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Standing Bill

NEW YORK, May 18.—Gracie
Fields and Monty Banks, just
back from their year-long USO-
Camp Shows tour, tell about the
time they were in Rome and
wanted to see the ruins of the
Coliseum. They asked une of
the troupe’s gals along. “Sure,
I'll go,” she said, “what’s on
tonight?”

Rivals J ockey
K orRemaining

Share of R-B

Fla. Cabinet’s Secret Huddle

TALLAHASSEE, Fla, May 18—
One phase of the fight for contro! of
the Ringling circus was staged behind
doors of the State Capitol here May
14, but all concerned kept mum on
details of what took place.

At stake was the approximate one-
third of the stock in the Big One
owned by the John Ringling estate
which will go to the State of Florida
when all claims and litigation are set-
tled. Confab was believed to have
centered on a proposal by executors
to form a syndicate to purchase re-
maining assets of the estate.

This much was known: John
Ringling North, an executor and vice-
president and director on one of the
two sets of officers named by stock-
holders April 10 in New York, and
Leonard G. Bisco, New York attorney,
went into a huddle with the cabinet.
Later, Chester Ferguson and T.

(See 2 Sides Jockey on page 80)

Greetings! If You
Are 20-29, Better
Read This in Full

WASHINGTON, May 18.-—Enter-
tainers in the 20-29 age group who
have had no military service face in-
duction within the next month under
the patchwork draft bill signed by
President Truman Tuesday (14), Se-
lective Service officials told The Bill-
board today. Previous to enactment
of the bill extending the draft to July
1, Selective Service was taking men
from 18 to 25, but officials say House
amendments exempting teen-agers
forced the age limit rise to 29.

Men in this age bracket are still
eligible for occupational deferment if
they are engaged in “essential” work,
but according to Selective Service,
showbiz is not in that classification.
One spokesman predicted that all
non-veteran, childless entertainers
beween the ages of 20 and 29 will
receive notices to appear for a physi-
cal examination by July 1, even those
previously rejected. He added, how-
ever, that it is doubtful that many
now classified as 4-F would be ac-
cepted by the army.

Moppet Gold Rush]s On With
Majors and Indies Planning

Skyhigh Production in Field

Everyone From Pic, Air Names to Writers and *Billies in Act

By Joe Csida

NEW YORK, May 18.—The “Kidisk” Klondike is on in earnest. While
the take from tyke tallow has always been a neat item in plattery circles
(many small outfits put out nothing else and don’t ever

FillBard

intend to), the four major waxeries (Decca, Columbia, Victor
and Capitol) and many a battling so-called indie are planning
to push moppet material to never-before-heard-of lengths.
Most competent trade observers estimate that gross annual
business on children’s records now runs somewhere in the
neighborhood of $10,000,000. Predictions on where the biz
will go from here vary from guesses insisting that it will hit
$25,000,000 per annum by the end of ’47, all the way to
prognostications that it will represent a full one-third of the

income of even the major record companies. On one point
all agree: There’s a definite boom in the brat platter field. Random sales
figures on recent and current productions bear this out. Decca’s Alice in

Wonderland, with Ginger Rogers and
other film players, has sald well over
200,000. Cosmo’s Tubby, the Tuba,
with a Victor Jory narration and a
Leon Barzin symph ork, has hit close
to the 100,000 mark. Victor’s Paul
Wing series has been selling better
than 100,000 per season each year for
the past couple of years. Decca’s
Frank Luther K series has sold into
the many hundreds of theusands per
album and is one of the most success-
ful pee wee package propositions
ever cut. Decca has just reissued
Luther’s Songs of Safety album.
Basil Rathbone’s Christmas Carol
and Treasure Island for Columbia
have sold better than 100,000 each.
Most platteries have a strong aver-
sion toward releasing sales figures,
but there is no question that 100,000
album sellers in the “kidisk” field
are quite common and that a num-
ber of the album jobs have hit well
above 250,000. (Big difference, of
course, between pop records and tot
platters is that the latter are about
95 per cent albums and continue to
sell year after year, while pops are,
for the greater part, single disks and
live a short, merry life.)

