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HOOTING AT THE MOON?

[

'

I can’t answer your question. And I don’t know who can...” said one

manufacturer when, Columbia’s Research Department began spade-work

on a new m;mzzodzity study by income levels, move than ten. months ago.

THE question was spﬁciﬁc. In a detailed questionnaire sent to 500 manufacturers, distribu-
tors and dealers of "Iﬁigh-price&" merchandise, it asked in essence: Who buys your goods?
How much goes to famili;es, stretching a $2,000-a-year income? How much to cook-and-butler
cstablishments? What, in‘;other words, is your matket by incomé levels? .
Scarcely half a dozen% firms had this information on hand. Yet 483 of the 500 firms to
whom we wrote, replied .i..and even the manufacturer who wondered if we were “shooting at

the moon” wrote at Iengti; and feelingly of the va/ve of such data, #f he could get it.
|

“It would key onr ju%igﬁmzt. .. in appointing dealers, in the physical litation of our retail

ontlets, in the kind aﬂ[ advertising copy we use and in the choice of media to carry that copy. «
| ; /
1
The ultimate production of the new study was made possible only by the cooperation of

more than 190 firms whq‘ were able to set to work at once compiling actual sales data for
us. One manufacturer wh%o operated a chain of retail stores conducted a six-month retail survey
of his sales. An insurance étom'pany tabulated over $100,000,000 worth of life-insurance policies.

The final data, combin 1d for each of 12 major industries, are presented for the first time, under
the title: MARKETS IN RaDI0 HOMES By Income Levels and Price Levels. They have been correlated
with the findings of Col‘&xmbia"s earlier: VERTICAL STUDY OF RADIO OWNERSHIP By Income
Levels. The restlt is an exdct analysis of radio’s coverage of individual markets for “high-priced”
commodities. Copies of tl}

|
|

e new study will be mailed on request (to the limit of the edition).

THE COLUMBIA BROADCASTING SYSTEM
485 MADISON AVENUE, NEW YORK * Wickersham 2-2000

ADMINISTRATIVE O%FICES: NEW YORK, CHICAGO, DETROIT
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and operated to appea! exciusweiy to the twelve million popu!ahon of New York

City and its suburbs. .. that can and does localize its programs to meet the prefer.

ences of New Yorkers.

® This is why WMCA is known as the one station over
which all New Yorkers can get the midday and closing stock market reporfs! Where
they get the local news every afternoon direct from one of New York's greatest
newspapers! Where they hear the leading sporting events and other current events

regularly c:nci consistently! Where they get not only fascinating entertainment, but

programs keyed to their local interests!

® New Yorkers have the WMCA listening habit—an

ience of advertisers testifies. Yet the rate is less tha

half of that of any other major station in the New York Area.

they do have it—as the exp
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WASHINGTON, D.

C., JULY 15, 1934

AS THE FIRST
step in its cam-
paign to elimi-
nate false and
misleading adver-
tising from the
air, the Federal
Trade Commis-
sion has sched-
uled preliminary
hearings at which
ten radio adver-
tisers will be
called upon to justify claims made
in their announcements, or, failing
in that, to agree to discontinue vol-
untauly the use of such advertising
methods. The heafings, sched-
uled to begin July 16 at the Trade
Commission’s offices in Washing-
ton, are docketed for ten succes-
sive business days, Saturdays and
Sundays excluded.

Cslled by the commission’s Spe-
cial Board of Investigation, to
which the task of scrutinizing radio
advertising continuities has been
delegated, the hearings are the
forerunners of numerous others
which probably will be scheduled
indefinitely from now on. The con-
tinuities of these ten advertisers,
adjudged as falling within the cate-
gory of “false and misleading” ad-
vertisements, were culled from the
first batch submitted to the special
\board in . line with the commis-

Mr. Adams

ving radio advertising along with
advertising in other media.

Stations Not Invelved

LOH(U’\U]UG’:, Lhau man Adams said,
have been sihgled out as improper,
and it is exgected that the propor-
tion will decline as the commission
acts to bringlabout voluntary elimi-
nation of thé objectionable matter.

" Raps Wild Claims

“CONSIDERABLE portions of the
continuities for certain advertised
commodities pver local stations con-
tain obwoml s false and misleading
statements,”) Mr. Adams declared.
“The ad&ehlgem seem to be going
wild in their tlaims, using Language
that they could not possibly get
into the better newspapers and
magazines. |
“It is too|early, as yet, to ap-
praise the radio advertising situa-
tiort.” It appears, however, that
many advertisers who have been
barred from the newspapers be-
cause of ac'tnmes of the Trade
Commlsswn‘m its earlier days,
have resorted to the radio, which
has never been subjected to super-
vision of advertising claims.
“When the small percentage of
advertisers who have been flaunt-
ing the law |realize that they can-
not continue mulcting the public
with their T,xtrawagant and false

$3.00 PER YEAR—15¢c A COPY

claims, the situation should clear
up rapidly. Radio stations which
have accepted such border-line ac-
counts because they needed the
revenue, and because the adver-
tisers refused to temper their state-
ments, will be placed in a better
position, for they will be able to
cite the  Trade Commission’s
actions against fraudulent adver-
tising. Moreover, they will know
that their station competitors can-
not properly accept those same
accounts.

“By broadcasting truthful adver-
tising, stations will instill new con-
fidence in their audiences and
thereby give prestige to and pro-
mote their own businesses. If false
and misleading advertising is per-
mitted to run rampant over the
ether, the result will be loss of
stability to the mdustry and ulti-
mate destruction.”

Plan of Procedure

IN THE TEN cases cited, the Spe-
cial Board filed with the commis-
sion itself applications for the is-

suance of complaints against the-

advertisers. Under commission
procedure, however, the prelimi-
nary hearings have been scheduled,

l

ion's 'newly adopted policy of sur-

E J. ADAMS, chairman of the |

Special Board, explained that i

prehmmary stages the names

of the advertisers are not divulged.
The hearings are held behind closed

doors and the nature of the alleged '

advertising transgressions are not
diselosed. For -the most part,-it
was learned, the advertisers cited
;manufacturers of proprietary
‘patent medicines. Stations and

advertising agencies which handled |

the particular programs are not

,‘made respondents by the commis-
sion in’these initial .deliberations.

In virtually every case thus far
cited the advertisers used local sta-

tions along the eastern seaboard.

Special Board has not.yet had

for of the countly or on‘

st coast.
e contmmtles are being ex-

by Chairman Adams, Clyde’

ey and W. F. Davidson,
rs of the Special Board.
small percent

ROOSEVEL "S RA
day and intimate glimpses of Whi

July 6 over| an NBC-WJZ nﬁwlork (with WOR added) by two

secretaries, ol. Marvin |
latter in charge of radi
viewed by Martin Codel, |
was inter b g

T atmnal News Serv1ce.

-How the President-spen
ouse activities were des:

“Broadcasting,” and Mr, Early

R. Holmes, chlef of the Washmgton Bureau

 may be involved before the

. correspondence.

_ it decided to enlarge the scd

Trade Commission Cites Ten Radio Users

Special Board to Conduct ﬁearinﬂs on Advertising Claims;

Only Small Part of Broadc%&st &(]s Held Improper .

at which the advertisers are per-
mitted to verify or justify the
statements and claims made in the
advertising. They are also called
upon to supply samples of ithe
product so advertised, which is
sent to the Pure Food and Drug
Administration of the Department
of Agriculture for determination
as to whether the product justifies
the advertising.claims.
Should the advertiser fail to ]
tify the advertising tlaims, he has
the option of entering into a st pu-
lation with the commission under
which he agrees to discontinue|the
use of the language in question and
of any other representations which
the commission construes as false
or misleading. The commission,;
under the new procedure adopted
a year ago, then makes pubhc the
stipulation in :which it gives|the
name of the parties agreeing to
it, including the advertiser and the
station or stations over which| the
questioned advertising matter [had
been broadcast.

us-

Industry Cooperating

MANY of the stipulations entered
into in the past have been |con-
summated by correspondence and
without the necessity of hearings
by the commission, Chairman
Adams said. The commission, he
declared, endeavors to achieve the
desired result by arbitration rather
than through litigation and |does
not like to impose any undue hard-
ship upon advertisers.. "

Should the advertiser fail to ap-
pear for the preliminary hearing,
or attempt to negotiate an apgree-
ment by correspondence, the com-
mission automatically issues a com-
plaint and takes steps to bring
about formal prosecution of the
advertiser and other parties which
com-
mission. .

Stations, networks and transcrip-
tion producers have been cooperat-
ing admirably with the commisgion
in" submitting their continnities .
covering products sold in interstate
commerce, it was stated both by
Mr. Adams and Mr. Hadley. [They
were called upon to submit all such
continuities used in interstate com-
merce effective as of July|l at
stated intervals. A few complaints
were received from local stations,
it was declared, on the ground that
the order forced them to hirejextra
typists to copy the continuities, but
‘these have been cleared up through

For a number of year the
commission has been eéngaged in
checking advertising in periodicals,
with effective results. Last Masi{
e o
its advertlsmg survey to em brace
radio advertising and delegated the

(Continued on page 38
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Campbell Soup Co.
Plans CBS Drive
Be Picked

{o

Lesding Lady
In National Contest

the shows
1 9:30 to
Julian
n manager,
i of the
1, have
llywood  where

est was re-
country
One
and
119,

be held
candidate with
and dramatic ability to
e Dick Powell in a
ripts which are being
3 P. McEvoy, author
v and Rollo,” and other
R

sork Yo select 5

radio succes
Regional Contests
SUCCESSFUL aspirants from each
cation city will be entered in
regional contests (with expenses
paid) to be held in New York, Chi-
cago, San Francisco, Boston, Pitts-
burgh, Washington, Seattle, Den-
ver, Dallas, Atlanta, St. Louis and
Montreal. The regional audition
winners will be heard in New York,
over WABC, in the finals.
Publicity directors of the mem-
ber stations have selected judges
from prominent persons in their
cities to sit with the manager in
selecting local and regional win-
ners. The board for the final audi-
tion has not yet been announced.
The contest seeks to take ad-
vantage of two factors which have
long been roted in radio, one hav-
ing been a serious problem to sta-
tions managements, and the other
more or less a reproach to the
showmanship of the industry.
First, thousands of amateur thea-
tre performers, singers of local re-

w

pute, and girls who just think they

could make a success on the air
“if they only had the chance” all
storm radio stations in great
numbers.

Second, it bas often been said
that while radio has taken per-
formers, some well 'known and
others less known, from the thea-
tre and the movies and has built
them up to much greater propor-
tions, it has not yet produced a
single dramatie performer peculiar
to radio whose name has become &
household word. It is the hope of
the sponsors that the winner of the
contest may fill this role.

The role is that of a hat check
girl who rises to fame through her
singing in the floor show of “Holly-
wood Hotel.” Also in the talent
line-up, in addition to Dick Powell,
who will be master of ceremonies,
are Ted Fiorito and his orchestra,
William O’Neal, El Brendel, Muzzy
Marcellino and Louella Parsons,
Hearst movie writer.

‘The F. Wallis Armstrong Co.,
Philadelphia, is advertising agent
for the sponsor. New York ar-
rangements are being handled by
H. Elliott Stuckel, in charge of
promotion at CBS.

Page 6

member stations of the .

Crooners, Beware!

A VIOLENT dislike for radio
crooners that had grown with
the years reached such pro-
portions in the mind of
Angelo Fabbroio, a Baltimore
barber, in New York July 8
that he attempted to wreak
his: vengeance on Joseph Cas-
sidy. a singer on WAAT,
Jersey City, claiming that he
was singing “Angelo” to the
tune of “Tony’s Wife.” Be-
fore he was led from the
studio he invaded during the
midst of a program, he in-
flicted slight knife wounds on
Harold McNamara. a crooner.

NBC, Petry Deny

Report of Merger
3 gy PUBLISHED rve-
ports that NBC
had negotiated
for the purchase
of Edward Petry
& Co., radio sta-
tion representa-
tives, were denied
by officials of
both organiza-
tions as errone-
ous and totally
without foundation. .

Henry I. Christal, vice president
and partner in the Petry company,
called BROADCASTING by long dis-
tance telephone July 9 to refute the
report. He said he had no knowl-
edge of any such negotiations and
that the story was entirely with-
out foundation.

Officials of NBC, on July 12, also
denied the report. The story was
to the effect that NBC officials had
conferred with Edward Petry re-
garding purchase of the organiza-
tion and that the latter had asked
$500,000 in cash and a five-year
contract under which he would
draw $50,000 a year. NBC, alleged
the report, countered with an offer
of $100,000 in cash and $25,000 a
vear for Mr. Petry.

Mr. Petry

Housing Administrator
Plans Wide Use of Radio
In Renovizing Campaign

WIDESPREAD use of radio in the
campaign of the Federal Housing
Corporation to promote the renova-
tion of homes by home-owners
through use of federal funds in
underwriting loans was predicted
July 12 by James A. Moffett, ad-
ministrator of the corporation, at
a press conference in the White
House.

While plans have not yet been
crystallized, Mr. Moffett, formerly
vice president of the Standard Oil
Co. of California, declared he hoped
to have the advertising campaign
under way within 30 days. The
corporation recently was allocated
$1,000,000 by the Public Works Ad-
ministration to begin its work, a
portion of which can be expended
for advertising. The campaign also
includes periodical advertising.

Whether there will be a specific
allocation for purchase of radio
time has not yet been determined.
It is probable that the corporation
will call upon various industries,
such as radiator manufacturers,
paint companies, construction com-
panies and the like, to assist in
the advertising campaign. A plan
may be worked out whereby they
will contribute to the purchase of
radio time, to be placed by the cor-
poration, since in the final analysis
they will be the Dbeneficiaries
through sale of their products. An
advertising agency probably will
be retained for the campaign.

Other advertisers already con-
tracted for radio time may be asked
to devote their programs to the
Housing Corporation drive. Definite
allocations will await the complete
organization of the corporation.

Radio Egjtors Meet °

COINCIDENT with the NAB an-
nual convention in Cincinnati Sept.
16-19, the Radio Editors Associa-
tion will hold one of its periodic
meetings, according to word re-
ceived from Darrell Martin, radio
editor of the Pittsburgh Post-
Ga;ei{e and secretary of the as-
sociation.

fications.

set in 1932.

for the first }

1933 follow:

Network Revenues, First Half of 1934

BOTH national networks ended the first half of 1934 with new
records in the matter of time sales, though not in the same classi-
_Fgr CBS, it was the biggést half year in history, total
sales of $7,872,000 being about 2 per cent above the previous high
For NBC, the month just ended was the best June
recorded to date, being about 9 per cent ahead of the same month
in 1932 and 44 per cent ahead of June, 1933.

CBS registered a 67 per cent increase over the total income
half of 1933, while NBC’s increase was 35 per cent.
In the case of CBS, June this year showed a drop of 26 per cent
from the previous month, while NBC’s gross decreased 12 per cent.
The figures by months with comparisons for the same period of

1934 ¢ NBC-WEAF NBC-WIZ CBS
January ............ $1,300,708 $988,503  $1,405,948
February ........... 1,197,483 902,866 1,387,823
March .............. 1,367,747 1,028,552 1,524,904
April ... ... oL 1,346,633 924,623 1,371,601
May ... 1,435,648 928,734 1,255,887
June *2,177,857 925,939

1933
January . 1,031,373 752,062 941,465
February ........... 908,531 744,209 884,977
March ... 1,028,935 859,562 1,016,102
Apnil .. 809,508 783,898 775,487

‘May ..ol 816,665 761,231 624,256
June ......... .. 824,155 609,830 553,056

* Total for combined networks available only.

BROADCASTING * July 15, 1934

ABS is Contactin
Mid-West Stations

Weber Returns From Tour,
WIP Philadelphia Outler

PRESSING forwdard with its plang
to have a “complete basic chaip”
in operation by next month, Amer.
ican Broadcasting System is nego.
tiating with numerous stations iy
major market territories, but it net
yvet ready to announce the nature
of the facilities to be offered re.
gional or group advertisers.

George B. Storer, president of
ABS, declared July 10 that as soon
as plans are perfected he will make
a formal announcement defining
the scope of the new network’s op-
eration. Late last month ABS is
sued a brochure in which it stateq
that the projected chain will cover
50 per cent of the entire listening
audience of the country at a cost
far below anything ever before at-
tempted in radio. (See July 1 is.
sue of BROADCASTING.)

Fred Weber, who last month

- joined ABS as vice president in

charge of operations-and station
relations, returned to New York
July 9 following a trip through the
middle west during” which he con-
tacted stations and agencies on
proposed extensions of the new
network. In Chicago, it is under-
stood, he contacted both WGN and
WCFL as possible ABS outlets,

In addition to the original list
of seven stations which have been
broadcasting and interchanging
sustaining features as affiliates of
ABS, WIP, Philadelphia, " has
joined the project. WPEN has
been the Philadelphia outlet here-
tofore. Other stations now aligned
with ABS are WMCA, New York,
key; WPRO, Providence; WOL,
Washington; WDEL, Wilmington;
WCBM, Baltimore, and WTNJ,
Trenton.

Home Building Campaign

AN INTENSIVE national radio
campaign may shortly be under-
taken under the auspices of the U.
S. Building & Loan League, 104
South Michigan Ave., Chicago,

* through the J. Walter Thompson

Co. That agency is now conduet-
ing a survey of the home building
field to determine what shall be
the keynote of the advertising cam-
paign, which will be underwritten
by building and loan associations
throughout the country to stimu-
late interest in home building and
repair in connection with the re-
cent federal housing legislation.

WLW Rates Up 10%

A TEN per cent increase in rates,

effective’ July 1, has ‘been an
nounced by WLW, Cincinnati, no
broadcasting under special at
thority with 500,000 watts power
The new one-hour rate after 6 p. m.
is quoted at $1,090 as against th
former rate of $990. The 1
half-hour night rate is $726
the quarter-hour rate $484. D
rates are 50 per cent of the ni
rates.

FATHER Guiseppe Gianfranche
chi, 59, director of the Vatican
short wave and ultra-short wav
radio stations and an outstandi

radio scientist, died July,9 in Rome

from a cancer of the stomach.

tRadio Status Qu

By SOL TAISHOFF
YOTING unanimously to retain the
satus quo insofar as broadcasting
regulation is concerned, and with
fhe apparent intention of moving
autiously in revising methods of
federal regulation of radio, tele-
phones, telegraphs and cables, the
Federal Communications Commis-
don held its first. meeting July 11,
with all seven members present.

Immediately after the members
were sworn into office, they selected
paul D. P. Spearman, of Missis-
sippi, well known radio attorney and
former _assistant general counsel
of the Radio Commission, as gen-
eral counsel, and Herbert L. Pettey,
secretary of the Radio Commission,
as secretary of the new agency.
All other employes of the Radio
Commission were placed on the
temporary rolls for 60 days in their
present capacities, pending later
Jetailed organization of the FCC.
Iwolved are 116 employes in
Washington and 120 in the field.
It is estimated that the force will
have to be trebled in all depart-
ments to carry out the enlarged:
functions of the FCC.

With the swearing in of the new
commission, the Radio Commission
oficially passed out of existence.
Following the organization meet-
ing, the new commissioners, indi-
vidually and collectively, were pho-
tographed from every angle by
Washington’s press photographer’s
squad. Then there was a press con-
ference with about 50 newspaper-
men, presided over by Chairman
E 0. Sykes. Afterward, the FCC
adjourned, to convene again July
17, atswhich time it will proceed
with its organization activities.

Radio Rules Kept in Force

AS TO REGULATION of broad-
asting, the FCC voted to continue
in force all existing rules and regu-
lations and allocations. Answering
questions of newsmen, Judge Sykes

sid that all matters of regulation '

£ ‘

T

Asked specif-
he possibility of a

would be premature.

No consideration has yet been
given as to thd number of divisions
or their pex‘jonnel, Judge Sykes
declared. As chairman of the Com-
mission, he will serve as an _ex
officio memberjof all divisions. Be-
cause of the| logical manner in
which the FC(Q jurisdiction divides
itself, it is considered probable that
there will be three divisions
broadeasting and allied radio activ-
ities, telephorle and record com-
munications.

Brown Likely Radio Head

COL. THAD! H. BROWN, vice
chairman of the old Radio Commis-
sion and a mémber of the FCC, is
regarded as a| certain selection for
the broadcasting or radio division,
probably as the presiding member
with the designation of vice chair-
man. The se¢ond regular member
of this "di\'isioill, which will function

_more or less as did the old Com-

mission as to hroadcasting matters,
is problematicgl. Dr. Irvin Stewart,
former radio specialist of the State
Department, is a probable choice,
but his expert knowledge of foréign
communications may bring about
his selection for the telephome or
record communication division.
Hampson Gary, Texas Democrat,
and the one-year appointee also is
talked about Ifor this assignment.
Rep. Anning 8. Prall, of New York,
is expected to assume this post
next January, when he is slated to
become an FJC member.
Appointment of Dr. C. B. Jol-
liffe, chief ergineer of the Radlo
Commission, to a similar capacity
on the FCC, is regarded as a fore-
gone certainty. Why this was not
done at the }uly 11 meeting was
a mystery. '{he Commission like-

As FCC Convenes

gpearman Is Appointed G:jeral Counsel, Pettey Secnfj‘tary;
0ld Commission Staff Retai

1
must await the formation of the
FCC into divigions.
ically about
broadeasting ptation reallocation,
he said any statement at this time

rLed Pending Organization

wise will name the directors of the
various divisions
assistants general counsel and as-

and the three

sistant chief engineers at a subse-
quent meeting.

The list of candidates for the
various higher salaried posts has
grown in leaps and bounds during
the last fortnight, because all of
the jobs are regarded as political
plums, paying from $7,000 upward.
Due to patronage practices of the
administration, political endorse-
ments are being considered along
with the technical qualifications of
the candidates. It seems that al-
most every Senator and
every member of Congress has one
or more candidates for some job
or other with the FCC,

Indications are that except for
the continued regulation of radio
largely along present lines, the
FCC will serve primarily as a
board of inquiry until the next
session of Congress convenes in
January. Under the Communica-
tions Act of 1934,.it is specifically
instructed to report to Congress by
Feb. 1, 1935, as to suggested
amendments in the law, which now
is essentially a combination of
previous laws governing telephones,
telegraphs and radio.

Report on Allocations

THE MOST important of these in-
vestigatory tasks, from the radio
standpoint, is that of reporting to
Congress: whether the FCC favors
any of the several proposals for
allocation of fixed- percentages of
facilities to non-profit religious,
educational and similar organiza-
tions. This was inserted in the
Communications Act as a sop to the
religious and educational ecliques
which have been clamoring for
facilities of their own.

Of little less importance to radio,
however, will be the tack taken by
the FCC in connection with tele-
phone rates, particularly long line
radio charges, which broadeasters

nearly *

: )

have consistently held to be ‘exor-
bitant. The Communicationg Act
specifically instructs the FCC to .
conduct an exhaustive fact-finding
inquiry into the telephone strue-
ture, notably that of the American
Telephone & Telegraph Co. |

Expected to bear the brunt of the
FCC’s telephone functions, at the
outset at least, is Commissianer
Paul A. Walker, 6f Oklahoma, who
came to Washington from the
chairmanship of the Oklahema
Corporation Commission. A mili-
tant advocate of adequate - rate
regulation of telephone utilities, he
is regarded as the likely selection

for the vice chairmanship of the
telephone division.
At first blush, all of the new

commissioners made a favorable
impression. Assignment of execu-
tive duties to the individual com-
missioners, in addition to their
divisional functions, will be under-
taken following the appointments
of divisions, it was indicated. Qom-
missioners will be designated for
supervisory authority over particu-
lar divisions, such as legal, engi--
neering, field, press contact, and
the like, as was the old Radio Com-
mission,

Carry Over Old Duties

TO CLEAR UP any misunderstand-
ing about the status of cases which
were pending before .the Radio
Commission, the FCC at its initial
meeting adopted a resolution icall- k
ing attention to the fact that all
business heretofore pending before
the old agency is taken over by the
new. The .formal announcement.
was: . ]
“Attention is invited of all
sons, firms, companies or cof
rations, who are licensees, per-;:.
mittees or who may be otheryise.
affected by any order, determi
tion, rule, -regulation, per
contract, license, or privi
which has been made or gra
by the Interstate Commerce Com-
mission, Federal Radio Commis-
sion or the Postmaster General
under any provision of law]
pealed or amended by the Com-
munications Act of 1934,
proved June 19, 1934, which
in effect at the time said act
comes effective, that they
by Section 604 of.said Communica-
(Continued§, on page 30)

[OLDS FIRST MEETING—Seated, left to right:
Col. Thad H. Brown, Republican, six years; C
Case, Republican, four years; Hampsg

; Dr..C. B. i

an S,

Jolliffe, chief engineer.

hairman Eugene O. §
Gary, Democrat, one year. Standing, left to rj

George Henry Payne, Republican, two-year term; Dr. Irvin Stewart, Democrat,
ykes, Democrat, seven ‘years; Paul A. Walker, Democrat, ﬁve‘
ght: - Paul D. P. Spearman, general c?unsel;

. Photo by Harris & Euging
three
years;

i
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each series and at a cost low

[)lll'p()se Explained encugh to make them attractive Howlett to Watch Tower

e By Sane S o e Yy mammon Lo fun for Senatel Ay - Apalysis of Markets in Radio Home

NB(: DiSk S r BN stations on a flat price basis for .
service Carpenter Goes toWHK;  Dill’s Choice Is Not

S—

Sell Local Advertisers sustaining programs. Lo98 1since :?‘lill Undecided on Whethey
i ' £8 general man- o Start News Service . . . . |
Ratigh, N C. ANNOUNGEMENT wes maey| CBS Report Shows Radio Covers the Higher Price Fields the monthly, and 30 per cent by
s been appoint- D 5. Y 1 by Senator C. L : A lysis of the tahle re-.
has been sppoint. - Dill (D.), of Washington, co-autne | Better Than Magazine Groups and More Evenly produced herewith shows that while

e manager of PR
WHK. Cl(ag;/eland, of the Communications Act of 1934, the percentages of market caverage
by the network range from |84 per

: S that he would not be a candj icati ’
effective July 23, fo1 yeelection this f ndidate § | \oT YEAR'§ CBS publication ‘ Le » : : '
succeeding M. A, T all. 'tical Stltdy of income levels 3 Vomen's shoes and, 56 per chnt for
Howlett,g et Senator Dill repeatedly had tolg i’;,hia‘g%-(:wning hgmes brought out Radlo ]IOmeS Classed by Income Vels women’s shoes and 86 per cent for

his fri soci ~ ‘
dent and general p{%balé?nds and associates that he that manufacturers of commodities automobiles over $3,000, down to " .

