, gist being to urge
caution until programs have been
further developed.
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ABC Star Plug
Pushes Friday

Program Block

HOLLYWOOD, April 12.—Ameri~
can Broadcasting Company’s star en-
dorsement promotional gimmick will
be used to beat the drum in pushing
ABC’s Friday night program block.
Web started pic name tie-ins last
year when Jack O’Mara, ABC Coast
sales promotion chief, set up string
of Lkillboards at important Los An-
geles intersections with sign show-
ing film glamor gal and ABC testi-
monial. After the O’Mara hrainchild
proved successful on the Coast, it
was picked up on national scope and
used to good avail in ballyhooing
various Eastern affiliates.

Outgrowth of the O’'Mara plan now
to be used will consist of transcribed
spot announcements in which a pic
celeb plugs his favorite ABC Friday
night show. Deal, of course, is re-
ciprocal with flicker name getting
chance to plug his currently re-
leased film. Current set-up is with
Universal-International and includes
Douglas Fairbanks Jr. (for This Is
Your F. B. I.); Mark Hellinger, Cav-
alcade of Sports; Yvonne De Carlo,
Break the Bank; Rod Cameron, The
Sheriff; Vincent Price, The Fat Man,
and Anne Blythe, Harry Wismer.
E. t’d spots are worked as inter-
views with the screen thesps.

Ernest P. Zobian has joined the
New York offices of Dancer-Fitz-
gerald-Sample, in charge of Kolynos
Toothpaste and Powder, Hill’s Cold
Tablets, Heat Liniment, Freezone,
Mystic Hand Cream and other prod-
ucts of the Whitehall Pharmacal di-
vision of American Home Products.
Zobian formerly was in charge of
drug advertising at Pedlar & Ryan.

Don’t It Cook?

CHICAGO, April 12. — A
gadget, which if sold in
quantity, may affect Hooper and
similar surveys will be made
shortly by Hallicrafters, Chi
radio-tele manufacturing outfit.
Device automatically records a
listener’s choice of programs
and holds it for a playback
when he wants to hear it. Wire-

recording and electric time
pieces are integral parts.
‘Brighter Tomorrow’

Gets Transfusion
For Sickly Hooper

CHICAGO, April 12—In an at-
tampt to better the Hocperating of A
Brighter Tomorrow, Mutual Net-
work’s show featuring Gabriel Heat-
ter (Sundays from 9 to 9:30 p.m.
CST), Arthur Meyerhoff Agency, Chi
org handling the account for the
sponsor, Mutual of Omaha Life In-
surance Company, will have the pro-
gram produced and written by new
personnel starting with tomorrow’s
(13) airing. Ben Green, radio director
at Meyerhoff, said that effective that

date, the program, a New York or-
iginated show, will be produced by
Criterion Productions of Manhattan.
For the past few months it has been
on the air, the program has been
produced by MBS.

Green said that new producers on
the program will be Ted Corday and
Wilfred F. Roberts. Frances O’Brien
will become director of research;
Ruth Borden will write it, and
Charles Paul will become new musi-
csl director.

BMB Passes Hat for Million
To Cover 2d Audience Study

NEW YORK, April 12.—Solicita=~
tion of station subscriptions to under-
write the second audience measure-
ment study by Broadcast Measure-
ment Bureau (BMB) began this week
when contracts were mailed to sta-
tions thruout the country. At the same
time, direct personal appeals to the
stations are being made by Hugh
Feltis, BMB president, who this week
began a three-month nationwide tour
during which he will address 10 Na-
tional Association of Broadcasters
(NAB) district meetings and various
groups of advertisers and agencies.

BMB’s passing of the hat appears o
have been undertaken at a propitious
moment and it is considered a virtual
certainty that the stations will sub=~
scribe the $1,000,000 plus which made
the 1946 study possible. Appeal for
subscriptions coincided with a resolu-
tion passed this week by the Associ-
ation of National Advertisers (ANA)
in Chicago, endorsing BMB. Action
was taken at the ANA annual con-
vention, its points including a vote of
thanks to broadcasters for financing
BMB, promising extensive ANA use
of the BMB studies; endorsing the
spirit of self-analysis which led to
BMB, stating that ANA considers
BMB’s continuation “an absolute
necessity,” and urging stations to sup-
port the second (1948) study.

Equal Representation

Broadcasters, agencies and adver-
tisers have equal representation in
BMB, but all financing is done by sta-
tions, which pay from $120 to $14,000,
according to their annual revenues.

Advertising agency reaction, altho
not reported officially thru the ad
agency association, also has been fav-
orable, BMB officials report. The two

BMB studies already released, station
and area measurements, now are be-
ing used in placement of business.
Some agencies have been secretive
about the methods they are using,
each agency feeling its interpretation
will be more fruitful than other sys-

tems. Third and final report result-

ing from the 1946 study, dealing with
network circulation—both national
and regional—will be released later
this month.

Yardstick Undetermined

Question of whether BMB will use
the same yardstick on which the 1946
studies were based has not been de-
termined and probably will not be for
some time. No such decision can be
made until all reports have been pub-
lished and until extensive studies and
analysis can be made by the agencies,
advertisers and stations involved.

BMB this week named five new di=
rectors, three representing NAB and
two ANA. Trio includes Hugh M.
Beville Jr., NBC research head;
E. P. H (Jimmy) James, Mutual
sales exec, and Hugh Terry, KLZ,
Denver. ANA reps are R. E. Davis,
Goodyear Tire, and Albert S. Dempe=
wolff, Celanese Corporation.

KLZ Airs “Behind Scenes”

DENVER, April 12. — KLZ here,
celebrating its 25th anniversary, is
acquainting listeners with some of
the little-known jobs necessary to the
airing of a program. Station is broad-
casting a series titled Behind the
Scenes at KLZ, consisting of inter-
views with department personnel
about their duties. Facts contrast-
ing today’s operations with those of
1922 are featured.

W

in New York.*

® occording to the Nielsen Radio Index Area Reports
for the 78 county, $state New York arss.

r

more homes with radios from 8:00 AM to 12:00, Midnight,
Sunday, during the average quarter-hour in October, 1945,

through December, 1946, than any other major station

WOR

—that power-full statiop
at 1440 Broadway, in New York
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(Excerpts from a letter written by Ted Collins to Kate Smith on the 9th Anniversary of her program, ‘Kate Smith Speaks’)

dear kate:

As you know, I’'m not a man to look back, to retrack, to
dream, as it were, about the what-might-have-been and
what has been accomplished. But this morning when we
got the “Off-the-Air,” I couldn’t help but reminisce a
listle bit . . .

You know, Kate, your show “Kate Smith Speaks” is, I

think, onc of the most unique things in American radio.
Sure, I’ve said that beforc and pulled out surveys to prove
it. But this morning I tried to figure out why.

Let me tell you what I thought . . .

Here you are, after nine years, the highest-ranking day-
time personality in radio—not to mention a 15-time leader
among the nation’s ten most popular shows—a woman
heard by more Americans than any woman in history.
Why? A lot of smart people have worked on that question,
but here’s what a fairly simple Joe thinks . . .

There’s something as basically American about you,
Kate, as apple pie, I know. I’ve stood in the doorways and
among the crowds when thousands and hundreds of thou-
sands clamored—and still do—to see you and hear you.
And I’ve heard old women and young men and little girls
say one thing always, “Gee, she’s like us!”

I think that’s it, Kate. It’s a contagious sort of thing
thzt must be in the land and the air of this country of ours
and you caught it, and I don’t think there’s a cure. Part of
it is what newsmen tried to put into words when they said
that our Army, Navy, Marine and Coast Guard boys and
girls won the hearts of the world’s millions during the war.

You’re a sort of nice clean breeze, Kate, in a world of
pretlty mixed-up ideologies . . . or whatever most “ad-
variced” thinking is called. Yet, you’rc no Pollyanna. I’ve

listened to you give the Government heck for something
stupid, but, Gosh, you did it in a real American way. All
the time it was, and is, as if you were saying to a neighbor,
“Look, Charlie’s lost three calves this year and the hired
man’s seeding’s no good. Let’s fix it. They’re just mis.
takes.”

That’s what the people want, Kate; a deep-down, good-

humored belief in the country in which we live, in their

language. Somebody te fix what we have, when it necds
fixing, not to find a substitute. Somebody who says,

“Gosh, it’s a grand land and if people mess it up once in a

while, let’s fix it.”

People like that. It’s American. You’re America,

Kate.

And they like you because they can sense the “realness®
of your show. They don’t expect “names” and frou-frou.
If you ask me, they’d resent them, They know they can
always turn to your competitors for that kind of stuff . . .
but it seems that most of them don’t.

I think General Foods—and its agency—sort of felt like
this when they picked you long ago to launch and sell 16
of the hest-known products in America today.

As ever,

ted

Note: “Kate Smith Speaks,” featuring Kate
Smith and Ted Collins, will be broadcast
coust-to-coast by the Mutual Broadcasting
System beginning Monday, June 23rd.
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NATL. BROADCASTING CO.
Once Upon Our Time
10:15-10:30 a.m., Mon. thru Fri,
Rep.: NBC Program Sales

Jack Kilty, brilllant NBC baritone, now
has his own program of story-telling and
song, & show containing all the elements
proven necessary for successful daytime
radio, Each day he takes & human-interest
story, generally contemporary, and narrates
it dramatically, illustrating it with appro-
priate songs. His subject matter is unlim-
fted, and his musical skill permits him to
use every type of usic for illustration.
Piano, gultar and organ support him with
8 rich melodic background.

WBBQ, Augusia
Arthur Hale
6:30-45 p.m., twice wkly.
Rep.: Joseph Hershey McGillvra, Inc.
This proven time-tested mewscast will be
available in the Augusta market on April 29,
An excellent combination of choice time
and top-notch adjacencies, Arthur Hale can
go to work for any sponsor except & refiner.
It's preceded by WBBQ’s popular ‘“‘Half Hour
of News and Sports” and followed by Bill
Brandt’s sportscast. Available on Tuesday
and Thursday at the exceptionally low tal-
ent cost of $3.60 per program.

Colorado

KFEL, Denver, Colo.
The Ray Perkins Show

2:30-4 p.m., 6 times weekly
Rep.: John Blair & Co.

Ray Perkins, for many years a network
favorite on New York originations, gives a
unique twist to a 90-minute daily record
matinee. At the pianc Perkins sprinkles
the record session with his piano *“noodling”
and “chatter” for which he was famous be-
fore the war. One six-day and one three-
day 15-minute strip still available. 8Single
announcement brought 353 requests for pic-
ture folder. Repeated dally for one week
offer brought 2,421 pieces of mail.

]

“The
Adventures of
Uncle Jimmy”

STARRING

WILLIAM
FARNUM

and a great cast of
RADIO ARTISTS

WRITTEN BY

EDDIE LYNN
®
156 COMPLETE
15 MINUTE

TRANSCRIPTIONS

PRODUCED BY
WARNER BROS.

KFWB

Are you interested in taking
over series for entire country?
If so — wrife, phone or wire

WARNER BROS. KFWB

HOLLYWOOD, CALIFORNIA
Phone HEmpstead 5151

Attention of
HARRY MAIZLISH

General Manager

TR R TE R

PROGRAM AVAILABILITIES

A weekly advertising service,
details concerning outstanding programs available
for sponsership. Agencies and advertisers inter-

listing pertinent

ested In any one or more of these programs are
requested fto communicate with station repre-
sentative or production organixations listed.

Foe Informatlon concerning rates for program llstings In this section, write Program Avallablilities, The Blilboard, 1564 Broadway, New York 19, N. Y.

Indiana
WOWO, Fort Wayne

Famous Hoosier Hop
9:30 to 10 p.m., Tues.;, 9-8:30 p.m. o7
9:30-10 p.m. Sat.

Rep.: NBC Spot Sales.

Tradition with WOWO audiences and
ABC., Minimum of 14 live artists sell
Hoosier Hospitality with comedy, folktunes,
Westerns, novelties. Popular vocalists, yo-
delers, harmony duets, trios and quartettes,
8aturday program before live paid audience
at Armory has been attracting BRO crowds
for four years. Tuesday program now on
ABC. Artists in wide demand for personal
appearances throughout area. Can give
excellent sponsor case history.

fowa

KRNT, Des Moines
Sports of All Sorts
10:15-10:30 p.m., Mon. thru Sat.
Rep.: The Katz Agency

Complete sports round-up by Jon Hackett,
Iowa’'s most popular radio sports personality
(1947 radio poll, Des Moines Tribune).
Hackett has been miking Midwest sports 13
years. Fourth year to broadcast Drake
relays; Jowa basketball, foothall . . . other
Hawkeye sports. Annually Hackett emcees
Iowa’s Sports and Vacation Bhow, Corn
State auto races. His 6:15 broadcast has had
same sponsor five years. Plenty good sales-
man. Highly merchandiseable; highly pro-
moted. Night show available in participat~
ing minutes, or in toto,

KRNT, Des Moines
The Don Bell Show

6-8 a.m., Mon. thru Sat.
Rep.: The Katz Agency

The selling grin that stretches from € to 8
a.m. daily on KRNT belongs to Don Bell.
. . . Don’s disc-jocular manner made him
Yowa's favorite male radio entertainer (1947
radio poll, Des Moines Tribune). His whis-
tleable, listenable dawn format rattles up
to a 6.3 Hooper off Hawkeye recelvers. The
“Don Bell Matinee,” 2:15-3 weekday after-
noons, rates & matinifty 6.4 Hooper. A few
minutes available, mornings; afternoons.
There's sales success for whom the Bell toils,

KRNT, Des Moines

The Gene Emerald Show
3-4:30 p.m., Mon. thru Fri.
Rep.: The Katz Agency

Gene Emerald dellvers a friendly, down-
to-earth selling program. Plenty of music:
just enough of Gene. Jockeys top discs:
sings with Hammond organ. Platter chatter
is amusing, chuckle-toned. Here's convince
ing, airwise, professional selling—for Emer-
ald’s show background stretches. back 25
years; take in stage, radio, nite club, battle-
front USO. For 75 minutes dally, Gene
puts highly Hoopered KRNT minutes to
work. They peak at 7.9. CGene Emerald
can help your sales, too.

KSO, Des Moines

Sports Desk
5:30-5:45 p.m., 5 times wkly.
Rep.: Headley-Reed Co.

Gene Shumate, Sports Director for KSO
and dean of Iowa sports announcers, gives
out with the latest sports news and inter-
views. FEverybody knows Shumate—they've
all heard him broadcast football, baseball,
basketball—all sports—via XSO and the
network. The ‘‘Sports Desk’ program 1is
“the world of sports’ wrapped up by Gene
and delivered in a style that builds the
audience. You can buy the “Sports Desk”
Monday thru Priday or three days a week.
An audition wlll be sent promptly on request.

Massachusetts

WBZ-WBZA, Boston
Parade of Song
12:15-12:30 p.m., Wed.
Rep.: NBC Spot Sales

Charming Geael O'Dea, Colleen of Bong,
featured in the varied quarter-hour PARADE
OF SONG, New England’s noon-time rhythm
treat. When Gael sings popular songs in
her lively way, you can bet New Englanders
are right there listening. One Irish ballad
each broadcast., Particularly big following
in Boston vicinity. Piano and violin ace
companiment to top it off.

New York

WGY, Schenectady, N. Y.
Canine Commenis

One time wkly—12:15 pm., Sun.
Rep.: NBC Spot Sales

A newly established feature, this show
clicks with listeners. Each week brings a
stack of mall from dog lovers. Conducted
by George Michael, dog fancler, and owner
of a prize-winning Gordon Better
dialers get all the know-how on dog rals-
ing, training snd handling. Bhow also
features news of area and national dog
events, human-interest stories and methods
of training dogs for competitions. QGet an
audition disc from NBGC Spot Sales today.