Boom Promises Big
Payoff To All Hands

Talent-wise, the boom promises
a big payoff to writers (both talk
material and music), arrangers, nar-
rators, actors, comedians, singers and
orchestras. Seemingly in for the big-
gest break are radio and picture

names. Decca has probably done the
biggest job in the past in utilizing
the box-office value of film attrac-
tions, having used (in addition to
Ginger Rogers) such pic names as
Thomas Mitchell (Treasure Island),
Charles Laughton (Moby Dick), Ron-
ald Colman (Christmas Carols),
Loretta Young (The Littlest Angel),
Herbert Marshall (The Snow Goose),
Donald Crisp (Children’s Corner),
Frederic March (The Selfish Giant),
and Edna Best (Cinderella).
Columbia has used Basil Rathbone
on Robin Hood (in addition to two
packages named above), and scored
a click last year with a Gene Kelly
prackage on the little king who
couldn’t dance from the MGM film,
Anchors Aweigh. Capitol made a
splurge in the moppet market last
year with Margaret O’Brien telling
the tale of the Three Billy Goats
Gruff and other stories; the Great
Gildersleeve (Hal Peary) doing Puss
in Boots, Rumpelstiliskin and other
tot tales; Fibber McGee and Molly
in a Christmas album, and Tex Ritter
in a kid package of cowboy stuff.
Victor hasn’t gone in too heavily
for film or radio names, but has plans
which it refuses to disclose at the
moment. These plans are believed to
call for terrific acceleration in the
“kidisk” field. Victor undoubtedly
will make use of some film and air
names, tho heavy accent will con-
(See ‘Kidisk’ Klondike on page 24)
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A Moo Point

DETROIT, May 18.—A cow
from a night club act was a star
performer in a parade thru
downtown Detroit, aimed to
publicize the protest of nitery
ops and others against the ban
on use of barley for brewing.
Parade included acts, bartend-
ers, employees of night spots,
brewers, nitery owners, etc. Cow
belongs to Fay Romig, of the Ro-
mig & Rooney Circus. It was
explained that the bovine was
protesting a cut in her rations
because she was fed on the resi-
due of barley used in beer-mak-
ing.
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Brazil Closings

Cue S. A., Mex
Act Status Talk

NEW YORK, May 18.—Closing of
gambling casinos in Brazil means
that fewer acts will be available for
the rest of South and Central Amer-
ica. Reason is that Rio was the big-
gest spender for talent and many
acts would pick up a number of extra
weeks in other countries on the way
back to the States. In some cases it
meant as much as six months could
be obtained either in countries sur-
rounding Brazil or in Central
America.

How the Brazil situation will work
out nobody in authority knows. New
York bookers attribute the bluenose
shutterings to church pressure and
some are optimistic enough to say
that the whole thing will blow over
in a few weeks. Meanwhile, at least
one hotel, the Quitandinha, about an
hour out of Rio, is faced with a clos-
ing. Odd part of the Quitandinha
situation is that it is owned by ex-
President Vargas and small stock-
holders. According to the grapevine,
the Dutra government has to pay the
hotel if it cannot operate successfully,
Spot, a $10,000,000 venture, was re-
cently opened and publicized heavily
for Yank trade. But most of its
dough came from the green table ac-
tivity which started at 3 p.m. and
ran until 3 am. Whether the gov-
ernmental bite will be enough reason
for it to lift the ban is not known.

Guarantee Was Six Weeks

Acts brought to Rio seldom got
less than a six-week guarantee plus
options. It didn’t pay the Urca Com-
pany, which did most of the buying,
to bring them in for less, as it cost
booker $1,009.12 fare for each person,
plus whatever the excess baggage
came to. For example, Ruby Ring,

(See Brazil Closings on page 56)

Bob Hope 1-Niters
Out in the Open

NEW YORK, May 18.—Bob Hope
will do one-nighters on the Coast and
thru the West about a week or so
after his radio show goes off the air.

Last broadcast is skedded for June
11. All the stands will be in outdoor
arenas. With Hope will go a few
acts with the possibility that Frances
Langford will join the show.
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Presents. ...