By LLOYD C. EGNER Sponsors to Have Choice

Mansger, Electrical Transcriptions 11 1S PLANNED to have several
National Broadcasting Company . series. currently available at all
ONE of the con. timgs‘sg as to give sponsors a
trolling reasons choice of programs.

why the National Samples have been sent to the
Breadcasting stations of the first series entitled
Company entered “Moments of Melody,” which is

Mr. Carpenter

s X - : 1d not run agai . o3 : T { i
the electrical a bright musical show of selections Manager of the station. Mr. How- | id he wou i abeyart hose purchase price limits their St = EEmsn 2 60 ber cent for electric washing
transeription field by Vietor Herbert, Romberg WIIZI:: lett will return to his former work o Sg;ilhge‘c"ios‘i‘gg };‘;lgiln;f%b?yame :mrket 4id not know what propor- o == i = S ; s machines, the range in the case of
was to make delssohn, Dvorak and other fore- ;lwth the Watch Tower Society, gress adjourned. In Juneelhecqn' tion of their market lay in the == == e s & ;h%mqgazme}g r tllxllﬁmtelkyl niowter-'.
?}al‘?blewto-sm‘ most composers of the traditional S?lded kbyhtl}ldge Rutherford, and, formed BRoADCASTING that if ]l’:- respective income classes. For 12 AR oo oo\ A—=/oNe e\ M B\e o B A 00 t:ndswérzfﬁ 2405r Dex(‘e ;;?: fofr auto-
wxi‘t)i? it 3;;0532::3 folk music of the world. The music ExV':)rk[.na Ige ‘ﬁa}éeahdellilifitei‘s Iﬂxl\f?()‘: decided to retire from public ere speclﬁ: of"x;‘li‘}:]iiti;lseséhisari‘gfofrgll;ltigg 2 FRIRIEFSH B [FAIT] o e i : o fmEs mobiles over $3,000 down to r9-6 per
 Mr. Egner  Sive program. B especially arranged by Frank eight years. Control of WHK f; diguzi}zs organize a nation-wide ;f::s:ow been supplied. AA HOMES (OVER $I0000 INCOME) §72% OWNED RADIOS AS OF JANUARYJ1333 cent for electric washing machines;
ming resources tq help in the sale mt?ntes g;‘g btheii‘e’cordgd ‘]announce- along with WAIU, Columbus, about news t% bfoa%scsgscgﬁfmgt tto- furnish Hammering home the message SIS Wi s e e Smpami Gt gor thi monthly from 22 per cent
of their facilities to local adver- o v alwyn bach. & year ago passed from Mr. How- Whether Senato gD'l? lons. that radio broadcasting offers the S : : 2 = =———Eoonggenii for autos over $3,000 down to 8.5
tisers.  We have during the last Several other series are now in lett and his two brothers to the tends to oreaniss o rad: still in. f hoortiser a mass market that is s : Semmtnreney i ver cent for washing machines, and
ihfee months interviewed and cor- Preparation and will be announced Cleveland Plain-Dealer. sociation c(ﬁ:algl:fogtl)ad-m press as. § o nosed of a number of class S==in = =5 5 g for the class magazines, from 37
:lesponq.e‘? with Pearly 100 stations shortly. Mr. Carpenter was formerly ascertained. He is aef;?]nrﬂze'dlately markets, CBS has issued an anal- o Dﬁ @cmg_ﬂ Uﬁ@ & B oo i 6 | %D o B [[T] Rown to b1 per cont for a}!.‘l.tos °
In a position to know local program _— manager of WEAR and WTAM, paper reporte a For T news- | ogis of Markets in Radio Homes, E down to 5.7 per cent for washing
requiremrents. The information so : . Cleveland, and has been closel Ny I and lor several ome Levels and Price Levels. PMES ($5000-810000 INCOME) 839% OWNED RADIOS AS OF JANJARY, 1983 machines, 6.2 per cent for yacuum
obtained has : : PURE OIL Co., Chica, July  identi ; it Y years has been givin it by Inc X : . T f
tained has been carefuily studied 5 gt pore Coicago, on July identified with activities of the thought to such am orani 00 | This survey extends to higher e tree ST cleaners, and 6.9 per cent for

. SP tla the basis of the “NBC Syn- Loolly half hure Ui, Revels,” a NAB. He came into radio in 1926  More recently he has glfadmzhat“’"- priced commodities the principles : = e S : i refrigerators. )

& dica ed Recorded Program Service” WSMyN h\'il(iur '1“'}?1‘1?? show on  from the Goodyear Tire & Rubber was not in Sympath s a‘teh :hat he § thich were applied to convenience — s = - : i & . It will be seen from th nght-
Jbu“‘ announced. It can, therefore, 95 weelks as e, Thursday nights;, Co., Akron, which formerly oper- isting press-radio Y Wi € €x- b goods by Prof. Robert F, Elder, of [Xa & S W N N N a A hand column of this table thatthe
defaxd that this service has been <0 Weexs. ated WEAR. whereby two bominute noce 20 § the Massachusetts Institute of |l s m o e = percentage of radio_ coverage in

e:;)glned‘ to meet the station's periods are furnishudeb ne;]vs flash § Tmechnology, in: 1932. 0=t : i = each market tends to increase as
proylems. CBS Defellds Radi F A 3 associations to st: i' Y the press. In Prof. Elder’s measurement |  CLASS ($3,000-$5000 INCOME) 76.6% OWNED RADIGS AS the price of the commodity in-

The programs - L 0 Irom Accusations I35 daily, | oeoms and net- § rac.]ict)fs” effeg:};ci:’ieness thel “bs- SRt mEmm— pn creages. t{l;;'s;shlighl;:r;neo;gn?;gé
are prepared an ' : . Anoth Shis havioristic” method was employed, T : = 3 ¢ y
Sipervied by the That Advertisers Dominate Programs . Bii foear 1y Should Sen i s it avplied only o goods EEEEiE of clase’ AA" homes ls] vadio

. ram de- . ) i ; : E réquently replace e study wa a =l e - V.

o 4 ment. Frank Seventy Per Cent of Network’s Time Non-Commercial; ;i;at' ;Seaihiz };e pvfalge b:n a&pox;ted necessarily limited to lower priced o :@ %iu =0 0 Eoan B of home. Another basic trend, and
“Sgese, writer and Explains Attitude on Educational Broadcasts eral Communications Comr:issisg. commodities. This led to the erro. * CLASS B HOMES oo o s95% OWNT : gggad?:strsw;ﬂéy thl:i';er:lsi-el;ltgs tfs)

-pcucer gigi’?"_i gNDER the title Sixteen Hours a  entertainment of fine quality.” He vigorously denied that he was “tfgu:h;g:a ;Rﬁirgff to the con e ( Fm e i RAD(QS : that the spread between | radio’s
ws is now de- ay, the CBS .sales promotion de- That educational institutions as 2, ¢2ndidate for any federal post { tention that radio’s effectiveness is S S & coverage and magazine cpverage
A . ae partment has issued an analysis of such did not id when asked about such sy : == t%, RIS i in the I i
#lnt hlsh entire the manner in which the network’s qualified to attzgrlllrff‘: te;' rthe(;n seh?s recently, declaring then ‘t}fatr?gogg hmltfd tOI th%ﬁeld B low&prlped - : S wx%q?s ll)n tket ower pricyd com-
time to the pro- tiny ik i . j JoRG WD al ender this i } P Say, articles. In the current study it is e [ = modaity brackets. B
duction 0f re. Mr. Chase t;llgsg‘;ia& :t}l){‘lgﬁie tmisl?ftse a ggid, a}: seflxgge JIs indicated by the fact, re- g&s‘ifsds:gkrfemf"%_ in public life he stated: “We hope that this report E D . To illustrate the last pont: the .
pri- ca in this publication, that in election to the Senate, will not raise the opposite assump- i o ANl highest priced automobiles|show a '

corded programs and will, with the - maril iti i i i
I will, T Yy as an exposition of facts, 1930 CBS “made a si In his statement announcing hi
gz;gilt‘;f;%r; of our eﬂtxre program it contains a number of statements to educational institu?iggnfgjogfgfgf decision to retire from publis_of.
- taparime v;]lnsurfe that the enter- which are pertinent to some of the out the country to give its broad- Lc® Senator Dill said: “I am tired
3 vaiue of our syndicated frequent criticisms of broadcasting. casting facilities free to any estab- of public life. I want to live more

tion hecause it'deals entirely with
higher-priced commodities. Or if =& FE T : 22
it does, we ‘hope the two reports =

will neatly cancel out each other’s ==5 ;

{351,000 %2000 INCOME) 445% OWNED 3 spread of three to one, taking radio
o : : as 86 per cent, and the avenage for

the three msgazine classes jonly 28 -

per cent. (The average for these

programs will add.to the prestige Without ificall s A > in Washingt: r o S Y

of the stati : specifically addressing ' lished and qualified group prepared ashington state and less in . isint tations.” st ! : Enas HH  three does not appear in thd table.)

s of the stations broadcasting the the advocates of government oper- to present a well-conceived series ' 2Shington, D. C.” "For the eﬁrs‘tgtime, analyses are (SHUASE =Y S : Eﬂig7 =Y HP NEP GE]  Then in the case of the washing
gteddradé_o, who allege that U. S. of broadcasts designed for the N presented of the income levels in %o 10 B4 o ook 1 efjord ool afe o ] ofiet ofjm machines, radio’s coverage is 61

Features of Service v:ggsg:: "l‘tg :: gomlngfed by ad- C};SSrooms of the nation. This KOA Dedicates 50 Kw. which purchasérs are found for a CLASS D HQMES (UNDER su‘ INCOME) 324x OWNED RJIDIOS AS OF JANUARY, 133 | per cent, while that of the pverage

THE MECHANICAL . b4 s Toug ’out that offer ,was not accepted.” The net- KQA Denver, is th number of articles priced from $10 - among the magazine classifications
the recording i quality _of per cent of the network’s annual  work’s answer to the problem was 000_“} tt stati s e newest ,59" to $10,000. The breakdown by in- . A . is less than 8 per cent, leaving a .

ng is of the present high Program time is devoted to non- the “American School of the Air.” g atlon to go on the air, come levels begins with families Then, as g result of the super- ing appropriate percentages to the spread of more than seven and a

order achieved on the new RCA commefcial features dedicating " its new transmitter impositi i it i :
i : k 3 - - . . 2 : Y ivi position upon these figures of other inco: des, it found half to one. In the extreme case,
Victor recording system, which has The following quotations are Classical Music 23 Per Cent July 7 with a 90-minute program receiving less than $1,000 annually, the data obtained from manufac- Rpcioanils ls‘ g that of c]ra]fss magazines, 1t‘,hla Zpread
received considerable praise from Darticularly relevant to the agita. APPROXI over a mation-wide NBC.WEAF § ind ends with those receiying more. y 005 and dealers in the current 'nat 22 per cent of the market lies itk 7o ofeq FARTORES, OF fon &
radio stations for its lifelike re. tion for operation of radio stati & MATELY 80 per cent of * hookup. KOA was one of the orig- than $10,000. Markets for which o = 0 %0 b "hows what per- in class A radio homes, and 11 pér 2 €d. to more thay ten 1o
- ons  the network’s programs are devoted inal stations to secure 50 kw. i statistics were obtained are for the (o o8 oty ket for a given cent in radio-equipped homes in O ¢

| producing qualit . exclusivel i ; ] 2l
| ¥y and freedom “EXclusively by educational and re- to music, and half of this music the high power grants of the Radio following commodities: electric re- commodity lies in each income the lower income brackets. = The More Even Coverage

' from the surf h : e A €
g ace noise wh - ligious institutions: Grra. ) 3 zh | h oL A
ich de ns: Columbia “pre- can be classified as serious, Ac-  Commission. Its new transmitter {rigerators, electric washing ma- bracket. For example, in the case total is 84 per cent—in short, 84 N OTHER WORDS, radio not

E tracted so much from earli £ i ;
x, : \ rlier re- ferS not to duplicate or compete cordi i in a i .
- Cordings. Our syndicated program With the work of the university, 1g to a breakdown of the net- is.housed in a modern structure 12 | (ines, electriq vacuum cleaners,  SERCE Sk S o hoes  per cent of the entire market for ,nly covers the highest] priced

h ; k’s musical broad i life i 1 il A 3 -
service will have the followi laboratory, lecture plat work's u roadcasts (not miles east of Denver. Speakers on e Insurance, sterling silverware, .o, j..q over $10, 59 pe t lies in women’s shoes priced over $10 lies : i ‘
features: owing classroom},’ but rathelr-J atofoglxﬁ)pl?.' §°“§a"§e§ e the booklet), 23 per its dedication program v§ere M. H lated silverware, automobiles over Ichl;scs'A?A lfaines" 26 Ix))e!;' cent lies in in radio, homes Seached by gBS. m%rket ?;p % (gﬁ”de ctgw: l% an the
Each program seties (th ment these established and existing dﬁ’éot;’d E ¥ ltota_l air time is now  Aylesworth, NBC president, a for- $,000, automobiles between $2,000 . 5 (o) hombs, and 15 per cent in The findings set forth above re- gt,:;;}?em:;eli:eﬁ 'cgvelma S0 the
;veil] bgzrfleased in series of ﬁ{ meic_iiums. The very concept of this be noted Otﬁaatsstl}'.:: ! t’;gsﬁé’éurlgswélg g“szp?enyer_dreséde?tb and Gerard "f;lndmo‘gs’ggok;&%)!ﬁgge;ob?ﬁ:: S;I_l homes from ¢lass BB to Class D. late to radio alone, and would have  ontire marketsthan the magazine
o 5-mi ; i y i +1a A , Presi - : »400, £ o . ‘ - p
2 Comprkeminate i will be PO, necessiated by the e of 8 pot meccasarly conl, 48 ang e s 'Ch. on el commray gy | i $L000, paints And varmsles Findig Radio Homes 5 xenl value for both the byoad ey 5L TR T
it w - ic vi int i Joras lous” music i i women’s . shoes over , men’s - ‘. s : S, n
fo"ieo be for mework clept.  Totic iewit ip the educational and the' ot 1o “casaial” musid T oo Saton R e S0 omerts, Waes  THE NEXT STEP from this iy were nothing more then thee o, mamuacturers and ot ' st
: v - P . ] w ir. X : 1 : 4 es ) uo om a
z;gl\ed to sell a sponsor’s pl'odu:t Characters of history must live . Thgnﬁguieagf 23 per cent repre- WTAR: Joins the NBC " inl:edrlgg zllxgism:;lei ss%%?s rrlxl:r:l’:r Sfl]i(t)s’ the market lies in radio homes (as by the study. But the survey goes wri:ten ‘{J; t%e research directot of
service. again. Science myst be heard not sents an increase of 284 per cent WTAR, Norfolk, Va., severed its ‘under $50, watches over $25, distinct from just homes as in  further. It then compares these  one of the corporations queried for

the above figures.) This is done  percentages of coverage by the net- jpformation: “If. we could have

tehes under $25, and cameras. by, superimposing on the figures work with the corresponding per- guch information for our |industry

While each program will con. OS absiract phenomena, but as an  over five years ago, when this type connection with CBS and joined

tain ann . answer to the daily nee . g

to e pgg;:::e;:;itqu?p,mte average man as heyg,oes dasbo(ft %}:s : girrg;gtraﬁ acco&uﬁted for only 6 the Southea_stegn network of NBC ' Classification of Homes just mentioned the percentages of centages for a “typical” weekly gt 1arge, and if ,we had correspond-
will in no way conﬂictr:zt'ht]hesﬁz tasks. Classic literature must be five hours ofoggrg hot:ll]:’l:ow conducts :V}:th a S}ﬂec'?l inaugural broadcast COMPARISON is afforded of a radio ownqrship in the several in- ' magazine, for a typical monthly ing figures for our own sales, we
announcements for which ocal . presented ‘as living expression of ‘week, the Detroil:; S m]:l sic each li e jught of July 6. Jt is now variety of different factors. The come classes| Since 87.2 per cent magazine, and for a-combination 14 have Tor the first time a
proximately two minutes Cwmag; today’s thought in yesterday’s ehest,ra is on the aimguong or- alrslt%% on NBC rate cards at $190 basic element iof the entire study of class AA homes has radios, the of 10 class magazines. factual basis for planging our
allowed in each 15-minat " imagery. Geography must be not and the Philadelphia Orch s, ur, $120 a half hour and $74 " isthe chart showing the division of 59 per cent of the market in class Still studying the marketd for marketing strategies. would
.Many of the series willebeugle‘ a mere description, but an actual hours. 3 rchestra two :at‘é:”‘gir dh"“? with half these American homes by income classi- AA homes becomes 51 per cent of women’s shoes, it is found that (v our judgment all along the
signed to permit the use of twy oL CRCe of the world. Finally, Regarding the quality of com- managed: b; yCawﬁellTRini%;m?g fications. This shows 2.7 per cent the market| in class AA radio only 22 per cent is reached by the jj0. i appointing dealefs, in the

of the population in class AA  homes; by applying the correspond-  weekly magazine, 20 per cent by pphysical location of our retail out-

Or more units in a single b - ‘
gle broad . homes, with mn income of more ‘lets, in the kihd of advertising copy

these programs must have for the mercial broadcasts and the public’s owned and operated by the Nor-

cast in order to accomplish listener such dramatic meaning in acceptance of them, th £ > 9
half h Plsh a  his own life, such an . : » the study folk Ledger-Dispatch and Virgin- . ; L } b ]
‘No 3:§g'§§,,',‘,",'§:; };gg;:s; o Dlication to’his problems. that he ,§;§§§g§egfg@s h%ulr)f’ﬁﬁf,?'so these an Pilot. |1t is Tepresented na- ° %ﬁhggfoge:tmﬁ?lsl& peirgugiin Coverage of Each Income Class by Media . . thaf we g;i;;';ga;ncgg; choice of
iste i ; ) . . Towes > - L ) 18 d
hon. ang ponce by the same sta-  tertainment.. Indeed, the heicnt o (o % System during 1983, .- L Ty O R BB pamilies  Pet, APUEBTINYS  ClusAA ClassA ClossBB Clos BEC ClausD  Tolsl tisi mamane. stared: | We are
clusive within ﬂrz:lce,-i“ il _be ex-  achievement in creating educational the giast: of l:ﬂen}fertamx.ngnt suits  JUDGE E. O. SYKES, chairman of (Over $10,000) . 644 27 Columbia Network 87.2% 83.9% 16.6% 521% 32.4% 56.2% zlztﬁgring jugt the information that
ing area of.-the staptio;?;;i"‘t;aﬂ. Sé‘:cg}:':? S hmay be regarded as however, be pleasei!:;ertso' 2: I;rueité E}:)inxﬁw'Fedel:ﬁl COm{nupica}Zions (s 0002?.88())) E’%ggg 12; “Typical” Weekly Mag. 25.6% 21.1% 12.7% 53% 22% |7.8% you ask for, about our’ wn sales.
The programs will be sold to  distinguisnen b the Seroier2adily fuany of them, or the sponsor would  tions in a talk over a CBS metwork 000-£3.000). .. 8700876 201 Typleal” Monthly Mag. 23.9% 16.9% 10.1% 54% 21% 1.0% ... we expect o redesian ow
. » X . _ - i .
’ . b $ programs unprofitable. Aug. 3, 9:45-10 p. m., EST. i der $1,000) . §:842:915 %g"‘_g ined : =B g ........ ©43.9% 124% 4.2% 1.3% 2% | 39% Ehe class of people who [represent .
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Cove -age of Total Market by Media

i “Iypicsl™  “Typical” 10 Class

! Weekly Monthly  Magazines Columbia

i COMMODITY Magazine  Magazine Combined Network

i Women's Shoes Over 810, .. 22.1 19.87; 29.67; 84.17%¢
Men's Shoes Over 810, . . 18, b 18.0¢¢ 79.9%
Women's Shoes Under $10.. 12, 1047 64.37¢

! Men's Shoes Under $10.. ... 12, 9.07% 655

i Men's Suits Over 830 21

........ . 4% 83.37¢
Men's Suits Under 830. ... 11. 8.2¢; 63.3¢¢
Watches Over 825, . . 19. 19.0; 80.0°¢
Watches Under 825...... .. 11. 6.4 64.8%
Sterling Silverware.... .. .. 19. 21.8% 80.4¢%
Plated Silverware....... ... 12 9.2 67.9%
Automobiles Over $3.000... 24. 37.1¢¢ 86.37¢
Automobiles  $2,000-83.000. . 22. 29.77%¢ 84.6%
Automobiles $1.000-$2.000.. 15.3 1150 76.0%
Automobiles Under $1.000.. 11. 7.2 67.4%
Paints and Varnishes. .. ... 12.2 7.37 68.1%
Electric Refrigerators.... .. 11. 6.9 67.4%
Electric Washing Machines. 5.7%% 60.9¢%
Electric Vacuum Cleaners. . 6.2 63.9¢;
Cameras (except boxtype). . 23.0 78.1¢%
Life Insurance. Lo 156 14.87% 72.87

Agreed on in East

Press-Radio Bureau Releases
To Go on Air at 6:30 p. m.

EARLIER broadecasting times for
news dispatches of the Press-Radio
Bureau will go into effect in the
Eastern and Central time zones
July 16. This development, out-
lined in the last issue of BROAD-
CASTING, was brought about by the
publisher members of the Pub-
lishers National Radio Committee.

The fact that the change from
9 p. m. to 6:30 p. m., local station
time, was proposed by the spokes-
men of the newspapers, and not by
those representing radio or the
press associations, is considered es-
pecially significant in radio circles.
As was expected, the broadcasters
have agreed to adhere as closely
as possible to the new release time,

our market aster we fAind out what
class or classes they are.” (Italics
ours.)

An interesting sidelight on the
amount of research necessary for
the survey, and an indication of the
thoroughness with which some of
the companies cooperated, is con-
tained in the fact that one insur-
ance company specially tabulated
more than $100,000,000 of life in-
surance policies to determine into
what  income groups the poliey
holders fell, and in what propor-
tion.

Basis of Comparison

WITH REFERENCE to the diffi-
culty of arriving at a satisfactory
basis for determining circulation in
advertising, three important paral-
lels are enunciated:

(1) If “gross circulation’ for a
magazine be considered as the total
numbers of copies printed, then
gross circulation for a radio pro-
gram must be considered the total
number of radio sets within reach
of the signal which carries it.

(2) If the gross circulation of
8 magazine is whittled down to
“regular subscribers,” the fonly
comparable figure for radio broad.
casting would be the number of
“regular listeners” to the station
or metwork over which it was
broadcast. : "

(3) If the net circulation of &
radio program is measured by the
number of radio owners who ac.
tually listen to it during a given
15-minute period, then the true net
circulation of a magazine adver-
tisement must be measured by the
number of people who actually read
it in a given issue.

Two to One for Radio

FIGURES are then adduced to
show that it is possible to arrive
at an estimate of the actual net
circulation of printed and broad-
cast advertising messages. It is
pointed out that Dr. Gallup found
that among magazine readers, the
average full page advertizement
waswactually - read, wholly or in
part, in about 7 per cent of the
total copies delivered. Dr. Starch,
In a continuous study of the sub-
ject over a  period of months,
Tound the figure as low as 4.3 per
cent in general monthly magazines,
6.1 per cent in women’s magazines,
and 8.1 per cent in weekly maga-
zines, for people who read “most
or all” of the average full-page ad.

For radio, hundreds of programs
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have been measured by the coinci-
dental telephone method to deter-
mine the actual number of listeners,
The average of these hundreds of
records shows slightly more than
12 per cent listening, in all the
radio homes covered by the station
or network. This 12 per cent must
be compared with the 6 or 7 per
cent for the magazines, giving a
differential of about two to one in
favor of radio.

Chart for Advertisers

TO CONVERT the coverage data
from gross circulation to net cir-
culation, two percentages must be
combined. In the case of women’s
shoes priced over $10, the market
is 84 per cent covered by radio; 12
per cent of radio honies will listen
to the average program; therefore,
10 per cent of the entire market
will be reached by the individual
program. For the weekly maga-
zine, the market coverage is 22 per
cent; a full page ad will be read in
7 per cent of the copies sold, so
the net circulation is 7 per cent of
22 per cent, or 11 per cent.
Adding greatly to the usefulness.
of the survey, and making it of
interest to a much wider audience,
is a section devoted to enabling

- advertisers whose products are not

covered by the survey to obtain the
same pertinent data for themselves.
Skeleton sets of figures are pro-
vided, so that an advertiser who
ascertains the proportions of his
sales made in different income
-levels can correlate the two sets
of figures, and determine what his
coverage and; circulation will be for
each income leveffor the four media

treated in th survey—weekly,
monthly and' elass magazines, and
radio.

Atwater Kent Returning

THE ATWATER KENT Hour, one
of commercial radio’s first great
features, will return in Septem-
ber, according to an announcement
July 6 by Batten, Barton, Durstine
& Osborn, New York, on behalf of
A. Atwater Kent, the radio manu-
facturer. The program, which
went off the air on June 28, 1931,
after having presented concert
stars every Sunday night since
Oct. 4, 1925, with Josef Paster-
nack’s orchestra, will be’carried on
a big network, possibly NBC-WJZ,
The exact time and network lineup
have not yet been determined.

instead of holding up the news
until later in the evening. This is
understood to be the objective
sought by the publishers.