WNEW, New York City

Make Believe Ballroom With Mar-
#in Block

10-11:30 a.m., §:35-7:30 p.m., Mon. thru
Sat,

Rep.: John Blair & Co.

IN THE MONEY 98.8% of the time!
Among all programs heard over all New
York stations (network affillates included)
between 10-11:30 a.m. and 5:35-7:30 p.m.,
THE MAKE BELIEVE BALLROOM WITH
MARTIN BLOCK over WNEW in the year
1946 RATED first 55.4% of the time,
RATED 1st or 24 86.39% of the time, RATED
1st, 2d or 3d 98.8% of the time—according
to THE PULSE (Monday-Friday averages).

Ohio

WBNS, Columbus
Sally’s Sittin’ Room
Musical Variety
11-11:45 am., 5 times wkly.
Rep.: John Blair & Co.

8ally Flowers, whose inaginary ‘Sittin’
Room” 1{s known to thousands of Central
Ohlo listeners, entertains with famillar hill-
billy tunes as she ad libs her way thru one
of the station’s newest programs.
trouper, 8Sally’'s salty humor and easy style
have kept her in front ranks. ‘'Sitting Room”’
is backed by program promotion, including
weekly p.a.’s. It’s neighborly, nostalgic, en-
tertaining—a ‘‘town and country” natural.
Additional material platter on request.

WING, Dayton

Swing With WING

12.05-6 e.m., Mon. thru Sun.
Rep.: Weed & Co.

“Gene Barry's SWING WITH WING show
over WING, Dayton, O, is the best of its
kind in the Y. 8.,” says General Artists
Corporation, leading band booking agency.
GAC gets information from touring bands-
men . . . Tommy Dorsey, Stan Kenton,
Charlie Spivak, Woody Herman, 8pike Jones.
They say “SWING WITH WING'S got it!"
Barry’s SWING WITH WING club has 6,500
membership and growing deaily. Requests
average 100 nightly from every State. It's
& hot show . . . brimming over with selll

Maryland
WCAO, Baltimore
Stump Us

3-3:15 p.m., Mon, thru Fri,
Rep.: Paul H. Raymer Co.

This new audience participation program
is drawing several hundred letters a day
from listeners who send song titles that
Phil Fine, one of Baltimore's most accom-
plished planists, and John Ademy, leading
baritone, attempt té play, sing, whistle or
hum. Prizes go to senders when boys don’t
produce. Audition recordings available,
Price $30.00 net per program plus time.
Raymer has all the detalls.

Oregon

KEX, Portland, Ore.
BUGLER X
6-6:45 a.m., 5 times weekly
Rep.: Free & Peters

One-minute participation snnouncements
or quarter-hour units available for this
switt-moving presentation of easy-to-listen-
to rhythmic music interspersed with ad lib
patter, time signals and news. Especlally
tallored for early-morning listening by Bar-
ney Keep, well-known Portland disc jockey
for the past five years. Bugler X has offici-
ated as everything from emcee at school
dances to honorary cowhand. Letters from
New Zealand and Alasksa, as weil as from
KEX coverage area, attest his popularity.

Pennsylvania

KYW, Philadelphia

Music From the Theatre

1-1:30 p.m., Sun. only

Rep.: NBC Spot Sales

The highest Hooperated show between
12:30 and 5:30, Sunday afternoon, in the
Philadelphia area is ‘‘Music From the The-
atre.’”” Features the KYW orchestra di-
rected by Clarence Fuhrman, Philadelphia’s
best known radio conductor, with songs by
Frank Coleman. This smooth-paced half-
hour features sparkling tunes from musical
comedies and operettas in exceptional yet
sure-footed arrangements. It fits in well with
KYW's Sunday afternoon pattern of fine
music; preceding Longlnes Symphonette.

WIP, Philadelphia
The Unseen Advisor

7-7:15 p.m. (EST), 5 tines wkly.
Rep.: George P. Hollingbery Co.

QGlving sane, appreciated advice 0 those
in difficulty, “The Unseen Afvisor* has been
heard in the Philadelphia ares for nearly
8ix years—{five years and ten months under
one Sponsor! Recently he told his audience
that the Station might have to move his
program or take it off schedule altogether
and asked the audlerice to write if they
wanted him to remain. The one announce-
ment—no premiums, no give-aways, no i(ne
ducements—resulted in 7,342 answers!

A veteran

Washington, D. C.

WRC, Washington, D. C.
Robert McCormick, News
Mon. thru Fri, 1:45-2 p.m.
(1:30-1:45 p.m. starting May 12)
Rep.: NBC Spot Sales

Robert McCormick has been on the Washe
ifngton scene more than 13 years, and his
daily news commentary is built on a back-
ground of authentic experience and personal
acquaintance with the people who make
news In the Natlon’s Capital. McCormick
is a favorite with listeners. Hlis Hooper
rautings are consistently high. Ask any NBC
Spot office for complete story on McCormick
and Washington market. Availlable now
for $14.75 net per program plus time.

WTOP, Washington, D. C.
Speaking of Sports, with Eddie
Gallaher
6:30-6:45 pom., Mon. thru Fri.
Washington’s top - rated quarter - hour
sports program, SPEAKING OF BPORTS,
has an average weekly rating of 4.4 and
attracts a 16.5% share of audience. {(Oct.,
1946-Feb., 1947, Hooper City Report.) Pre-
ceded by Eric Bevareid, followed by Robert
Trout, it is sponsored three days by Shell
Ofl-—avallable Tuesday and Thursday. Gal-
laher spices his complete round-up with
interviews featuring sportsdom’s biggest
names. For an audition disc and full in-
formation, call us or RADIO BALES, the
SPOT Broadcasting Division of CBS.

KDKA, Pitisburgh
A Main Street Editor Looks at the
News
6:45-7 p.m., Saturday
Rep.: NBC Spot Sales
A Main Street Editor Looks at the News'
{5 8 15-minute resume of the news, Satur-
days at 6:45 p.m., by Willlam J. Thomas,
noted small-town newspaper editor. Thomas,
indulging In no ‘‘exclusives’” or high-flown
analyses, relates news to listeners’ everyday
life, gives news clearly in down-to-earth
approach. Program has built a great audi-
ence in its five years. One-time offer of
coples of his newspaper pulled 8,000 replies
from 25 States.

" KDKA, Pittsburgh

Evelyn Gardiner’'s HOME FORUM
1:30-2 p.m., § times weekly
Rep.: NBC Spot Sales

Evelyn Gardiner's Home Forum {week-
days at 1:30) is & must with Tri-State
homemakers and a plus for advertisers.
Trained home economist, experienced home-
maker herself, Miss Gardiner offers listeners
practical, helpful information on foods,
utensils, appliances, etc. Loyal listeners sky-
rocket mail count, flock to weekly demon-
strations in KDKA’s Test Kitchen to see and
sample products, take home literature. Par-
ticipating advertisers call the Home Forum
their Star Salesman.
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TRITERION RADIO FEATURES
360 North Michigan, Chicago, Ill.
Bob Elson X-Ray Sports

Quarter-hour, once-weekly, year-‘round,
cpen-end sports program featuring Bob
Elson, America’s number one sportscaster
(@4 World Series.) Collegiate football and
bmsketball; Golden Gloves and professional
boxing; American-National League baseball;
1D years ice hockey; national ski, ice skat-
ireg, swimming meets, etc., great experience
and versatility. S8how always presents time-

KERMIT-RAYMOND CORP.

11 E, 52d St., N. Y, 22, N. Y.

Hollywoed’s Open House

Radio’s greatest transcribed show. Fea-
tures drama, musie, song and comedy. Each
program has from 3 to 5 big-name guest
stars, a big-name guest comedian, guest
vocallst and one or more big Hollywood
stars. Stars include Jack Benny, Marlene
Dietrich, Milton Berle, Lucille Ball, Pat
O'Brien, Hildegarde, Bert Lahr, Dick Powell,
Peter Lorre and over 1060 more equally as
great. Plus the orchestras of Ray Bloch and
Enric Madriguera and Jim Ameche as emcee,
Write, wire or phone for details!

ly sports news, punchy ‘‘Alritorials,” fa=~
mous celebrities, human-interest stories and
other audience building factors. Hooper
and sales-wise Elson is tops, Wire or write
for audition record.

HARRY S. GOODMAN
IS E. 53d St., N, Y. 22, N. Y.
The Kay Lorraine Show

Advertising agencles and sponsors! Attene
tion! A new musical program just com-
pleted. Avaijlable to local and regional
accounts. Starring the blond thrush, Kay
Lorraine, who has been featured in *“Your
Hit Parade,” ‘“Carnation Hour,” “The Ford
Show,” and Frank Gallup, sensation of the

FINLEY TRANSCRIPTIONS
747 South Hill St., Los Angeles
Myrt and Marge

Radio’s most famous serial 18 now avall-
able on transcriptions sold only on 6&-a-
week basis, with 130 {fifteen-minute pro-
grams now available and 130 more to come.
Available for local, regional and national
sponsorship. Myrt and Marge has just heen
selected by Thrifty Drugstores for a 52-week
serfes on KNX, Los Angeles, and was chosen
after auditioning dozens of transcribed and
‘“Hve’ shows. Priced right for your terri-
tory. Send for Iree audition discs now.

new Milton Berle show. Added attraction—
an all star 7-plece orchestra. 653 fifteen-
minute transcribed programs available., Act
fast while all markets are open.

FREDERIC W. ZIV CO.
1£29 Madison Rd., Cin. 6, O.-
Easy Aces

Fifteen-minute transcribed comedy serles
sta-ring America’s funniest husband and
wife, Jane and Goodman Ace, nationally
famous comedy team who have kept radio
gudlences laughing for fifteen years on the
networks. Series is now transcribed and
avallable ‘‘open end’” for local and regional
sponsorship. Radio’s most promotable
tramscribed show earning top-the-competi-
tior ratings in market after market—
Youngstown, 11.7; Chicego, 6.7; Chatta=
nooza, 7.6; Zanesville, 17.4. 1040 quarter-
hour programs. Write, wire or phone,

LES MITCHEL., PRODUCTIONS,

INC.

(Pzoducers of Skippy Hollywood
Theater)

8853 Beverly Blvd.. Hollywood

“Tke Theater of Famous Radio Play-
ers”—Family Drama, Y hr.

Fentures the best 15 names of Hollywood’s
Radio Row in ''top-flight”” family entertain-
men!. Lurene Tuttle, Cathy Lewis, Peggy
Webber, Joe Kearns, Tom Colllns, Jack Ed-
wards, etc. Drama, comedy, suspense, Io-
manece by name writers plus deft produc-
tion. Auditions on requast. Priced right!
89 shows available, more in production,

LOUIS G. COWAN, INC,
8 S. Michigan Ave.
Chizago 3, 111

Murder at Midnight

“Murder at Midnight,” offered by the
producers of “Quiz Kids,”” is the Number 1
Hooper show in New York, Los Angeles,
8an Dizgo and many other markets from
coast to coast. Real network caliber 62
half-bour mystery-suspense thrillers by the
same authors who write the top rating net-
work shows in this category. 1It’s THE
TRANSCRIBED SHOW to break sales rec-
ords znd reach a new high in radio selling.
Availeble for local and regional sponsorship.
Priced low. Bend for free audition disc now.

FINLEY TRANSCRIPTIONS
747 South Hill St., Los Angeles
Flight With Music

Radlo’s greatest open-end show is available
for you. 39 fifteen-minutz open-end tran-
scriptions with Marion Hutton, Nat Brusi-
loff’s 16-plece orghestra and Herb Sheldon
on every progra. plus guest stars Dest
Arnaz, Clark Sisters, Johnny Desmond, Ray
Eberle, Bob Eberly, Tito Guizar, Gene Krupa,
Phil Moore, Danny O'Neill, Tony Pastor,
Carl Ravazza, Claude Thernhill, Miguelito
Valdez, Jerry Wayne and Henny Youngman.
A network callber program. Write, wire or
phone for free audition discs.

-

TELEWAYS RADIO PRODUC-
TIONS, INC.
8949 Sunset Blvd., Hollywood 46.

Moon Dreams

“Moon Dreams’ is the station’'s favorite
type of program, humanly enriched by the
masterful voice of one of America’s greatest
radio stars, Marvin Miller; she lyrical tenor
voice of the sensational new singing dis-
ecovery, Warren White; the gifted fingers of
Del Castillo, at the organ, and the rich, deep
notes of Ivan Epinoff’s violin. Fifteen min-
utes five-a-week for “‘easy listening.” Avail-
able three or five time basis. Produced by
Teleways Radio Productions, In¢c. Send for
ree audition platters.

TELEWAYS RADIO PRODUC.
TIONS, INC.
8949 Sunset Blvd., Hollywood 46,

Strange Wills

Helf-hour dramatic. A bright new fore
Currently boasting 9.8 Coast Hooper-
ating. Dramatizes strange stories behind
strange wills, Starring famous Hollywood
actor Warren Willlam. Twenty-six pro=
grams Iimmediately available. Additional
twenty-six in production. Special quotations
for multiple market or regional sponsorship.
QGne-a-week basis only. Definitely a net-
work caliber program. Procuced by Tele=-
ways Radio Productions, Inc. Send for
{free audition platter.

mat.

TELEWAYS RADIO PRODUC-
TIONS, INC.
8949 Sunset Blvd., Hollywood 46,

Barnyard Jamboree

Teleways mnewest half-hour transcribed
hit, “Barnyard Jamboree,”” starring Jimmie
“FPound Boy” Jefferies. A jam-packed half
hour of sure-fire entertainment, serious sene
timent, rural rhythm. A real old-fashioned
barn dance with songs that all America
sings. Large cast. Fifty-two programs.
Available one-a-week basis. Produced by
Teleways Radio Productions, Inc. Send for
free audition platters and cests for your
market.

TELEWAYS RADIO PRODUC-
TIONS, INC.
8949 Sunset Blvd., Hollywood 46,

Sons of the Pioneers

Fifteen-minute five-a-week transcribed
musical serles starring Bob Nolan, Tim
Spencer and all the “‘Sons of the Pioneers.”
This particular group has made over 100
movies and is currently sponsored in a
starring capacity on the big Alka-Seltzer
network program, NBC Coast ta Coast. This
is a brand-new series. 260 programs. Avail-
able for local or reglonal sponsorship onm
three or five-time-per-week basis. Pro-
duced by Teleways Radio Productions, Ing,
Send Ior free audition platters.

GEORGE LOGAN PRICE, INC.
946 S. Normandie Ave., L. A. 6

Living Pages From Book of Life
Bible storles first heard at mother's
knee . . Catholic, Protestant, Christian,
Jew, made to llve again by all-ster network
cast. Directed by Glann Heisch, NBC, New
York. Handel by Sir Thomas Beecham's
BBC Orchestra . . . Beethoven—Paul Parals
Paris Symphony. Chorals arranged, con-
ducted by Dr. Irving Steinel, with Lau Dista
Choir. Julle Keller, KFT Harpist. 52 halves,
Recorded. Tested. Proved. Reasonable.

Iceal Summer Fill-In. Free audition samples.

MAURICE C. DREICER, PRO-
GRAMS
998 Fifth Ave., N. Y.

Are You a Heel?

Nothing personal. Just the most exciting
type of conduct testing ever devised, based
upon the copyrighted feature the *“HEEL-
OMETER,” which slzes one up from the

WSAI Techs Sign;
WCKY Still Out

CINCINNATI, April 12.—Tech-
nicians at WSAI here signed a two-
year contract Thursday (10) provid-
ing weekly wage hikes of $7.50 for 14
employees. Contract contains a no-
strike clause, but the union reserved
the right to refuse to pass picket lines.