By Leonard Traube

NINTERRUPTED reading of one

publication for 50 years or more
is a very special phenomenon. To
achieve that distinction it is neces-
sary to be 50 years old plus the age
at which one gets past ABC’s and
into the realm of higher culture.
Then it is important to find a pub-
lication that’s been in business that
long. It's quite an unpremeditated
collaboration.

And quite a stick-to-it man is Ar-
thur (Ar?) Blake, who has come our
way thru the medium of Theodore
Allen Johnson, Memphis correspond-
ent of The Billboard. Johnson says
Blake hasn’t missed a copy of The
Billboard since 1895. Even counting
a few miss-outs such as illness, it
would still be some going.

Of course, The Billboard has
helped Blake achieve his record by
jumping to attention at each ring of
the alarm clock, and not missing an
issue (founded 1894 as The Billboard
Advertiser) even when the whimsi-
cal Ohio backed up against the Cin-
cinnati plant, forcing all hands to
grab bag and baggage (not to men-
tion electros and stuff), head for
Chicago, and rush a printer into do-
ing one issue back in 1937.

Why Blake should have started his
BB habit in 1895 is not clear, but
he must have been in showbiz then
because only four years later he was
on the bill that opened the Orpheum
Theater, Brooklyn, singing with Joe
Maxwell and Company as part of
their Firemen’s Quintet. He left the
act to go with Primrose and West
Minstrels as featured baritone chant-
er until they broke up. He followed
Primrose into the Primrose and
Dockstadter Minstrel Show, remain-
ing until 1910, when he joined Neal
O’Brien, who had organized his own
cork outfit that year after 18 years
with Primrose. Blake was O’Brien’s
interlocutor in 1911 and 1912, work-
ing with such endmen as Al Jolson,
Blackface Eddie Ross and Pete Det-
zel, the dancer. He kissed the road
goodbye in 1913 to become manager
of Cafe Rector, Denver, a 600-seater
in one of the real busy spots of the
West, and thereafter piloted other
restaurants, some with and some
sans showbiz.

During the war he handled the
industrial feeding of the Norman
Herrington Company of Indianapolis,
makers of the General Sherman tank,
and performed a similar chore for
Chrysler people in Detroit. After
a spell at Hotel Marott in Indianapo-
lis, he bridged the gap to put him-
self back on the showshelf, being un-
til recently at Hotel Claridge, Mem-
phis, where he is maitre d’hotel and
catering manager, and impresario of
its Balinese Room.

The Billboard is glad that it has
been helped in its longtime logkeep-
ing by such showbizzers as Arthur
Blake, who started his trouping live-
lihood by opening his mouth and
now makes a living because inner
man needs to open his to keep go-
ing.

Portland, Me., Hikes Fees;
Extra 7%G Nick to City

PORTLAND, Me.,, May 18.—Li-
cense fees, some of them more than
100 per cent, have been upped by the
city council. Stiff tilt was on the-
aters seating 1,000 or more, hiking
from $100.25 to $250.25. Houses seat-
ing less than 1,000 will pay $150.25.

Dance halls and blowling alleys
were set at $25.25. Hotels serving
liquor will pay $101.50 and those
not, $21.10, both up from a flat $1.
City officials figure the boosts will
bring in an extra $7,500.

Mutual Hires Callan,
Thompson, Vidas &
Jones; Sets New Hdq.

CHICAGOQO, May 18.—Several ad-
ditions in personnel as well as change
in office location were announced
by Mutual Entertainment Agency
heads Jack Russell and J. J. (Bookie)
Levin here Thursday (16). Joe Cal-
lan, Pete Thompson, Bill Vidas and
Johnny Jones have joined the org,
and the new and more spacious of<
fice is to accommodate the added
personnel.

Callan left Frederick Bros. here as
band booker recently to take over a
Porto Rican package show. Callan
will do one-nighter and location band
booking for Mutual. Altho figures
would not be revealed, both he and
the agency seemed to be well satis-
fied with the deal. Callan joined Mu-
tual Monday (20).