To Avoid Scoops

UNDER the original program,
while 9 p. m. was stipulated as the
earliest time for release of the
service, the networks could not
clear time for it until after 11 p.
m. In the meantime, independent
stations carrying independent news
reports were able to scoop those
subscribing to Press-Radio service,
Emphasis still is placed on the
fact that the arrangement consti-
tutes only a “program,” and that
even the word “agreement” would
be too strong to define the delicate
relationship that exists between
the broadcasters and the news in-
terests.  Despite this delicacy,
however, the networks have infor-
mally agreed for their part to clear
time as soon as contractual obliga-
tions permit so that the service
can be broadcast on the stations
which they own or operate at 6:30
p. m, local time. As the inde-
pendent stations are represented on
the governing committee of the bu-
reau only by the spokesmen for
the networks (in the absence of a
representative of the NAB), it is
presumed that a majority of these
stations also agreed to put the
service on the air at the earliest
available time after 6:30, and to
clear the 6:30 period as soon as
conflicting contracts expire.

Complicated by DST

DURING the summer, when there
is no uniformity of time éven in
any one state, owing to the hap-
hazard adoption of daylight sav-
ing time, it is impossible for the
news to be fed to a majority of the
stations by network wires. It
would be available for New Eng-
land, for example, where most
cities are on daylight saving. But
so far as CBS is concerned, it is
doubtful whether the New England
stations, being members of the
Yankee Network, will avail them-
selves of the opportunity offered.
CBS cannot even feed upstate New
York, for while Buffalo and Albany
have daylight saving, Rochester
and Syracuse have not. However,
the southern stations in the East.
ern_time zone will be able to pick
their reports off the network wire
at 7:30, EDST, when CBS will feed

. its Dixie Network with the news,

from New York.
Tl}e vast majority of independent
stations taking the service will re-
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Earlier News Time Gimbel’s Buy Remaining

50% Interest in Wip

SALE of the hal
interest in Wip,
Philadelphia, held
by the Keystone
Broadcasti

ng
Corp., was con-
summated the

week of July 9,
with Gimbe]
Brothers, depart.
ment store, pur.
chasing the Key.
stone holdings. Gimbel Brothers
now owns the station 100 per cent,
and has installed Benedict Gimbel,
Jr., as general manager and Frank
Lamb as executive vice president i
charge of operations. The purchase
price is understood to have been
around $150,000.

Mr. Gimbel, who formerly wag
manager of WIP, returns tg
that job as successor to H. Bart
MecHugh, resigned. Mr. Lamb was
formerly Philadelphia assistant tg
Kenneth Collins, advertising man-
ager of the Gimbel stores and for
mer advertising manager of R, H.
Macy & Co., New York. The pres-
ident of Keystone was Benjamin
solder, former Congressman from
Philadelphia.

Mr. Gimbel

Paramount’s Recordings

THROUGH an arrangement with
Paramount Pictures Distributing
Corp., World Broadcasting System
is making a series of transerip-
tions of songs, skits and dramatiza-
tions from Paramount pictures,
which will be available for local
sponsorship by theatres showing
the movies in WBS station cities.
The transcriptions will be made in
Hollywood, the first two being
drawn from Mae West's “It Ain’t
No Sin” and Ben Bernie’s “Shoot
the Works.” The programs will be |
shown in advance of the picture
release in the cities concerned.

Chain Restaurant’s Spots

JOHN R. THOMPSON Co., Chi-
cago (chain restaurants), sponsor-
ing Quin Ryan, manager and com-
mentator of WGN, Chicago, as the
“World’s Fair ‘Reporter” over
WGN, daily except Sunday at 6:45
p. m., T., ran spot advertising
in June directing attention to the
program from the Chicago station -
in 17 cities of Illinois, Indiana,
Towa, Ohio, Michigan, Wisconsin,
Nebraska, Kentucky and Missouri.
Broadcasts come from radio room
of the Thompson’s Restaurant at
the Fair. Mitchell-Faust Advertis-
ing Co., Chicago, handled the cam-
paign.

ceive it henceforth by Western
Union, members of both NBC and
CBS having been grouped accord-
ing to geography, regardless of
network affiliation, and regional
distributing points have been set
up to reduce the cost of trans-
mission. How many of these
points will be needed or the ap-
proximate cost to stations in dif-
ferent areas had not been finally
determined at the time of going
to press.

The Press-Radio Bureau will con-
tinue to operate under the slogan
of “news service during all broad-
casting hours,” so that bulletins
will be supplied from 6:30, local
time, until closing, on any matters
of “transcendent importance.”
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By MORROW KRUM
Roche, Williams and Cunnyngham,
Inc., Chicago

A REVIEW of the long career of
the Studebaker Sales Corporation
of America in broadcasting brings
forth two interesting illustrations
of how radio advertising may be
successfully coordinated with ‘th‘e
retail marketing of a major-
expenditure product. Perhaps_n?
other manufacturer of aqtomobxlea
has employed radio so skilfully.

Studebaker’s radio budgets have
always been carefully husbanded.
Although these expenditures have
been generous they have never ap-
proached the huge spendings of
other advertisers. Yet Studebaker
is known today as a prominent and
aggressive radio advertiser. In
olher words, every penny of the
radio budget and every minute of
the broadcast time has been made
to pey & generous dividend.

Agency Cooperation

HE FIRST place, it may be
gidT that all of Studebaker’s
broadcasting has been the result
of close cooperation between Stude-
baker sales executives and execu-
tives of Roche, Williams , Cun-
nyngham, Inc., Studebaker’s ad-
vertising agents. The two men
who have had final authority and
deep interest in each program are
Paul G. Hoffman, $tudebakers
president, and John Pierre Roche,
the agency’s president. - .

Studebaker’s first adventure in
radio took -place in January, 1929,
and, although that may not seem
long enough' ago to place Stude-
baker on the list of pioneers, it will
be recalled that at that _tlme’ ““no-
body wanted Sunday night”. and
Studebaker was able to pick its
own hour on that night. At that
time Studebaker was making a de-
termined effort to establish the
high performance and unusual
stamina of | Studebaker automo-
biles in the public mind. Proving
ground and speedway tests, cross-
‘country runs and hill-climbs and
all manner of performances were
executed by ‘Studebaker engineers;

_with the “Studebaker Champions.”
 The program was designed to be
. outstanding | amid the “band pro-
- grams” then on the air. It was
_decided that the orchestra would
~ play popular numbers in a semi-
~ classical manner and that semi-
~ classical numbers would be played

- of rearranging and the man who
_ did most of ‘the arranging, Carpo’ll
‘Huxley, is itoday one of radio’s
foremost arrangers. ‘

Success Immediate

“THE STUDEBAKER Cham-
_ pions” were immediately success-
~ ful. The public liked the music,
- the vocal numbers, and the plugs
. were cleverly devised to win favor,
ther than tune-outs.
So much for that phase of Stude-
aker’s ether “ad”-venturing.
~In the fall of 1933 Studebaker

brepared to introduce new models.
The “Champions” had been off the
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Studebaker Make

Auto Manufacturer CarefFvl

Sponsor Provides Dealers

50 Studebaker went on the air -

i
“

L Every Penny Count

ly Plans Its Radio ‘Programs;
ith Merchandising Aids

Studebaker will become one of the largest in August

ONE of thj oldest automobile manufacturers on the air,

when it starts a
a weekly
secret of

second program on CBS.
alf hour on the NBC-WEAF network. The
tudebaker’s success on the air, according to

It already has

Mr. Krum, is that all programs have been carefully

planned tvi

and advertising.

provide the maximum results in good will
In addition, the sponsor has flooded

.. . .
dealers with merchandising material and cooperated
closely with the agency handling its account.

l‘kR. KRUM

Thereh
riod wit
F'Yeet Studebaker wanted to go om

had been no sustained
a waiting audience.

air.

to have an audience
its. advertising mes-

the air and
waiting for

sage. oL
So Studebaker “got a_ big’ bass
drum.” For five successive nights

a 15-minute| coast-to-coast network
program featuring a sure-fire name
. act was broadeast. These short
programs Were in'the manner of
‘teasers, leafling the public to an

“hour’s broadcast on the sixth
night when| all of the name acts
appeared.

Merc¢handising Aids

THIS “TEASER” plan was unusu-
ally effective. KEach of the name
acts was big enough to draw an
audience and their combined pres-
ence on the big program made it a
real sell-out} The idea was so suc-
cessful thaf it is now a definite
part of Studebaker’s radio pro-
gram. Name acts employed on
the recenf programs include
Etting, Himber, Smith,
Morgan,|Gershwin, Downey,
Barrymore (and Froman.
During S
? Studebaker| has given its dealers
excellent sypport in the matter of
merchandising materials, show-
“window posters, local scripts and
transcriptigns for “tie-in” pro-
grams and |liberal local newspaper
advertising| Dealers have followed
the factory’s lead and have used
radio aggressively. The results
-~ have. been|{most satisfactory and

OADCASTING

the years since 1929

the entire Studebaker dealer or-
ganization is thoroughly sold on
the use of the air.

Two Pepsodent Features

Rivals for Net Audience

AMOS 'N’ ANDY’S new early
broadcast time, 6:45 p. m,
CDST.,, on an NBC-WJZ network
east from Chicago and the south-
east supplementals, put thellzn op-
posite the Pepsodent Co.’s “Gold-
bergs” on an NBC-WEAF network
from July 2 to 12. On July 12 the
boys left on their two-months va-
cation and the Goldbergs went .oﬁ'
the air,: with Frank Buck taking
the vacant spot on an NBC-WJZ
network for the Pepsodent Co., of

Chicago.
NB%-WJZ network west, south
central, southwest, northwest,

mountain and Pacific coast stations
continued to get the black face
comedians at 10 p. m., CDST. In-,
cidentally, the new time for Amos
'n’ Andy in Chicago left them with-
out WMAQ as an o;)Jtlet foz the
first time since they became Amos
'n’ Andy in March, 1928. ’WMAQ
carried " the “Goldbergs and
WENR alone was the outlet for
Amos 'n’ Andy.

“Kidding the Produet”

“KIDDING the product has be-
come an accepted way of putting
the advertising message over in an
entertaining manner,” Martin B.
Campbell, manager of WFAA,
Dallas, told the Dallas Advertlsm,g
Club July 6. He cited Jack Benny’s
manner of chiding the commercial
blurbs in his former Chevrolet pro-
gram and in his present General
Tire programs, and declared that
Ed Wynn’s interruptions of Gra-
ham McNamee’s commereial plugs
enhance the interest in the Texaco
programs.

WAAF Back on Air

WAAF, Chicago, which was com-
pletely burned out along with the
plant of its newspaper operator,
the Chicago Drovers Journal, dur-
ing the Chicago stockyards fire in
May, returned to the air the week
of June 25, using a new transmit-
ter atop the Exchange Building
and new studios in- the Palmer
House. S Lo

\
i

Food Air Feature
Costs Store Chain
Practically Nothing

Manufacturers Pay for. Time;
Kitchen Furnished Free

KOIL, Council Bluffs, Omaha, has
a 45-minute daily program for
which it secures regular rates but
which is costing the sponsor,
United Food Stores, practically
nothing. The_ program takes the
air from a fully equipped. electric
kitchen in the city’s largest de-
partment store, and neither the
equipment nor space costs either
station or sponsor anything.

The time is paid for by United
Food Stores, but the store man-
agers secure payment, in turn,
from the manufacturers of the
products that the United Food
Stores handle. It is barely pos-
sible, it is said, that during the
winter season the United Stores
may make money from these
makers of the goods it sells.

- Store Donates Space
BRANDEIS Department Store fur-
nishes space gratis for the kitchen
because of the incidental advertis-
ing it secures thereby and because
crowds are attracted to the store
to witness the broadeasts which go
on while meals are prepared in the
kitchen. Storz Electric Co,, Omaha
dealer in General Electric products,
furnishes the kitchen, complete,
for the incidental advertising it se-
cures. Neither Storz nor Brandeis
get direct advertising plués on the
rogram. . ! :
P T%le meals are prepared on the
program by a woman mpmber of -
the staff who was chosen for her
practical knowledge of a kitchen
and her “showmanshxpf" rather
than expert familiarity vy;th home
economics. The commereial plugs
are not given by the woman, how- .
ever; they are recited, a dozen or
more through the program, by a
male announcer. . Entertainment is
varied, running from insgtrumental
soloists and musical groups to
singers. .
fttendance at the kit
ages 500 women a week.
are given, directly, the x

United Food Stores

These recipes are of the

pared that day. Listend

cure these recipes by cal
one of 109 United Food

Ormhaha.

. Others Eager to Join

« WHILE the present program is
broadcast frOnl‘:l,' an electric kitchen
in a department store, the sponsor
manager says he would be willing

hen aver-

To them
ecipes the
distribute.
meal pre-
rs can se-
ling at any
Stores in

to take the program if it drigi-
nated in a studio kitchen. Other
electricity concerns and gas com-

anies have offered to equip a
lgitchen free ip a studio or else-
where, according to J ohx;a M. Henry,
manager of KOIL. ;1 . :

“The kitchen has pnoved,’ltse}f
worthwhile to -the sponsor,” said
Mr. Henry, “especially|in view of
his ability to pass alorig the cost.
And operating it is economical to
the station.. The sponspr pays for
the talent, and the woman and man
announcer are regular members .of
the staff. Operating the kitchen
has not necessi]t(:afgd indreasing our

rhead a nickel.” .
ovfmfe contract with the United
Food Stores is for a _year and is
for exclusive sponsorship.
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Education Is Given
Break by Networks
Avlesworth Denies Censorship
Rumeors in NEA Address
EDUCATION now gets 8 *50-50
X" over the networks, with one-
the programs having defi-
e od cational value and the other
roted te entertainment, M.
Ayiesworth, NBC president,
told the National Eduestional As-
sociation at its annual convention
in Washingten, July 3. More than
20 per cent of the programs on the
NBC networks, Mr. Aylesworth
stated, is definitely educational,
while another 30 per cent has edu-
cational value.
. Declaring that radio is not yet
being used to its greatest advan-
tage as an educational medium,
Mr. Aylesworth called upon edu-
cators to cooperate with broad-
casters. The greatest objective of
radio and the widest application of
its e@ucational potentiality, he said,
are in public enlightenment. To
accomplish this goal, he added,
broadcasters and educators must
work together.

G. S. Radio for U. S.

REITERATING the oft-expressed
opinion of other public officials who
have had opportunity to study
broadcasting conditions in Europe,
Mr. Aylesworth said that American
programs are ‘“unsurpassed in all
the world for American purposes.”
He pointed out that the temper of
peoples “changes and, that their
tastes vary. “Every broadecasting
§gstem over the world,” he declared,
‘is consciously striving to do the
bes‘F by its own people, as it sees

Indirectly answering charges
that the radio is being censored,

‘x\‘I!‘. Aylesworth asserted that the

American principle of freedom of

speech is in operation.” :

“During the past year,” he de-
clared, “changes have come about
in our economic life. Government
has had an increasingly important
part to play in the life of every
citizen. Questions of public policy,
such as agriculture and industry
not only national, but international
in character, have all been defined
az}? debated, as well, on the air.
The administration policies have
been presented by representatives
of the federal government. They
have also been criticized by mem-
bers of the apposition as freely as
the opposition has wished so to do.”
Aylesworth urged educa-
tors to assist radio in its most
important task of public enlighten-
ment. “Radio,” he said, “can by
its ability to reach the people of
this nation effectively combat those
twin enemies of mankind, ignorance
and disease, and it will. We have
vet only touched upon the signifi-
cance of this means of mass com-
munication as a boon to mankind.
In America we are making it a
means of public enlightenment. We
are proud to join forces with this
association’ to make that purpose
mc?Il:lel certain and secure.”

Three other addresses dealin
with radio and education werg
delivered by Florence Hale, of
NEA, speaking on radio as an
agency. for enriching rural life; Dr.
Kline M. Koon, radio specialist of
the U. S. Office of Education, dis-
cussing relatians of films and radio
to class room ihstruction, and Tracy
F. Tyler, secretary of the National
Committee on Education by Radio
discussing radio in the schools.
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Douglas F. Storer Joins
Rockwell-O’Keefe, Inc.

DOUGLASF.

d STORER, who
organized and di-
rected the radio
department of the
lackman Co.,
New York agency,
has joined Rock-
well-O’Keefe, Inc.,
radio program
and planning
service of New
York, as vice

Mr. Storer
president and radio department di-

rector. Mr. Storer resigned from
the Blackman Co. last March, after
having been with it for three years.
Previously for ten years he was an
account executive with the John
Curtis Co., New York agency.

He reorganized and operated
WGHP {(now WXYZ), Detroit, and
WSPD, Toledo, in 1930. During
his term with the Blackman Co.,
that agency was among the first
ten in volume of network business.
He was also on the radio committee
of the AAAA. Rockwell-O’Keefe,
besides acting as a booking agent,
is also establishing a research and
merchandising service to give agen-
cies -and advertisers a complete
service in the network, transcrip-
tion and spot radio fields:

KREG, Santa Ana, Cal, is picking
up and rebroadcasting the “Morn-
ing Sunshine™ program conducted
on KFOX, Long Beach, by John
Henry.

“No. 1 Citizen”

PAT BARRETT, who broad-
casts over WLS under the
name of Uncle Ezra for Dr.
Miles Laboratories, Elkhart,
Ipd. (Alka-Seltzer), as “Sta-
tion EZRA, the powerful
little five watter at Rosedale,
Coles County, Illinois,” was
officially proclaimed Neo. 1
Citizen of Coles County at the
80th Annual Homecoming at
N!attoon, 111, Friday, July 6.
Uncle Ezra shared the spot-
light with Governor Henry
Horner of Illinois in the fes-
tivities of the day. The
proclamation bears the seal
of the city of Mattoon and is
signed by the mayor, city
clerk and city attorney.
Wade Advertising Agency,
Chicago, handles the Uncle
Ezra progrdm.

Tatoo Lipﬁick Tests

A MYSTERY thriller serial en-
acted in the romantic setting of
Egypt and the Red Sea began a
test series of twice a week broad-
casts on WBBM, Chicago, July 2,
under the sponsorship of the J.
Leslie Younghusband Interests,
Chicago (Tatoo Lipstick). The
program, heard Mondays and Fri-
days a% 9:2115-10:00 p. m., CDST.,
was placed thru Phelps-Engel-
Phelps Inc., Chicago. P g?l

Any Studio’s Story Every Day in the Week . . .

«~—the old lady who's sure her
parrot could beoadcast

—the inventoc of a nefw
portable set

The sworld is full of queer people. For instance, there is—

—the one-man band who's
better thag Henry Hall

—the man who wants a chance

to prove the earth is flat

~the man whose flea circus
would surprise them

~—and the proud mother of the
infant prodigy

% Q—A“‘w toadt G4 e

turn up at Broadcasting House! -

From Radio Times, London

Refrigerator Firm;
Stage Mass Drive,
Using Varied Media

Broadcast Stars Take Pan;
WIP Carries Programs i

NATIONALLY known refrigerator
companies recently combined in 5
big sales drive at Gimbel’s, Phila.
delphia department store, in co.
operation with WIP. The dis
tributors of Norge, Leonard, Frigi.
daire, General Electric, Grunow
and Electrolux concentrated news.
paper, radio and other advertising
mediums for one week in an g
tempt to make Philadelphians gen.
erally refrigerator conscious.. .
Radio stars of national fame
feature length motion pictures an
outstanding author and h'ome
economists were billed to attract
crowds to the store’s auditorium
for the daily displays in the be.
lief that they would gather a po.
tential buying audience where the
usual recipes and meetings had
failed during the past year. Each
participant received all the radio
and newspaper advertising on a
day set aside as “Blank Refrigers.
tor Day.” The opening day ‘of the
thw, however, was advertised as
Gimbel Refrigerator Day” and
publicized the entire show and fea-
tures of the companies represented.

Radio Stars Appear

THE OPENING day, “Norge Day,”
was featured by a personal af)-
pearance of “Molasses and Janu-
ary” of Show Boat fame. Other
stars seen and heard on later ddys
included Jack Arthur, Captain Tim
Healy, Captain Henry of the Max-
well House Show Boat, Al and Lee
Rieser and Phil Cook. Charles
‘Francis Coe, celebrated author and
radio personality, was the guest
star on “General Electric Day.”

The home economists of the re-
spective companies presented in-
teresting and instructive programs
featuring delicious recipes and
thrifty hot weather menus each
day before the stars were pre-
sented. General Electric presented
Catherine Fisher, director of the
Good Housekeeping " Institute, in
addition to Angela Allen, staff G.
E. home economist. On “Electro-
}‘ux Day,” a dramatic skit titled
Cooking with Coal” was enacted
by two members of the Home Serv-
ice staff. Free food samples, book-
lets, contests, and prizes were also
offered each day.

All Features Broadcast

APPROXIMATELY one-half page
was used in all metropolitan papers
daily, and all features were broad-
cast  over  WIP, operated by
Gimbel’s. .

All refrigerator sale had fallen
off during May and June and SO
something _entirely different and
powerful in appeal was deemed
necessary to create a desire for
refrigerator ownership. The fact
that the store refrigerator sales
increased on all makes was ample
proof that the individual concern
profited through this unique mass
sales effort.

THE DIALOGUE form, between
two and sometimes three an-
nouncers, with female voices oc-
casionally employed, is being used
by Heidelberg Brewing Co., Cov-
ington, Ky. (Student Prince Beer),
in its daily announcement series
over WCKY, Cincinnati.

ANAANAL S BrE:

AT THE MEET-
ING of the NAB
commercial com-
mittee in Grand
Rapids a year
ago & resolution
was adopted that
a committee of
three be ap-
pointed to_study
station relations
with advertising Mr
agencies and spe- .
cial representatives and to report
with definite recommendations.
This was done because it was felt
that there are certain difficulties,
diferences of opinions or misun-
derstandings existing between sta-
tions, agencies and representatives,
_certain matters might be con-
cduded to the mutual advantage of
all concerned. . )
This discussion may be consid-
ered as the report of the commit-
tee designated to pursue this study.
The committee consisted of Arthur
Church, KMBC, Kansas City, J.
Leslie Fox, WMCA, and myself.

Three Courses of Action

THERE ARE naturally three
courses for stations to pursue—
exclusive representation; accept-
ance of contracts from recognized
advertising agencies only, elimi-
nating the time broker, or accept-
ance of contracts from any agency,
time broker, representative or
snyone else. . In this connection it
is interesting to summarize sta-
tion listings s recorded in Radio
Advertising :° 279 list no repre-
sentative, 200 record the name of
one or more. representatives, while
“14 report they have no repre-
gentatives.

' For the first group no informa-

Harlow

tion is available as to whether they
‘acept accounts from all brokers
_and agencies, only a certain few
or none at all. Included in the
‘weond group are all stations which
list any representative, whether he
s a recognized broker or simply
an individual engaged exclusively
the station.

Therefore, in the final analysis
figures' do little more than in-
dieate the uncertainty of the ma-
rity of the stations as to just
.who to recognize and who to deny;
. perhaps it might be a fairer
tement to say that the majority
_ of stations iprefer to leave the
. mestion wide open in the printed
record and to make their decisions
8 to recognization upon the actual
_ receipt of orders.

Few ﬁo Big Business
i .
‘DARE to go even further ‘and

gest that even the 14 who
rd definitely no representative
probably pause and con-
before refusing a valuable
tract regardless of its origin
eir personal opinions or de-
in the matter.

Of the 200 stations which list

&

Exclusive Representation A
Study of Station Rates in Rel\ tion to Networks Urged

ADCASTI

\ By ROY HARLOW
The Yankee Network

pears to Be Gaining Foothold;

THAT the trend in radio is toward exclusive rather than
general stalion representation, is indicated in this re-
port of the\spécial NAB committee designated to study
station relations with agencies. Mr. Harlow, as chair-
committee, submitted his report to the NAB
section meeting held in conjunction with the
The com-

man of the
commercial
AFA convention in New York last month.
mittee’s findings, conclusions and recommendations are
of interest Lo every radio advertiser, agency and station

executive.

itself artistically but to prove its
worth as an advertising medium.

It is not to be wondered then
that into the breach stepped (thou-
sands all over the country) the
“gtation representative.” — There
was not a city in the country with
a broadeasting station of any size
that didn’t have its full quota of
representatives, brokers, producers
or what not.

representativesl, it is important to
note that the [total of such firms
or individuals representing two or
more stations|is only 23, the re-
maining 20 firms or individuals
represent only one station each.
After eliminating the NBC local
sales and thej CBS Radio Sales,
perhaps only gix or seven do any
large volume af business, and only
three or four are nationally known.

Before drawing any conclusions,
let’s -review some of the early
aspects of the broadecast industry
which have a direct bearing on
present-day conditions. We seem
to have forgotten that this busi-
ness of ours, which literally sprung
into being overnight and which to-
day is as much a branch of the
entertainment}iﬁeld as the theatre,

Served a Purpose

THESE INDIVIDUALS and com-
panies served a most useful pur-
pose. It would be unfair to adopt
any other attitude toward them.
Without anything to lose, with no
responsibility of the client’s adver-
tising budget, they plunged ahead,
developing programs - for stations,
securing accounts, stepping on ad-
‘ yertising agencies’ toes right and
left, but bringing actual cash to
the stations.

There was no question of a sec-
ond 15 per cent. To the stations,

probably could not list a dozen
names of enteftainers or theatrical
producers who|were associated with
its earliest history. Similarly, the
broadcasting (industry,. which to-
. day is suppcfted by advertising,
cannot trace |its birth or early
struggles to fthe advertising fra-
ternity through the wildest stretch
of imaginatioh. .

and, as ‘'such, were entitled to an
agency commission. Consequently,
the recognized agency found itself
left out. i

In fact, in the majority
of such instances the agency never
knew of its own clients’ plans
until after they were completed or
perhaps broadcast.