Members of Local 1224, Interna-
tional Brotherhood of Electrical
Workers (AFL), agreed to a schedule
which gives technicians a top wage
of $92.50 per week, with a three-
range scale of from $62.50 to the
$92.50. Supervisors will get $112.50
per week and assistant supervisors
$105, a union official said.

At the same time negotiations were
opened by the union and manage-
ment of WKRC and more meetings
are scheduled in an effort to reach

wwwamericanradiohistorvy com.

Powerful, 50.000.watt KWKH is the only station
that can give you rich metropolitan Shreveport,
plus dominant coverage of the forty-seven counties
tn the $1,000,000,000 Ark-La-Tex.
the word for KWKH in this great tri-state market,

an agreement on wage increase de-
mands.

WCKY, struck since March 29 when
technicians refused to accept a con-
tract clause asking them to cross
picket lines, continues operation with
supervisory personnel. No further
station-union meetings have been
held.

4
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field and Providence.
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BAGED ON “FIRST TWENTY”

(OMPARATIVE

TERRITORIAL INDEX

This feature, comparing natlonal ratings of leading net-
work shows with their Pacific Coast ratings, operated In
co-operation with the C. E. Hooper, Inc. organization.

DAYTIME HOOPERATINGS, NATIONAL AND PACIFIC COAS8T, FOR PERIOD OF MARCH, 1947

Natlonal Nat’l  Natl Paclfic Paclfic

Opposition Hooper Rank Program Rank Mooper Pacific Coast Opposition
No Sponsored Show ABC 309 1 BOB HOPE 2 36.4 No Sponsored Show ABC
No Sponsored Show CBS No Sponsored Show CBS
No Sponsored Show MBS No Sponsored Show DLBS
No Sponsored Show ABC 28.0 2 4 p.m., P.T. Comp.

Qene Autry CBS JAOK BENNY® 1 375 Drew Pearson ABC
No 8ponsored Show MBS Monday Morning
Headlines ABC

Gene Autry cBS

No Sponsored Show DLBS

9:30 p.m,, P.T. Comp

No Sponsored Show ABC

No Sponsored Show CBS

No Sponsored Show DLBS
No Sponsored Show ABC 285 3 FIBBER McGEE & 265 No Sponsored Show ABC
No Sponsored Show CBS AND MOLLY No Sponsored Show CBS
No Sponsored Show MBS No Sponsored Show DLBS
Sunday Evening ABC 25.8 4 FRED ALLEN 7 224 Sunday Eve. Hour ABC

Houe No Sponsored Show CBS
Crime Doctor cBS speclal Investigator DLBS
Parker Pen News cBS
Speciat Investigator MBS
No Sponsored Show ABC 25.3 5 RED SKELTON 3 32,7 Alvin Wilder ABC
No Sponsored Show CBS No Sponsored Show CBS
No Sponsored Show MBS Rcd Ryder DLBS
No Sponsored Show ABC 24.8 e RADIO 9 202 No Sponsored Show ABC
Gabrle' Heatter MBS THEATER Gabriet Heatter DLBS
Reatl Storles— Real Storles—

Real Life MBS Rea! Life DLBS
Telephone Hour NBC Borge-Goodman
Borge-Goodman Show NBC

Show NBC
Hltdegarde CBS 246 7 ABC Competition
Exploring the WALTER 8 251 HHdegarde CBS

Unknown MBS WINCHELL" Exploring the
Manhattan Merry-’ Unknown OLBS

Go-Round Nao Manhattan

Merry-Go-Round NBC
DLBS Competitlon
No Sponsored Show ABC
Btondie €8s
8tandard Hour NBC
Boston Symphony ABC 23.8 8 AMOS 'N’ 18 18.8 No Sponsored Show ABC

Orch, ANDY Vox Pop CBS
Vox Pop CBS Gabrie! Heatter DLBS
Gabrle' Heatter mBs Real Storles—

Real Stories— Reat Life oLBes

Reat Life MBS
Sunday Evening ABC 231 9 CHARLIE 4 283 Sunday Eve. Hour ABC

Hour McCARTHY No Sponsored Show CBS
Adv. of Sam Spade cBS SHoOw No Sponsored Show OLBS
No Sponsored Show MBS
Doctors Talk It Over ABC 22,3 10 SCREEN 20 15.6 Lone Ranger ABC
Flsning and Hunting GUILD McGarry and His

Club—LN, MA MBS PLAYERS Mouse pLBS
Contented Program NBC Contented Program NBC
Pot o’ Gold ABC 211 11 MR. DISTRICT 49 105 Henry Morgan ABC
Ford Show- ATTORNEY Adv. of Eitery Queen CBS

Dinah Shore CcBS Inside of Sports DLBS
No Sponsored Show - MBS
! Deat In Crime ABC 20.8 12 TRUTH OR 8 21.1 No Sponsored S8how ABC
Mayor of the Town CcBS CONSEQUENCES Hityd. Star Time CBS
Parker Pen News CBS No Sponsored Show DLBS
No Sponsored Show MBS
No Sponsored Show ABC 19.8 13 BANDWAGON 12 183 Hilyd. Music Halt ABC
Blondte cBS No Sponsored Show CBS
No Sponsored Show MBS No Sponsored Show DLBS
No Sponsored Show ¢C€BS 19.4 14 BING CROSBY 28 14.7 Jack Carson [o3: 17
No Sponsored Show MBS News DLBS
Frank Morgan NBC Mei Venter pLBS

Dennis Day NBC
No Sponsored Show ABC 18.7 15 DUFFY’'S 64 9.6 No Sponsored Show ABC
Songs by Stnatra CBS TAVERN Songs by Sinatra CBS
Gabriel Heatter MBS Gabriel Meatter DLBS
Real Storles— Real Storlas—

Real Life MBS Real Life DLBS
No Sponsored Show ABC 18.2 18 EDDIE CANTOR 11 19.0 Amer. Town Meeting ABC
That’s Flnnegan CBS Monltor Views News ABC
No Sponsored Show MBS That’s Flnnegan CBS

Red Ryder DLBS
No Sponsored Show ABC 17.1 17 REAT 10 19.9 No Sponsored Show ABC
Dr. Christlan CBS GILDERSLEEVE Dr. Christlan CBS
Johns-Manvllle News CBS 1t’s Up to Youth DLBS
It’s Up to Youth MBS
Adv. of Sherlock ABC 165 18 JOAN DAVIS 44 11.6 No Sponsored Show ABC

Holmes Case Book of
Case Book of Gregory Hood pLBS

Gregory Hood MBS Cavalcade of Amer. NBC
Volce of Flrestone NBC
Theater Gulld on ABC 18.3 19 TAKE IT OR 26 14.9 Theater Guiid on Alr ABC

the Air LEAVE IT Gabrlel Heatter
Qabrlel Heatter MBS Show DoLBS
Don Ameche NBC Don Ameche NBC
Amer. Town Meeting ABC 16.2 20 BURNS AND 48 11.3 No Sponsored Show ABC

of. the Alr—LN, Co-0Op ALLEN Suspense cBs
F.B.). In Peace and CBS News DLBS
Washington Man DLBS

War
Johns-Manville News

cBS

first and

4 b

d.

¢

LN—Limlted Network.

MA~—Moving Averag

8.

ABC—American Broadcasting Co,

CBS—Columbia Broadcasting System.
DLBS—Don Lee Broadcasting 8ystem,
NBC—National’ Broadcasting Co.

U.S. an.d Coast
Tastes Vary in

Low Hoopers

Program Revisions Indicated

NEW YORK, April 12.—Top pro-
grams in the first 20 show scant lis-
tener variation in the Comparative
Territorial Index, but
those lower in the
scale indicate wide di-
vergence. For instance,
the index-—a {feature
of The Billboard’s Con-
tinuing Program Stud-
in co-operation with

ies aprepared
C. E. Hooper—rate Bob Hope first
nationally with 30.9 and second on

the Coast with 36.1. Jack Benny,
second nationally with 29.0, edges
Hope on the Coast, making first posi-
tion with 37.5.

In the lower brackets of the first
20, however, the variation becomes
marked. Mr. District Attorney and
Duffy’s Tavern are the outstanding
examples. Mr. D.A. ranks 11th na-
tionally, with a Hooper of 21.1, but
49th on the Coast, with 10.5. Duffv’s
Tavern is 15th nationally, at 18.7,
and 64th on the Coast, at 9.6.

Joan Davis, Burns and Allen

Joan Davis and Burns and Allen
are other examples. Joan, 18th na-
tionally with 16.5, dives to 44th
coastwise with 11.6. Burns and Allen
are 20th nationally but 46th on the
Coast, the comparative Hoopers being
16.2 and 11.3. Bing Crosby, too, dives
from 14th nationally to 28th, and
Screen Guild Players flops from 10th
to 20th.

Toppers close to Hope and Benny
show a fairly uniform audience pull.
Fibber McGee and Molly, for in-
stance, takes third nationally with
a Hooper of 28.5 and is fifth on the
Coast with 26.5. Fred Allen is fourth
and seventh—a {fairly uniform ap-
peal. Ditto Red Skelton, fifth and
third. Some very close ones are
Bandwagon, 13th and 12th, and Wal-
ter Winchell, seventh and sixth,

Implicit in the figures, of course,
is the desirability of revising certain
shows which betray extreme varia-
bility, so as to exert a more nearly
uniform appeal; or, as mentioned in
other comparative studies, the wis-
dom of considering more extensive
use of programs on regional nets to
appeal to specific regional tastes.

Only 4 Day Shows,
7 Night, at Top of
Both Hooper, Pulse

NEW YORK, April 12.—Compari=
son of C. E. Hooper’s latest national
ratings with those of The Pulse, made
in New York City only, this week
emphasized differences in listening
tastes between New York City and
the nation. Among the top 10 na-
tionally aired daytime shows listed
by each service, only four made both
lists. Evening listening proved more
uniform, with seven shows duplicated
in both agencies’ top 10.

The first two daytime shows on
both lists were Kate Smith Speaks
and Aunt Jenny. Others which made
both were Ma Perkins and Our Gal
Sunday. Seven nighttime shows
which hit both lists were Bob Hope,
Jack Benny, Fibber McGee, Walter
Winchell, Lux Radio Theater, Red
Skelton and Fred Allen. Three which
made only Hooper were Amos ’'n’
Andy, Screen Guild and Truth or
Consequences. In Pulse’s top 10 were
only Edgar Bergen, Suspense and
Mr. D. A.

Hoopers Are Higher

Comparison of ratings shows Hoop=
er’'s are invariably higher. Kate
Smith and Aunt Jenny score 8.7 and
8.4, respectively, on Hooper, against
7.3 and 7.1 on Pulse. On the Hooper
night list, Bob Hope leads with 31.0,
followed by Jack Benny’s 28.1
Pulse’s night leaders are Lux Theater
with 24.7 and Jack Benny with 24.0,

Differences may result from the
fact that Hooper’s survey is made
fortnightly, while Pulse summarizes
one month’s findings. Hooper also
relies entirely upon telephone inter-
views, while about 50 per cent of

Pulse interviews are personal, in
non-phone homes.
Breakdown of
leading nighttime shows:
Program Hooper Puise
Bob Hope....... cee.. 310 21.9
Jack Benny.......... 281 24.0
Fibber McGee........ 27.1 21.3
Walter Winchell...... 26.5 21.7
Lux Theater...... ... 281 24.7
Breakdown of
leading daytime shows:
Kate Smith Speaks.... 8.7 73
Aunt Jenny........ .. 84 71
Young Widder Brown.. 7.9
Ma Perkins.......... . 1.9 6.8
Stella Dallas......... . 79

CBS Hires Walker
As Comedy Doctor

NEW YORK, April 12.—Interest
of Columbia Broadcasting System
(CBS) in the development of comedy
shows was highlighted this week
when the web engaged Ernest M.
Walker, of Audience Response Anal-
ysis, to aid in the analysis and de-
velopment of comedy shows. Walker,
who starts Monday (14), has recorded
12,000 programs in the last two years
and has developed an electronic sys-
tem which helps him analyze the
strong and weak points of a program.

Walker was radio director for Har-
vey - Massengale, Atlanta agency,
from 1936-1940. From 1941-'45 he
was with the WNEW, New York,
sales staff. He resigned to record
comedy shows.

Mason E.T. Firm Prexy

SPRINGFIELD, O., April 12.—Lin
Mason, formerly vice-president and
general manager of Transcription
Sales, Inc.,, has been named presi-
dent. The company, which produces
Reminiscin’ With Singin’ Sam, open-~
end disk, plans opening branches in
Boston, Minneapolis, Kansas City and
San Francisco to round out represen-
tation already established in New
York, Chicago, Hollywood and Dallas,
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Mrs.FDR Among
Possibilities for

Kate Smith Spot

NEW YORK, April 12.—Possibility
that Mrs. Eleanor Roosevelt may re-
turn to the air on a commercial
series developed this week when it
became known that Benton & Bowles,
one of the agencies handling General
Focds’s business, was seeking Mrs.
FDR as a replacement for the noon-
time Kate Smith-Ted Collins show.
Latter program moves in June from
Columbia (CBS) to Mutual (MBS),
where it will air co-op.

Mrs. Roosevelt, once sponsored by
Pond’s Co:d Cream, is one of several
program possibilities for the Smith
spot One is a combination made up
of Helen Hayes and her teen-age
daughter, Mary MacArthur. Other is
a show with Bob Burns, doing a daily
Will Rogers rustic commentary.
Anacin is dropping Burns in June.

Benton & Bowles, agency which
handled Kate Speaks, was definitely
charged this week with the responsi-
bilitv of replacing Smith when GF
decided the new show will plug Max-
well House Coffee. Hitherto, two
other agencies which handle GF
business were also in the running to
produce the new opus and had been
pitching for the business.

Replacement Problem

Problems facing B&B in replacing
the chirper-gabber include the medi-
ocre ratings pulled by Mrs. Roosevelt
in earlier commentary stints, and
known reluctance of Miss Hayes and
Burns to undertake daily shows. Lat-
ter two probably would jump at a
weekly spot, but sponsor is sold on
the five-a-week plan. Miss Hayes
and her daughter are said to have a
15-minute script package available.

Walter Craig, B&B radio director,
is flying to the Coast to attempt -to
wind up some of the agency’s other
problems, mainly with summer re-
placements. These include substitutes
for Prudential’s Family Hour, Burns
and Allen, and the Kenny Baker
Show, latter two sponsored by Gen-
eral Foods. Status of Baker for the
fall is in doubt. Situation is due to
be settled in a conference with GF
biggies in Cincinnati at the end of
this month, prior to hiatus which
begins in July. Family Hour is slated
to have a musical replacement of the
light pop type, with singers Jane
Froman and Charles Fredericks of
Show Boat believed the best possi=
bilities.

Replacement for Burns and Allen
also is causing difficulties. Craig said
he had “combed New York” for a
suitable show, and now hopes to look
over the possibilities in Hollywood.

CBS’s Chi ‘Hunt’ Air Time
Upnped; Slot Switch Mulled

CHICAGO, April 12.—Hint Hunt,
Chi-originated CBS audience partici-
pation program packaged by Chuck
Acree’s Feature Productions org, will
switch fo a new time and be aired 10
more minutes daily starting April 28.
Program, now heard on CBS from
4:30 to 4:45 p.m. (CBS) Monday thru
Friday is sponsored by Armour for
its procuct, Chiffon Flakes. Its new
time will be 3 to 3:25 p.m. (CBS)
the same days. For the first couple
of months after its time change Ar-
mour will continue to sponsor only
15 minutes daily, but then is expected
to take the entire 25-minute period.