Pete Thompson, who was until re-
cently road manager for the Harry
Cool orchestra, will work with Mack
McCoy in Mutual’s cocktail booking
section. Thompson has been on the
job about two weeks. Bill Vidas has
been assistant manager at suburban
Oh Henry Ballroom. Development of
package shows, personal appearance
tours and whatever radio work the
future may hold were listed as his
immediate projects. Johnny Jones
will continue to handle club dates
and conventions for Mutual. Jones
has been here for several weeks.

Noticeably, none of the new or old
Mutual members were mentioned as
department heads. This is in line with
the agency’s policy of maintaining
a flexible org without departmental
categories. Agency heads feel that
this type set-up makes for greater
efficiency and much more intra-of-
fice co-operation. Mutual will move
into the new headquarters June 1.
This was described as another phase
of their expansion policy.

Derwent, Peck To Nominate
For Humor Hall of Fame

NEW YORK, May 18.-—Gag Writ-
ers’ Protective Association is de-
termined to emphasize humor in
everyday lives. As well as promoting
National Laugh Week (April 1-8),
they have now dreamed up a humor
hall of fame “to immortalize the great
fun-provokers of American history.”

They have enlisted the support of
actor Clarence Derwent (Lute Song),
president-elect of Actors’ Equity, and
Raymond Peck, shepherd of the
Lambs. They will both serve on the
hall’s nominating committee. Invites
also have gone out to Lawrence Tib-
bett, AFRA, Russel Crouse, the Ar-
thor’s League, Gene Buck, Catholic
Actors’ Guild of America, James J.
Walker, Louis Handin, NVA and the
National Association of Performing
Artists.

According to the org’s letterhead,
Bob Hope and Joan Davis were
picked as the king and queen of
smiles for 1946.

‘Dip’ Vic’s Poke
Picked; U.S.-Brit
Love Club Born

NEW YORK, May 18.—An_effort
to make things easier for British
showfolk strange to the U. S. and
Yank showfolk unfamiliar with Eng-
land is taking root in the planning
of the Piccadilly-Times Square Club,
due to deb here shortly.

Originator of the idea is British
vauder Vic Perry, who has just fin-
ished his American preem date at
Loew’s State. Perry believes that a
big influx of British acts to this
country and an equally large exodus
of Yank acts is in the offing and he
claims he wants to make things
easier for them on both sides of the
ocean.

His own intro to New York hasn’t
been any too happy. At his Loew’s
State stand, he lost a valuable dia-
mond ring. Perry, who makes a pro-
fession out of lifting things from
pockets of pew sitters, was going
thru the audience during his act
and when he got thru discovered
his ring was missing.

At first, he admitted, it looked like
a ballyhoo gag, and efforts to get
publicity of his loss in the press were
turned down flat. Perry contends
that the loss is genuine. He believes
the ring was pulled off his finger
while he was dipping into someone’s
pocket. Anyway, he’s out one pinkie
adornment, which he claims cost him
a four-figure check to buy.

He decided to start the Good Will
Club and has brought in as charter
members and co-workers Sophie
Tucker, Ole Olsen and Chic Johnson,
Eddie Bracken and the members of
London’s Old Vic Company. La
Tucker will handle visiting nitery
players; Olsen and Johnson, vaude,
and Bracken, the films. London sec-
tion of the club will have Ralph Rich-
ardson, legit; Laurence Olivier, films,
and Perry for vaude-niteries.

There’s no fee, but membership is
kept strictly to showfolk. With vis-
iting orks, due to size of bands, only
leader and vocalists will be handled
by the club. New York center will
be located at 347 Madison Avenue
and London headquarters at 17
Coventry Street, W. C. 1.

Philly Committee Okays

109% Amusement Tax Hike

PHILADELPHIA, May 18.—Long-
awaited increase in the amusement
tax here passed its first hurdle when
city council’s finance committee
passed Wednesday (15) a recommen-
dation for the boost from 4 per cent
to 10 per cent on tickets to amuse-
ment events. Move is subject to
council’s okay, which is expected
around May 23.

Increase would go into effect July
1 and is expected to bring in $7,000,-
000 in extra revenue. Committee
also recommended the proposed new
10 per cent tax on rents paid by
transients in hotels here.