Now there are certain recognized
functions which belong to an ad-

.  Agencies Were Cautious

PROBABLY ladvertising agencies
themselves, 10 years ago, would
not have claiped either entertain-
ment or engineering experience
which would have given them any
background fdr the adequate pro-
duction of radio programs.
While it is [true that many ad-
. vertising - agepcies were slow in
using this new medium, it does not
necessarily follow that the agercies
were not quick to recognize its
potentialities.| The difficulty lay
in determining its proper use; for,
if one remembers some -of
earliest of our|efforts, the agencies,
recognizing - their own lack of
equipment for| the planning of pro-
grams, also had every reason to”
be suspicious|of both the ability
and knowledge of station owners.
Furthermore, [with the responsibil-
ity of a client’s advertising ap-
propriation at stake, it is not sur-
prising that the majority of agen-
- cies adopted |a cautious attitude
until broadcasting had an oppor-

credit, proper development of 'the

over a long term of years. B

ities. |
enthusiasm and reasonable nerve

themselves who
help commercially,

his potential client.

i p ! : i

- Sl P

they represented the advertiser -

vertising agency—responsibility for

client’s business, control and super-
vision of the entire advertising
budget and proper merchandising,
truth in copy, and ethics in_ ad-
vertising. ' All of these have been *
developed through  experience land

the But this new factor in advertis-
ing had none of these responsibil-
All a promoter needed was
. agency must
The world was his oyster; and,
aided ‘and abetted by the stations
welcomed |any
every- man 'who
owned a business, big or little, was

It is quite understandable ithat
no ‘such hit or miss planning could
endure. - The clients eventually de-
tunity. not only to better establish -manded services which only an

Trehds in" Station Relations With Agenciés

agency could give; the stations re-
quired more stable contracts; the
agencies began to develap radio
departments which could properly
plan and produce programs and
coordinate the client’s radio adver-
tising with other media used. But
again, don’t belittle the efforts of
those earlier radio representatives.
While they may now be considered
as largely the growing pains of a
voung industry, they served their
purpose and made a distinct con-
tribution to radio.

Time largely solved the prob-
lems. The irresponsible repre-
sentatives disappeared; others be-
came advertising agencies. The
fittest survived by enlarging their
services to both agencies and sta-
tions and furnishing to some ex-
tent services which the agencies
were willing to pass on asf.long
as they lost no commission in so
doing and at the same time were
saved some expense.

One of these services comes
under the head,of exploitation. It
is our understanding that ethically
the advertising fraternity frowns
on too much exploitation in en-
deavoring to secure a new account.
In the past thousands of dollars
have been thrown away on this
type of agency propaganda. This
arranging for auditions 1is just
plain exploitation. It is being car-
ried on by time brokers, the net-
works and the larger agencies. The
small agency simply cannot com-
pete. But it eventually goes into
the cost of production—-don’t mis-

take that fact. Somebody does or
will eventually pay.

Bait Won't Last

THE BAIT of a fine contract is at-

tractive to all concerned, but the

dozens of auditions now given so

freely will not last and indeed .
would not be necessary, if either

client, agency, station jor repre- -
sentative knew more about the en-

tertainment business and had defi-

nite plans as to the type of pro-.
gram ultimately desired.

The average client doesn’t know
and shouldn’t be expected to know,
about such things, and yet we all
have experienced the wasted hours

7

eaused by arguments over “tempo,” .

orchestrations, pick-up, interpreta-
tion and a dozen other musical
- technicalities by clients and their
representatives when the proper
merchandising of their product
needed attention. * .

There are still too many clients
showing more interest in meeting
the stars on their radio programs

. than in properly selecting stations
to be used. . L
These are problems ‘which the
shoulder. Your com-
mittee cannot give the answer, for
the theatrical man hasnlt yet been

just what the public wants with
any great degree of success. At
present some of the time brokers
are equipping themselves to be of
more assistance in the -entertain-
ment field. We cannot feel that
(Continued on page 24)
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A Bovs™ Flving Club That Sells Oil

Skelly Co. Starts Fourth Year Using Transcriptions:
Club Has 100.000 Members. Holds Aircraft Races

moves into its

fourth vear on
} . the air for Skelly
Mr. Fitzer Ol Co. T

dle western s

¢ts have been signed, scripts
en to well into 1935 and the
wipals in the story will have
busy summer making records so
that all may be in readiness when
he progranr goes on the air again
in the fall.

All of which makes a mighty
pretty picture for the co-authors
of the story, Bill Moore and Bob
Burtt. They can remember those
days, three years back, when the
sketch was being given test pro-
grams over WDATF, Kansas City,
by Dean Fitzer, station manager,
and WDAF operators were build-
ing the many sound effects neces-
sary to put the show on the air.
It sounded pretty good to them
then, but they couldn’t tell. After
all, they’d written the scripts
themselves.

Mail Record Broken

BUT WHATEVER doubts they
may have had were stilled, and
with a promptness few authors
dare hope for, The third week
after the program went on the air
free “Jimmie Allen Jigsaw Puzzles”
were offered to listengrs. More
than 25,000 were giver away al-
most immediately. WDAF’'s mail
records for a single day were
broken by the mail response to this
new and thrilling program.

So the authors settled down to
the serious business of making the
story of Jimmie Allen live up to its
beginning. And, since figures are
seldom known to lie, it seems safe
enough to say they have been 100
per cent successful. To prove it,
a few figures:
week of 1933 a picture of Jimmie
Allen was offered over the air and
300,000 were given away in five
days. In subsequent weeks 350,000
pictures of Speed Robertson were
given away, 325,000 pictures of the
Monsoon 800, and 365,000 pictures
of Jimmie Allen and Barbara Croft.

Territory Extended

SOON after its initial broadecast
from the studios of WDAF, the
seript was made into electrical
transcriptions and was carried over
other radio stations not in the lis-
tening area of WDAF. Now the
story is _broadcast over KVQO,
Tulsa; WCCO, Minneapolis; WOW,
Omaha; WMBD,. Peoria; WKBB,
Dubugue, Ia.; KMOX, St. Louis;
KLZ, Denver; WOC-WHO, Des
Moines, in addition to WDAF.

In 1933, there were 90,000 mem-
bers of the Jimmie Allen- Flying
Club. In 1934, there are 400,000.
Small wonder, then, that the pro-
gram is already scheduled for a
fourth year. Small wonder, too,
that the sponsor views with delight
the. enormous mail response, the
many additions to his payroll of
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During Christmas-

“THE AIR ADVENTURES of Jimmie Allen,” a.tran-
scribed feature on nine stations. has proved a bell ringer
for, the Skelly Oil Company and the script authors.
.r\!\'though designed for children. it succeeds in selling

gas and oil 1o their parents and probably counts many

of them as listeners. too.

Formation of the Jimmie

Allen Fiving Club and the holding of regional contests

has added much to the interest in the program.

The

authors of the seripts know their business as both are

experienced aviators.

persons to take care of the mail
response. The Jimmie Allen Flying
Club headquarters in the Kansas
City Skelly offices had to be moved
into a larger room.

Side issues of the program have
been many, most important of all
being, perhaps, the Jimmie Allen
Air Races. Regional air races have
been held two summers, and the
numbers in attendance in the vari-
ous cities have run well into the
thousands. Kansas City’s air races,
held July 1 of this year, attracted
a crowd of 5,000, many of whom
were adults.

The idea for the story grew out
of the experiences of the two
authors. Perhaps one of the most
significant reascns for its success
is its sincerity, its reality. To
make the story a radio program
was the idea of Bill Moore, then
a member of the staff of WDAF.

Bill Moore (whose name is
Willfred), enrolied "as a cadet in
the British Flying Corps in 1917,

after having attended schools in
Wisconsin and Cornell University.
He learned to fly in Canada and
England, and did combat duty in
the thick of the World War with
the 29th Squadron in France as a
scout pilot. He has been flying
ever since the war.

Bob Burtt spent five years in
South China where his father is
a missionary, He was graduated
from Hotchkiss School at Lake-
ville, Conn., and sailed overseas as
a flying cadet in the American Air
Service. He received his primary
flying training at the Chatearoux
French Military Flying School and
at Third Aviation Instruction Cen-
ter, Issoudun, France. He saw
plenty of action at the front, flying
the famous Spads with the 28th
Pursuit Squadron of the Third
American Pursuit Group.

Bill Moore succeeded in inter-
esting Mr. Fitzer in the Jimmie
Allen story. Mr. Fitzer recognized
immediately the potential possi-

By MAJ. EDNEY RIDGE,
Manager, WBIG, Greensboro, N. C.

OFFER a new dollar bill a dayv
for the best human interest or
news story phored to the station.
If it’s a big story, pay a bonus.
Can be sponsored.

* %k

Tie-up with garden clubs by
offering medals or prizes for finest
flowers in several classes. Creates
good interest, and easy to get
sponsors. v

* * *

Tie-up with Junior League or
other organizations working for
summer milk fund for babies.” Fine
and worthwhile effort. Will inter-
est all dairies,

* * £l

When there is a close decision at
the base-ball park, get the umpire
and players to put the play on
again before the mike. They’ll be
tickled to do it. Stops fan argu-
ment; have sponsor. ’

* * *

Get policeman, postman, clerks,
etc., to tell how and where they
expect to spend their vacations.

IDEAS THAT WILL GET CASH

Some Successful: Promotion Stunts Which Stations Can
— Sellto Sponsors While Gaining Listeners

Sponsored by auto dealers, bus
lines, resorts, ete.
* * *

Call attention of city, county and
state Tofficials that tax collections
can be made easier if they will ex-
plain the reason for assessments
and tell where the money goes. Is
a good service and should be paid
for by the respecl:ive governments.

*

Banks will broadcast change of
hours as service to their customers.
Day before a holiday, clearing
house should use the air to notify
customers banks to be closed next
day.

* k%

Get state game wardens to
broadcast dates of opening and
closing seasons on all game. Easily
sponsored.

* %

Run the old reliable slogan con-
test. Call the slogans of ten to
twenty-five well known firms for a
week, offering prizes to listener
who gets greatest number correct,

visits the advertiser, and tells why -
‘the slogan is appropriate.

Any
advertising man who can’t cash in
on: thisi proposition ought to be
sweeping the streets,

bilities' of the feature, and the.|
Skelly Oil Company has definitel
satisfied itself upon an earlier mig. |
giving on the point of whether
boy thriller story can sell gasoli
to adults. It can, and has, as cer.
tified by the fourth year contract
which earries well up i
vear 1935.

Newspapers Are Usin,
Greater Radio Publicity
Partial Survey Show

ency toward more liberality, bot
in news and in art.

Philadelphia Record
week-end sections called

about stars.
has been combined with the movie:
has necessitated, of course, th
treating of radio somewhat afte
the manner of the movie fan mag.
azines.

tion are published, it appears tha
publishers’ opposition to radio i
declining.
public’s interest in personalities i
contained in the fact that abou
10 of these papers have recentl;
begun to use radio art, and others .
are now, for the first time, carry-:
ing radio columns.

Further conclusions to be drawn-
from the survey will appear in a
later issue of BROADCASTING.

Newspapers Abet WSMK

FOLLOWING a campaign con-
ducted by the Dayton (0.) Herald
and the Dayton Journal, who en-
listed the support of the towns-
people and the Chamber of Com-
merce, WSMK, of that city, joined

the CBS network June 23 on a two-

week experimental basis, after
which it became a permanent addi-
tion. The unusual spectacle of
newspapers urging this addition to
local radio service drew gratified
comment from many sources, for
the newspapers have no interest in.
WSMK, which is operated by Stan-
ley M. Krohn, Jr.

Five for Mrs. Roosevelt

SIMMONS Co., New York (beds
and mattresses), through its
agency, Fletcher & Ellis, Inc., New
York, has signed Mrs. Franklin D.
Roosevelt to appear in five instead
of one of its new series of Monday
night musical programs which
started July 9 on an NBC-WJZ
network. Mrs. Roosevelt’s first ap-
pearance was from the stage of
the Globe Theater at the Century
of Progress in Chicago. She is
devoting all the proceeds from her
broadcasts to her charities, the
amount being $3,000 per broadcast.

M. L. CLEIN & Co., Atlanta (Papo-
dine stomach remedy) has signed
Carl Zomar, who conducts a pro-
gram similar to “The Voice of Ex-
perience,” for six 15-minute periods
a week on WBT, Charlotte.
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AN americAant

Jily 15, 1934 + BRO DCASTING |
‘ l

O ESTHERVILLE
O OSAGE

CLEAR LAKE
O sHELDON © SPENCER O EMMETSBURG . O @ MASON CITY
o

|
'O HAWARDEN AI%GONA

|
|
!
1

LE MARS
o ©) CHEROKEE CLARION O © HAMPTON

© EAGLE GROVE

() STORM LAKE }

@ FORT DODGE
WEBSTER CITY

@ sioux CITY O IOWA FALLS

QO sac any
: o]
I ELDORA
|
1
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O GRINNELL
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ALBIA OTTU MW A

QO CENTERVILLE

O RescO

o -
pEcORaH O WAUKON

© NEW HAMPTON

QO OELWEIN

QO CEDAR FALLS MANCHESTER
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BELLE PLAINE
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I OWA is a BIG market;because itlis a BIG collection of smaller

markets.

{Jowa has never concentrated

its consumers in one or two large cepters. Des Moines, home of
WOC-WHO, is Iowa’s largest city, blﬁlt it has less than 69, of the
state’s population. To sell Towa by radio, you must reach
listeners in scores of cities and hundreds of small towns.

In contrast to the metropolitan east,

In short, to sell Jowa, you have grou nd to cover,—and that calls

for power. WOC-WHO supplies the power, 50,000 watts of it.

- And WOC-WHO can supply the time—plus talent, if needed—
to do a good selling job for you in| this big productive market.

'CENTRAL BROADCASTING CO.

DES MOINES, IOWA '
. Phone 3-4872

J. O. MALAND, Manager
ichigan Ave., Phone FRA 6373

CHICAGO: Free & Sleininger, 180 N i ;
NEW YORK: Free & Sleininger, Chrysler Bldg., Phone Murray Hill 2-3030

One radio .station, g
and only one, has
power to do the job—

WOC-WHD

FULL-TIME, CLEARED-CHANNEL

5,["] WATTS
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Canada Will Retain
Radio Commission
By JAMES MONTAGNES
ANADA

t more
1 time
should be

ittee also recommended
use of electrical tran-
scriptions be permitted and that a
ould be charged for every
The latter would hit auto-
le radios and mere than one
n a home.

More. cooperation between Com-
ission operated stations and pri-
ly owmed stations is recom-
mended by the committee.

No mention was made in the
report of higher powered stations,
which the original report of the
Aird Commission from which the
Commission was formed had called
for, and at present it looks as if
there will be no more government
owned high powered stations.

SPONSOR GROWS BY RADIO USE

St. Joseph Aspirin Sales Territory Expands In Relation
To Increased Use of Broadcast Advertising

HEN Guy Lombardo- and his
oval Canadians went on the air
wver an® NBC-WEAF network for

"8t. Joseph Aspirin on July 11, it

mavked the climax of a 26-year rise
on the part of Plough, Inc., of
Memphis, from a tiny upstairs
room cosmetic factory to a potent
bidder for nation-wide markets in
both medical and cosmetic lines.

It likewise marked the first time
Lombardo had ever gone on the air
for a network sponsor as a No. 1
ener drawing card in his own
ht, withous supporting talent.

Set in “Lombardoeland”

STAGED in a setting titled “Lom-
rardola ! n relies
sively on the popularity of the
music of the Royal Canadians to
carry on the sales gains and ex-
pansions in the distribution terri-
tory that St. Joseph Aspirin has
been consistently scouring since it
first went on the air over NBC
last October.

Five years ago St. Joseph As-
pirin first became well known to
southern radio listeners through a
far-flung campaign of spot an-
nouncements, produced on electri-
cal transcriptions and broadeast in
strategic time spots on as many
as 50 stations throughout the
southern states.

The first use of the networks
came with a 15-minute program
last October featuring Benny
Meroff and his orchestra once a
week from the NBC studios in Chi-

W
A DISTINGUISHED BROADCASTING STATION

W L

.

-

IN ST. LOUIS

110% INCREASE
In Advertising Volume

KSD's 1934 June local and natiopal
spot advertising volume increased 110%
over June 1933. Due to the popular
character of this station’s programs,
listeners in Greater St. Louis “Set
their dial on KSD and

Jeave it there.”

Station KSD—The St Louis Post-Dispatch
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cago, but ‘Plough’s Penetro, the
Mutton Suet Salve, was tied in
with the aspirin in the selling por-
tion of the programs. The pro-
gram went only to the western end
of the NBC-WEAF network and
to southern supplementary stations.

Prize Contest Used

VINCENT LOPEZ and his orches-
tra were retained the first of this
vear, an expanded list of stations
was used, and the time was
stretched to 30 minutes each Wed-
nesday for the “Musical Cruiser
of - the Air” variety shows, just
concluded on July f. Later on in
the series Ed Sullivan, New York
News columnist, was added to the
cast, bringing guest stars of stage
and_screen to the program every
week. A prize contest, which dur-
ing May and June awarded three
Ford V-8's each week to the writers
of the best letters on St. Joseph
Aspirin, was introduced.

The Lopez programs introduced
Svt. Joseph Aspirin into the rich
New England and Middle Atlantic
markets with the advent of spring,
when the Penetro credits were
dropped, and St. Joseph Aspirin
featured alone on the broadcasts.

“Lombardoland” will feature St.
Joseph Aspirin on an even larger
network, gaining more high
powered stations by last week’s
switch from the WJZ to the WEAF
chain, including the 500,000 watt
new WLW in Cincinnati, the
southeast, southwest and south
central groups. The northwest
and mountain groups will be added
in the fall.

New Campaign Planned

DURING the Ford contest local
Ford dealers in the territory tied
in with window displays urging
people to listen to the weekly broad-
casts. Where prospective contest-
ants were unable to obtain St.
Joseph Aspirin at their regular
drug store, Plough sent a carton of
a dozen boxes and asked the drug-
gist to deliver a box to the inquirer.
Cartons and wrappings on the
product tied in with the program,
listing the time and stations.
Lake-Spiro-Cohn, Ine., Memphis,
which handles all advertising for
Plough products, including more
than 300 items in both medical and

- cosmetic_lines distributed not only

in the United States but in 27
foreign countries, is laying advance
plans for another network series

' next fall to merchandise Penetro

Salve and Penetro Drops, leaving

- the Lombardos free to pile up sales

for St. Joseph Aspirin.
Plough, Inc., on the advent of its

. biggest advertising venture, points
; proudly to an uninterrupted divi-

end record, and has twice already

. this year paid dividends at its new

$1.20 per year rate, raised from $1

! last January on its common stock.

- Radio Pietro Opens

' ARGENTINA, which permits spon-
- sored broadcasting to support its
| radio stations, on June 25 dedicated

he new 40,000-watt Radio Pietro
at Buenos Aires. CBS sent a short
wave broadcast of Reggie Childs’

. orchestra from New York for re-

broadcasting by the station and for

. short wave reception.
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Collection Agency
Uses Radio Dramg

.
To Promote Credit
Portland (Ore.) Group Alse
Stirs “Buying Urge”
HOW a collection agency has used
radio to advantage is told in The
Credit World by the Retail Credit
Association of Portland, Ore., which
last September started a series of
weekly programs over KOIN and
is still continuing them.

Not only is the radio series de.
signed to urge listeners to “pay
vour bills promptly” and “to guard
vour credit as a sacred trust,” but
“the buying urge” is also fostered,
according to the magazine article

“By the systematic exploitation
of various retail groups, every
member of the Retail Credit-Asso.
ciation profits directly and indi-
rectly from the broadecasts,” the
article states. “This method of ad
vertising is accepted as being the
most logical, the most adroit, of
any type tried thus far. It brings
that ideal, friendly cooperation be.
tween the customer, the association
member and the credit man.”

Short Plays Broadcast

AFTER some deliberation as to
the nature of a program, a short
play written to portray the impor-
tance and convenience of credit was
presented by the KOIN Players and
piped to a dinner meeting of the
Retail Credit Association. The
test program was greeted with ap-
proval. The account is handled by
the Adolph L. Bloch Advertising
Agency, Portland. A sample of the
type of play presented follows:

A Tay entitled ‘“Partnership
Wives,” opens its action in the office
of two young architects, Don and
Jack. They are putting the finishing
touches on a large project they hope
to see completed.

Both Don and Jack are capable

young men with ideas and ability,
but they lack the necessary cash to
to promote their plans. Don is espe-
cially eager to see his plans material-
ize as he has a beautiful young wife
to whom he is very devoted, and upon
whom he lavishes every luxury and
extravagance. He prides himself upon
the: fact that he never worries

- Beatrice with financial problems. He

has generously. urged her to open
charge accounts in all the stores she
wishes, and Beatrice is quite the en-
vied young wife, with her beautiful
home, clothes and car,

When plans for . their big project
are completed, Don takes them to a
family friend, old J. D., with hopes
of J. D.s financial backing.  This
shrewd old man likes Don, and he has
confidence in his plans, but much to
Don’s chagrin, he refuses him the
necessary money.

Don insists upon knowing the rea-
son why, and J. D. tells him that he
has looked up Don’s credit rating and
finds it has net been handled in a
businesslike manner, and that he ean-
not hope to be trusted with “large
matters until he can keep his own in
better condition.

Don and J. D. have a heart-to-heart
talk and J. D. advises Don to make
a partner of his wife and to work
out their financial problems together.
That night Don confides in Beatrice.
She is hurt to think her husband
hadn't confided in her before, She
tells him she has never enjoyed being
just an *“‘ornament,” and she is happy
with the thought of working out their
difficulties together.

The KOIN announcer closes each
program with a standard credit
slogan: “Buy what you want now.
Charge 'it, and pay your bills
promptly. Guard your credit as a
sacred trust.”

AANARALATI O
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The skill of Norman Cloutier in capturing
and holding an audience typifies the com-
pleteness of WTIC's facilities in
programs of merit—staging them with the
finest talent—and handling all medhanical
details with perfect precision. |

uly 15, 1934 + BROADCASTIN

NEW ENGLAN

Norman Cloutier and his Merry Madcaps!
To the 1,500,000 New Englanders living in
The WTIC Communities it is one |of the
high spots in radio entertainment.
dentally Norman Cloutier's fame is in no
sense confined to New England; four times
a week his tuneful dance music is broadcast
over an NBC-\WEAF Network.) |

(Inci-

reating

with which to buy.

Potential WTIC Primary Audience
Per Capita Savings Bank Deposi
Drug Stores, Number. .
Volume of Business.........
Department Stores, Number

AN OUTSTANDING MARKET

The WTIC Communities represent one of America’s most prosperous
markets. Here are people who are willing to buy—who have money
Here is an area so small (less than 100 miles
square) that your sales force can cover it quickly andzeconomically.

There are just two things, however, to remember about the WTIC
Communities. First, it is sometimes advantageous to develop a pro-
| ‘ gram especially adapted for a New England audience. If so, .\\’TIC
can place the necessary experience and talent at your disposal.
Second, WTIC offers the only way to reach this entire market at
small cost.
A few choice hours are now available for summer or fall. Full par-
ticulars will be sent gladly on request.

42nd Street, J. J. Weed, Manager.
‘ Avenue, C. C. Weed, Manager.

STATION WTIC HARTFORD, CONN:

New York Office—220 East

Chicago Office—203 No. Wabash

50,000 WATTS

wned by the Travelers Broadcasting Service Corporation

. THE STATION WTIC COMMUNITIES
A prosperous population in & compact market

Facts for Drug and Cosmetic Advertisers

Operated Daily B
7:00 A.M. to 12:00 Midnight
Sundays 9:30 AM. to Midnight

1,580,367
. $600.00 (average for U.S. $81.08)
63
. $25,929,000 |
- 59

Member New England
_and NBC-WEAF Networks
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Dr. Wilford White Heads
Commerce Research Unit
WILFORD L, WHITE, of Aus-
T 3 ~ al M

nR
DR,

- known specis

i of keting re-

been appointed chief of
search and service

ce, U, 8. De-
nerce. Since 1928
the faculty of the
except for
- in charge
with the
ton. Data
community
rketing re-
o adver-
s may be

, Cal, has
v S. A Scherer,
omobile finance

Los g
man, according to announcement

An

Previously owned by the
Macmillan Petroleum Co., which
purchased it from the original
owners several years ago when it
was known as KEJK, KMPC since
tast January has been controlled

July 1.

jointly by Mr. Scherer and the
Macmillan  organization. Hugh

Ernst continues as general man-
ager. .The Scherer firm is one of
the largest Los Angeles users of
announcements and, besides KMPC,
uses 12 other local stations for spot
announcements for the automobile
finance business.

reau of Foreign' |

WHAM GIVES LIGHT

Operator Driscoll’s Camp Bulb
~-Connected fo Ether

OPERATOR George Driscoll of
the transmitter staff of WHAM,
Rochester, has a firm fist wrapped
ound one of those scientific won-
ders which the professors describe
when they talk about “the world a
hundred vears from now.” While
savants talk about the day when
power will be transmitted through
the air to ‘light homes and run
automobiles, Driscoll sits at his
ease and reads by the light of an
electrie bulb which burns witheut
the sanction of the public utilitfes.

Some weeks ago the voung tech-
nician established a summer camp
in the woods near the WHAM
transmitter and erected a 300-foot
antenna for his radio receiver. The
oversize aerial picked up so much
power from the nearby 50,000 watt
transmitter that Driscoll decided to
put it to some use. He fastened the
aerial wire to one contact.of an
electric bulb, the other was at-
tached to an ordinary “ground”
connection,

The result is satisfactory illumi-
nation without the annoyvance of a
monthly electric bill.  Driscoll’'s
only lament is that the light goes
out when WHAM signs off.