To make the switch in time possi-
ble, CBS will have to move House
Party (mow 3 to 3:25 p.m.) which
used tc be sponsored by General
Electric but is now sustaining except
on CBS’ Pacific Coast leg, to a later
period, as yet not set.
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FIRST 156 MEN AUDIENCE BASED ON MARCH 30 EVENING HOOPERATINGS

Hooperatings

URBAN
Circulation Index

are based

on

sponsored programs
Points leading to totals accumulated by
15-minute periods.

Male Tuners’
Faves Far Cry

From the Fem

Men Rate Opera Over Suds

NEW YORK, April 12.—Taken as
listening habits of male
urban residents show a wide variation

from those of women
' or children, and of

the populace as a
whole. These differ-
ences are brought
sharply into focus in

Program, Men Muitipiled by No. of
Sponsor, Listeners Per Listeners Urban
Agency Hooperating Listening Set Per Set Listeners®

JACK BENNY ...........co000uns 28.5% 1.11 31.6 4,632,907
Amerlcan Tobacco—F.C.&B.

WALTER WINCHELL ... ......... 265 1.06 28.1 4,113,746
Andrew Jergens—Robert Orr

BOB HOPE ............cc..000.. 1.0 0.90 27.9 4,085,921
Pepsodent Div., Lever Bros.—F.C.&B.

FIBBER McGEE & MOLLY ........ 274 0.94 25.5 3,730,636
§. C. Johnson—N.L.&B.

FRED ALLEN .............c.... 22.1 1.04 23.0 3,365,979
Standard Brands—J.W.T.

: a whole,

RED SKELTON—CH. ............. 24.7 0.91 22.5 3,291,729
B.&W. Tobacco—R.M.S5.

AMOS °N’ ANDY .......... 00000 24.4 0.89 21.7 3,180,282 (3
Lever Bros.—R.&R.

EDGAR BERGEN ................ 19.4 1.07 20.8 3,039,984
Standard Brands—-J.W.T. ‘

BANDWAGON .........0c00e0uees 19.3 1.06 2085 2,996,049
F. W. Fltch—L.W.R.

RADIO THEATER ............... 25.1 0.81 20.3 2,977,450
tevor Bros.—J .W.T.

TRUTH OR CONSEQUENCES ...... 204 0.92 18.8 2,748,654
Procter & Gambie—Compton

SUNDAY EVENING HOUR ........ 18.0 1.01 18.2 2,662,439
Musical Digest—=K.&E.

SCREEN GUILD PLAYERS ....... 22.4 0.78 1716 2,568,763
t.ady Ester—Blow

DUFFY’'S TAVERN .............. 20.0 0.87 17.4 2,548,208
Bristol-Myers—Y .&R.

BING CROSBY . .........cc0000u0 174 0.97 16.6 2,429,146

Phllco—Hutchins

* Based on figure of 14,644,878.
#includes flrst and second broadcasts on Paclflc Coast,
CH.—Computed Hooperating.

FIRST 16 MEN AUDIENCE BASED ON MARCH

30 DAYTIME HOOPERATINGS

Hooperatings

Program, Men Mulitiplled by No. of
&ponsor, Listoners Per  Listeners Urban
Agency Hooperating Listening Set  Per set Listeners®
GRAND CENTRAL STATION.......... 9.0% 0.45 4.9 593,118
Pilisbury—McC.-E.

COUNTY FAIR .........c.iueeecnnas 6.6 0.56 3.7 541,275
Borden—¥X.&E.

STARS OVER HOLLYWOOD ......... 10.9% 0.33 3.3 D0
Bowey's-Sorenson & Co,

METROPOLITAN OPERA ,.......... 4.9% 0.67 3.3 480,791
Texaco-Buchanan

FRONT PAGE FARRELL ............ 5.6 0.43 2.4 e
Whitehali Pharmacal—D.F.S,

THEATER OF TODAY .............. 8.5% 0.28 2.4 348,548
Armstrong—B.8.D.0,

KATE SMITH SPEAKS ..,.......... 8.7 0.24 24 305,785
General Foods—B.&B.

PORTIA FACES LIFE ............,.. 1.6 0.27 2.0 VG
General Foods—Y.-R.
Maxwell House Coffee—B.&B.

WHER A GIRL MARRIES .......... 6.8 0.29 2.0 e
General Foods—Y.&R.

TOM MIX ... ............. c.0.uenn 5.2 0.36 1.9 274,152
Ralston-Gardner

BREAKFAST IN HoLLYwoOOD ....... 6.9 0.27 1.9 272,834
Procter & Qambie—Compton

JUST PLAIN BILL ... ............. 5.6 0.33 1.8 .
Whitehall Pharmacal—D.F.S.

BREAKFAST CLUB ................ 6.8 0.31 1.8 263,316
(89:30 a.m.,)
Swift & Co.—J.W.T.

BREAKFAST CLUB ............¢... 6.6 0.32 1.8 262,496
(9:15 a.m.)
Swift & Co.—J.W.T.

YOUNG WIDDER BROWN .......... 7.9 0.21 1.7 242,859

Sterling Drug-——D.F.S.

*Based on figure of 14,644,878.

**No ‘‘number of urban Isteners’” flgure reported on programs broadcast in fewer than 100 citles,

#Based on program Hooperating in March 45 report.

the Urban Circulation

Index (s€e tabulation on this page),
an apalysis of the 15 daytime and
evening programs with the largest
urban male listenership, made from
the'March 30 Hooper study. A com-
parison of programs having most
male listeners, with the top 15 having
most over-all listeners (The Bill-
board, April 12) shows that only
seven daytime shows make both
lists, and the 14 evening shows which
appear on both tallies are in consider-
ably reshuffled comparative positions.
The chart of urban male listener-
ship again proves that a show’s
Hooperating is not always an accurate
index of its total listenership. The
chart proves that the number of lis-
teners per receiver is a key factor,
causing shows with lower Hooper-
atings to have larger audiences than
some with higher Hooperatings.
Thus, among evening shows, Radio
Theater is fifth in Hooper point
standings, but rates only 10th in total
urban male listeners. Conversely,
Fred Allen is ninth in Hooper points,
but fifth in urban male listenership.

How Figure Is Reached

Whereas the Hooperating indicates
only relative popularity of web
stanzas in cities with four network
oulets, the total male urban listener
figure is obtained in a two-part
method. For this number, Hooper~
ating is multiplied by men listeners
per receiving set. The result is used
as a percentage and is multiplied
by 14,644,878—the total number of
radio homes in cities of 25,000 popu-
lation or more. The product is the
number of male listeners in such
cities for each program.

In the first 15 evening programs,
in terms of urban male listeners, only
one show edged in that was not in-
cluded on the top 15 shows in Hooper
points. This is the Bing Crosby pro-
gram, which had more men listeners
than Mr. District Attorney, which
rates 15th in Hooperatings. The same
four shows lead the list both in
Hooperatings and male listeners, but
in different order. Jack Benny, Wal-
ter Winchell, Bob Hope and Fibber
McGee, in that order, have the
greatest number of male listeners,
In Hooperatings Hope is first, fol-
lowed by Benny, Fibber McGee and
Winchell.

The top 15 daytime shows with
most urban men listeners include
eight which could not make the top

(See Males Favors on page 18)
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Meet Corliss Archer
Reviewed April 6. 1947

CAMPBELL SOUP CO.
Thru Ward Wheelock Co.

Via CBS (145 Stations plus CBS)
Sundays, 9-9:30 p.m. EST

Estimated Talent Cost: $3,000; direc-
tor, Sterling Tracy; writer, F. Hugh
Herbert; music, Bud Dant and orchestra;
cast, Janet Waldo, Sam Edwards, lrene
Tedrow, Fred Shields, Dolores Crane,
Bebe Young, Kenny Godkin.

Average Hooperating for all shows of this
type (Dramatic) h {
Current Hooperating of show preceding:
“Crime Doctor” 3
Current Hooperating of show fellowing:

Eddie Bracken .......ccoveeeeeienoaaccaes 8.4

CURRENT HOOPERATING OF OPPOSITION
SHOWS ON OTHER NETWORKS

ABC
Walter Winchell

........................ 26.5
Louellz Parsons .......cccocoseacaemenes 11.3
MBS
“Exploring the Unknown’....oceeevseeee 3.9
NBC
“Manhattan Merry-Go-Round" ......... 141

ABOUT THE ADVERTISER

According to available figures, Camp-
bell’s radio budget about equals the
company's expenditures in magazinés.
In 1945, for instance, air budget for
soup, juice and bean products totaled
$1,650,000, as compared with $1,-
660,000 in mags, (soups and tomato
juice). Currently, Campbell is buying
“Archer” to replace the *‘Hildegarde’
show, which foided recently, Orther
Campbell radio deals are in the works,
involving summer replacement for the
“Jack Carson’’ show and permanent fall
shows.

Campbell’s Soup has flirted with
“Corliss Archer” before—having last
bankrolled the CBS-built package from
April to September of 1946, Prior to
that, specifically from January, 1944,
to August, 1945, the F. Hugh Herbert
story—which first appeared in *‘Good
Housekeeping,”” and later became the
theme of “Kiss and Tell,” legiter—was
sponsored by Anchor-Hocking., CBS
first became enamored of the ‘Archers”
in 1943 and carried it as a sustainer
from January to September of that year.

Corliss, the vivacious teen-ager,
her boy-friend, Dexter, Mama and
Papa Archer and the high school
youngsters whose chatter fill this
half-hour, make pleasant radio.
Nothing spectacular, but good situ-
ation comedy, good dialog, with
story line expertly giving a picture
of one of the more amusing facets of
American life, namely, the boy-girl
maneuverings and minor conspira-
cies which fill the lives of adoles-
cents. Opening show had Corliss,
played by Janet Waldo, anxious to
win a Sweetheart of the Year con-
test. Thru a combination of guile
and mishap, Dexter’s picture goes
into the contest instead of Corliss’
—and to Dexter’s horror he’s de-
clared the winner. The machinations
leading to this denouement were
cleverly accomplished and the pro-
duction carried thru with a good
deal of professional polish.

Lead Role Well Played

Miss Waldo is outstanding in the
lead. Sam Edwards, her dove-strick-
en opposite number, is very com-
petent, and so are Irene Tedrow

(Meet Corliss Archer on page 18)

NETWORK PROGRAM

Reviews

”  Ratling flgures used are supplled by the C. E. Hooper or-
Data concerning advertiser expenditures, came

ganizatlon.

palgn themes, otc., is complied by interviews with agencles
and advertisers and fs based on latest avallable information.

Man Called X
Reviewed April 3, 1947

GENERAL MOTORS CORPORATION
Frigidaire Division
F. H. Peters, Adv. Mgr.

Thru Foote, Cone & Belding
Fairfax M. Cone, Acct. Exec.

Via CBS (158 Stations)
Thursdays, 10:30-11 p.m.

Estimated Talent Cost: $4,500; direc-
tor, Jack Johnstone; leads, Herbert
Marshall, Leon Belasco; supporting
players and writers change weekly;
music, Johnny Green; announcer, Wel-
dell Niles.

Average Hooperating for programs of this
type (Mystery Drama) ........ B00000000 10.0

Current Hooperating of show preceding
(**Reader’s Digest”) 9.9

No rating available for show following.

CURRENT HOOPERATING OF OPPOSITION
SHOWS ON OTHER NETWORKS

NBC

Eddie Cantor
ABC, NBC carry sustainers; no ratings
avallable.

ABOUT THE ADVERTISER

CM ad budget figures, radio and
otherwise, are closely guarded secrets.
While this show is devoted substan-
tially to selling Frigidaires, the pattern
followed is that which GM carries thru
all its campaigns, etherized and other-
wise. The division and product are tied
in with parent company prestige on the
theme: ‘“You are twice assured with two
great names, General Motors and Frigi-
daire . . . ”* etc. The closing commer-
cial sells the full GM line of appliances
and other equipment, while the opener
and mid-program pitch concentrate on
refrigerators,

With all the clamor about over-
abundance of crime shows on the
air, it's a little difficult to under-
stand why GM and Foote, Cone &
Belding are bringing Man Called X
back for the summer. (It had its
original preem in 1943.) It's hard
to fathom, except on one basis; the
show is relatively inexpensive,

The curdled blood coterie should
rediscover X to at least a solid-
enough extent to enable the show
to hit 7.0. For X is no better and no
worse than any other cliff-hanger
on the air, on the basis of writing,
production and secondary-player
performance. It picks up a little
something extra from the smooth
readings of Marshall in the title
role, and from the solid comic-
stooge support of Leon Belasco.

Plasma Racketeers

The first yarn in current series
revolved around a gang of Central
America blood-plasma racketeers
who were getting hold of plasma
shipped from U. S. to Central Amer-
ica and selling it at black market
prices to doctors there. In the un-
winding of the plot, all the standard
items turned up. Marshall meets
the beautiful but dangerous doll on
shipboard; bumps into two very
sudden murders; is run off a cliff
while trapped in a cab, the doors
of which can’t be opened from the
inside (but they forget to fix the
windows so X couldn’t wind ‘em
down), and in the pay-off, Marshall
exposes the arch-criminal with the
usual vague explanation about how
he knew.

Johnny Green’s musical bridges
(See Man Called X on page 18)

& Analyses

Break the Bank
Reviewed April 11, 1947

BRISTOL-MYERS COMPANY
Jo Allen, Advertising V. P.

Thru Doherty, Clifford & Shenfield

Via ABC (187 Stations)
Fridays, 9-9:30 p.m.

Estimated Talent Cost: $3,000; pack-
age producer and owner, Ed Wolf; di-
rector, Jack Rubin; agency production
supervisor, Chet MacCracken; musical
director, Peter Van Steeden; announcer,
Bud Collyer; quizmaster, Bert Parks,
Average Hooperating for ‘Break the
Bank” 1
Average Hooperating for shows of this
type (audience participation-quiz)....... 12.4
Current Hooperating, show preceding,
“This Is Your FBI”.......ccvnneieeennns 11.9
Current Hooperating of show following,
“The Sheriff” ........coiiiinveennennne
CURRENT HOOPERATINGS OF
OPPOSITION SHOWS

CBS
Ginny SIMMS ...ovvreneineccnnneneians kB
MBS
Gabriel Heatter (9-9:13) .........c0vinn 5.4
MBS
“Real Stories” (9:15-9:30)............... 3.3
NBC
“People Are FUNDY’ ....ccvvveennoancnns 16.0

ABOUT THE ADVERTISER

Bristol-Myers, with its rather large
stable of products—Ipana, Trushay, Vi-
talis, Sal Hepatica, Mum, Minit-Rub,
Ingram Shave Cream (and a new shave
cream, en route), is a five-million per
year advertiser, exclusive of talent.
Radio shades—according to 1945 fig-
ures—magazines by a small amount.
Radio, in '45, rated $2,800.000; mag-
azines $2,500,000; farm papers,
$150,000. More important, however,
is that the account has an unusual
niche in radio, in that it eschews the
customary big-star buying habits of so
many advertisers, favoring instead a
policy of building its own star material.
Its most noticeable success has been
scored in this direction with “Mr. Dis-
trict Attorney,” a $6,800 package that
has been a top Hooperated show for
five years. B-M also has been espous-
ing Alan Young for some time, altho
the ratings have not paid off decisively
yet. Nevertheless, its a healthy policy
for radio talent-—and, as in the case of
“D. A’ and “Break the Bank,” ob-
viously pays off well from the audience-
winning aspects.