British Equity Follows U. S.

Pattern in Actor Protection

NEW YORK, May 18.— Britain’s
peacetime legit set-up for actors, as
far as clamping down on unscrupu-
lous managers is concerned, is more
nearly approaching that of the U. S,
where the thesp union and the bond-
ed show pilots have virtually abol-
ished fly-by-night companies and
stranded players. Workings of the
British Actors’ Equity situation thru-
out the war and since are comment-
ed upon and explained by Gordon
Schaffer, London newspaperman and
radio spieler, via the local branch
of British Information Service.

Schaffer points to the strengthen-
ing of British Equity as “one of the
biggest achievements of the pre-war
years,” and says that a closed shop
in the West End (Main Stem of Lon-
don) has done away with ‘“the bad
type of manager.” He adds from fig-
ures released in British Equity’s
15th annual report that union per-
sonnel has risen from 714 in 1940 to
5,395 in 1945.

One thing the union learned dur-
ing the war, according to Schaffer,
is that its function extended beyond

(See U. S. Pattern on page 59)

Ill.,r Chi Amusement
Taxes Are in Offing

CHICAGO, May 18.—State and city
showbiz tax proposals eminating from
Springfield and Chi’s City Hall and
ultimately winding up at the door
of Mr. Public are in the making here.
Movie and legit fans will do the most
coin shelling in the event either or
both bodies pass the proposed meas=
ures.

State’s reason for additional rev-
enue is the $385,000,000 veterans’
bonus. Bonus legislation has been
recommended by the Illiniois Legis=-
lation Committee and the Legislature
will probably be asked to act this
week. Altho the State has a sur-
plus of approximately $200,000,000,
Governor Green has opposed the plan
to use the fund to finance the bonus.
He explained that $139,000,000 of this
fund has been appropriated for “re-
habilitation of the State’s plant and
its educational, correctional and wel-
fare institutions.”

City’s tax proposals were offered
this week in an attempt to make up a
$7,000,000 deficit in the 1947 budget.
Action on this is skedded for Tues-
day (21). Proposals include a 10 per
cent tax on admissions to movie and
legitimate theaters.

Those in the know consider the
local tax to have a good chance of
passing since eight of the 16 commit-
tee members are in favor of bringing
it to the council floor.

In the event either tax is passed, it
will be placed on the operators, but
just as is the case with the federal
amusement tax, the cost will be
passed on to the public in the form
of higher admissions.

Memphis Pulls Out All
Stops for Metopera

MEMPHIS, May 18.— Metopera
enters Memphis on the wings of front
pages and practically every local
radio show for its first stand, May
20 and 21.

Already Carmen (20), has been
completely sold out, and promoter L
1. Myers to'd The Billboard that
Madame Butterfly (21), had less
than 100 tickets still available.
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- CLEAN-UP BEFORE RE-PRICING?

Der Bingel Mt.

NEW YORK, May 18.—Latest
is that Der Bingel will do a yogi
turn and come up with the an-
swer—as to who will have the
honor of sponsoring him on
what network.

Seems the groaner is going on
location to do a pic for Para-
mount. It’s going to be a se-
cluded spot in mountain coun-
try. And when the period of
communion with nature is over
Bing is expected to come thru
with a decision—which he will
make all by himself $ans aid
of Everett and his attorneys, etc.
l Put away those tea leaves!

Dr. NBC Sees
Sick Rivals;

To Plug Biz

Net Ads Sell Time for CBS

NEW YORK, May 18.—NBC will
shortly shift its advertising empha-
sis on selling broadcasting, instead
of simply the web, to offset to a de-

gree the negative publicity which"

has flooded the market due to the
expected further cancellation of a
number of bigtime skeds. Twist on
the advertising, however, is that it’s
planned not to sell new clients for
NBC, since the senior web has a
waiting list of more than twice the
number of slots that will be opened.
Instead, it’s expected to sell time for
CBS which is certain to lose a num-
%%-COf programs like Bob Burns to

Idea is that it’s bad business to
have the second chain (or even the
third and fourth) too badly hit by
cancellations. As one piece of sixth
floor brass put it, the broadcasting
industry is no healthier than its
weakest web, its weakest station.
“We can’t be too healthy while
any other part of the business is
sick.”