THE CLOCK TICK has been
chosen as the’ new station break
signal for Radio Vienna after com-
plaints that musical “interval sig-
nals” had become irritatingly mo-
netonous. .

v
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KJR listeners
are atforded
NBC sustain-
ing programs
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Clean Shirts Order
Formed by Laundry
Using Daily - Spots
Business' Is Increased 25%;

Announcements Novel

ITALY has its
Black Shirts, Ger-
many its Khaki
Shirts, Ireland its
Green Shirts —
and now America
its Clean Shirts.

One of the most
unusual radio ad-
vertising cam-
paigns probably
ever evolved by a
laundry during the last eight
weeks has brought the Barnes
Manley Laundry & Dry Cleaning
Co., Tulsa, Okla., a business in-
crease of more than 25 per cent.

The campaign, planned and car-
ried out by Dan Burton, one of the
owners of the laundry, has in addi-
tion brought inquiries from many
sections of the United States, from
other laundries seeking informa-
tion about the “Clean Shirts of
Ameriea.”

Mr. Burton

Makes Housewives Smile

MR. BURTON, who wuses daily
spot announcements on KVOQOO, in
Tulsa, is better known to his radio
audience as “Smiling Dan, the
Laundry Man.” He opens with a
brief quotation or poem designed
to bring a smile to the housewife
as she does early morning tasks.
He closes with a brief reference
to his laundry service and the tele-
phone number.

Eight weeks ago Mr. Burton de-
cided to make an appeal to the
children. He launched an organi-
zation which he named the “Clean
Shirts of America.” Every boy in

the city is eligible to membership *

—the only qualification being that
he wear a clean shirt at all times.
The response from the boys was
instantaneous. The response from
mothers was equally great, for
they called the laundry and KVOO
and thanked them for inducing
their sens to take more
their appearance.
Groups of boys called at the
laundry and obtained badges of
membership in the Clean Shirts of
America. Clubs for each block in
the city were organized. Regular
meetings are held, and if any boy
appears at a meeting with a dirty
shirt his badge is taken away until
he ‘qualifies again by appearing
with a clean shirt. '
The effect of this radio cam-
paign was noted immediately ‘in
the laundry’s books.  Of the 25 per
cent increase in business, more
than 75 per cent was attributed to
radio advertising and the balance
to newspaper advertising. For

-more than six weeks, the laundry

has showed an increase of 100
bundles per week.
“The success of my radio cam-
paign is largely because of copy
used,” -Mr. Burton declares. = “In-
stead of following an example set
by many - laundries in quoting
prices, qualifications of my laundry,
and -other uninteresting facts, 1
have attempted to bring a smile
or pleasant thought to every house-
wife’s “mind—as she prepares to
take' care of her morning work.

The result is shown in one house-
wife’s letter, ‘saying: ‘I don’t feel
I can conscientiously tune to KVOO

pride in.

LaGuardia N ames Grou
Of Radio Men to Stud
Improved Use of WNY

HAVING placed WNYC “on pr
bation” until next Jan. 1, May
LaGuardia of New York has g
pointed three leading radio exee
tives to report on “methods of e:
panding the usefulness” of th
city’s municipal broadcasting st
tion. They are Richard C. Patte
son, executive vice president g
NBC; William.S. Paley, presiden
of CBS, and Alfred J. McCosker |
NAB president and direator o
WOR. Mayor LaGuardia has ex.|
pressed his dissatisfaction with the
present operation of the statior
especially its alleged “commercis
credits” and has stated emp)&a
cally he does not want it to bé §
competition ‘with other station,
WNYC does not sell time but cred.
its those organizations and inte:
ests that place programs on
Various interests are seeking
facilities, and the Mayor has hin
that he may order the station
posed of and get the city out of
broadecasting field, especially
view of the generous standing o
fers of time to city officials tha
have been made by the metropo)
itan stations.

Keen satisfaction over the wo
of the committee was expressed b
M:ayor LaGuardia July 11 after
ceipt of a preliminary report fron
Mr. Patterson, as chairman of th
committee, in which he stated
final report would be ready wi
a month. Mr. Patterson inforn
the Mayor the work was well unq
way and was aimed at making
station more valuable to the ¢
with a minimum of cost. *I;
confident,” the Mayor said,
Mr. Patterson will do the sa
kind of a real j ¥
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Paint Account Resume

NU-ENAMEL PACIFIC Co
Los Angeles (heat and acid resi
ing paints), has started a
campaign through the Advertisi
Arts Agency, Los Angeles,
time signals over KFAGC;
Angeles, and on the Happ:
Lucky Hour; KFRC, San Fran

cording to Paul Winans, ra
count executive, the response
the literature over the two s
has been ten times that
year’s campaign when sm
;amples of the enamel were
Tee.

WRDM ‘are the call lette
signed the new station at C
burg, Pa., to be operated
Pittsburgh Radio Supply Hou:
620 ke.,” with 250 watts
The - same -organization ope
WJAS and KQV; Pittsburg

every morning to hear you
thought, without in some 1
repaying you. 1 started s
my bundle to your laundry
week.” i e
“I find that with these
nouncements over KVO0O, !
built up a listening audience
is more responsive, and
much more than I coul
accomplish by newspaper
tising,” Burton conclude

BROADCASTING
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The New FCC

s four

fons  Act does not

ents be made by geo-

certain

to observe geographical
s in appoimino: federal agencies having
jurisdiction over the entire country.
It could not have been that the President
could not find qualified men in those states of
the middle and far west. He had one such

man on the Radio Commission—Harold A.

Lafount, of Utsh. Mr. Lafount has had a
Iong and d]:tmgulahed career as a radio com-
-has a good fundamental

knowledge of ladlo and has been a fair-minded,
able and conscientious public servant. It is
obvious that political considerations alone
blocked his appointment to the FCC.

It is too early to pass judgment on the FCC.
In reappointing Chairman. Sykes and 'Col.
Brown, the President undoubtedly took into
account their experience in radio regulation.
Commissioners Stewart and Walker also are
“merit” appointees for both have won their
spurs—the former ds s diplomatic expert on
communications and Mr. Walker as the chair-
man of the Oklahoma utilities commission.
The other three -commissioners—Payne, Case
and Gary—are unknown quantities "whose
attitudes and actions should soon be known.

FTC Means Business

THAT the Federal Trade Commission means
business in its newly insjituted campaign
against false and misleading advertising on
* the air, is evidenced in the disclosure that it
already has scheduled ten such cases for pre-
liminary hearing beginning this month. In
every instance these cases are understood to
involve proprietary or patent medicine adver-
tising which the Commission’s special board
of investigation has adjudged as improper and
in conflict with the law. -
The Commission does not want to throw
these advertisers off the air. It simply wants
them to tone down their advertising claims
within the realm of truth. It believes that
by so doing it will help not only the public,
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thi’ ad wrtme*: themselves as well as the
ing to allow these advertisers
svidence to justify the questionable

do, the case ends theve. If
they will be asked to enter into stipula-
ions that they will cease using the que~t10n~
bs in future.
v handled, such procedure will pro-
duce a salutary effect. From the beginning,
some advertisers have been overzealous in their
The Commission cracked down on
n in newspapers and magazines, and is
still doing it. A small proportion have gotten
on the air over stations, big and little, and
even the networks. Once advertisers
realize they can’t get away with it, they will
be less ambitious in their advertising claims.
The fear that they will quit advertising ap-
pears groundless, because if they stay in busi-
ness they must advertise, and if they can't
use their questionable copy on the air they
certainly won't be able to get it into periodicals
where it would show up even more glaringly.
The Commfysion has taken a most, concilia-
tory attitude. It is not demanding or threat-
ening. As long as it functions in that way
there will be no hardship. Government inter-
ference, however, is always dangerous, because
there is always the temptation to go beyond
the bounds of prescribed authority. Adver-
tisers, agencies and stations alike will do well
to cooperate with the Commission in this new
work, particularly when it seems to be pro-
ceeding along safe and sane lines.

The Third Network

ANOTHER radio network, designed to cover
the major centers of population primarily, is
now aborning. It has none of the earmarks
of scatter-brained disorganization that marked
several previous ventures, which flopped dis-
mally. It is being promoted by an experienced
broadcaster who commands the respect of the
entire radio fraternity for the success he has
already achieved in at least three big stations.
Known as the American Broadcasting System,
and keyed from WMCA, New York, the net-
work is already operating on a limited basis
but will be expanded to full stature by mid-
August.

Few will wish anything but well to George
B Storer’s ambitious enterprise. The demands
for time on the major networks are leading
to a conviction that there will soon be a wait-
ing list of sponsors; moreover, the “little fel-
lows” among the advertisers who would like
to use radio are seen as a ripe field for de-
veloping sponsorship. Mr. Storer is not hesi-
tating to link small stations, and thus may
bring about a New Deal for a class of stations

aver
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'The RADIO
BOOK SHELF

SECTION A of the third volume of Marlket
and Newspaper Statistics has just been is.
sued by the American Association of Adver.
tising Agencies, aimed to help space buyers
determine: (1) The size and character of
markets as indicated by population, families,
per cent English reading and income tax
returns; (2) The cost of reaching these mar.
kets with newspapers, including comparison
between markets; (3) The differential betweer
local and national rates, and (4) The amount
of civeulation obtained through inducements,
The study was compiled under diveetion of
the A, A, A. A. Committee on Newspapers, g
group of leading space buyers located through-
out the country, headed by J. J. Hartigan, of
Campbell-Ewald Co., Detroit, chairman, and
Lester M. Malitz, of Ruthrauff & Ryan, New
York, vice chairman. It is a part of the com-
mittee’s progrdam for the advancement of news-
paper advertising, but its data is valuable also
for planning radio campaigns. ;
Section A deals with the 27 cities in the
United States with 100,000 population or over
in their A. B. C. city zones, and contains fig-
ures on population, number of families, Eng-
lish reading persons, income tax returng,
audited newspaper circulation, local rates, na-
tional rates, and the differential between local
and national rates, linage, and an analysis of
sections of A. B:*C. Audit Reports dealing with
inducements. Copies are available to other
than A. A. A. A. members at $2.50 each.

A TREATISE on “Group Listening,” prepared
by the British Institute of Adult Education,
has been issued by the National Advisory
Council on Radio in Education as a matter of
information (University of Chicago Press,
25 cents). A foreword by Levering Tyson, ex-
ecutive secretary of the Council, points out
that “there really has been little progress in
America toward organized listening.” One
of the major difficulties, he points out, is the
time differential in various parts of the
country.

The British Institute, in its conclusions,
asserts that group listening can be expected
to thrive only in democratic countries where
free discussions of controversial subjects is
allowed. “The movement is, therefore, a
minority movement,” it states, “depending on

the quality rather than the quantity of its

appeal for its influence.” The groups flourish,
it adds, where there is already a thriving
movement for adult education in general.

ENLARGED from four to eight pages, and
entirely new in format, is the new World News,
house service organ of the World Broadcasting
System, which made it appearance in July.
To be issued monthly to stations, advérnsmg
agencies and advertisers, the publication is
devoted to spot broadcasting and transcription
activities of WBS. It is edited by Adrian J.
Flanter, assistant sales promotion manager.

hitherto scorned by national advertisers. The
minimum of ballyhoo that surrounds the ABS
project is all the more commendable when we
recall the vaporings and empty promises of

Ed Wynn and his ill-fated Amalgamated
scheme,

s

July 15, 1934
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EVER SINCE William Randolph
Hearst began casting about in
broadcasting, the radio and news-
paper industries have conjectured
about his plans. As he acquired
options to buy stations here and
there—few of which were exer-
dsed—the rumor began to spread
that he contemplated a “third net-
work.” It was not until last April,
when Mr. Hearst appointed Jesse
L. Kaufman, who had attained
phenomenal success as manager of
the Hearst station WCAE, Pitts-
burgh, as his radio business man-
sger, that there appedred to be a
crystallization of the Heart radio
plans.

Since then, reports of a “Hearst
network” have subsided. Instead,
there has been noticeable develop-
ment of the existing Hearst radio
enterprises undér Mr. Kaufman’s
direction. There has been a mini-
mum of ballyhoo, too, for M.
Ksufman is a modest man—so
modest, in fact, that he declined
to be interviewed for this sketch.

As business manager of the

Eaufman directs the activities of
WINS, New York; WISN-WHAD,
l(xlwaukee, WCAE Plttsburgh
and KYW, Chicago. He also has
supervisory control of the Ameri-

wan Radio News' Corp., the Hearst
radw subsidiary whxch among
dther things, operates long and
_ short wave news-communications
| stations maintained for the distri-
bution of news.. Pacific coast
broadcasting  activities of the
Hearst organization are in a dif-
ferent department, and do not fall
tnder the aegis of Mr. Kaufman.
It was because of the job per-
formed by “Jack” Kaufman at
WCAE that Mr. Hearst called
upon him to take over the business
management of the Hearst sta-
tions. His task there, carried out
very ~successfully, was that of
building up “public acceptance” for
the station. Ome of his first steps
in his present post was to install a
ew management at WINS, Next
e negotiated the merger of WISN
and WHAD, Milwaukee, whereby
the former acqu:red full time by
taking over the Marquette Uni-
rsity station. New  operating
ethods were injected into the sta-
ons and better mechanical and

uly 15, 1934

historvy com::

JESSE L. KAUFM &\'L
'echl cal
in

Hearst broadcasting interests, Mr, -

1,000 watt
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were acquired

cilities
Pittsburgh, *J
as educated at the U

Born
Kaufman v i
versity of |Pittsburgh, pursuing a
course in ¢ gmeexmg Upon com-
pleting l‘w college work, he decided
to take ng at newspaper re-
porting. %)1 ten years he followed

a Joulnah\ ic career, umkmg on a
number of apex\ in his home city.
A revival interest in engineer-

ing, howe e prompted him  to-
leave the vv\papel field and en- -
gage in codl mining operations and

in the me‘bnck business in Fay-
ette County, Pa., and in northern
West Virginia.

Early in|1929 Mr, Kaufman, like
so many gthers who grew up in
newspaper | work, turned his eyes
toward radio. He felt it was a
new field that had plenty of op-
portunities| for the exercise of en-
terprise anE initiative. So he left
his coal mining interests in Union-
town, Pa.|to become commercial
manager o WCAE, then owned by
Gimbel Brothers department store,
and operating with 500 watts.
His energy and resotrcefulness re-
sulted in af substantial building up
of the station’s sales, and in No-
vember of |the same year he was
installed as station manager.

Subsequently, the station was
procured by the Hearst interests,
and Mr. Kaufman remained as its
manager. New equipment was in-
stalled, and a power increase to
was procured. Soon
the station was recognized by both
national and local advertisers as a
leader in the regional class,

Standing| well over six feet,
broad - shouldered and heavy - set,
“Jack” Kaufman's soft manner of
speech belies his physical appear-
ance. Simplicity and straightfor-
wardness are his mgst obvious
characterstics. He has the repu-
tation among his friends of hitting
straight at| the mark.

Mr. Kaufman takes a deep in-
terest in alctivities of the broad-
casting indystry. He has attended
all NAB canventions since becom-
ing a memper and can always be
relied upon|to engage intelligently
in the floor debate on matters in
which he id interested.

In his college days he starred on
the gridiron, the diamond and the
tennis court. - He retains a keen

BROADCASTIN‘G

PERSONAL NOTES

E. ¥. MONTGOMERY, for the last
two years with the commercial depart-
ment of KOIL. Omaha-Coureil Bluffs,
and commercial manager during the
dast few months, on July 9 joined
WCCQO, Minneapolis, as commercial
manager. He was formerly connected
with WMT. WIL and KMBC. Carl
Burkland, of the sa aff of WCCO,
has been promoted to assistant sales
nnager.

H. LESLIE

in

ATLASS, CBS vice
charge of the Chicago
been awarded the C. N.
- for the I~11~we\t ~nlh~h

'l‘HI{LR.
\mer
nded

milk
2 one of the group
£ the state

13 to pro-
IlllU\ as pro-
ative appro-

Governor
¢ unte‘ ence  at

radio edi-

on.
DARRELL V. MARTIN.

tor of the Pit \,'noh Post-Gazette,
ou June ‘I a Kenrucky

26 wa

lonel by 1. B.

. KY. Cin-
. petit ernor  to
the hono ank Mr. Mar

e Rerv-
that you are the radio

stry in Pennsylvania.

ISAAC D, LE L

board of Universal

chairman of the
Broadeasting Co.,

operating, WCAT. Plnhdelphu and
vice president nf {CBS., will sail for
Europe on the 8.8, Rer July 21 to

- spend a month in southern France.

FRED PALMER. manager of WBNS,
Columbus, O.. and Miriam Painter, of
Wooster, O., were married June 18,
WEBXNR also reports the marriage of
Lew Hinchman, sales representative,
to Jane Kelly, of Columbus, June 15.
The station has also added Fred
Fenton. of Cincinnati, to its sales
staff.

HOWARD J. SMITH has joined
CBR as assistant to the treasurer,
M. R. Runyon, in the New York
offices.

ARCHIE JOSEPHSON, in charge of
sales for the Hollywood sound-on-disc
department of Columbia Phonegraph
Co., was to leave the middle of July
on a six weeks vacation trip to Kansas
City and Chiecago.

LILLIAN BRAUN, executive secre-
tary of the Song Writers Protective
Association, New York, arrived in
Hollywood the last of June and will
be a house guest of the L. Wolfe Gil-
berts for several weeks.

EDWIN' W. CRAIG
Stevenson. of WSM, Nashville, have
been spending their vacation in South-
ern_ California.  They toured the
studios  accompanied by

Swallow, manager of the \B(‘ Holh-
wood studios.

WILLIAM PALEY, president = of:
CBS, arrived in Los Angelei June 30
and announced that he would stay a
month vacationing. -His trip, he s'ud
has no business significance.

and expert interest in baseball, and
tries his hand at golf at regular
intervals. He speaks French and
German and wishes that he had the

opportumty to travel now as, he.

did in his youth, when he toured
continental Europe.

Most of Mr. Kaufman’s leisure
time is taken up by his ‘three young
sons—David, Frank and Allen—at
their new home in Larchmont,
N.Y. Mrs. Kaufman is the former
Lydia B. MecCormick® of Union-
town, Pa.

and Eldon B.

H

DOXN E. (;ILMAN. NBC vice presi-
dént in San Franecisco. and Edgar
Kobak, geneml sales manager of the
network, journeyed together to Port-
land July 10-13 to attend the Pacific
(oast Advertising Agency Association
convention. *

I.. SCOTT PERKINS has_left the
Titan Laboratories in San Francisco
to join the Lichtig and Englander
artists agency in Hollywood as head of
the ne\\l\ organized radio department.

CY L. WHITAKER. sales manager
ml MacGregor & Sollie laboratories,
NSan Francisco, is on a tour of the
midwest in connection with the firm’s
transcription network idea.

HELEN WOODS, the past year office
secretary of Radio Productions. Inc.
Los Angeles production firm. early in
June tnol\ A similar position with
Llewellyn-Neymour Co.. Los Angeles
Ageney,

V.
i

FREITAG, head of VoL
. Inen Los Angeles sales group
representing  the KRKD  time. re-
turned ta the office in July afrer an
illness of several months,  New sules-
men on the KRKD staft include I, J
Smalley, formerly a real estate ope

_ator in esno, and George Pease,
voung explorer and YL\\'\‘]HI
POWELL CROSLEY, JR. executive
head of WLW. Cincinnati, has _re-
turned from a  brief trip to Los

Angeles, where he purchased an air-
plane. '

WILLIAM WEST, manager of KSD,

Nt Louis, has been ;nnmuled nnm

enxign to lieutenant, junior grade,

N, Naval Reserve,

JAMES HAGOOD lhas been  ap-

]ml!l(l‘(l commercial manager of
{NOW. Austin, Tex.,, and Charles

Rider has joined its sales force.

“TY" TYNON. assistant manager of

WWJ, Detroit, and Mrs. Tyson are

parents of a son,

born May 21.
STANLEY H. CHAMBERS, direc-
tor of sales promotion of W \ICA New
York, has resigned to become national
advertising and promotion manager of
the Hunter Gwynnbrook Distilling
Corp., Baltimore, with headquarters
at 76 Beaver St., New York.

DONALD S. ELIAS, \1(e president
of the Asheville (N. Citizen

Times, has been nnmed director of
\V\Y.\'C, succeeding G. O, Shepherd.

BERT A. PHILLIPS, on the sales
staff of KGER, Long Beach, Cal., and
at one time proprietor of his own
agency, late in June joined the com-
mercial , department of L KHJ, Los
Angeles. &

RALPH BRUNTON, operator of
KJBS, San Francisco, is back at the
managerial desk of his Northern Cali-
fornia Broadcasting System after two
weeks in the hospital with an infected
foot. Meanwhile, Charles L. Mec-
Carthy has assumed the management
of KQ\V San Jose, recently acquired
by Mr. Brunton, 3
REED MYERS of the sales st of
WGN, Chicage, was married July 1 to
Miss Rue Tomlinsoy.

DAVID SANDEBERG joined KYA,
San Francisco, as advertising man-
ager in mid-July, coming from- the
publication 1. edter n, Advertising.

m

Heads CBS Stations

BERNARD PROCKTER, formerly
of the CBS program department

William Richard}

_has been placed in charge of the

network’s relations with its eight
owned and operated stations ex-
cept for bookings of time. His title
will be supervisor of Columbia
owned and operated stations. Mr.
Prockter has been with CBS prac-
tically since the present manage-
ment took over. He will su&ervxse
the operations of WABC

WKRCG, WISV, WBT, WCCO WPG
and KMOX
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MIRKE GALLAGHER. formerly an
announcer of KTAT, Fr. Worth. has
beewn transferred to the program de-
partment of KNOX, Austin, Tex.

BEE BANGS has been appointed
secretary of the Tommy Lee artists’
bureau, Los Angeles.

JUDITH POSKA has been appointed
concert  master for KFWB, Holly-
wood.  She had previously been with
KMTR's orchestra a few months and
previously was on CBS from New
York.

CHARLES ANDERSON and Jolin
Heistend have joined the announcing
staff of KFL Log Angeles.

JAMES DILLON, who has been
writing and producing plays at KGB.
Nan Diego, Cal... h been placed in
the position of traffic manager at the
station. \

compan)

CHARLES MARTIN, dramatic di-
vector of WMCA and the American
Broadeasting System. left by airplane
for Hellywood July 12, He -expects
v be back in New York Aug. 1. He
plans 0 study motion picture produc-
tion as a guide to improvement of
radio  presentations.  On his return
trip Martin will visit the Middle West
sectio ravaged by the bank raids of
John Dillinger to collect first hand
information for a radio series.
FLEMING ALLEN, former 111u~\011
director of WLS, Chic ago. has ned
the production staff at the Llu(avo
NBC studos.  Allen has been produc-
ing the WLS Barn Dance, picked up
b\ the network for Alka-Selzer.

MAURICE LOWELL is a new addi-
tion to the Chicago NBC production
staft.  Lowell had considerable ex-
pervienve as a radio actor in Chicago
and New York and holds an ML from
the School of Speech, University of
Wisconsin,

TOM FIZDALL, nizht editor of the
NBC press department in  Chicago,
has resigned, effective Aug.

RAY JACKSON., of Fresno, has
joined the announcing staff of KTM,
Los Angeles.

NARA LANGMAN, continuity writer
at KFWB, Hollywood, and adapror of
the Warner Bros. film plots for broad-
cast, on July 1 entertained southern
California radio writers at a mid:
night party in complement to Mr. and
Mrs, Lxesr"e Fischer, newlyweds. Mr.
Fischer 1s  publicity director of
KFWB. and Mrs. Fischer is a con-
cert pianist.

REGINALD AL LL\ formerly pro-
gram director of the New York studios
of WHOM, Jersey City. has hecome
production manager and announcer of
WDNC, Durham, N. €

BILL WILLIAMS, veceutly on the
editorial staff of Billboard and a for-
mer newspaperman. has joined the
publicity department of WMCA-Amer-
ican Broadeasting System, under J.
Fred Coll.

Ve u

professional and
WCAE.

request.

out of

Rate WCAE First

Survey of Pittsburgh Apartment Hotels shows

executive

THE FACTS of radio in Greater Pittsburgh,
including general business conditi
of receiving sets, primary coverage map of

WCAE’s ultra-modern transmitter ‘sent upon

WCAE, Incorporated
Basic Red Network

Paul H. Ra)‘mer, New York. N. Y., Representative

groups prefer

s, number

3

1000 Watts

" Heap Big Chief Weir

JAMES SNEDDEN WEIR, studio
manager of WOKO, Albany, N. Y.,
on June 27 joined the Reds—neither
the Cincinnati baseball team nor
the communists—by being made an
honorary chieftain of the Onon-
daga Indians. The name Ha-Wa-
Nis, which means “The Man with
the Long Voice,” was appropri-
ately given to Weir during the
ceremony conducted by Chief Lone
Fox and his escort of 15 Onondaga
Indians. The air was filled with
war whoops, the beating of tom-
toms and wierd chants as the In-
dian men, women and children cele-
brated in honor of their new chief-
tain. The entire proceedings were
broadcast by WOKO.

LOWELL BLANCHARD, chief an-
nouncer at the University of Illinois
~tnmxy WILL for the past three
1 new announcer

cago.  He was senior class -
(Ient in 1933 and came to KYW after
serving + on the public
addre A Century of
Progress.

CHARLES W, HAMP, who recently
returned to his home in Hollywood
after a season with eastern radio, has
started on KFI, Los Angeles, with
three programs weekly. Earle C.
Anthony, Inc.. owners of the station
and sales agent for Hudson and Essex
cars, will sponsor the Hamp programs
for the Hudson division.