Because of its many products, vir-
tually all Bristol-Myers shows carry
multiple plugs. ‘‘Break the Bank” car-
ries a sales talk for Mum and Sa!
Hepatica, with one midway mention
of Minit-Rub and a hitch-hike for the
same product,

Ratingwise, Break the Bank does
not measure up to quiz program
average Hooperating. Second guess-
ing, it would appear this might be
the result of a not too hot Friday
evening time, for if free publicity
space is any indication, public in-
terest in the show is enormous.
Paying off winning contestants as
high as $5,000, with the human in-
terest stories developed as a conse-
quence, is sure-fire publicity ma-
terial.

Furthermore, even tho Bank has
the basic shortcoming of all studio
participation shows, in that it fails
to include radio listeners actively,
but does so only vicariously, the
(See Break the Bank on page 18)

Yan Curler Firm

May Press for
WOKO’s Slot

WASHINGTON, April 12.— Top
legalists here are regarding as an
epochal policy landmark Federal
Communication Commission’s (FCC)
final decision here this week (9) re-
jecting reorganization plan of WOKO
in Albany, N. Y. FCC decision,
which not only threatens to take the
Albany station off the air until suc-
cessor is chosen, leaves the frequency
wide open to all bidders until June 1,
and refuses to recognize prior posi-
tion of Van Curler Broadcasting
Company, of Albany, in bidding for
the profitable frequency. Seen as
even more significant is commission’s
insistence that withholding of infor-
mation by any of owners of the sta-
tion constitutes inability to operate
the station in public interest.

Marking the first time that the
commission has ever gone so far as
to silence a station for lack of a re-
newal grant, the commission held
that Van Curler’s application for the
frequency must be placed in a pend=-
ing file until June 1, to allow others
to apply for the frequency.

Legalists studying the decision are
raising the question whether Van
Curler might still insist—possibly
thru courts—that it deserves an in-
side track in the bidding because of
its prior claim. Legalists pointedly
cite a lone dissenting opinion of Com-
missioner Clifford J. Durr upholding
Van Curler’s priority position. Durr
insisted in his dissent that Van Curler
should be granted the construction
permit without being compelled to
wait for other bidders or without
being compelled to compete against
them. Durr declared that this would
be a logical step in the interest of the
listeners inasmuch as other appli-
cants have had ample time to file and
because “hearings on the Van Curler
applications have been completed
and the record closed more than a
year ago.”

Jett Concurrence

Whether any of existing owners of
WOKO can still compete for the fre-
quency is a matter of conjecture here
since Commissioner E. K. Jett in a
separate concurrence proposed that
“innocent parties” in the WOKO case
be given such an opportunity. Jett
based his suggestion on past practice
of FCC and on United States Su-
preme Court’s opinion.

The high court in reversing a U. S.
District Court’s rejection of FCC's
original denial of license renewal to
WOQOKO stated the WOKO had ren-
dered “public service of acceptable
quality” and that “it may well be that
this station has established such a
standard of public service and that
the commission would be justified in
considering that its deception was not
a matter that affected its qualifica-
tions to serve the public.”

The jurists rule that “it is the com-
mission, not the courts, which must
be satisfied.”” Commissioners in their
over-all final decision remained in
agreement on fundamental issue that
a broadcaster engaging in willful de-
ception and falsification to the com-
mission, is not a responsible operator
in the public interest.

Colo. Votes To End Station
Blame for Politicos’ Remarks

DENVER, April 12. — Bill, intro-.
duced by State Representative Ben
Bezoff (who is assistant manager of
KMYR, Denver) to relieve radio sta-
tions of liability for defamatory state-
ments broadcast by political candi-
dates (The Billboard, January 18),
has passed the Colorado Legislature
and is awaiting the governor’s signa-
ture.
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First Regional Meet on FM
Hears Hopeful Predictions;

FCC Seen Speeding Progress

Sterling Urges Maintaining Quality—400 Attend Parley

ALBANY, N. Y., April 14.—George
E. Sterling, chief engineer designate
of the Federal Communications Com=
mission (FCC), addressing the first
regional meeting of FM Association
(FMA) Region 1, today voiced hope
that FCC’s proposed modification on
rules and standards would remove
many existing difficulties and speed
greater acceptance of FM, He said the
changes, including reallocation of fre-
quencies, were proposed to help the
industry and pointed out that rela-
tively few complaints of interference
had been received outside of Syra-
cuse, where reallocation was tried out
experimentally. Complaints, he em-
phasized, had come from stations and
not from listeners.

Sterling was principal speaker at
a luncheon session which highlighted
the FMA meeting, attended by about
400. He counseled broadcasters to
keep the quality of transmission at
“top level” as the “best service to the
public and the surest way to get ™™
across to the widest audience.” Ster-
ling also disclosed that FCC will
tighten its inspection in pursuing a
policy of commending stations where
transmission is good, at the same time
citing engineering violators.

Advising stations to keep close
watch on the condition of their broad-
casting equipment, Sterling urged
engineers and broadcasters to make
inspections of their equipment more
often. Particularly, he stressed, they
should keep watch on the percentage
of modulation, and he declared that
the FCC, too, will be keeping closer
vigil. “Commission inspectors,” said
Sterling, “will not be going out on a
witch hunt, but will be making every
effort to detect cases of deviation in

‘Wash. Post’ Plans
FM-AM Expansion;
Coy on Full Time

WASHINGTON, April 12.— The
Washington Post, owned by Eugene
Meyer, is girding for broad expan-
sion of its FM station here, as well
as increased emphasis on AM broad-
casting, with Wayne Coy taking over
this week (9) as full-time director
of Post-owned WINX and WINX-FM.
Coy has been executive vice-presi-
dent and general manager of WINX
and assistant to the publisher of the
Post. He will devote full time to
radio, assisted by R. C. O’'Donnell.

Coy’s withdrawal from the news-
paper sphere of the Meyer properties,
to full-time direction of the radio
side, is explained as a step in prepa-
ration for installation of a new
10,000-watt transmitter for WINX-
WM, now on the air 14 hours a day.
Incidental to Coy’s transfer, The Post
announced that he would be replaced
as assistant to the publisher by Alex-
ander F. Jones, who has been man-
aging editor of the paper since 1935.
James Russell Wiggins, assistant to
the publisher of The New York Times
and former managing editor of The
St. Paul Pioneer Press, succeeds
Jones as managing editor.

modulation in order that this can be
corrected at once, and so that vio-
lators can be apprehended in the in-
terest of keeping the entire industry
on a high service level,”

FCC Continuing Tests

FCC will continue to conduct tests
on receivers, Sterling said, keeping in
mind that FM still is young and that
it needs the greatest possible co-op-
eration to expand. “We definitely in-
tend to continue our co-operation,”
said Sterling, “and I want to empha-
size that the Commission’s doors are
open to any of you at all times for ad-
vice on FM engineering problems and
techniques.”

Also speaking at the luncheon were
Cyril S. Braum, chief of the FM sec-
tion of FCC’s Engineering Depart-
ment, and John Doane, engineer, of
the same section. Braum and Doane
are in charge of supervising the new
allocation proposals for the FCC.
Harold E. Blodgett, vice-president of
WBCA, Schenectady, N. Y. was
toastmaster at the lunch,

Sessions were formally opened by
Leonard L. Asch, president of WBCA,
Schenectady, who delivered an
address of welcome, followed by a
response from Roy Holheinz, presi-
dent of FMA. After naming of ses-
sion’s committees, premiere showing
was held of General Electric’s tech-
nicolor film, Naturelly It’s FM. Major
Edwin H. Armstrong, inventor of FM,
reviewed some of FM’s past history
and pointed out the ease with which
regional webs can be set up.

The changed attitude of receiver
(See Hopes Are Raised on page 19)

FCC Proposes
Reallocating
FM Channels

WASHINGTON, April 12.—Federal
Communicationis Commission (FCC)
this week proposed reallocation of
FM frequencies by increasing mini=
mum channel separation between FM
stations within a city or immediate
area from one channel to four, In ad-
dition to shifting existing FM station
frequencies, FCC included in its plan
proposed channels for areas not pro-
vided for in the original FM plan. In
making its proposals, FCC expressed
belief that “the proposed changes
would provide substantially increased
FM allocation and would prevent
such interference as has occurred re-
cently in several instances.”

FM broadcasters, receiver manu-
facturers and others will have until
May 1 to file briefs or writfen state-
ments on the proposal. Hearings will
be held May 8-9. Application of the
plan, FCC believes, would not put any
present broadcaster off the air or
cause him any major expense. Trans-
mitters now in use would be adjust-
able to the new frequency assign-
ments. No retarding of FM receiver
production is anticipated by the FCC.

Harrisburg Station

Sells First FM Time

WASHINGTON, April 12.—-~With
all the cheer of an announcement of
discovery of the first robin of spring,
the first sale of FM air time in the
Harrisburg, Pa., area was announced
this week by Station WABX-FM.
Harvey Hanish, the station’s program
director, reported that purchaser of
the first FM air time is a new Harris-
burg nitery, the High Hat Club.

FMA,RMA Pledge Co-Operation
InDriveTo Popularize FM

WASHINGTON, April 12.—Pros-
pects for continued upswing in manu-
facture and promotion of FM receiv-
ers took a sharp rise this week, fol-
lowing a meeting between executives
of the Frequency Modulation Associ=
ation (FMA) and the Radio Manufac-
turers’ Association (RMA). Outcome
was a pledge by RMA of complete
co-operation in a massive drive to
educate the public to FM, while FMA
will stress, in its promotion, the ad-
vantages of staticless FM reception as
received by new sets turned out by
RMA members. In addition, RMA
President Ray C. Cosgrove, who pre=
sided over the sessions, promised that
all large radio manufacturers would
launch an extensive drive to educate
dealers as well as the public on FM,
and that larger firms will do addi-
tional promotion together with indi-
vidual stations.

Optimistic outlook for FM receiver
production was underlined by RMA
rep, who declared that producers are
switching over more and more to
combination FM-AM sets. Prediction
was made that 50 per cent of all cets
in manufacture by next December
will receive FM, and J. N. (Bill)
Bailey, executive director of FMA,

said that month-by-month increase in
FM set production over the previous
month averages 23 per cent. Current
FM receiver production, he said, is
1,450 per cent over production in
1946.

S5 Million Sets Annually

If current ratio of increased pro-
duction of FM receivers is main-
tained, manufacturers said, annual
output will average 5,100,000 sets by
end of the year, with 425,000 sets
produced next December alone.

The transmitter problem also is
approaching solution, with 710 trans-
mission units skeded for delivery by
manufacturers before the end of the
year. Currently, 198 FM stations are
in operation, 587 are under construc-
tion and 262 have applications pend-
ing. This offers the possibility of
1,017 FM stations in operation within
a year, and compares favorably with
prediction of FCC Chairman Charles
Denny that 700 FM stations would be
on the air by the end of 1947.

Two organizations have set up
another joint meeting to. take place
within 60 days. Promotion campaigns
will be plotted out more thoroly at
that time,

FM WEB NEAR

Recent Moves

Raise Hopes of
Hookupin’47
Activiti.cs—lxl(;reasing

(Continued from page 3)

the Eastern seaboard FM web, the
Continental Network, the first post=
war FM chain (The Billboard, April
5). Second was the clarification this
week by the Federal Communications
Commission (FCC) of the interfer-
ence factor which had been bedevil=
ing FM, with a reallocation system
set to clarify the signal clashes. With
the Frequency Modulation Associa~
tion (FMA) holding a convention in
Albany this week, one of the points
to be discussed will deal with addi-
tional FM networking.

More FM Wehs
Meanwhile, while Continental has
picked up additional stations since
its start in March, FM networks also
are in various stages of progress in
at least four other States, it was
learned this week. They are Indiana,
Ohio, Oklahoma and California. AM
commercial broadcasters already
have opposed the proposed FM edu-

cational web in California.

While AM nets started in the same
way—groups of State stations linking
up and eventually going nationwide
—it is also notable that FM broad-
casters now are experimenting with
two methods of transmission, with a
third to come. Two methods now
being used are land line (telephone)
and direct off-the-air rebroadcasts.
Here, again, the parallel in FM and
AM applies, for the same two Sys~
tems were used when AM was in the
diaper stage. WLW, Cincinnati, for
instance, at one time had almost 40
stations rebroadcasting its programs
on an off-the-air basis. FM broad-
casters report that so far, *in their
field, station-to-station pickups give
almost double the fidelity of present
land lines, which take up to 8,000
cycles only. Direct station transmis=
sions give 15,000 cycles. Experiments
for improvement in land line transe
mission are going on. Co-axial cables
give top fidelity in FM, but are not
available yet.

The Billboard also learned this
week that the FCC has informally
urged FM broadcasters to bring the
Continental web up to Boston via
:xisting high frequency relay stae
ions, -

Indiana Network

In Indiana, George Patman, of
Connersville, has been mapping a
State network. In Cincinnati, Fred
Palmer, radio consultant, has been
doing the same, with Columbus as the
key and three or four other stations
involved. The Oklahoma network is
purely conversational as yet, as is a
Wisconsin FM proposal spearheaded
by the University of Madison.

Continental Network started three
weeks ago with stations in Washing-
ton, Baltimore, Hartford, Schenec-
tady and Major Edwin Armstrong’s
two Alpine, N. J., stations. Addi-
tional outlets now include Syracuse,
Rochester, Troy and two stations in
Buffalo. Expenses for the land lines
are being paid by Armstrong and
Everett Dillard, of WASH, the key
station of the web.

In addition, Leonard Asch has

(See FM Meet Hears on page 19)
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Forest Lawn Easter Sunrise
Service

Reviewed Sunday (6}, 5-6:30 a.m.

Style—Remote pick-up of Easter Service.

Sustaining over KTLA (Paramount),
Hollywood.

This was tele as it should be, tele
at its best. During its relatively
short life this outlet has delivered
some noteworthy video fare, but
with this pick-up of the Forest Lawn
Easter Sunrise Service Paramount
has outdone itself by coming thru
with a scanning of rare calibre.

To its advantage, outlet had top
talent for material: Lawrence Tib-
bett, Werner Janssen conducting the
Janssen Symphony Orchestra, a 500-
mixed voice “living cross” choir, op-
eratic soprano Marina Koshetz, thesps
William Farnum and Edward Arnold,
as well as the speaker, Dr. William
Pope Binns, prexy of William Jewell
College. To its credit, KTLA made
fullest use of the wealth of talent
available and took full tele advantage
of the beautiful setting.

For the first time since the Petrillo
tele ban, viewers here could enjoy
the sight and sound pleasures of live
music. Klaus Lansberg, KTLA di-
rector, secured special permission
from the American Federation of
Musicians’ head to pick up the Jans-
sen ork, Petrillo nodding approval
since it concerned a religious pro-
gram. The telephoto eye moved in
on the Janssen baton. Early-morn-
ing lookers saw the full symphony
orchestra respond, felt the air swell
with the richness of the Bach-
Respighi Passacaglia. As the music
continued, the long-shot camera cut
in, shooting across the heads of the
more-than-50,000 persons assembled,
showing the mass of worshippers, the
flag-draped orchestra shell and to
the left the black-and-white gowned
choristers that formed the impressive
“living cross.”

Telephoto lens was again brought
into play for close-ups of Tibbett
singing Gloria and The Lord’s
Prayer; Miss Koshetz as she provided
vocal meaning to the Bach-Gounod
Ave Maria; Edward Arnold’s deep-
voiced declamation of the Story of
the Resurrection as told in the Gospel
according to St. Matthew, and Wil-
liam Farnum’s reading of The Master
Is Coming. Close-up of the latter was
especially effective, since Farnum
used facial expressions to a great
extent interpreting the classic.