Web, however, will have a selling
job to do nonetheless. The daytime
Waring program is still a costly “ex-
periment” and must be sold—or else
—and the NBC Symphony also, for
prestige and cash sake, must find a
bankroll. Emphasis recently on the
Symphony of the Air, rather than the
General Motors Symphony or the
NBC Symphony, has been with the
idea of creating a tag that won't
have to be changed with each spon-
sor, for advertisers no like the idea
of paying for the airing of the NBC
Symphony, a network tag.

WNEW’s Paul Revere
Stunt To Fanfare

“Operation Famine”

NEW YORK, May 18.—Operation
Famine, is being handled by WNEW,
starting Sunday midnight (19), with
plenty of fanfare and Will Yolen
flash press agentry. Station will not
program special segs, but will use the
breaks between programs to sell the
Judis station audience on the fact
(See Paul Revere Stunt on page 16)

FCC’s “Caveat
Station” Edict
Is Precedent

Outlets Liable for Sponsors

WASHINGTON, May 18.—Federal
Communications Commission is seen
as pushing a policy of “let the station
beware” in negotiating with prospec-
tive sponsors for radio programs. In
its strongest statement of the subject
to date, FCC yesterday -warned that
licensees must take the responsibility
for determining any hidden financial
connections of persons asking to buy
air time. “It is incumbent upon li-
censees,” the FCC declared, “to take
all reasonable measure in this con-
nection.”

A Definition?

FCC defined “reasonable” by cit-
ing as an example the hypothetical
case of a speaker asking to buy air
time which he cannot afford on his
normal income. In such a case, FCC
said, the licensee must make an in-
vestigation “of the source of funds
to be used for payment.” Even tho
an extensive investigation may be
necessary, the commission stated,
that fact does not “automatically
relieve a station from its responsi-
bility.” FCC further stated that
“competent management should be
able to meet such problems.”

The Last Prop?

FCC’s policy is seen as removing
the last prop from under any sta-
tion’s claim to innocence concerning
the identity and background of a
potential sponsor. Policy is viewed
as establishing a precedent for han-
dling of commercials which far ex-
ceeds the standards for newspaper
(See FCC Edict Precedent, page 16)

Survey Penalty

NEW YORK, May 18.—C. E.
Hooper, in presenting his con-
tribution to the “national rat-
ing” sweepstakes Thursday (16)
at the Biltmore Hotel, invited
all ad agency men present to
compete with him. Said Hoop,
“In order to make ratings less
cold, heat them up every once
in a while by making a co-in-
cidental telephone survey youra-
self.”

One researcher in the audi-
ence soto voce, muttered, “I did
a year ago. I married the only
listener to our program who an-
swered and now she doesn’t
even listen to me.”

Three Legmen Added
To WLIB Newsroom;

Tradition Is Broken

NEW YORK, May 18.—First local
news operation in New York can be
credited to WLIB the Thackrey-Post
daytime percolator. Station has
added three men to pound district
beats and is setting up a city desk,
Hal Kosut switching from spieling to
the desk, under the supervision of
Cliff Evans, who takes over as station
news chief. The boys, who will be
triple-threat men, will pound their
beats, phone in hot stories to the desk
and come back every so often for “on
the scene accounts,” are Allen Ward,
ex-WQXR and United Press, Jerry
Carr, ex-news editor of WINS and
Harold Turkell, former newscaster
with Pittsburgh’s KDKA.

Station has also added AP (it has
radio wires from UP and INS). AP
is the regular news wire, not the PA
(Press Association) deal, which sta-
tions normally buy. Fourteen 10-
(See 3 Legmen Added on page 16)

exponents scream most.

subjects or remarks.”

It must happen here.