MARJORIE STOCKDALE HEID-
LER, secretary to Robert Kendall,
assistant manager of the NBC Artists
Service in_Chicago, before her mar-
riage last \'O\ember has returned as
secretary to Mr., Kendall. Miss
Dorothy Front has become secretary
to Henry Selinger, Artists Service
manager.

LARRY RHINE has joined the staff
of KGB, San Diego, as announcer-
writer. A graduate of the University
of b.lhfomm, he has been public re-
lations man for Western Union Co.
and book reviewer for the MacMillan
Co., book publishers.

Towers ‘of Wood

GERMAN radio authorities con-
tinue to specify American pitch
pine for all Reich radio towers
over 50 meters high (about 164
feet), states a report to the State
Department from the American
vice consul at Hamburg, Alan N.
Steyne. This choice, states Mr.
Steyne, was made after due con-
sideration of all suitable species
of German and other European
woods. The construction of high
towers of wood, recently started
in the United States also, has been
made possible by the use of a sys-
tem of “connectors” using discs,
rings or plates to strengthen tim-
ber points up to eight times the
ordinary belted joint.

.,
WGN, Chicago, is now broadcast-
ing play-by play reports of the
Chicago Cubs’ baseball games dur-
ing their road tours. All of the
games are sponsored by the Wal-
green Co., drug-store chain.

BROADCASTING - July 15, 1934

IN THE
CONTROL ROONM

COMDR. E. C. RAGUET, forme
head of the radio division, Navy By-
reau of Engineering, who has just re
turned from sea duty, has been ap-
pointed assistant dirvector of navy]
communications, relieving Comdr. B
V. McCandlish, veteran wireless map,
who has gone to sea as executive off.
cer of the cruiser Portland. Capt,
S, C. Hoopel although eligible for re.
tirement, is remaining as director of
naval communications.

AL CORMACK, technical director of
KFRC, San Irunus(o has  traps
telred temporarily to  KHJ., Ig
.\n" s, to supervise its recent power

. e to 2,500 watts daytime
Ihmhl Peery of KHJ is replacing
Cormack, who will return to hFRL‘
about \nx: 1 to supervise a similar
power raise for that station, and Pos-
sibly will do the same for KGB, Su
Diego, at a later date.

HUDSON LYON, technician at KHJ,
Los Angeles, e'nl\ in July joined the
ranks of radio-boatsmen at the harbor
by buying a skiff. James R. Fouch,
president ot the Universal \Iu'xcphone
Co., Inglewood, and former owner of
KMIC (now KRKD) early in July
also joined the growing ranks of Los
Angeles radio-marinists by building 3
30 foot power cruiser.

FRED LANE, formerly an operator
uu commercial and marine stations inp

Nan Francisco, has joined the techni
€ 11 staff of KFVD, Culver City, Cal,

CHARLES BUTLER, Chicago NBC
studio engineer, and Mrs. Butler are
parents of a 7 pound 7 ounce son,
born June 2

HELEN XNYSTROM, secretary to
Howard Luttgenb, centr‘ll division en.
gineer for NBC in Llucaz.,o, has just
announced her marriage in April to
Gene Orne, steel salesmnn

C. J. GRIFFITHS, transmission op-
erator of WDEL, Wilmington, Del,
and Mrs. Gnﬂlths are parents of an
S-pound son, born July 9

JACK HAGEN LAWLER, studio
engineer of WBZ-WBZ4A, Boston:
Springfield, was married in Juhe to]
é\hss Anna Josephine Kelly, of Bos
on

RAYMOND E. BRUNNER, chief
control operator of WBAL, Baltlmore

is convalescing from an dppendmm
operation. -

Opens N. Y. Office

GENERAL RADIO Co., Cam-
bridge, Mass., equipment manufac-
turers, announces the opening of a
New York office at 90 West St,
telephone Cortland 7-9382. Myron
T. Smith of the general engineer-
ing staff at Cambridge will spend
part of his time in the New York
office, with other engineers as-
signed there from time to time.
Broadcasters are invited to contact

this office when in New York,:

thaugh correspondence regarding
general matters should continue to
be sent to Cambridge.

Delta-Raytheon Merger

MERGER of the Delta Manufac-
turing Co., Cambridge Mass., with
the Raytheon Production Corp.
‘Waltham, Mass., was announced
June 14 by Maurice M. Osborne,
Boston, advertising agency for
Raytheon. The activities of the
combined companies will be car-
ried on under the name of Ray-
theon Manufacturing Co. -Delta
makes high voltage rectifiers for
broadcast stations. -There will be
no change in its orgamnization and
all products - formerly made by
Delta will be sold by Raytheon’s
electrical equlpmeut division.

]
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«c the Nation’g St

500,000 Watts

Most Powerful in the World"

eons}sting of reports from the field,
obtained by actual contacts with
wholesalers and retailers, is now avall-
able|to ALL WLW clients.

C&mp‘lete details concerning this

service will be sent upon request.

THE CROSLE

RA])IO 'STATION

WLW

RADIO CORPORATI()N . CINCINNATI

ROADCASTING
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Clothing Store C(reates

Own Broadeasting Studio

~The Family firc!e"
FT"« {\ \TORFS I\L
ey L‘ N

outh-
n of us*a” gro-
with neadqam in
e, on July 2 started a
on KFWB, HoHywood.
hour morning show five

eek on a three mon*h~
t, handled dir ect. Spo
use the name “The Fam
Circle,” which is also the title o
the magazine which is issued free
from its stores weekly.

Station Relations With Agencies

(Continued from page

s the solution of the plmlem
ou‘ 1 may be good life in-
ance for the brokers themselves.

Future Dark

Specialist's

MIGHT seem an argument
he enfertainment specialist
at present trying to find
nichg. Your committee can see
ttle future for this \pecialist. In
o’\ hc mwht be of considerable
certain definite
services mean an
e to the program. As
lop their radio ueparb
there is less nueu for the
1 The prob-
d‘t‘”‘* CERCeS M

ides just
od in

eal contribution which the
broker has made has been his
contintal demand upon the sta-
: for more and better informa-
in regard to coverage, pro-
The agencies inquired,

v 'nd potential L]Ie“\\

time broker had to get 18
informat ion f and find his
clients af While beside

the point, stations have not

many
vet begun to do an efficient job on
gathering factual information. Too

many times published station fig-
ures indicating coverage, etc., re-
flert desires rather than actualities.
What is many times furnished the

and Carnegie).

KQV

HAHN’S, %

PITTSBURGH'S LARGEST GROUP
OF FURNITURE STORES,

on KQV

There are 5 HAHN'S FURNITURE STORES in the Pittsburgh
trading area {in East Liberty, Braddock, South Side, North Side

KQV thoroughly covers this wide territory.

The splendid job KQV is doing for other Advertisers was the
determining factor in HAHN'S choice of Statjons.

HAHN'S SCHEDULE ON KQV IS
I5-MINUTES A DAY, 6 DAYS A WEEK

PITTSBURGH, PA.

CHAMBER OF COMMERCE BUILDING

Page 24
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agencies is
news.

Now, as to the reactions of the
agencies toward time Dbrokers,
opinions are divided. Many agen-
cies admit the worth of services
rendered by time brokers, others
are Ju\t as emphatic in their de-
nunciations. The majority seems
to agree, however, that yearly
there is less need for the time
broker,

Ho\w\el, the exclusive station

epresentative seems to be assum-
ing more importance. The agen-
cies !egmd the exclusive repre-
sentative with much less suspicion,
probably due to their long practice
of dealing with exclusive repre-
sentatives of newspapers and mag-
azines.

It is to, be vegretted that there
has not been set up a permanent
virile group representing the sta-
tions to which the agencies might
turn either dirvectly or thrdugh the
medium of their own committee
when problems affecting relations
between agency and station arise
so that differences of opinions or
petty annoyances might be ad-
justed at the time they occur
rather than after they become a
sore spot of exaggerated impor-

history rather than

. tance.

The Ne‘twork Problem

MANY advertisers still do not ap-
preciate why, when they use a net-
work, they are forced to pay for
coverage in many cities they do
not desire, Of course both adver-
tiser and agency know the answer
but do not always accept the rea-
son. There is still too much dif-
ference between network prices
and-those of local stations.” There
are -many strong arguments for
regional networks which can be
sold in part if the whole is not
desired, and agencies as a whole
look With favor on this proposal.

Factors such as the foregoing
also seem to lead to an increasing
use of transcriptions by national
advertisers. Further improvements
in the transcriptions, as well as in
station equipment, will give’ the
national networks something to
consider.

It is a fact, of course, that the
major d1fﬁcu1t1es which we faced
in our contacts with the agencies
cight or ten years ago are today
non-existent. Both agencies and
stations have given much evidence
of more cordial relations today
than ever before.

If the broadcasting eode did
nothing else, it forced stations to
issue rate cards with a complete
picture of what each broadcaster
had to sell for the use of agencies,
stations and clients. It seems
ridiculous that we had to wait
until the government forced us to
take action before supplying this
information to the very ruen we
looked to to sell our facilities and
service.

The questlons now before us are
how much further we may go or
should go and what standard form
may be adopted by the stations.
What yardstick can be applied
with equal efficiency to all sta-
tions? What should or should not
be done along merchandising lines
and personal services? - All of
these questions are pertinent to
our mutual success.

All of this seemingly lengthy

m . v

report would indicate your com.
mittee’s reaction to its assigned
duty to be about as follows:

1—The trend seems to be towarg
exclusive station representation
This may be through an office main.
tained by one radio station or by
an organization whose function i
is to represent on an exclusm.
basis one or more stations in the
sale of time, such organizations
to function along the same plan g
those now maintained by news-
papers and magazines.

2—The stations must develop
and furnish to -agencies mon
factual information concerning co
erage, service, ete. Eventually t
should set up a yardstick of
least sufficient reliability to be
plied with equal efficiency to
stations.  Work along these li
should be inaugurated at once.

3-—Talent or entertainment b
ers dor)ondmg entirely on ser
to-. either agencies, stations
clients are not yet warranted
may never be. However, stat
and agencies must consider t
own need for study and experie
in the entertainment field.

4—Consideration of station
time charges in relation to char
made by networks for same faci
ities is worthy of study.

5—That either this or anoth
committee or perhaps the NA
commercial committee as a w
should establish and maintain clo
and constant contact with the
vertising fraternity for the
tinual discussion of current prol
lems.

It is the oplmon of your cop
mittee that the NAB, thlough
commercial commlt’cee and in g
operation with advertising ages
cies, should actively campaign
carry out these recommendati
and we also recommend that
or another committee be name;
promote this campaign.

Campaign via Radio

CALIFORNIA activity to cap
the primary elections for gove:
has resulted in the use of r
to a larger extent than any p
ous campaign. Local stations
sectional networks are being
up to the August elections.” Amo
of budget for individual campa!
apparently ranges from 40 to
per cent of each candidate’s bu
gousg mto the broadcast medin
uly 16 C. C. Young, candida
for governor, uses an evening
minute spot on eight Don Lee
tions, which he has also sched
for Aug 2, '8, 15, 20 and
through Charles Park Advertl i
Agency, San Francisco. His
Raymond Haight, used the sam
network May 31 through John W.
Hunt agency, Los Angeles, and
July 5 E. F. Treadwell, seeking
the lieutenant governorship, u
the same network, direct.

New Musicians’ Scale

LOS ANGELES Musicians Prot:
tive Union has ‘announced n
wage scale for musicians emplo;
in making transcriptions. The
rate 'schedules fixes $15 for
first hour or fraction thereof; &

! CORPORETIGN
overtime. - The former sca]e
$10 an hour

2

IN AMERICA'S
SECOND MARKET

Capitalize on the responsiveness of the millions of listeners
in the Chicago area who habitually .turn to 870 and 670
on their dials for their favorite programs. WMAQ and
WENR are sales-producers for the 72 network advertisers
and the 24 spot advertisers currently (July 2, 1934) using
these two stations. )

The entire facilities of the National Broadcasting
Company are available to advertisers, national, sectional,
and local who desire to reach this $2,000,000,000 rétsgl
market through the more than 1,300,000 receiving sets
served economically and effectively by these two stations.
For detailéed information on coverage (that counts),
rates (that are low), and results (that pay ‘dividends), con-
tact: either station or any of the offices listed below:
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The 8 Major
Markets and
Trading Areas
of California
Each Have a
Don Lee
Broadcasting
Station.

The Listening
Audience receives
the Columbia
Coast-to-Coast
and the Better
Local Programs
of the Firms

It Does Business

With
>

There Is a
Loyalty to

Don Lee
Stations

That Makes Them
Important to You
H You Sell
Anything in
California

I you want to sell'the Coast, or
any part of it, better write or
wire for detailed information.

DON LEE

Broadcasting System

C. Ellsworth Wylie
General Sales Manager, Los Angeles

Los Angeles, KHY Fresno, KM,

San Francisce, KFRC Stockton, KJWG

Sar Diego, KGB Sacramento, KFBK
Bakersfield, KERN Santa Barbara, KDB

(Northwest Unit)
Portland, KOIN Seattle, KOL
. Tacoma, KVI Spokane, KFPY

Los Angeles Office..... 7th at Bixel St.
San Francisce Office..1000 Van Ness Ave,

European Reallocation

Brings Better Reception
GENERAIL satisfaction with re-
ception conditions brought about
by Europe's wave length realloca-
tion of Jan. 15, 1934, is reported
from Geneva and London where
the International Broadcasting
Union held meetings recently. As-
signments in the 550-1500 ke. band,
in which North American stations
also operate, were found to be
working well, but the long wave
assignments on selected waves be-
tween 154-262 kc. have not proved
quite so satisfactory. The 15 sta-
tions operating on these long
waves are being shifted about to
make for less interference, with
Luxembourg,. the 200 kw. commer-
cial broadcasting station operated
by French, German and Dutch in-
terests, retaining its 1304 meter
channel. The Technical Commis-
sion of the Union is awaiting the
meeting of the International Con-
sultative Committee on Radio-Com-
munications at Lisbon, Portugal,
next September to discuss its var-
ious technical problems. ’

“COMSTOCK LODE" captions a new
weekly program on KNX, Hollywood.
for Consolidated Chollar, Gould &

Savage Mining Co., Virginia City,
Nev.,, handled through Elwood J.
Robinson, Jr., Los Angeles. finanecial

advertising ageney. Sherman Bain-
bridge. who has supervised oldtime
drama in Los Angeles the past twe
vears on KTM and KFWB, will write
and produce the dramatic sketches re-
ereating the famous old gold rush and
beom days of Nevada.

FCC Will Continue
Application Rules

Old Commission Procedure
Adopled for Present

BY VIRTUE of the FCC's action
July 11 continuing all Radio Com-
mission procedure with respect to
the handling of radio applications
until such time as it completes the
organization of new divisions, all
docketed hearings and all pending
or new applications will be car-
ried forward by the new commis-
sion. The last fortnight has seen
a substantial diminution in appli-
cations filed, and no decisions have
been handed down since the last
Radio Commission meeting June
29, when some 200 cases were
cleared.

Applications filed having to do
with broadcasting since the June
29 meeting are as follows:

JULY 3

WCAO, Baltimore—Modification of license
to increase D. power from 500 w. to 1 kw.

WGPC, Albany, Ga.—License to cover
CP to move station to Albany, Ga., and
install new equipment. N

KTRH, Houston, Tex.—License to cover
CP for changes in equipment and increase
in power from 1 kw. to 1 kw. night.
2% kw. D.

KOOS. Marshfield, Ore.—CP to make
change in equipment, increase power from
100 w. to 250 w. and change frequency
form 1370 ke. to 1200 ke.

KFWB, Hollywood, Calif.—CP to make
change in equipment and increase D. power
from 1 kw. to 215 kw.

KWKV, Waiakea, T. H.—Maodification of
CP to extend completion date from 7-1-34
to 8-1-34.

NEW, W. L. Gleeson, Sacramento, Calif.
—Special experimental authorization to
erect a new station on 1490 ke., 5 kw.
power, unlimited time; transmitter over
6 miles south of Sacramento on Sacramento

The New -

nason WY B MY micnieax

Michigan’s Finest Local Radio Station-

Agencies:

lication for some time.

Network.

great!

Note these faets, which are lhe'basis for the unusual

success now being enjoyed by the New WIBM

Variety published recently the longest list of new accounts
on WIBM that has appeared for any station in that pub-

63 Stations, from coast to coast, receive sustaining pro-
grams regularly, originating at WIBM, including the
Canadian Radio Commission, and the Michigan ‘Radio

Coverage is such that a church in Hillsdale, Michigan, 50

' ngles away pipes in a night-time remote.

Studios and Control and Transmitter Room are construeted
with huge 16-foot show windows on street level in the
heart of Jackson’s business district.

WIBM’s business is showing a steady increase each month,
right through the summer.

Next fall it’s going to be

WIBM is doing the good job in Central Michigan

¢
H :

on
1370 Kilocycles

Unlimited Time WIBM9 lncorpol'ated Basic Station
, Radio Block
Jackson, Michigan

Michigan
Radio Network

BROADCAS

River; studio location to be determined in
Sacramento.

NEW, W. L. Gleeson, Alameda, Calif.—.
CP to erect new station on 1500 ke., 100 w;
power, unlimited time; transmitter jp
Alameda ; studio at Hotel Alameda,

Applications returned: WHDH, Boston— 1

Now—for
You still can—on WOR?

Modification of license to change power
from 1 kw. to 1 kw. until sunset in Denver
and 500 w. thereafter and change time
from D. to unlimited; KSD, St. Louis—
Modification of license to increase night
power from 500 w. to 1 kw.

JULY 6

NEW, Irving D. Sisson, Pittsfield, Mass,
—CP for new station on 950 ke., 1 kw., D,
Transmitter site to be determined at o
near Pittsfield. Studio located Park Hotel,
Pittsfield.

WNY New  York—Modification of
license to increase power from 500 w. to
1 kw.

WJAR, Providerce, R. l.—Extension of
special experimental authority to use addi.
tional power at night of 250 w. (licensed
already 2560 w. night, 500 w. D.) for regu.
lar license period, 9-1-34 to 3-1-35.

KGNF, North Platte, Nebr.—Modification
of license to increase D. power from 500 w,
to 1 kw.

KVOS, Bellingham, Wash —License to
cover CP to move transmitter and studip
locally.

Applications returned: WKFI, Green-
ville, Miss.—Modification of CP granted
10-10-33 to move station to Greenwood,
Miss., and extension of commencement angd
completion dates; KGNF, North Platte,
Nebr.—CP to install new frequency control
equipment; WCFL, Chicago—Modification
of CP to extend date of completion to
2-1-34; NEW, W. L. Gleeson, Alameds,
Calif.—CP for new station on 1500 ke,
100 w., unlimited time; KFJI, Klamath
Falls, Ore.—CP for new equipment to
change system of modulation.

JULY 11

NEW, Willis T. Shaughnessy, Bay Shore,
N. Y.—CP to operate on 1370 ke., 100 w.,
unlimited time, Transmitter site .to be de-

termined in Suffolk Co., N. Y Studie,
Bay Shore, N. Y.

NEW, Raymond L. Hughes, Midland,
Tex.—CP to operate on frequency of
1200 ke., 100 w. power, D. Transmitter
on U. S. Highway No. 80, outside city
limits. Studio in Midland.

Applications returned: WSDU, New
Orleans—Voluntary assignment of license;
KWK, St. Louis—Special experimental au-
thority to increase power from 1 kw. to
213 kw., also make equipment change;
WTRC, Elkhart, Ind.—Voluntary assign-
ment of license to Truth Radio Corp.

JULY 12

NEW, William M. Mace, Saranac Lake,
N. Y.——CP for new station on 1370 ke,
100 w., unlimited time. (Requests facilities
of Station WGLC.

KGRS, Amarillo, Tex.—CP for change

" in_ equipment and increase power from

1 kw. to 1 kw. night, 2% kw. D.
WCFL, Chicago—Modification, of CP to
extend completion date to 2-1-35.
KLS, Oaskland, Cal.—Modification of

/7 license to change time from D. to unlimited.

NEW, Great Western Broadcasting Asso-
ciation, Inc., Logan, Utah—CP for new
station 1500 ke., 100 w., unlimited, and

for new station at Provo, Utah, on
1210 kec., 100 w., unlimited,

Application returned: WDZ, Tuscols,
I11.—CP to change equipment and increase
rower from 100 w. to 250 w. (incomplete).

EXAMINER'S REPORT

WLEY, Lowell, Mass.—Examiner Walker
recommended (Report 574; Docket 2408)
that application of Albert S. Moffat for
authority to move station to Lowell, Mass.,
without change in operating assignment be
granted.

Proctor & Gamble Series
STARTING & new. series titled

“Drums Come True” on a 46-sta-
tion NBC-WEAF-and supplemen-
tary hookup July 16 for Cam:
Soap, Proctor & Gamble Co., Cin:
cinnati, a big user of network and
spot time, next Oct. -2 will also
place Tim Healy and his “Ivory
Stamp Club” for Ivory Soap ‘on 24
NBC-WEAF. and  supplementary
stations. Both accounts call fo
late afternoon '15-minute periods
thrice  weekly, the former bei
handled by Pedlar & Ryan,
York, and the latter by the®Black-
man Co., New York. For Crisco,
the Blackman agency is also start
ing an undecided program five
afternoons weekly on WJZ onl
beginning July 23. L

uy ‘Yom(

\
oo
\

1440
B;AMBERGER
(Chicggo: Wm

Peak Audience
Fall Delivery!

ROM all indications, WOR will be the only

one of New York’s “Big Four” stations in a
position to give advertisers the best evening
periods this Fall. Wise advertisers are beating
the gun and making their reservations early for
these choice listening periods.

Naturally you'll want to get the most value from
your radio investment this Fall and will want to
buy the time when you can be assured of the
biggest audience. Sirice some of these choicz
spots ‘are still available on WOR it is quite pos-
sible that you can have the particular period you

feel is “best” for your program.

Moreover, WOR, with no network affiliation,
- can offer you PROTECTION on the time you
buy —for the entire term of your confract. A |
very important point because once you start .
building up your audience at a particular period,
you don't want to be switched. No fear of
that on WOR! r

.

BROADWAY, NEW YORK CITY
BROADCASTING SERVICE, INC. - & | NEWARK, NEW JERSEY '
- ©. Rambeau, 360 N. Michigan Ave. ® Boston: James F. Fay, Statler Bldg.
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COMPLETE N.B.C. SERVICE

25,000

TULSA, OKLA.

‘The Most Powerful
Station m‘on

Dallas and Deaver

Radio War Casualty

WOUNDED in the battle of
Chateau-Thierry 16 years
after the Armistice! Such is
the sad story.of Ray Kelly,
NBC sound effects chief. His
hand was caught in the mech-
anism as he operated the
thunder machine in Radio
City? during a special pro-
gram depicting the exploits
of the famous Second Divi-
sion in action. After band-
aging the, wound he heroic-
ally “continued through the
entire engagement and was
still working when the final
“cease firing” order was
sounded.

Plan Ulira-Short Net

A NETWORK of ultra-short wave
broadcasting stations is . being
planned in Germany, Herr Eugen
Hadamovsky, director of the Reich
radio system, recently announced.
The. increase of 1,000,000 ‘in the
number of radio sets licensed in
Germany, largely brought about
by Hitler's order that cheap sets
be produced on a mass scale, has
opened a source of additional reve-
nue to build the proposed chain,
said to be needed to give the\coun-
try districts coverage. Special
ultra-short wave receivers will be
needed, but these can readily be
marketed in Germany where the
Nazis have ‘“coordinated” radio
along with the press.

"Out of 17 stations used, Nash-
ville stood head and shoulders
above the others in retail sales

. .. wrote Mr. Williams, of
Reincke-Ellis-Younggreen & Finn

The moral is obvious:

BUY WSM NASHV!LLEl

Owned and Operated by
THE NATIONAL LIFE & ACCIDENT INSURANCE Co., m\c.
NASHVILLE, TENNESSEE :
Exclusive National ‘Representative
EDWARD PETRY AND COMPANY ,
. SaN FrAXcCISCO

Cleared Channel
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NBC-CBS CHAMPIONSHIP—They fought for the booby prize in the
annual golf tournament between the NBC and CBS Washington staffs
“Victor” was Harold Gray, CBS announcer, with the most whxﬁ:
Frank M. Russell, NBC vice president. was g
NBC won the main contest on points, having 11 players
In this picture are the teams, Top row, left to right:
Ed Rogers, Kenneth Berkeley, John Dodge, Fred Shawn and Frank
Russell, all NBC. Second row from top: Phil Merryman, Bill Coyle,
Bob Terrill, Bob Youse, Keith Williams and Carlton Smith, all NBC,
Larry Elliott, Wallace Kent and Bruce Geddes, all CBS,
Seated: Jess Willard, Harold Gray (with his booby trophy), Harry C.
Butcher and Harold F orry, all CBS.

buzzards and.lost balls.
close runner-up.

on

Complete Radio Market
Analyses Are Advocated

PAULINE ARNOLD, discussing
radio checking in the July Market

used give us results
which are almost purely quantita-
i What.is needed is a method
of research which will enable us to
evaluate the radio audience i
terms of prospective desire and
purchasmg power.
insurmountable défficulties. All that
is needed is a demand on the part
of advertisers for a more complete
analysis of the radio market.”
Pauline Arnold is vice president
of the Market Research Corpora-
tion of America, Rockefeller Cen-
ter, New York, and is a pioneer in
broadeast analysis and checking.
She has recently completed what is
claimed to be the largest radio
audience survey ever attempted,
under the auspices of NBC.