At no time was the screen static,
nor did Lansberg in the control booth
resort to excessive camera switching.
So flawless was the scanning, so well
co-ordinated with the program was
the cutting from camera to camera
that the broadcast resembled a closely
edited film, rather than a live pick-
up. A few memorable examples of
fine video technique: When Dr. Binns,
during his address, dwelled upon
the beauty of the near-by rolling
hills, the tele eye moved away from
the %peaker s rostrum for a sweeping
panorama view of the landscape. The
image orthicon was able to pull in
4he mist-cloaked hills despite the dim
light of early dawn, and amazmgly
enough, picked up the moon clearl
as it hung low over the homzon
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Juvenile Jury

The Villain Still Pursues Her

Reviewed Thursday (10}, 8-8:30 p.m.
Style—Audience participation. Sponsor—
Gaines Dog Food (General Foods).
Agency—Benton & Bowles. Station—
WNBT (NBC, New York).

This broadcast didn’t impress as a
good television vehicle. Diction of
the tots was poor—so much so that
a good deal of the talk couldn’t be
understood. And the stuff one could
grasp just failed to jell as either cute
or entertaining.

Based on the Mutual radio show,
Jury presents a batch of kids who
listen to problems of other tots and
dish out advice. One child’s prob-
lem was: “People call me names be-
cause my tooth is out.” Another:
“My mother wants me to take a bath
every day, but I want it only twice
a week.” Once in a while the kids
get off a fairly pat answer which
delivers a laugh, but more often the
listener gets the impression that
whereas the problems are legitimate,
the advice and discussion delivered
by the jury is just so much eye wash
—serving no purpose and being
neither funny nor wise.

Some of the tots, too, display a
precocious tendency to mug for the
camera. Some have a pomposity
which ill becomes them. Vocal ef-

forts of others degenerate into just
so much gibberish.
Commercials Do Better

Program’s commercials fare better.
Plugs for Gaines include shots of a
dog show, stressing animals’ f{ine
condition and pointing up the vitamin
content and health-giving qualities
of the product. There’s also a “dog
guest of the week” gimmick, the kids
attempting to name the correct breed.
This, too, gives a good chance for a
commercial—the announcer mention-
ing the beneficial effects of Gaines
in feeding the animal.

Production-wise, Jury at times suf-
fered from poor lighting. Apparent!
efforts were made at the studio to
remedy this, for one of the kids com-
plained during the telecast of the
brightness of the lights. Otherwise
production was okay. Jack Barry,
emsee, handled the kids deftly, giv-
ing them all a chance to talk. But
the tots couldn’t deliver too much
despite Barry’s closing spiel that out
of the mouths of babes offtimes come
gems. One of the gems, incidentally.
came from a mother, who wrote in:
“My boy wouldn’t give up a toy and
got kicked in the mouth. Should he
fight back or give up the toy?”

Ask Gromyko. Paul Ackerman.

Another example of fine lensing co-
ordination was evidenced during Miss
Koshetz's singing of the Ave Maria.
As music swelled to a climax, Lans-
berg ordered the camera to move
across the accompanying orchestra,
past the “living cross” chorus, sweep-
ing over the shrubbery and flower
banks, until it reached the Tower of
y Legends. As the music built toward
its final crescendo, the camera panned
slowly up the stately Forest Lawn
landmark. When soloist, chorus and
orchestra hit the final chord, camera
brought into full view the great cross
atop the tower to add emotional im-
pact.

At the close of the service Dick
Lane captured the prevailing Easter
Sunday spirit in stirring commentary.
The cameras again turned to the
surrounding scenery and a few ran-
dom shots of the park’s near-by
points of interest. To round out what
was doubtless the area’s best tele
offering in recent years, the camera
fittingly turned for the fade-out eon
one of the park’s mammoth Bible-
shaped placques bearing a gquotation
from the scriptures. Lee Zhito.

Reviewed Monday (7), 9:00-10:00
p.m. Style—Old-time melodrama. Pre-
sented sustaining over W6XAQO (Don
Lee) Hollywood.

With tonight’s poor live show, Dcn
Lee gave the tele clock a resounding
thud in its sensitive vitals. It’s pro-
grams of such mediocre caliber which
makes the struggling video medium
seem infantile and impotent—and
adds fresh fuel to the fertile fires of
criticism.

Tonight’s vehicle was a tired re-
tread of the gay ’90s melodrama, com-
plete with handlebar mustaches, olio
acts; plus a stock version of the usual
“give me the gal—or I’ll foreclose on
the old homestead” theme. Perhaps
a few of the old timers might enjoy
this type of corny offering, but it is
doubtful if the majority of viewers
who plunked down big dough for tele
sets were satisfied with such skimpy
fare. Moreover, stretching a mediocre
skit into an hour-long “production”
only made matters worse.

Writer-Producer True Boardman
(who knows better) enlisted a cast
from AFRA'’s refresher course to han-
dle thesp chores. Despite Boardman’s
efforts, however, production gener-
ally appeared to have been tossed to-
gether with little thought of co-ordi-
nation, falling flat in an attempt to
build tongue-in-cheek humor, Tech-
nically, outlet has done much better.
Picture quality was poor and incon-
sistent; indifferent lighting didn’t help
the situation. Only plus quality were
adequate settings a bit on the novel
side.

Were tonight’s seg to be analyzed
solely on its own merits, it could be
written off as a show which failed. In
a broader sense, however, outlet not
only injures its own rep with such
negative programing, but does the
Coast tele industry a great disservice.
With the much-heralded T-Day be-
hind them, Don Lee should be knock-
ing its brains out to provide top pro-
graming for prospective set owners.

If, because of physical, technical, or
financial limitations, station is unable

» lo snare top talent, writing and pro-

duction at this time, then perhaps a
temporary blackout of live program-
ing is in order. Certainly, home view-
ers would rather see good all-film
programs than to waste tubes on
fourth-rate live shows. It will take
Don Lee weeks of good programing
to live down this turkey.
Alan Fischler

Let’s Face It

Reviewed Thursday (10), 3:30 to
3:50 p.m. Sustaining on WBKB, Chicago.

This show might qualify as radio
material for Class B time on an inde-
pendent station. But as television
programing it fell far short of hitting
the mark. It certainly would not be
the kind of program to keep viewers
tuned to WBKB if there were other
stations in town offering competition.

Chief part of the show is that in
which Jack Payne, program’s con-
ductor, interviews a masked person-
ality who is supposed to be identified
by listeners from the vocal hints
dropped during the interview. Most
of this could be done by radio. Only
thing television had to offer was a
view of the guest’s body and part
of his face. Interview conducted
was not entertaining so this portion
of the program was little more than
a picture of two guys chatting to-
gether.

For rest of program Payne de-
livered tidbits of feature news, show-
ing various props which called to
mind the news incidents being dis-
cussed. Here show had a little more
value in that Payne’s comments often
had elements of humor. To make it
stand up as real visual fare, how-
ever, Paynes should have utilized
movie films (if they were available)

(See Let's Face It on page 18)

WBKB Lenses

Legiter From
Chicago House

Video ‘First’ Set for April 27

CHICAGO, April 12.—-~WBKB, local
video station, will present its first
telecast of a full-length legit play
from a theater April 27, when it will
take its cameras to Chi’s Eighth
Street Theater to pick up a produc-
tion of a new play, Night Without
End, written and produced by George
Bauerfeind, Chicago psychologist.
According to WBKB execs and
Bauerfeind, telecast will be not only
a local “first” but also the first time
any video station in this country has
presented a telecast of a full-length
legit production from a theater in
which it is also being shown to a
ticket-buying audience. Claim also
is that the only other telecaster to do
a similar show was the BBC, which

presented a pickup of a play being
shown at a London legit house before
the war. Telecast of Night, a show-
case production using pro and semi-
pro actors, will take place on the
first night of three-night run.
Wide Angle Shots

To pick up the production, WBKB
will use two remote, image orthicon
cameras which will be placed in
boxes on either side of the theater.
Video pickup will utilize a ‘“show
within a show” technique. Much of
the time cameras will take wide
angle shots of the entire staged ac-
tion. But at others close-ups and
other types of shots will be used.
Television director will follow close-
ly the legit script to determine when
close ups will add to dramatic impact
of performance for home audience.

Since this show has a small cast
and uses one set for two of its three
acts, it is considered a natural for
television and the type of legit per-
formance expected to become tele-
vision fare -more and more in the
future. WBKB will also give the
telecast a special video twist by
having a narrator introduce acts and,
before the first curtain goes up, com-
ment about performance to come.

Union Set-Up

Planning for the telecast brought
out a significant union situation.
Even tho WBKB has a crew of
IATSE men and is fully unionized,
producer of the legit performance
will have to pay an additional $85 to
stage hands working backstage. Since
basic stage hand payment here is
about $16 per legit performance, ad-
ditional charge {for telecast of the
show means stage hands will get
double wages because video cameras
are in the house. Since play will
use no music, Petrillo troubles be-
cause of televising did not enter into
picture.
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DuMont in Time Sales Drive

Air-Tele Package Deal for
Comic Strip Signed by Ayer

NEW YORK, April 12.—A radio-
television package deal which may
set the pattern for future video sales
was set last week when N. W. Ayer
agency took up an option for the
Zane Grey comic strip, King of the
Royal Mounted, for use over both
media. Deal vas set with Telecomics,
Ine, a subsidiary of Stephen Sles-
inger, Inc., which owns and controls
the comic strip’s rights.

Option primarily covers tele rights
to King, serialized in five-minute
takes, but also gives ultimate sponsor
the right to bank roll a 15-minute
radio strip made from King if sponsor
so desires. Telecomics veepee John
Howell stated his firm’s desire to
stress the video possibilities precludes
spliiting the package to permit sepa-
rate sale of radio rights to bidder in-
terested only in that medium. Should
the deal work out satisfactorily, it
may mark a new method of market-
ing packages during video’s long
transition period, whereby sponsors
interested in purchasing radio rights
will be able to secure them only as
a bonus to a television deal.

Ayer took the option on behalf of
all its clients, feeling the deal offers
possibilities for several, and a chance
for simultaneous sponsorship by some
local outfits in different cities. Tele-
comics already has completed filming
about 150 five-minute television epi-
sodes of King, with production con-
tinuing. Only one sample radio show
has been cut to date.

Technique involved in producing
the filmstrip also is heralded as
ushering in new potentialities for
television sponsors. David Gudebrod,
manager of Ayer’s motion picture and
television bureau, expressed his en-
thusiasm by saying it may “greatly
ease current agency-sponsor video
problems.” Aside from audience
participation and sports shows, he
said that most video today costs too
much for what a sponsor can get out
of it. Films for television also cost
too much for most sponsors, what
with studio, technical and talent ex-
pbenses involved. Technique used for
King, however, reportedly introduces
new methods at costs far below those
of the past.

Process used by Telecomics makes
use of special optical effects, camera
movements, fades, dissolves and
wipes which give the semblance of
animation without using expensive
animation technique. Cartoon char-
acters” conversation is via traditional

Ass’n To Push Tele
Formed in Philly

PHILADELPHIA, April 12.—First
organized trade efforts to promote
television in the community and keep
those in the industry informed of all
developments in the field resulted in
formation of a Television Association
of Philadelphia on Thursday. Ken-
neth W. Stowman, newly appointed
television director for WFIL, was
elected temporary chairman of the
new baody.

Mempoership is restricted to those
actively identified with the television
profession at the advertising agencies,
radio and television broadcasting sta-
tions, set manufacturers and distribu-
tors, public utilities, newspapermen
and educators. Restricted group aims
to be the spearhead for furthering
televisien interests in the community.

balloons, as in newspapers, with
words dissolving in and out.
Details of accompanying sound

track still are unsettled, pending de-
cision on sponsorship. Commentary
on film action, interspersed with com-
mercials a la Uncle Don, may be in-
cluded with film or omitted in favor
of comment by local announcers.
Once film is produced, Gudebrod said,
it can be reprinted for use by other
sponsors in different cities at cost
of “nickels and dimes.”

Ayer’s 7-Year Experiment

By coincidence, Ayer itself had
been experimenting with a similar
technique, and after seven years last
fall placed the result in use. Also
involving art work which gives sem-
blance of motion, Ayer’s method was
applied to commercials of Atlantic
Refining used with basketball games
cver WPTZ, Philadelphia. However,
commercials were done without film,
with drawings dissolved in and out
in front of cameras, and with turn-
ing pages supplying the feeling of
motion.

Althb King is directed initially at
the moppet trade, Hcwell feels it
will have considerable adult appeal
as well. Research has shown, he
said, that 81 per cent of all men who
read newspapers follow the comics.
Number of women is 77 per cent, and
among kids it is 96 per cent. Thus

Nine Dailies Carry

Hollywood’s 2 Tele
Outlets’ Video Logs

HOLLYWOOD, April 12.—Holly-
wood’s two tele outlets, Paramount's
KTLA and Don Lee’s W6XAO, got
top co-operation in getting local daily
sheets to list tele programs. Since
tele’s local T-Day (March 10), nine
metro dailies have pick up logs for
regular planting on radio pages. As
a result, W6XAO will discontinue its
own video program mailing list, hav-
ing notified viewers to consult local
sheets for up-to-date offerings.

In addition to four downtown
dailies, area’s Pasadena Star News,
Pasadena Independent, Hollywood
Citizen-News, Valley Times and
Santa Monica Outlook now list tele
fare. Video skeds are also*new fea-
tures of Don Danson Radio Log,
which services small communities
and Radio Life, weekly local radio
fan mag,

King will not talk down too much,
hoping to gain some adult hold.
Howell describes it as “not a pro-
duction, but a simple, light, enter-
taining show.”

Ayer clients who may be interested
include Sheffield Dairy in New York,
Supplee Ice Cream in Philadelphia,
several ice cream companies in Chi-
cago, dairies in Boston and Detroit,
and Kellogg cereals.

B&B Squawk at NBC Video
‘Bungle’ Heralds Showdown:
Are Agencies To Take Over?

Webs Set Against Repeat of Radio Pattern

NEW YORK, April 12.—The ques-
tion of whether the transmitting sta-
tion or the advertising agency on the
account shall have final direction and
control of television programs ap-
peared headed for a showdown this
week. Trouble arose when Benton &
Bowles, agency for Juwenile Jury,
spcnsored by General Foods on
WIBT, New York, filed a protest
with National Broadcasting Company
(NBC) yesterday, claiming the pro-
gram had been bungled twice, in
its premiere April 3 and on its sec-
ond telecast Thursday (10).

The situation seems to be develop-
ing a parallel to early radio days,
when agencies and network stations
fought to control broadcast direction,
the agencies eventually taking over.
Since then, especially in recent years,
webs have been seeking to regain
control, and they’ve said they
wouldn’t let a similar course be taken
in video.

Craig Incensed

Benton & Bowles’s beef was regis-
tered by Walter Craig, its radio di-
rector. Criticisms dealt with poor
production on both Jury telecasts.
Craig told The Billboard that ‘the
time has come when ageancies must
control their own shows in every
aspect.”

Jchn F. Royal, NBC’s television
heac, could not be reached for com-
ment.

Craig said the second Jury show
was “washed out, from end to end,”
and that poor use was made of NBC’s
tele studio facilities. He also com-
plained that engineers “burnt” the
Jury participants with excessive
lighting. It is his view that network
producers in video should serve
merely as advisers to agency men.

The B&B radio head said, “Agency
producers certainly can do no worse”
than staff producers and asked,
“Where would radio be today if a
handful of network producers con-
trolled all the creative aspects of
broadcasting?” He predicted that a
wide-open policy would benefit tele-
vision’s program development.