Editorial

Money Responsibility

If the latest pronouncement of the Federal Communicatigns
Commission is extended to its ultimate, every broadcasting station
will have to operate a detective bureau on the side. The commission,
in answering a quéry from Station KOB (Albuquerque, N. M.), stated
that a station was responsible not only for checking a time-buyer
but also in checking where the time-buyer’s cash was coming from,
if it appeared that the buyer’s own bank roll wasn’t sizable enough
to justify the purchase of the time involved. FCC thought back of
the responsibility is that both sides of any political or social problem
have to be extended “equal air opportunity” and it may not appear
on the surface just whose side the time buyer is on, unless everyone’s
certain where the gold was mined.

In other words, the stations will have not only to worry about
what a man says on the air, but what he thinks and what his cash
thinks. Such thinking can only force stations to avoid, like a plague,
any “controversial subject,” the very material for which “freedom”

In another extreme, Morris L. Ernst, noted advocate, in his
current book, The First Freedom, wants to “relieve stations of libel
or slander suits on time they presently sell. The station owns the
microphones and should be analogized to the owner of a printing
press who, as a practical matter, is free of libel suits. Such immunity
to stations would relieve them (the stations) of real or imaginary
hazards which they often use to reject controversial or unpopular

While the Ernst suggestion would unburden the station of all its
legal responsibilities on sponsored programs, the FCC insists on
developing new ones for the air business man. There must be a
middle ground, somewhere between sloughing off public responsi-
bility and becoming the great white father, between Ernst and the
FCC, between nudism and straitjackets.

Nix Ra.te Hike
As Biz Drops

Airers want upped nut
while peddlers frantic stop-
ping client bowouts

®

NEW YORK, May 18.—While some
station rate cards need adjusting,
media men are amazed at the number
of stations that have chosen this time
to kick rates upward. A time buyer
of a top 15 percenter yelped that he
was . having trouble keeping his
clients sold on the necessity of staye
ing on the air, sans the advertiser
having a product in some cases and in
other cases with demand for the
product far in excess of the next two
years’ production, without explaining
to the client’s ad manager that rates
for the time were being raised 25 per
cent. Time buyer Ward (he’s rep-
resentative of the breed) admitted
that the average increase was only
15 per cent, but pulled a few cards
out of his drawer that had certain
time periods tilted 50 per cent.

“It isn’t bad enough that the sta-
tions are upping their rates, but the
industry has chosen this time to fight
about audience measurement stand-
ards.” In other words, stated this con-
tract signer, broadcasting has started
washing its “media measurement” in
public. While battles about how to
measure circulation of both printed
and outdoor media went on for years,
they never broke out openly in the
trade and public prints the way the
CAB-Hooper-Nielsen fracas has been
doing for the past several months.
How do you think “a sponsor feels,”
he asked, when he reads that the Co-
Operative Research organization
which he has fathered thru ANA
(Association of National Advertise
ers), has produced ratings which are
claimed to be neither scientific, pro=
jectable nor comparable. To most
clients that sounds like broadcasting
has taken them over. Despite the
fact that the CAB was the advertise
ers’ own baby, it doesn’t matter how
much selling broadcasting has done
for the advertiser pre-war, despite
ratings. He’s suddenly become rat-
ing conscious and almost simultane-
ously suspicious of the accuracy of
rating figures.

Clean-Up Necessary

“The first problem that we in radio
have, and I want to stress,” stated
the time buyer, “is that the radio
media end of the ad agency biz is just
as much a part of broadcasting as
networks, stations, talent or produc-
tion men, and it is our job to clean
up .the rating quagmire. Thus far,
only the Broadcast Measurement Bu-
reau seems to be sticking to its last,
good or bad.

“There must be a slot for Hooper,
Nielsen and other services, but we
must find a place for each of them
or else find ourselves justifying sta-
tion indices that differ as much as 50
per cent in some cases.” (Typically,
WLW’s latest reports from Nielsen’s
audimeters are down in some cases
as much as 50 per cent from Hooper’s
Cincy city studies, and up in others
to the same extent. Variances such
as these are what drive agency boys
wild when they’re asked by clients
to give some idea of just how big an
audience programs are reaching.)

“But regardless of how soom we
get our rating aches removed,” un-

(See Clean ’Er Up on page 18)