Now Ready

“SummerLlstenlng
Habits in Greater

Mllwaukee”

New June survey ‘made from
32 000 at-the-moment" calls

Northwest Paper, Oncef |
Anti-Radio, Goes on Air}|

FOR THE FIRST time in the his-{
tory of the northwest, where news- F

paper-radio rivalry has hitherto]|
been intense, a newspaper has con-
tracted for radio time on WCCO,
Minneapolis. The newspaper.is the
Minneapolis Journal, which has
been staging-a ‘“March of Time"
type of.broadcast twice weekly to
dramatize its various departments
with the object of promoting its

assisted by Ted Hedinger, . market.
The  series will be suspended o .

until September but the newspape

will remain on the air with a co

mentator on northwest news.

Minneapolis Jowrnal, in partnership

with the St. Paul Dispatch and

Pioneer Press, recently also pu

chased WRHM aneapohs.

Sir Charles Reelect
VICE ADMIRAL Sir - Chs
C i

presrdent of the '
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Ly were attend by,;
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SUMMER
ACATIONS

CKLW

IT TAKES
MORE THAN
'HOT WEATHER

TO DRIVE
ADVERTISERS
OFF THIS
STATION . .

THEY KNOW

THAT CKLW’S

AUDIENCE
IS IN A
“BUYING
MOOD”

12 MONTHS
A YEAR

Sunday edition. A cast of 30 LW consistently broadcasts
persons is employed under the re local advertising than
direction of Hayle Cavenor, WCCO y other network station in .
program and production manager, » vast and lIucrative Detroit

“Perf‘ ct Radio Voices”
Picked by Freeman Lang

WINNERS of southern Califor-
nia's “perfect radio voice” contest,
conducted by Freeman Lang, Hol-
lywood | transcription producer,
were announced July 1 as Jeanette
Nolan and Hanley Stafford. Judges
were Ben MeGlashan, owner of
KGFJ; K. G. Ormiston, chief engi-
neer of LKNX; Douglas Shearer,
chief recording engineer for
M-G-M studios; E. K. Barnes, for-
mer KHJ| director, and Mr. Lang.

Miss Npolan was the lead in “Air
Mail Mystery” and “Prison Mys-
tery,” Radio Transcription Co. of
America transcriptions. Mr. Staf-
ford is currently in the KHJ “Call-
ing All Cars” series, and has taken
dialect parts in many recorded
programs

Prizes iwill be awarded officially
at the dedication of the new Free-
man Lang sound studios late in
July or early August. Awards in-
cluded the master records with the
judges’ signatures etched thereon
and an e)%lgraved certificate.

{

Ed Wynn Returning
EMPLOYING practically the same
nation- wzde network hitherto used,
the Te}.as Co., New York (Texaco
gas and oi ) will return to the air
with Ed Wynn and Graham Mec-
Namee on| Oct. 2, using the NBC-
WEAF Ii\‘d supplemental outlets
on the same spot it previously oc-
cupied, namely, Tuesdays, 9:30-
10 p. m. Ed Wynn has been vaca-
tioning this summer. Hanff-Metz-
ger, Inec, New York ~handles the
actount. .

Department Stores
In Smaler Cities
Find Radio’s Value

Out-of-Town Patrons Drawn
By Weekly WGY Program
By P. DATER SHAUL

Holzheimer & Shaul Department
Store, Amsterdam, N. Y.

BAMBERGER in Newark and the
Shepard Stores in Boston have
demonstrated that radio broad-
casting sponsored by department
stores day in and day out, definitely
promotes good will and sales.

However, dealers in cities from
20,000 to 50,000 population have
felt that a high power station pro-
vides excess coverage outside of
their own trading areas. Many
such business men believe that a
5-minute message in a cooperative
program or a quarter hour pro-
gram of entertainment and shop-
ping information would be lost.
sight of in a day of broadcasting
and that the return would not war-
rant the radio time cost.

Faiiure, to Follow-up

IN MANY cases, in the past, radio
has been charged with failure to
put over a message because a
dealer neglected or refused to fol-
low up his air message with recom-
mended tie-in advertising and with
expert display of merchandise.
GY, Schenectady, recently sold
Holzheimer & Shaul a 13-week
contract of 15-minutes. weekly:
Popular talent was selected to
build around the weekly sales mes-

Regional CBS Station coverin

the richest, most thickly

populated manufacturing

section in North Carolina

In THE CENTER OF‘ THINGS

Loc::ed in thc heart of Piedmont
Carolina’s vast manufacturing belt.
Over 65% of the world’s cigarertes
_ are produced within a radius of
50 miles.' ' Advertisers fooking  for '

coverage in  this rich

Manage

WHO REMEMBERS?
WEBC Rewards Listeners Who
Recall Announcements——

A NOVEL scheme to make listen-
ers pay attention to commercial an-
nouncements and to promote busi-
ness during the ordinary dull
months ~of -July -and August has
been devised by Thomas Gavin,
business manager of WEBC,

. Duluth.

Each day listeners are asked
five questions regarding announce-
ments broadeast the previous day.
Prizes of $5, $3 and $2 in cash are
awarded the winners, and in case
of a tie duplicate awards are made.

Questions are something like
this: “What store advertised silk
stockings yesterday at 79 cents a
pair?” or “What is the name and
telephone number of the firm which
yesterday advertised a certain
brand of mattress selling at $19.10
each?”

sage, and we gavé the WGY com-
mercial department fxee rein in
promoting tie-ins.

Each week a radio special item
was stressed on the program. The
particular~ article, hosiery, gloves
or linen, was skillfully displayed in
the window, and special WGY
radio cards were used both in our
window and on our counters draw-
ing attention to the broadcast. In
addition the article itself was dis-
played in the store.

Audiences Invited ,

AS A SPECIAL feature, we invited
store patrons to apply for tickets:
to the WGY studios to witness
a broadcast.  Monthly statements
to charge account customers car-
ried notices of the broadcast and
the invitation and newspaper ad-
vertising carried short boxed an-
nouncements of the air programs
and of our invitation.

However, we did not stop with
the promotion of the sale to the
advertiser. We sold our own sales :
force on the radio idea by getting

_ sales cooperation. If the article
- advertised were h051ery, the buyer

or. saleswoman in charge of the
hosiery department was selected to
deliver the sales message on the

: alr.

A Results Commcmg
THE RESULTS over a period of

13 weeks more than justified the

expenditure and have convinced us
that radio can and does sell.’ On
one broadeast a hosiery specialpwas
advertised and as a result the Store
experienced one of the best hosiery
days in its history. A glove spe-
cial met with even better results
in' ‘a three-day sale. These results
were obtained™in practically every
instance where a sales specml was
promoted. |

Over and above the actual and
immediate cash sales return we re-

~ ceived daily evidence that our pro-

gram had created go
_store. Buyers who
the establishment befo
'attracted from neighbor
pplications  f :
broadcast came from many _who
_had not. previously tradec
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FCC Retains R

in effect

i terminated super-
or repesled by the Com-
by operation of law.”

adio Status Quo
» page )

R ios or
boprograms
transmitted  to a
station in Canada,
v contain the follow

is issued upon o tempo-
v and is subject to can-

e by the Commis-
or hearing.  The
anted shall not be
¢ that the loca-
of said studios
is permit will
publie interest. convenience
ity beyond the express terms

he
o necy
horeof.

At the press conference, major
interest was manifested over steps
to be undertaken by the FCC in
connection with rate regulation of
the A. T. & ° On this score,
Judge Sykes reiterated that no
plan of procedure would be adopted
until the telephone division is

“The FCC,” said Chairman
Svkes, “has a very important and
very useful work to do for the en-
tire country. It will do its utmost
to perform that task in the public
interest.”

Mr. |Spearman, the FCC’s new
general counsel, comes to that
agency well qualified for the post.
A Mississippi Democrat, he is
leaving a lucrative radio practice
in Washington to accept the gen-
eral counselship. Before his ap-
pointment as Radio Commission
assistant general counsel in 1929,
he was legal advisor to the Missis-
sippi Railroad Commission, and has
had much experience in telegraph
and telephone rate regulation, as
well as radio law. He resigned
from the Radio Commission in 1931
to become a partner in the law
firm of Littlepage & Littlepage, in
Washington.

Selection of Mr. Pettey as FCC
secretary, like Mr. Spearman’s
selection, was regarded as a cer-

tainty immediately after the new
law was passed. Both appoint-
ments were forecast in the July 1

created and blocks out its own pro-
cedure.

BARN DANCE popu ar?

poll in 42 states
gives you the answer!

&

the fact that this station is good to

use—sure to bring results.

What are your favorite
radio programs? That'sthe
question asked 100,000 well-to-do

There are a few periods available
farmers in a recent survey made by

on the WLS Saturday night Barn

.the magazine, "Electricity on the p. .o Here's your opportunity to

Farm." Of all the programs on the 4o 4o pulling-power of this sta-
air, day and night, over the net-
R waorks apd individual stations, WLS

Barn Dance stood 9th in preference.

tion. The rate is less than you ex-

pect to pay for reaching such a

vast rural, small town and met-

Let us send you the complete facts ropolitan market—you reach the

on this survey. country and the city at the same

time with WLS.

»

F

Again and again investigations
prove that WLS has a loyal, un-
swerving audience that tunes in,
listens attentively and buys the

products and services advertised.

;f\ny individual station that is 9th
in @ 42 state poll is worth using.

50,000
WATTS

We'll call any time, anywhere . . .

. #
Every survey unmistakably points to  say when and where.

THE PRAIRIE FARMER STATION

1230 W. Washington Blvd.
 CHICAGO

Burridge D. Butler, President Glenn Snyder, Manager
New York ‘Office: Graham A. Robertson, 250 Park Avenue

wie o
870
KILOCYCLES
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issue of BROADCASTING. Mr. Pettey
has been the administration’s 1‘adiok
liaison officer and White Houge
radio contact. He was named see.
retary of the Radio Commission iy
March, 1933, after having serveq
as radio director of the Democratic
presidential campaign committee
during 1932.

John B. Reynolds, assistant sec.
retary of the Radio Commission for
the last three years, will continye
in that capacity. Similarly, it j
expected that practically all of th
old Radio Commission’s  staff wi
be reappointed sometime during
the 60-day temporary employmeni
period. The Radio Commission’
appropriation for the 1935 fiseg]
year, amounting to $640,000, will
be used to defray the FCC over
head until Congress convenes, gt
which time a deficiency appropria.
tion will be sought.

Seek Asgistant Counselships

IT IS EXPECTED that George B,
Porter, acting general counsel of
the old Commission will be ap.
pointed shortly as assistant general
counsel of the FCC. Fanney Ney-#
man, one of the veterans of the old
Commission and considered one of
its ablest attormeys, also is slated
for such a post, along with Albert
Stephan, I. C. C. examiner, who
served as clerk of the Senate Inter-
state Commerce Committee in the
drafting of the communications
legislation. Miss Neyman is en
dorsed by a number of Senators,
while Mr. Stephan is known to be
recommended by Senator Dill, I C.
C. Commissioner W. M. W. Splawn
and Railroad Coordinator Joseph
B. Eastman.
There are a number of other
candidates for assistant generala
counselships. These include John
Wesley Weekes, of Georgia, for
morethan a year a Radio Commis-
sion attorney who has the endorse-
ments of Georgia’s Senators and
Congressmen, Harlee Branch, Sec
ond Assistant Postmaster General,
and others. Another candidate i
Andrew G. Haley, of Washington
State, also a Radio Commission
attorney, who is sponsored by the

R
@

OVERLOOKING
SAN FRANCISCO

Comfortable rooms-
hospitable service
...excellent cuisine

FOUR MINUTES FROM
SHOPS AND THEATRES

MARK HOPKINS |

ANRD

THE FAIRMONT
HOTELS

TARIFF FROM 44.00 A DAY
$3.50 AT THE FAIRMONT

GEO. D. SMITH - GEN. MANAGER

o

s candidate for

Wwashington Congressional delega-
ton. Frank Robertson, of_Ne“:
York, and James J. Laughlin, of
washington; have applied for these
positions also.

pr. Jolliffe’s appointment as
chief engineer is considered a cer-
tinty, despite the candidacies of
everal other outside engineers.
like the general counsel, the chief
engineer will have three assistants.
Itis probable that Andrew D. Ring,
who has distinguished himself as
enior broadeast engineer of the
padio Commission, will become
asistant chief engineer in charge
of broadcasting. That post now is
held by V. Ford Greaves, who is
likely to be named inspector in
charge of the San Francisco office
of the FCC. Lieut. E. K. Jett is
certain to remain as an assistant
chief engineer, probably for the
telephone division.

Many Other Candidates

O0THER candidates for assistant
chief engineer include Comdr. Wil-
lism Justice Lee, Naval Reserve
communications officer, who also is
director of the
communications division; W. L.
Fulton, of ashington, formerly
principal valuation examiner of the
L €. C.; Henry Ladner, of Jersey
City, N. J., formerly with the A. T.
& T, and Samuel T. Price, of
Paulding, O. .
Among the candidates for the
post of director of the radio divi-
sion is Capt. Roger W. Yoemans,
of California, a former Signal
Corps officer, and wuntil 1932 in
chg'}ge of radio lines for the A. T,
&

A score of applicants for the
directorship posts are not confining
their efforts to any particular divi-
sion, but seem to be seeking any
one of the three posts. -

Applicants for. director of the
telephone division include Vietor
Russell, secretary to Senator Shep-
pard of Texas, who was formerly
with the Southwestern. Telephone
(o, and who has had 15 years ex-
perience in that field. He bears
the endorsements of the Texas
delegation and of Secretary of
Cemmerce Roper.

Senator Black’s Associate

0THER candidates for this post
we A. G, Patterson, of Alabama,
formerly president and chief in-
wstigator of the Alabama Public
Service Commission, and recently
associated with Senator Black (D.),
of Alabama, in the air and ocean
mail contract imvestigations; Wil-
liam H. O’Brien, of Massachusetts,
2id to be identified with the
Magsachusetts Utilities Commis-
sion; W. G. H. Finch, chief engineer
of the Hearst radio subsidiaries
ad a well known engineer, and
Christopher J. Walbran, of New
lersey, a veteran engineer in tele-
thony and telegraphy.

Among those seeking the direc-
toship of communications are
Commander Lee, Mr. Patterson,
Paul De Hoff Reed, of Frederick,
d, a former newspaperman who
¥as with CBS from 1929 to 1931,
and John Ruttledge McGhee, of

Washington, D. C.

Strongly endorsed for director-
sups are Robert Bartley, nephew
o Rep. Rayburn and now secre-
¢ to I. C. C. Commissioner
wn, and Ray Hall, of New
ork, formerly editor of Pathe
Wws and now in publicity work in
ashington, Mr. Hall as Pathe
cial, was associated with M. H.

- civil-service

ntyre, of the Roosevelt Secre- .

ly 15, 1934 + BROADCASTING ‘

|
|

. . |
tariat, who |for several years was

. Pathe's' Washington manager.

posts on the new Com-
mission are those of examiners and
special assistants to commissioners
who will bg listed as secretaries.
The latter {posts will pay $4,000
per year. Understood to be seek-
ing one of!these assignments is
George Akepson, former secretary
to Presiden{ Hoover, and a for-
mer Washington newspaper corre-
spondent. Fﬁalph L. Walker, senior
examiner of jthe Radio Commission,
probably will continue in some sim-
ilar capacity ‘with the FCC. The
only other éxaminer is George H.
Hill, also likely to be renamed.
The FCC {vill occupy its present
quarters in the new Post Office De-
partment building, and has acquired
10,000 feet |additional space con-
tiguous to its present space in the
adjacent I. (. C. building.

FCC Aslied to Consider
Broader% Applications

Of Synchronized Radio

A PLEA to|the new FCC that it
give careful and sympathetic study
to the subject of synchronization
of broadcast| stations on the same
channel, declared to be ‘“now =z
demonstrated fact,” was made by
0. H. Caldweéll, former radio com-
missioner anti now editor of sev-
eral McGraw-Hill technical publi-
cations, in a|statement on July 3.

The old Cpmmission, Dr. Cald-
well said, hag repeatedly balked at
permitting synchronizing or_ com-
mon frequenqy operation. “Equip-
ment is all ready, complete experi-
ments have been made, and several
successful individual installations
are in use,”} he declared. “Syn-
chronizing se«{ems the only ultimate
avenue for solution of a whole
groun of proplems that are facing
broadeasting.]”

Dr. Caldwell declared that all of
the present ‘Theadaches” of broad-
casting seem!to find their solution
in synchronjzation, intelligently
applied. Some of the needs for
which this multiple station oper-
ation supplir}s prompt . answers
were enumergated as wider chan-
nels (15 to ??ikc.) for high-fidelity
broadecasting] efficient. use of
broadcast channels; channels to
meet demands of Canada, Mexico
and -Cuba; })common frequency

The'onlyLother remaining non

broadeasting by chain stations with
high fidelity; |positions in the spec-
trum for stations requiring .good
local coverage and highey wattage
distributed mong synchronized
transmitters. | /
Sensible interpretationy by the
FCC of thd “iniquitouss Davis
amendment” lalso was advocated
by Dr. Caldwell. He said such an
interpretation) if applied to syn-
chronization, will encourage rather
than restrict good radio service.

CHOCOLATE| PRODUCTS Co.,
Chicago (Kayd bottled drink, choe-
olate syrup),
tising with J.|L. Sugden Advertis-
ing Co., Chicago. '

FEATURES

On 'Igtnscripﬂom
Available to Stati and A

Samples on Request
STANDARD
RADIO ADVERTISING CO.
BOLLYYVOOD. CALIF.

4

|
e

Special Offer Produces
100.000 New Customers

THE RADIO campaign for For-
may shortening on the west coast
brought in 100,000 new customers
within a four month period, accord-
ing to the Los Angeles office of J.
Walter Thompson Co., agency for
Swift and Co. A special offer was
made a part of the twice weekly
sponsorship of the Al Pearce NBC
progranm.

Present users of Formay were
asked to take a neighbor, a non-
user, to the grocery store. When

she bought a can of Formay, the -

grocer gave her introducer a card.
She would fill it out, send it to the
Swift & Co. refinery in Los Ang
geles, and in turn was mailed a
pair of handy kitchen tongs. On
the outside of the carton Al

WE -
CONDUC
NO
BROAD-
CASTS

iN
CHINESE!

. separate code.

has placed its adver-.

Pearce’s mother’s pie recipe was no ecover”

printed. The new user of Formay, con WAVE does A -
In turn, could also get the award ?‘::“:‘:i t stated, d‘:ﬁ;’v’eﬂhe
by repeating the process. .o Y_o{%;hinl .Weket"' mil-

. Louisville m';f whom live

420,000,

sight of our nEW

New RMA Code Set uisville
FORMAL hearing on the applica-
tion of the Radior Manufacturers
Association for the right to with-
draw from the NRA code for elec-
trical manufacturers and for sub-
mission of a separate, independent
code for the radio manufacturing
industry-will be held in Washing-
ton July 23 at NRA headquarters.
Unsatisfactory and impracticable
operations of radio manufacturers
under the electrical code were given
as the ‘reason for desire for a

LOUISVILLE,
1000 WATTS .-

KY.
940 K.C.

n lnclia-napoli's
listeners depend on WKBF
for clear, uninterrupted,

year ‘round reception of
their favorite NBC programs

as well as local features

of unusual interest . . . .

KBF

In Indianapolis

INDIANA’S ONLY NBC OUTLET

National Representatives
GREIG, BLAIR & SPIGHT, Inec.
Chicago ‘Los Angeles

New York San Francisco

Page 31
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WJSV, Washington: Black Flag
Baltimore (insecticide), 55 annor

The Business of Broadcasting | siinieesseg

cleaner), 5 minutes twice week}

< - . o .a veeks, direct; Best Foods, Ine.

Current News About Accounts, Pending Schedules, Transcriptions, Yok (Hellman's ~Mayonnaise
s Niniac . cements, Benton & Bow

Representatives and Apparatus; Notes from the Stations I Brown & Williamson Tog

(orp., Louisville (Ralél"h cigaret|
. . 26 ‘mnounvement: atten. Ba;
: 'L‘mz_\' Water Co..  WOW, Omuaha: Chevrolet Motor Co., Dm;tme & Osborn, N. Y.: Chr.
T . qud 9 ) announcements, thru Campbell-Ewald, sen’s Laboratories, Inc., thtle
”L’ﬁ‘i” Cirros BDetroit: Crazy Water Co, Omaha N. Y. (Junket !(;(} ;rﬁﬂﬁlr{nlk) 4
og0. quarter hour branch. thrice weekly studio programs, '}Oillx.ceil;e;}“ B we eC ﬂ\\l;t}
imes weekly. Nor- ivect : Dodze Motor b cago )( z Brewing 1\va
{_Umfj\; wee P direct: Dodge Motor Co.. announce-  (heer). 26 announcemen
N‘go h“'i‘(”i,h‘f‘fq“ff": ments, Ruthrauff & Ryan, N. Y.; Don  Pieterson & Dunlap Assocmtes,
lm‘m weekiv. 3 Leon Coffee Co., Lincoln, Neb, an- Waukee: \‘outhem Igmrl%' Was
Los Angel nouncements, Russell C. Comer Adver- t\‘}“.K(“’e é‘“‘lﬁ% h ﬂn}l?l;)uncem
Angeles (min- tising, Kansas City: ¥. W. Fitch Co., L] ""( ~ B right, A“I“del
our weekly, 2 Des Moines (Fiteh tonic and sham- lGhl)t‘Ki 0.. D tlIlnﬂre (Arrow b
hl(MllUl\‘ Co..  Pov). announcements, L. W. Ramsey 1 ! our ml}‘*‘f‘ﬂ Illcf‘)gl'ilg wee
ox Cm, Kuns Co.. Davenport, la.; Peunzail (o, Weeks, Joseph Katz Co., Baltimo
- hour tran Kaunsus  City, announcements, Ruth-  WRAL. Baltimore: Crosse & Bl
., Dillon & Kirk, muff & Ryan, N ; Plough, Inc, ‘o Itimore (Plus Four 8
uen er Mfg. Co., Los  Memphis (St Joseph 3‘-1"““’ un- "hi }, T announcements
Angeles ktll studio quarter houncements, N Mem- 26 weeks, thru Joseph Katz Adv
hour weekly, ¢ \welm R. H. Alber Co., !'1“\_ A. H. Lewis \Iedx(mo Co,, St. ing ‘\1:(110\ Baltimore ;
Co.. Detroit: Los Angeles: Congoin Co.. Los Louis (Tums); announcements, Ruth: ri
nouncements,  Angeles (health beverage). quarter rauff & Ryan, Chicago. Ruthrauff & Ryan, N, .
E . ricago, Mi 1- hour 3 times weekly, 3 months, Lock: KJR, Seattle: Hemphill Diesel Engi- L'e_,t‘(h Baltimore (\IﬂJpstlc
Paul & 1’2}@‘ \\ood-\‘xukeltord Co.. Los Angeles: neering Nchools, Los Angeles (coue- naise), 26 trﬂn‘:crlptmn anno

STATION ACCOUNTS

Dier

Protective

ements, The Izza 3 Factor Cosme Hollywoeod, spondence course), transcriptions, R. ents, Emery vertising  Ag
hryster Corp., New York quarter hour weekly onths, Smith }!I. Alber - Ads)érnsm" Eo "Los  Noxzema Chemical Co., Balti
2 apnouncements & Drum. Ine., los Angeles: Rio Angeles; International Bible Students xzema cream), 26 tmnscn

iff & Ryan,  Grande Qil Co., Los Angeles, quarter

u s s Ang o announcements, Ruthrauff & Ry
p Co. Seattle hour weekly, 2 mon%htv Hixson & i:(;l':‘e\ 02i\nushels‘\Jl:gli_Ru(t‘l;ﬁ‘C?fél Y.: Wrigley thmugeutxcal )
neements, Beau- O 1)91'11911 Los Angeles Llulftoun‘{ Milwaukee, St, Paul & Pacifie Rail. lantic Ci v Z\.'J _(Spearmint
. Searle: Hemphill  Yeast Products Corp.. Juayter bour  Seav,"13 announcements, The Izzard —haste). twice weekly announce
ving  Nehools, IAI:; weekly, 2 months, Dan B. Miner Lo (" Seattle; Chrysier Corp., Detroit @irect: Wilson Lines, Bal
ondence course), 2 Los Angeles. (Dodge cars), 34 announcements, (steamship lines), 7 transeripti
ns, R H. Alber Ad- \yvyyp.  Harrisburg, Pa.: General Ruthrauff & Ryan, N. Y.; Alaska Douncements, Dnv{d Lampe Adv
Los Angeles: Best  \1orops 39 announcements, thru Steamship Co., Neattle (shipping), 3  ing Co. Baltimore; Henry Tetlow
New York (Hellmann's Campbell-Ewald, Detroit; Dodge announcements, Beaumont & Hohman, ~Philadelphia (Swan Down face
10 announcements, Ben- ) . 9 < fh-  Seattle. der), 13 transcription announcem
Motor Corp., 12 announcements, Ruth: . 1
T Bowieb, N. Y. uu'z & Ryam, N. Y.; Philadelphia WEAF. X York: Empire Gold € George Moll Advertising, Philadel,
‘ WBNS, Columbus, O.: Associated Record (Sunday papel\ 6 announce- oy Y'o;ke“(«oﬁir gu\.fgguir\.gé) Sn’ KYW, Chicago: Brown & Will
Serum Prodlkt\ Omaba, 30 announce- ments, Cox & Tanz, Philadelphia; July 1 started Devora Nadworney, Lobacco Corp, Louisville (
ments, thru R, J. Potts & Co., Kansas  Western Co., Chieago (handkerchiefs). (o ¢, 7:6 " Sundays, 1:45-2 p. m.. thru  Cigarettes). nightly announce
City ; Blatz Brewing Co., waukee 13 announcements, J. Walter Thomp- i Advertising Agency, N. Y. thru Batten, Barton, Durstine &
(béer), 6 announgemer weekly, son Co., Chicago: Noxzema Chemical - i born, N. Clark-Madison Hotel
e

1 Klai-Van Pieterson- Dhnlop Co., Baltimore (Noxzema), 13 five- I\DXL, Salt Lake City: Union Pa-  Chicago (Harding Hotel), annoum
M rkee; Carter Medicine Co.. New  minute _transcriptions, Ruthrauff &  cific Stages, six S-minute programs, ments, C, W ndell Muench Co., (i
York (luer pills). 8 announcements Ryan, N.X. thru Ernest Bader Co., Omaha, Neb. cago: Illinois Central Railroad.
\\eel\h 1 year. Spot Broadeasting. cago. weekly announcements, Cap
N. Y.{ Dodge Motor Co.. 2 an- ! ~ Co.. Chicago: Lane & Bryant,

nouncements weekly., 1 vear, Ruth-
rauff & Ryan, N, Y.: Bay State Fish-
inz Co.. Boston (Forty Fathom Fish).
[ ammuvuemem\ weekly, Street &
Finney, N. Y.: Great Seal Products,
. O, (vanilla), 12 announce-
mants \veekly. 1 month.