Others Unhappy

Discontent with production policies
and facilities has been expressed
by others backing tele. Standard
Brands recently quit video after ex-
pensive experimentation, both the ac-
count and its agency, J. Walter
Thompson, voicing their dissatisfac-
tion.

A principal point in the networks’
position 7is that should tele follow
the radio pattern, tele would be sub-
ject to the same anti-radio criticism—
now more vociferous than ever—in
which the principal complaint is that
advertisers exercise too much con-
trol over air time and program con-
tent.

15 Shows Are
Being Offered

To Sponsors

New policy for Station WABD

NEW YORK, April 12.—Just one
month after its drastic personnel
shake-up, Allen B. DuMont’s New
York television station WABD this
week began drawing up plans for an
all-out drive to sell video com-
mercially. Move amounts to com-
plete about-face for the station, which
concentrated efforts in the past to-
ward leasing its facilities to other
production organizations. Leading
lessee was American Broadcasting
Company (ABC), which ceased tele
operations several weeks ago while
awaiting Federal Communications
Commission’s (FCC) permission to
erect its own video transmitter.

Left without any sales staff since
the exit of former General Manager
Samuel Cuff and Commercial Man-
ager Lou Sposa, WABD has made no
major commercial effort in some time,
Next week, however, Executive Vice-
President Leonard Cramer will let
loose a group of about five salesmen
on the ad agencies. They will be of-
fering about 15 different shows
which DuMont has selected from a
review of about 100 packages. All
shows are live.

Has Two Current Shows

DuMont currently has two spon-
sored shows: A one-hour Western
movie on Tuesday nights for Chev-
rolet, and fights from the Jamaica
Arena on Wednesdays for American
Clothing Shops of Newark. Cramer
is negotiating at present for sale of
Monday and Friday boxing and
wrestling shows as well. Spot sales
efforts also will continue.

A DuMont official declared the
new program was given impetus by
the recent FCC decision in favor of
black and white video. The de-
cision, he said, “gives television a
real green light now.” He added
that enough receivers will be in the
hands of the public by the year’s end
to make the medium commercially
profitable. At present, he estimated,
there are 18,000 to 23,000 receivers in
the New York area, with home sets
averaging five to six viewers and
sets at bars averaging up to 100.

B&K To Build
Toledo Tele Theater

TOLEDO, April 12.—One of the
first theaters in the United States to
be built especially for the showing of
television and movie programs will
be constructed here by the Balaban
& Katz interests of Chicago. An-
nouncement was made by John Bala-
ban, secretary-treasurer of the Chi-
cago firm,

Theater, to be named the Para-
mount, will seat 2,500 and will cost
more than $2,000,000. It will replace
in the B&K chain the Paramount
Theater, a 3,700 seater, on which
B&K’s lease expires in June, 1948.
Balaban said the new house will be
ready to open before that date and
will regularly carry video shows,
news and special events telecast from
B&K’s Chicago station, WBKB.
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People’sRadio Turns

Production Agency
For Liberal Groups

NEW YORK, April 12.-Still
sweating out FCC action on its FM
license application, People’s Radio
Foundation, Inc.,, has inaugurated
a new activity — as a production
agency for labor and liberal or-
ganizations. Debut was made over
WMCA on March 13 with airing of
Old Lady New York, first of a dra-
matic series sponsored by Local 333,
Sanitation Workers’ Union (CIO).
Altho primary motive of new show is
entertainment, it also will be used to
plug the White Wings’ contribution to
community life.

PRF’s new program package serve
ice includes counsel, scripting, cast-
ing and actual production of pro=-
grams for organizations. Currently
reported negotiation for PRF script
service is United Auto Workers
(C10), Detroit. Foundation has a li-
brary of scripts on housing, anti-dis-
crimination and radio’s shortcomings.

Staff consists entirely of profes-
sionals from webs and local inde-
pendent stations who work for PRF
at minimum fees, mainly as labor of
love. Old Lady New York was
scripted by David Timmons. Cast in-
cluded moppet Ben Cooper, heard in
Joyce Jordan and Road to Life, and
Paul Dubov, of ABC’s World Security
Workshop. Director-producer was
Jues Getlin, of the Gabriel Heatter
Show and NBC’s Eternal Light.

MEET CORLISS ARCHER

(Continued from page 14)
and Fred Shields as Corliss’ par-
ents.

The Campbell commericals have
vlenty of impact and are not un-
pleasant.

There's some tough competition
for Corliss. Walter Winchell, for in-
stance, snags a 26.5 Hooper in the
9-9:15 p.m. period on ABC, and is
followed by Louella Parsons with
14.3. NBC’s Manhattan Merry-Go=
Round scores 14.1. However, the
CBS show’s good writing, attractive
characterizations and smart comedy
should keep a sufficiently large
audience segment interested.

Paul Ackerman

MAN CALLED X

(Continued from page 14)

are properly tremolo and high-
pitched. Wendell Niles does his
usual competent job on reading the
ad pitches, which came at opening,
10:43 and 10:59. TUnless the Kkill
Iklubbers have too many shows al-
ready, this one should have little
trouble picking up a satisfactory
summer Hooper. Joe Csida.

LET’S FACE IT

(Continued from page 16)

or dramatizations of the incidents,
and used his comment as background
narration. The way news was de-
livered, however, made the entire
program look like an attempt by
WBKB to fill some time for which it
was not willing to pay enough money
to assure programing worth the
audience’s attention. Cy Wagner.
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Talk of the Trade.

MUTUAL (MBS) is discussing a

father-son type of program with
ex-pug Mickey Walker and his 15-
year-old son, Jimmy. It would be
a sports commentary, quarter-hour
across the board. Price is $2,000. ...
Elaine Rost has taken over the in-
genue lead of Frank Merriwell, NBC
sustainer.

Three former employees of WKY,
National (NBC) outlet in Oklahoma
City, are now managers of competi-
tive network outlets in the same city,
and two others are managers of sta-
tions in Peoria, Ill.. and Denver. Here's
the line-up: Matthew Bonebrake, years
ago with WKY sales, is now manager
of Mutual's KOCY, Oklahoma City,
John Joseph Bernard, who left WKY
sales staff in 1940, iz now manager
of the CBS outlet, KOMA, and Robert
Enoch, who left WKY sales in 1941, is
managing KTOK, American (ABC) out-
let. Stan White and Hugh Terry, re-
spectively managers of WEEK, Peoria,
and KLZ, Denver, are the other two
alumni,

EXPLORING THE UNKNOWN,

educational program aired Sun-
day, 9-9:30 p.m., over Mutual, loses
its sponsor, Revere Cooper & Brass,
June 8. Indications are that the show
will continue over one of the webs.
An insurance company is reported
considering it for a CBS slot, and it's
stated NBC is trying to clear time
for an automobile company which is
interested. . . . Young & Rubicam will
recommend that Bristol-Myers re-
new Alan Young. The latter’s re-
newal is not due until July, but is
likely to be set in May.

A half-hour comedy situation show
recently auditioned was plattered by
Bernard J. Prockter Radio Produc-

tions and titled “Korn Kobblers
Kornival.” It was scripted by Alan
Sands. . . . Bill Koblenzer, who re-~

cently joined the Frederic W. Ziv
Company to work on waxed and live
shows, married Dorothy E. McGone
in Chicago recently. Lillian
Biegel, secretary to Leon Levine,
CBS assistant director of education,
is engaged to Gerard Moerschell, non-
pro, of Hollis, L. I. The wedding is
set for June.

ED YOCUM, general manager of
KGHL, Billings, Mont.,, has re-
turned from a three-week business
trip to the Coast. . .. Carlyle E. Yates,
formerly assistant general counsel in
the legal department of the National
Broadcasting Company (NBC), has
joined the law department of Radio
Corporation of America. . . . John
Raby has been added to the cast of
Nora Lawton, NBC daytime strip.

Ross H. Beatty and Herb Graham
have been added to WELM., Eimira,
N. Y., as sports editor and announcer,
respectively.

NEW trade mag, Humor Business,
monthly tabloid, to debut in June
with editorial consultants including
Milton Berle, Jan Murray, Henny
Youngman, Alan Young and Jay
Burton. Editor will be George Lewis,
head of Gagwriters’ Protective As-
sociation. . . . Doris Smith, of Ken-
yon & Eckhardt’'s radio continuity
department back at her desk after
becoming a mother. . . . Hal Davis,
K. & E. flack chief, celebrates sixth
wedding anniversary this week. . . .
Joe Bostic, of the Gala Agency flack-
ery in New York, doing a sponsored
show, Sing Low, Sweet Chariot,
bank-rolled by KXennedy Clothes,
over WLIP, New York, Sunday
mornings.

Benson Inge, press director of Ted
Bates, Inc.., New York advertising
agency. awarded the American Pub-
lic Relations Association’s anvil of

public opinion in the field of person-
alities at the association’s annual
award luncheon in the Waldorf-
Astoria April 9. Bates’ campaign was
based on the launching of Dennis
Day’s NBC program,

WWDC, Washington, entered a for-
mal request to the Radio Cor-
respondents’ Association for “equal
privileges” for independents and
webs in broadcasting of Congres-
sional hearings. The indie com-
plained it had not been cut in on
plans for broadcasting from hearing
rooms. . . . WWDC is broadcasting
the Basketball Association of Amer-
ica championship play-off series from
Uline’s Arena.

Ivar H. Peterson has been
transferred to the legal staff of

the National Association of
Broadcasters, from the em=
ployee-employer relations de-

partment. . . . Gen. Omar Brad-
ley, administrator of wveterans
affairs, recently applauded
achievements of radio in testi-
mony before a subcommittee of
the House Committee on Ap-
propriations.

EROY E. STRUBLE, KOY,

Phoenix, Ariz., appointed chief of
promotion and publicity, replacing
Dick Canady. The latter is now flack-
ing for Johns-Hopkins University,
Baltimore. . . . Jan Minor takes over
the role of the newspaper reporter
on CBS’s Crime Photographer: The
part was vacated by Lesley Woods,
who goes on a European tour. . . .
“Tip” Saggau is the new sports editor
of WOW, Omaha, succeeding Tom
Daily, who resigned to go to KWK,
St. Louis.

Agency Notes

UBBELL ROBINSON, radio di-
rector of Foote, Cone & Belding,
due back from the Coast Thursday
(17). ... Harry Rauch, radio publicity
director, Young & Rubicam, will be
guest lecturer at the Publicity &
Advertising Society of the College of
the City of New York Thursday (17).

Hoag & Provandie now handling
WHDH, Boston, . .. Republic Advertis-
ing Agency and Maxine Keith, radio
consultant, will handle press and
radio advertieing for Par Products,
distributor of Waldor space savers.
e+« J. B, McKinney & Son named reps
for WEBC, new ABC affiliate in Pitts.
field, Mass. . . . Jules Alberti ie now
radio producer with Byrde, Richard &
Pound. Agency produces Patterns in
Melody, NBC show for Maytag Wash-
ing Machines. . . . Malcolm D. Rey-
bold Jr.. has switched from Foote,
Cone & Belding to Compton Agency as
account exec.

ARTIN FLEER is_the new radio
director at Morison Norel
Agency. . . . Young & Rubicam is
building a radio and newspaper cam=-
paign for General Foods’ LaFrance
bluing flakes. . . . Sydney Rubin now
associate radio and television direc-
tor with Lester Harrison, Inc. For-
merly with Emil Mogul Company. ...
Melina Palma to Walter Weir as
copywriter from J. Walter Thompson.
. . . Donald Cooke, Inc.,, now han-
dling XKFVD, Los Angeles, and
KBOW, Butte, Mont.

Tartan. new suntan lotion of Mc-
Kesson & Robbins, will be introduced
with spot radio advertising, as well
as other media, in campaign being
mapped by Benton & Bowles. . .. Paul
Carey has shifted to Federal Advertis-
ing from Walter Weir. . . . James B.
Hill is now radio director of the De-
troit division of Brooks., Smith, French
& Dorrance.

Males’ Favors Far
Cry From the Fems

(Continued from page 13)

15 in Hooperatings. These are Metro-
politan Opera, Front Page Farrell,
Tom Mix, Breakfast in Hollywood
(Procter & Gamble), Just Plain Bill,
Breakfast Club (Swift, 9:30 a.m.) and
same show, 9:15 a.m. seg. These
shows all have more men listeners
in cities of 25,000 or more than others
with more impressive Hooperatings,
including Let’s Pretend, Aunt Jenny,
Breakfast in Hollywood (Kellogg),
Right to Happiness, Pepper Young’s
Family and Ma Perkins.

Men Like the Opera

Unusual differences between Hoop-
eratings and popularity with city men
listeners are exemplified in the case
of Metropolitan Opera. With a Hoop-
erating of only 4.9, lowest of all
those listed, Opera nevertheless drew
the fourth largest urban male day-
time audience. On the other hand,
Young Widder Brown’s 7.9 has the
fifth best point rating, while the show
stands only 15th in daytime urban
men listeners.

Among evening shows Radio Thea-
ter stands 10th in male listeners. Yet
the same program is fifth in Hooper
ppint standings and sixth in over-
all urban listeners. Screen Guild
Players, 13th in male listeners, is
eighth in Hooper points and 1ith in
over-all urban listeners, Some shows
retain a level spot in standings, how-
ever. Amos 'n’ Andy, for example, is
seventh in men listeners in over-
all urban listenership and in Hooper
points.

BREAK THE BANK

(Continued from page 14)
program produces a mounting ten-
sion as the bank kitty grows weekly.
At the end of the program reviewed,
there was close to 4G waiting to be
picked up by some omniscient parti-
cipant. This tension transmits itself
to listeners, as well, and presumably
should deliver considerable carry-
over interest in the program from
week to week.

Simple Format

Format is simple, contestants,
singly or paired, answer questions
with increasing value—$10, $20, $50,
$100, $200 and $500; last question, if
answered, entitling contestant to
take a crack at the bank total. Bark
grows as contestants flub, even tho
they are allowed two wrong answers
prior to disqualification and are as-
sured of some cash winnings by vir-
tue of simple opening questions.

Bert Parks, as emsee, has a none
too easy assignment in that contest-
ants, as usual offer little more than
monosyllabic comments. Result is
he uses a forced, synthetic enthusi-
asm which doesn’t wear too well.
Peter Van Steeden’s musical assign-
ment other than for theme and play
on and play off, is virtually non-
existent.

Commercials, for Mum deodorant
and Sal Hepatica laxative, follow
the standardized Bristol-Myers pat-
tern, as set by Doherty, Clifford
Shenfield Agency. The nature of the
products obviously means they can-
not be too palatable at best and hit-
ting some parts of the country at
dinner time adds an additional bur-
den.

But as quizzes, ratings and cost-
per-point factors go, Break the Bank
is still an excellent radio buy.

Jerry Franken.
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Bergen Asks 25%

Of Video Sets
For Los Angeles

HOLLYWOOD, April 12. — Edgar
Bergen, prexy of Coast’s Academy of
Television Arts and Sciences, called
upon tele industry to allocate at least
25 per cent of total sets manufactured
this year to Los Angeles area in order
to attract talent and advertising dol-
lars to infant art. In an exclusive
statement to The Billboard, Bergen
declared:

“The quick growth of television
will be largely dependent on sponsors
buying airtime. They will not spend
their money until there are enough
sets to warrant this expenditure. Sets
will guarantee audiences and most
important of all, enough sets will en-
able top talent to produce fine shows.
Allocation of sets in the Los Angeles
area should be made with this
thought in mind.”

Bergen held that set manufacturers
have overlooked the fact that Holly-
wood and New York are the two
entertainment capitals of the country.
With an abundance of creative talent
in Hollywood eager to enter tele field,
set makers should fill all local orders
first, thereby encouraging talent to
create top productions in turn jus-
tifying big expenditures by bank-
rollers.

Tele Academy also went on record
as opposed to spotty disposition of
present limited supply of sets, con-
tending strongly that hinterland areas
should wait until L. A. and New
York areas were well saturated with
sets. Org informally asked for 50,000
sets this year, to be increased to 150,-
000 receivers in 1948. Group recom-
mended that set producers withhold
any further “T-Day” promotiions un-
til primary demands of two major
production centers have been satis-
fied. Set allocation, Academy con-
tends, should not be based on area
purchasing power, but rather on tele
production capacity and programing
possibilities.

While it was held unlikely that
tele manufacturers would consent to
flooding L. A. area at the expense of
other markets, RCA’s Walter Stickel
has already asked his firm for an in-
crease in tele sel allocation in this
area from skedded 15,000 sets to a
new high of 30,000 in 1947.

Durr’s Nix Futile;

Crosley Wins TV

Permit for Dayton

WASHINGTON, April 12. — The
Crosley Broadcasting Corporation ob-
tained a construction permit this
week for a commercial television sta-
tion in Dayton, O. Commissioner
Clifford J. Durr dissented from the
Federal Communications Commission
approval, insisting that a hearing
should be held on the bid. Durr also
had dissented from the commission’s
original approval of sale of Crosley
radio properties to the Avco Corpo-
ration because of diversity of busi-
ness interests unrelated to broad-
casting and because of non-residence
of stockhglders.

Durr explained that he would have
recommended a hearing on the Day-
ton station, regardless of his opinion
on the transfer of the Crosley pron-
erties. He said the case warranted
a hearing because of the possibility
of overlapping service areas. Crosley
has AM stations in Cincinnati, Day-
ton and Columbus.

ST. PAUL, April 12.—After 20
years of occupancy, KSTP, 50-kw.
affiliate of the National Broadcasting
Company in the Twin Cities, is va-
cating its 12th floor quarters in the
Hotel St. Paul to give the inn more
space for individual rooms.

NewW ash. Station
Built in 26 Days

WASHINGTON, April 12—~WEAM,
newest standard broadcast outlet in
the District of Columbia area, is
claiming an all-time record for speed
in completion of a station. The 1000~
watter (daytime only) went on the
air Monday (7), exactly 26 days after
breaking of ground for transmitter
and starting of remodelmg of office
building for studios in Arlington,
Va. W. W. Robinson, assistant man-
ager, describing the hectic last-min-
ute rush, said that half a dozen planes
brought pieces of equipment to the
Ehstrlc‘c from various parts of the na-
ion

In the excitement of the opening,
WEAM time signals were being sent
too fast. Engineer Carson Andrick,
of WOL, discovered the dlscrepancy
and phoned the info to WEAM morn-
ing man Jerry Strong, who corrected
the error and credited Andrick and
WOL on the air, informing his listen-
ers that the correct time came to
them thru courtesy of “*WOL, Wash-
ington’s news station.”

FM Meet Hears
Hopeful Predictions

(Continued from page 15)
manufacturers, who are turning to
FM in a big way, was stressed by
E. C. Bonfig, vice-president of Zen-
ith Radio Corporation, while an opti-
mistic transmitter outlook was pre-
dicted by W. R. David, general sales
manager of General Electric’s Broad-
cast Equipment Division.

A panel on FM was held, featuring
discussion by Jack Gould, radio edi-
tcr of The New York Times; Fritz
Updike, publisher of the Rome (N.Y.)
Sentinel; Sol Paul, advertising direc-
tor of Broadcasting and Helen Wood,
managing director of WIBX and
WIBX-FM, Utica, N, Y.

Activities of the new FM Continen-
tal network, whose activities were first
disclosed this month by The Billboard,
were described by one of its founders,
Everett L. Dillard, of WASH, Wash-
ington, after the luncheon. Comments
on FM programing were made by
Elliot Sanger, of WQXR-WQXQ, New
Ycrk, and Morris Novik, radio con-
su'tant. Panel on facsimle was held,
featuring John V. L, Hogan, of
WQXR-WQXQ, and president of
Radio Inventions, Inc. Other partici-
pants were A/ J. Eaves, vice-presi=-
dent of Finch Telecommunications,
and R. E. Mathes, chief engineer of
Finch. Sessions wound up with re-
ports from the meet’s committees,
passage of resolutions and election of
officers.

Summer Fill-In

For Crosby Is Out

HOLLYWOOD, April 12.—There
wili be no summer replacement for
the Philco-Crosby platter show unless
a last-minute change of heart de-
velops on the part of the Hutchins
agency and the radio maker. Reason
is that Philco doesn’t want a high-
priced summer series since it is al-
ready dishing out $35,000 per week
on the Crosby winter waxings.

A cheap replacement would not
warrant the expensive machinery
set-up to wax and distribute the
Crosby show. Any replacement would
have to use that machinery to be
effective and hit all the areas now
reached via ABC’s complete chain
plus the other outlets airing Der
Bingle’s transcriptions (total stations
carrying Crosby Lit 400). Talk that
the Judy Garland show, nixed by De
Sota (The Billboard, April 5), is be-
ing eyed by Philco as replacement
material was squelched both by
Hutchins here and by Miss Garland’s
reps.

Preachers Fill Detroit Air
Via Indies, Plug ’Em In Ads,
But Webs Pass Up Their Biz

Evangelists Draw Tuners by Hundreds of Thousands

DETROIT, April 12.—Broadcasting
of religious programs by Detroit’s
smaller stations has become so ex-
tensive, particularly on Sundays, that
the air waves are now a pathway to
salvation for hundreds of thousands.

Sponsors are chiefly the funda-
mentalist Protestant denominations,
together with a number of inter and
non-denominational churches. Their
relatively limited resources restrict
them to the baby watters, as does
the fact that the web outlets are
well filled with network shows and
are not too anxious to cater to a

CBS Farm Segs

Given Dressing

NEW YORK, April 12.—Columbia
Broadcasting System (CBS) is mov-
ing away from the old-style type of
farm broadcasts by accenting the
necessity of relating agriculture to
business and industry of the nation
and of the world. The web is stress-
ing this not only on its Columbia’s
Country Journal show, Saturdays,
2:30-3 p.m., but also to its affiliates
for adaptation on other farm shows,
Don Lerch, the net’s agricultural di-
rector, gave an inferview this week
in which he pointed out that changed
conditions of farm life, including
aulomobiles, mechanized equipment,
radio, newspapers, etc.,, had made
the old approach inadvisable. What’s
needed, he said, is more imagination
in farm broadcasts. The older type
farm shows, according to Lerch,
merely siressed production of food
and fiber.

Country Journal has been on the
air since 1939. Lerch, who came to
the web six months ago, has been
gradually developing this new line
of thought in his program building—
namely, that farmers need a wider
approach to new problems.

Urban Appeal, Toe

Additionally, Lerch is pafterning
the show to appeal to city dwellers
as well as rural folk: The reason is
two-fold. First, it is necessary for
the farmer and the urbanite to under-
stand one another’s problems, ac-
cording to Lerch; secondly, a recent
mail count showed that Country
Journal has a wide urban audience—
and, of course, the web is anxious
to hold on to it.

According to Lerch, there’s been a
great expansion in farm broadcasts
since before the war. For example,
he said, four stations in Texas re-
cently hired farm directors. The in-
creased interest is traceable in large
degree to the wartime emphasis on
agriculture. An expectation that re-
lapse would follow with the peace
was proven false.

HOPES ARE RAISED
(Continued from page 15)

been rebroadcasting on his Utica

station, program originations of the

Armstrong stations in Alpine. Asch

has been working on an FM web for

some time.

With FM set production increasing
steadily, with more FM stations near-
ing completion and with an associa-
tion that has shown it is full of pep
and vinegar, FM picture, network
and otherwise, appears unusually
promising.

highly restricted audience interested
in a prime controversial subject pres~
entation.

Much of the radio religious time is
a by-product of, or a contributing
factor to personal evangelism, where
the emphasis is on the individual
preacher rather than on the doctrine
taught. Outstanding example is the
Rev. J. Frank Norris, who achieved
national attention in connection with
a shooting in Texas some years ago.
His name is plugged in 48-point type
in a solid page of church ads in the
Saturday newspapers — the biggest
type on the page.

For Home Bodies

Norris’s picture, together with those
of 10 star preachers and singers from
other churches, two of them women,
appears in the ads. Norris’s ad, for the
Temple Baptist Church, plugs two
shows on WJBK, 250-watter, one of
which uses a 300-voice choir.

Newspaper ads stress the programs
put on by different churches and de-
nominations, designed for the stay-
at-home audience. Joint ad for the
Assemblies of God ballyhoos WCAR’s
Sermons in Song at 9:15 a.m., while
the same group’s Brightmoor Taber-
nacle announces its 9:30 a.m. show on
the same station. Bethseda Missionary
Temple—denomination not specified
—plugs an America to Your Knees
broadcast on three stations, WJLB,
WCAR and WEXL.

Everybody’s Tabernacle, non-de-
nominational, stresses the WJLB call
letters in its ads for its daily
program. One inter-denominational
group, the Radio Temple, follows up
with daily shows on both WEXL and
WCAR.

Other Denominations

Among individual denominations,
Gospel Temple of the Apostolic
Church has a WEXL show at 9 a.m.
Sunday. The Kercheval Church of
the Nazarene goes ouEat 2:30 p.m.
St. Paul’'s Protestant Episcopal Ca-
thedral is carrying on a 25-year {ra-
dition of broadcasting every Sunday
over WWJ—probably the first and
certainly the oldest continuous re-
ligious program in radio. The six
Free Methodist churches unite in a
Sunday program over WCAR at 1
p.m. Unity has a daily morning
show on WJLB.

Gilead Baptist Church uses a 120~
line ad to advertise both Saturday
and Sunday programs on WJBK. The
First Nazarene Church, in addition
to plugging its four-a-week show
over WEXL, uses art work plus dis-
play type to stress its stellar attrac-
tion in Constance Templeton, ‘“former
NBC soprano.” This is typical of
the emphasis being placed on radio
tie-ups by many local religious
groups.
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FTC Compares Major Waxers
Favorably With Other Biz,

Finds Less Monopoly Trend

Langer Committee Follows Up on Vets’ Gripes

(Continued from page 3)
spokesmen say they will at least not
be subpoenaed again soon.

The committee is following up on
its inquiry into the record industry’s
attitude toward newcomers in the re-
tail business, with emphasis on de-
termining whether returning war
veterans are getting a break in ob-
taining franchises to operate small
businesses in competition with old-
line record stores.

It was revealed today that the com-
mittee is carrying every new ex-G.L
complaint directly to the top officials
of the major record companies. For
instance, a complaint was received
this week from a veteran who said
he wanted to become a retail record
dealer but was unable to get MGM
records in a certain distribution area
unless he could get a franchise for
Victor records, and this was impossi-
ble. Langer relayed the compliant to
Leopold Friedman, vice-president
and secretary in charge of MGM
Records. (Friedman was one of the
officials who testified here last Satur-
day).

Prompt Action

Friedman promised in a' prompt
reply to inquire into the matter, even
tho distribution of MGM records is
handled separately from the produc-
ing company. A Langer subcommit-
tee spokesman said: “This is an ex-
ample of what we intend to continue
to do—carry these problems directly
to the manufacturers, inasmuch as
they testified before us that they
would be interested in seeing that

Contact Union
Seeks Ruling on
Severance Pay

NEW YORK, April 12.—Question
of whether a songplugger who holds
a contract with a music pub is en-
titled to severance pay is being
pushed by the Music Publishers’ Con-
tact Employees Union (MPCE).

Arising out of plugger Frank Hen-
nigs’ departure from E. B. Marks
last month, the problem confronting
MPCE is that if the severance dough
issue is not pressed, a precedent gov-
erning all contactmen on contract
may be set.

Hennigs left the Marks firm two
weeks before termination of a three-
year contract on March 31. Final
two weeks were paid off as vacation
wages. MPCE now claims that Hen-
nigs is entitled to severance pay,
since termination of his contract was
tantamount to being fired.

Marks firm, thru attorney Julian
Abeles, replied to MPCE demands
with a letter stating that Hennigs
was not discharged but that, at re-
quest of Hennigs, his contract was
terminated. Abeles could see no ap-
plication, therefore, to the clause in
MPCE’s agreement with pubs cover-
ing severance payments.

fair play is given to dealers, espe-
cially small dealers and prospective
newcomers in the trade.”

The subcommittee’s next hearing
on Wednesday will focus attention on
possible monopoly trends in the
liquor industry. Officials of the “big
four” distilleries have been sum-
moned to testify. These are Sea-
gram’s, Schenley, Hiram Walker and
National. An earlier FTC report
complained of acquisitions of smaller
distilleries by large operators.

5-Week Lay-Off
For J. Dorsey

NEW YORK, April 12.—Jimmy
Dorsey band will take a five-week
lay-off following closing of the Para-
mount Theater date here April 30.
Reasons officially cited are that JD
is tired and wants a rest, but the
usual economic factors are under-
stood to be involved as well.

Observers point to the fact that
the lay-off period falls in the lull
before the extra-cushy summer sea-
son when ork prices will be at their
highest for the year. They believe
that rather than play right up to

Love Those Jocks

NEW YORK, April 12.—It
turns out now that disk jockey
Stan Pintarich (Station KALE,
Portland, Ore.) was a bit hasty
in barring Perry Como platters
from his air show (The Bill-
board, April 12).

Pintarich thought he read in
This Weelk mag that Como re-
buked disk jocks by saying:
“There ought to be a law against
those guys.” The Dave Alber
office here (Como flackery) now
points out that the spinner mis-
took the target of Como’s re-
mark. The preceding sentence in
article read: “He (Como) kept
getting disk jockeys who were
spinning the wax works of
Como, Crosby and Sinatra.” The
crack that followed was sup-
posed to be a rib at all crooners,
including Como.

Press reps for Perry pointed
out that the sub-heading in
article reads: “He’s Against
Crooners.”

“It was all a gentle self-rib-
bing and in no way related to
the disk jockeys,” was their cap-
ping comment.

June-July when he’s got two weeks
of one-nighters and a Virginia Beach
stand already set, JD is knocking
off and avoiding May dates in spots
where he’d have little chance of
coming out ahead.

Speculation that the move may be
one to revamp the band pay roll by
the simple expedient of rehiring men
later at a lower scale also has been
put forward. In this, Dorsey would
be following a recent trend set by
many other orksters.

Strike May

Zero Production

Of Sonora Tallow; Union’s
30-Day Notice Up April 25

Firm Claims Wage Boost Would End 39-Cent Label

CHICAGO, April 12.—A strike which would completely stop produc-
tion of Sonora Record releases and wage demands which if granted. al-
legedly could prevent further issuance of the company’s 39-cent label, are
being faced by the Sonora Radio & Television Corporation at its record
plant in Meriden, Conn., it became known here this week. Union in the
plant had already given a 30-day strike notice which expires April 25, and,
zccording to Sonora spokesmen here, will strike unléss a general wage in-

crease of 20 per cent is given to the 234 employees.

increased vacations, insurance, and
hospitalization, are also asked for.
Company claims latter, if granted,
would constitute an additional 23 to
25 per cent increase. Company is of-
fering a 6 per cent increase, but since
the union has stated it wants the
general 20 per cent increase plus
other benefits, likelihood is that
strike will occur.

New Organization

Plant has been newly organized by
the United Construction Workers, Lo-
cal 50, a branch of the Uni