Co.. Columbus: Hou
Corp.. Chieago
Clock., 6 i

York (Orthopedic shoes), three 5
mm]nt(- fgotphealthit{ﬂks ‘wel‘l\z Crut ‘
tenden ger Advertising Agency,

Chicago: United Remedies. Chicago, KDKA completely ccvenng the In-state area -
two hour programs of “Music Mas
ters”  weekly, Heath-Seehof, Ine,
Chicago.
KMOX., §t. Louis: Shell Petroleum
('o., St. Louis, time signals, thru J.
. Walter Thompson. Co.. St, Louis;
Fnlsr;;ﬁf ]Blre\\‘ing (o.. Slt3 mexis i \

(beer). daily time signals, weeks; d: ja ' i

Gardner Advertising Co., St: Louis;m n ad,‘vernSIng resuhs' A hﬁY t ousand
Brown-Williamson ‘Tobaeco €o., Louis .
ville (Raleigh cigarettes), daily time

S—

(Western Pennsylvama, Eastern Ohno and

A

w :\e[\n
il Co.. Ol Ciry. annoutice-
Rutumﬁ’ & Ry Y.:
.\ . Chicago (Big Yauk
annouxwu‘wr\ 1 week:
¢ N Lmu\ an-

West Virginia), leads in audience preference

; ents: (h}:\‘iﬁ? Tl e e Basis { Wt transmitter—the only high powered one
weekls s ?\lrsr}r)le &'tOSbQIm’ Nl. )Y.;dell]adam . ‘
R Qﬁ"i"o My {‘_f’ lfl oincements the Julv: H. W Raste, jhis rich area—plus nearly fourteen years

Chicago: Willard Tnbler Co.. Chicago,
2-minute announcements, thru Sept.
14, First United Broadecasters, Chi-

el
nents, I\l\u}" & Sons.

in _Franeis¢o: Ironized
Foast, \e“'tYO!k Htlt“ﬂfh %WHU SIDEWALK STUDIO—Here is the new main studio of WIBM, Jackson, cago.
fiveminute transeriptions, thry I Mich. Both the studio and the adjacent transmitter room face Jack- WRYVA, Richmond, Va.: Reliancf s . .

Yl%%&gﬁzglm\ XLOE&?{}E.}‘}{[%:!{;{ son's main street. Note the new illuminators at the sides which enable  Mtg. Co., Chicago (Big Yauk shirts), 10 programs are but two reasons pOI' this
rettes), 1- mfmm transeription an. Dassersby to view the performances at night. {(I) ‘m]noun((;(}’ments. tl(ljlﬁl Clurol\lflgean 1

nouneements. nightly except Sundays. . urphy hicago ; rysler Motors,

Batre;x, Barton, Du'stx;e & Osborn. ONE of the niost elaborate plant ‘erators are on duty in the control Inc.. 12 announcements,” Ruthrauff & smmn s preemmence FOI‘ complet rate
N, Y.

layouts in broadcasting belongs to room when the station is on the Ryvam, Detroit; Dodge Motor Corp,|
p 10 1 ts, ‘Rutt ff & Ryan,
KYA. San Francisco: General Mill, WIBM, Jackson, Mich,, the station air. Crowds flock to the show- py,anrouniements, Ruthranff & Dot céverage and result information cons}uh the
Minneapolis  {Wheaties). thrice recently aequired by Herman Rad- windows to watch the studio per- nouncements, Carpbell-Ewald, De :

KFERC, experience in. analyzing listener reaction

v baseball games from San Fran- ner of Detroit. Occupying a formances. troit; General Motors Corp., 27
ciseo Seals’ stadium, placed by Westeo  building of its own on Jackson’s - Aligned with the Michigan Net- nouncements, Campbell-Ewald, On Oor any of the offices listed {below.
Adv. Agency. San Francisco: ABC  principal street, this unique 100- work, WIBM feeds dance band and  troit: Noxzema Chemical Co., Balti | ;
f’{‘;,"‘f; *\{}“ Diego, on _J‘}L“h* began  watter has both its main studio other programs to the chain six more { ema), 17 five-minute I’YW !
o “égﬁf” conntte of ebealicty and its transmitter.and control nights a week. The building oc-  FF3TWS

s, direet. room in show-windows. The cupied by the station has a 66-foot
“L\ hicago : Reli Mis, C hi studio, -measuring 26 by 42 feet front and is a block long. Under
e Chicago : Reliznce Mfg. Co.. Chi- 514 16 feet high, is said to be the the building'is a garage which ac-

Ford Motor Co., 13 tx’ms(*upt ns
Fred Waring orchestra, N, W.
& Son, Detroit,

Big Yank shirts). announce- b | s KGW. Portland, Ove.: Richfiek ,
,{ thru Carroll Dean Murphy, largest in the state. commodates 100 cars. Now being . Co., Los Anﬂgeliec,(!) nnouncem - : t
ago: Justrite Co., Milwaukee , Approximately, $50,000 has been added is an muditorium sufficiently ~ (b1  Beaumont & oliman, . . . . '
(bird seed, pet foods), 15 quarter hour  invested in plant equipment since large to accommodate 1,200 people.  Angeles: Dodge Motor Corp., 12 : ; ~ ; : SAN FRANCISCO : |
‘programs, Gustav Marx Advertising the station was taken over last Au- Charles A| Hill is general man- nouncements, Ruthrauff & Rya | . T ; : KPO, KGO & KYA
Ageney.  Milwaukee: John Morrell .gust by Mr. Radner. The show- ager of the station. The chief en- Y.; Reliance Mfg. Co., Chieag v e : L ; S : : b ; ot et S

Co.. Ottumwz, Ia. (Red Heart dog window
food), 23 five-minute announcements
in Homemakers’ Hour, Henri. Hurst

studioc and, transmitter gineer is Charles Wirtanen. if‘"l\DShlrt” 6 ﬂnnouﬂcemen“ﬁ
room have been in' use several Acoustical |engineering in the IOl Dean Murphy, Chicago;

& MeDonsdld, Chicago: Illinois Central months. Neon Iig}}ting effects are  studio and control room was ha_n- E\lillgeﬁ;eS?cog'régi)r(l)?\edr;:ﬁe Sccolzlaroslé : CORPORATION
Railroad, 12 announcements, Caples generously used in the ground- dled by the Celetox Co. through its minute transecriptions, Rres g

0., Chicago. floor studio. Two uniformed op- Chicago offices. Agency, Los Angeles.
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New Field for Accounts

e

a
oy S,
r cent.

show

ed tha

or

S

Paul, in

arrange-

ments for electric lighting.

This survey shows the percent-
age of farmers reporting that were
considering each of a wide variety
improvements and new
chases. to each of the farm build-
ings and for each of the equipment
It was made in fall of 1933.

of

needs.

POWER of
Radio-Algier, the broadcasting sta-
tion of Algeria in northern Africa.
is being considered by authorities
there in order to gain that country

250,000

publicity over Europe.

for radio accounts,
limited
The Farmer,
ed in St
rth and” South Da-
t nearly
of the farmers have
T repairing or improving

structures, while two-thirds
them plan

ey re-

nned by 14.6 per cent, trac-
per cent and trucks by
Halr of the farmers
I that they also plan to add to
the general equipment of the farm.
such as a wind-mill

pur-

watts from

NETWORK ACCOUNTS

(All times EDST unless otherwise specified)

Chicago
ing)

Musi

(Miracle Whip salud dress
on Aug. 8 renews “The K
» Hall” with Paul

1N
orchestra on 41 NBC-WEAF and sup-
2 plementary stations, Thursdays, 10-11
¥ J. Walter Thompson

p.om. o Agenc)
Co, NU Y,

“Drums Come True,”

chestra. with Bavrey MceKinley. bari-

to add new field tone. on 45 NBC-WEAF and supple-

as their income im- mentary starions, Monday Wednexs-
Purchases of automobiles davs and Thursdays, 3-3:1 oo

with repeat for west at
Ageney: Pedlar & Ryan, N Y

deodon Oy

I(‘verezil) on Oct. 1 starts 1

ston Straight Shooters

cinnati, Monds Wednesdays

<. 3:30-3:43 p.om., with repeat
same days for Chicago, KD, WOC-
WHO., WOW, WDAF., WTMJ.
WIBA, KSTI and WEBC, ¢ :30-6 :45
Do Ageney: Gardner Advertising
Ageney. N, Y.

KRAFT-PHENIX CHEESE Corp.,

Whiteman's

PROCTOR & GAMBLE Co.. Cincin-
nati (Camay Roap) on July 16 starts
organist and or-

5456 poom.

THE TEXAN Co, New York Tex-
resumes Fd Wynn aml

Namee in “Fire Chief Pro-

onbasic NBC-WEAPF  plus

Northwest,  Noutheast  plux

U, Nouthwest.  Mountain  and

NBC-KGO plus KFRD, KTAR. KGIR

and KGHL networks, Tuesdays, 9:30-

10 p. m.  Ageney: Hanff-Metzger,
Ine, N. Y.

RALSTON PURINA Co. Rt Louix
Tom Mix
R on basic
NBC-WEAF up to and including Cin-

s and

X

MYDLA Sta
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Outstanding local features for
women are partly responsible for
KMBC preference.
Joanne Taylor, on the air daily for
the leading Kansas City Department -
Store—KMBC Magazine of the Air
another popular daily feature—and
the Palace Sunshine Lady daily fea-
ture of another leading local store.

By actual survey more women listen

to- KMBC than any competing sta-
tion—Send for charted proof.

~
ND 5“

C—Kany
ji!

iell

should know her!

She represents that vast women's
audience afforded by KMBC—
May we introduce you?

o coMPANY

erbilt i‘g‘;:a
e Superior 342

‘50\“-‘
s Gty Mg
1dings n
uilding, TR

DELAWARE, LACKAWANNA &
WESTERN (COAL Co., New York
(Blue Coal) on Oct. 1 starts program
to be determined on 11 NBC-WEAF
stations, Mondays, Wednesdays and
Fridays. 1:45-2 p. m. Agency: Ruth-
rauff & Ryan, N. Y.

PONTIAC MOTOR Co. DPontiac.
Mich, (automobiles) on Sept. 9 will
start program to be decided on basic
NBC-WEAF plus WKBF, Northwest,
Southeast plus WSOC, South Central,
Southwest, Mountain and NBC-KGO
plus KFSD and KTAR networks,
Sundays, 10:30-11 p. m. Ageney :
Campbell-Ewald Co., Detroit,

PROCTOR & GAMBLE. Cincinunati
(Ivory Roap) on Oct. 2 starts the
“Ivory Stamp Club with Tim Healy"
on basic NBC-WEAF network plus
WTMT, WIBA, KNTP and WEBC,
Tuesdays,  Fridays and  Saturdavs,
5:45-6 poom. Ageney: The Blackman
NOY.

Co.,

NMITIT BROTHERS  Ca., Pough-
keepsie, N, . (cough  drops  and
syrup i, on Oct, 6 starts Nat Shilkret's
orchestra_ with  Billy  Hillpot  and

Serappy Lambert on 27 NBC-WEAF
and  supplementary stations, Satur-
days, 9-9:30 p. m.  Agency: Hom-
man, Tarcher & Sheldon, N. Y.

CAMPANA SALES Corp., Batavia,
1L (D.D.D.) on Sept. 23 starts pro-
gram to be decided on basic NRB(-
WJIZ plus WTMJ. KSTP, WEBC,
Mountain _and NBC-KGO networks,
Sundays, 6:30-T p. m. Ageney: Au-
brey. Moore & Wallace, Ine., Chicago.

ROCKET GASOLINE Co., Los Ange-
les, on July 2 renewed Frederick
Starks and the Rocketeers, military
band, on 12 CBS-Don Lee stations,
Mondays and Fridays, 6:45-7 p. om.,
PRT. Agency : Beaumont & Hohman,
Los Angeles,

GENERAL MILLS, San Francisco

(flour) on Junme 6 renewed Betty
Crocker's Cooking School on 12 CBS-

Do_n Lee stations, Wednesdays and
Fridays, 9:309:45 a. m., PNT.
Ageney: Westeo Advertising Agency,

San Francisco.
o

SUSSMAN & WORMSER, San Fran-
cisco (8 & W Foods) on June 24
renewed “The Merrymakers’ on 12
CBS-Don Lee stations, Sundays, 7 :30-
S p. m., PST. Same account also
has booked renewal for 13 more weeks'
starting Sept. 2. Agency: W. Vincent
Leahy, San Francisco.

BANK OF AMERICA, San Fran-
cisco (California banking service) on
June 6 renewed with new program,
“Treasures of Fime,” on 8 Don Lee
stations, Wednesdays, 8-8:30 p -m.,
ST. .Agency: Charles R. Stuart,
Inc., San Francisco.

NBC CHANGES: Socony-Vacuum
Oil Co. ' “Soconeyland Sketches” on
July 10 shifted to Tuesdays, 9:30-10
p. m.; Hoover Co. “Hoover Sentinels”
on Sept. 2 will shift to Sundays,
5-5:30 p. m.; Lehn & Fink Products
Co. “Hall of Fame"” on July 8§ shifted
to Sundays, 10-10:30 p. m.

I o

PACKARD MOTOR CAR Co,
troit, on Rept. 18 starts

stati
Tuesdays, 8:30-9:15 p. m. Agenac?f
Young & Rubican, N. Y. '

AMERICAN HOME PRODUCTS|
Co., New York . (Dr. Lyons Tooth:

Lo ]
Cavileade” on 30 NBC-WIZ siaatADIO ADVERTISERS

AGENCIES AND
REPRESENTATIVES

powder), on July 22 renews S Man.f —
hattan Merry Go Round” with Jacques
Renard's orchestra, 1

Tamara,
Percy and “Men About Town"
NBC-WEAF and supplementary st
tions, Sundays, 9-9:30 p. m. Ageney.:
Blackett-Snmple-Hummerr, Inc, N Y
(Note: This client formerly Wwag
known as R. L. Watkins Co.)

MAYBELLINE Co., Chicago
belline eye beautifiers) on Nept. i

Darig

starts “Maybelline Musical Rmnunce,-‘ J

with Harry Daniels’ orchestra, Do
Mario Alvarez and guest movie starg,
on basic NBC-WEAF plus M()\lntair;
and  NBC-KGO networks, Nundays
3:30-4 p.om. Agency : (,‘r:lmvr-Knie;f
selt Co., Milwaukee. )

ANDREW JERGENS (o, Cingin.
nitti - (Jergens' Lotion) on Nept.

s “The Jergens Program™ with
ter Winchell on 18 NBC-Wyz
itions, Sundays,’ 9:30-9:45 bom;
> ting Nov. 4, there will be a l'epea‘t
program at 12-12:15 midnight for %
additional stations Agency : J. Walte
Thompson Co., N. Y.

7
=

PROSPECTS

NATIONAL AIR RACES, to be helg
in Cleveland this fall, may use Yadio
with other media, Humphrey, Prentke
& Secheel. Ine, Cleveland, has been
appointed to handle the account,
HOTEL JEFFERSON, $t. Louis
will use radio withi other media. Ac
count is handled by ‘Budke-Connell Ad.
vertising ‘Agency, St. Louis.

WM. SCHLUDERBERG-T.K,
KURDLE Co., Baltimore (8-K meat
products) will use' radio with other
media, and has appointed Van Sant,
Dugdale & Co., Baltimore, to handle
its advertising.

Pepsodent’s Premiums

PEPSODENT’'S newest intensive
merchandising plan will be inaug-
rated with the opening of the
“Bring 'Em Back 'Alive” program
with Frank Buck: over an NBC-
WJIZ network July 16, at 6:45
p. m., CDST., Mondays to Fridays,
inclusive. The Pgpsodent Co. will

sponsor the “Frank Buck 'Adven-,.,gm,-, San Franecisco.

turers’ Club.” For a carton from
a tube of Pepsodent the youngsters
will receive a membership pin and .
an unpublished Frank Buck adven-
ture and stories {of methods og‘
catching animals; Later, club
members will compete for prizes,
but method of competition and
prizes to be offered have not been
determined. |

KVIE holds ke 1
TACOMA-SEATILF M’grket

PIONEER PUGET SOUND COLUMBIA STATIé)N

v position in

on 2§ orp.
4
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station representatives, an-
aunces the opening of a Chicago of-

e in the Mather Tower Bldg. It
Jso announces its appointment ﬂvs
midwest representative for WXGN,

pmingham, bringing its list to 17

N EKETTLEWELL, recently
Chicago representative for
¥SPD, Toledo, and WWVA, Wheel-
ing, W. Va.. has changed his address
,(,'634 Palmolive Bldg.
GENERAL MARKETING COUN-
SELORS, Inec., on June 26 :lnll&)anCE(i
e gppointment of W. Marshall Shep-
prd Lo its  Chicago  staff, effective
Jy 16, Mr. Shepperd ix now west-
o manager for College Publications
pepresentatives, Inc.. and iurm‘erly
s market analyst for General Elec-
wie Co.
RGARET H. LEWIS, formerly
ih the Los Angeles Teachers Jour-
wl, has_joined the Advertising Arts
sency. Los_Angeles, as radio account
geentive.  Zula  Ferguson, formerly
arertising manager of a coast cos-
peties firm, has also joined the agency
suff to handle similar lines. including
YeNail, in a radio campaign.

§ T. Aldworth. sales manager, of
Tie Knox Co., Kansas City, visited
1 Angeles early in July on a busi-
ms trip.  Knox Co., medicinal manu-
fiturers, are large users of radio,
wetly with the transeribed Cystex
Nerspaper Storiesi”

JACK PEGLER, :of the New York
ofie of Lord & Thomas, spent the
It of June and a few days in July
witing Hollywood and Los Angeles.
company with Jack Runyon, radio
mnager of the Los Angeles office of
the agency, he made an inspection of
cast talent possibilities. He is ac-
aut executive for the Paramount.
BKO, Columbia and_ other theatrieal
awounts in the New York office.

LEWIS O. YEOMAN has been named
Puific Coast manager of the J. Sterl-
irg Getchell agency with headquarters
‘in San Francisco, succeeding William
Mason, who has been transferred to
v York. Mr. Yeoman was previ-
oy with the :Leon Livingston

(IEVELAND, STEEL PRODUCTS
Cimp,, Cleveland (Torridheet oil burn-
et} has placed its advertising with
Fater & Davies, Cleveland.
WADHAMS OIL:® Co., Milwaukee
(awline. lubricating and fuel oil)
ke named Scott-Telander, Inc., Mil-
vitkee, to handle its advertising.

I-';ylLLER & SONS, Long Island
Gy, N. Y. (women’'s shoes) is now
tiemg its advertising direct.
HDSON MOTOR: Co., Detroit, has
inted ‘Brooke, Smith & French,
troit, to handle its advertising.
M LABORATORIES,
3 York (reducing tea) is now plac-
its  advertising through Albert
-Guenther-Law, New York.
RAL PAINT Co., San Fran-
has appointed the Richard G.

————
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i

alter agency, Los Angeles, to handle
1 ertising.

R-GORDON STUDIOS, Bos-
ve been appointed exclusive
ingland representatives of
, San Bernardino, Cal.

FARREN BURGESS, president, and ’

ADIO STATION

- INEPRESENTATIVES
NALTER BIDDICK CO.
Chamber

of Commerce Bldy., Los Angeles
601 Russ Bldy., San Francisce
3326 Stuart Bldg., Seattle

$19 Charles Bidy., Denver

Charles|S. Redfield

CHARLES S.'REDFIELD, presi-
dent of Redfigld-Coupe, Inc.,, New
York agency, ldied at his summer
home in Allerﬁurst, N. J., July 8
following a strioke of apoplexy suf-
fered July 4. he was 64 years old.
Mr. Redfield, 4 nephew of the late
Admiral Bayard Redfield, U. S. N,
was for many years advertising
director of the| Yale & Towne Mfg.
Co., leaving thiat position to found
the old Redfield Advertising Agency
which was merged with the Coupe
interests. His| son, L. L. Redfield,
is vice president of the concern.

Delegates to Be Named
To Lisbon Radio Parley

PRESIDENT Roosevelt must
shortly name |the American dele-
gates to the ¢onference of world
radio technicians (C. C. I. R.)
scheduled to open in Lisbon, Portu-
gal, Sept. 22. | The technical con-
ferences, first ¢f which was held at
The Hague in 1929, and the second
at Copenhagen in 1931, lay the
groundwork fqr the International
Radiotelegraph Conferences that
follow, the next being scheduled
for 1937 in Cajiro. Am appropria-
tion of $15,000|has been asked this
vear, indicating the delegation will
be smaller thhn usual. It was
headed in 1929'by Maj. Gen. Saltz-
man of the Rafio Commission and
in 1931 by Wallace White, Jr.,
now Republican™ Senator from
Maine. It usually comprises engi-
neering officialg of the government,
particularly of {the Radio Commis-
sion. '~ ! .

Los Angeles Ad Agency
Splits Inte Two Agencies

HIXSON-O’'Donnell-Seymour, Inc.,
Los Angeles agency, has changed
its name to Llewellyn-Seymour
Co. and Hixson and O’Donnelli, Inc.,
a new agency, has been formed.
Both agencies will have offices in
the Subway Terminal Bldg. F.
Hume Seymour, junior partner of
Hixson-O’Donnell-Seymour, Inc,
bought out the other two partners
and took in Col. Frank Llewellyn,
who has become president of the
new firm.

R. W. Hixson and J. E. O’Don-
nell have appointed William Rob-
son as radio executive and Charles
Frederick Lindsley as radio nar-
rator. They will continue the
radio campaign for the Rio Grande
Qil Co., account, formerly held by

e three-name agency. It will
continue the weekly *“Calling All
Cars” program on KHJ, Los
Angeles; KDB, Santa Barbara,
and KGB, San Diego, as well as
on 10 Arizona and California sta-
tions via transcriptions. The Rio
Grande “Bunk’” program on July
1 switched from KFI to KNX for
the summer. 4

RECALLING Marconi's first visit
about 30 years ago to ‘“‘cover” the
America Cup races by code radio
reports for the old New York
Herald, the NBC is making plans
to broadcast the International
Yacht Races between England and
the United States, scheduled Sept.
15 off Newport, R. 1., using short
wave voice radio.

VA GOTTA
MAKE CALL

IF YA WANTAGET RESULTS

v\

We will make the calls.

|
SABINE BROADCASTING CO., INC.

P. 0. BOX 2950

Write for details of cooperation through
our merchandising department.

KFDM

BEAUMONT, TEXAS

< ]

|

b3

2

IIPAC Kll E
Packs It In!

3

L. D. Pack, affectionately
known to tens of +hous%nds
of radio listeners as ''Cow-
boy Loye," joins those who
rank WWVA as one of the
"Best stations in the coun-
try. After 29 weeks of
broadcasting with us for the
Dollar Crystal Co.of Oméha.
Neb., the Cowboy punct-
uated his *vacation farei‘ve"
with the following signed
statement—and on our word
of honor, it was unsolicited:

“Aside from the pleasuie 1
hare had in working with you
and your fine statioh 1 wish
.to inform you that of all the
radio stations which I have
used- during the past sevéral
years, the results obtained
from WWV A were far greater
than any of the others. This
very satisfactory return proves
conclusively the value of your
station, due to its appeal and
wide coverage, and really
stamps it as one of the bleat
in the country.” :
We term such enthusiasm
from Mr. Pack really ""Patck-
ing it inl" He but mirrors
a standard of performance
which makes WWVA a radio
investment in Eastern Ohiio,
Western Pennsylvania ahd
West Virginia which has
proved so many times and
in so many ways, to be sqe-
ond to none. . |

Call our representative lor
write direct.

* Even though Cowboy Loye| is
taking a much earned vacation, the
Dollar Crystal Co. is continuing |on
WWVA  throughout the -summer
with a substitute program.

I West Virginia

5000 WATTS

WWVA

1160 KILOCYCLES

Broadcasting Corp.

Hawley Bldg.
Wheeling, W. Va.

| ‘Columbia_Station

Representatives
J. H. McGillvra, 485 Madisan
. Ave., New York City
John Kettlewell, Palmolive
Bldg., 919 N. Michigan Ave
Tel: Superior 6305. - l
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@ NEW LOW TARIFFS

American plan rates
(with meals) begin
as fow as $8.C0,
including privileses
of theBeach Club.
Write for illustrated =
booklet

eedom of the SEAS

The age old right of unmolested
freedom. Society—on its vacation
—away from business routine—re-
laxed hours on the beach.— That's
some of the real freedom at this
private Beach Club.— Qperated by
the Cavalier exclusively for its quests
and members. Superb surf bathing,
dinner and supper dancing, golf,
tennis and horseback riding —
always something to do.— You'll
have a real vacation here.
SIDNEY BANKS, Managing Director

HOTEL .«BEACH CLUB

VIRGINIA BEACH e VIRGINIA

Page 36

STUDIONOTES

“COOKING Close-ups,” the Pillsbury
program on (BN, moved from Minne-
apg i “hicago June 29, where it
is originating from a new experimental

kitchen studio _in the Diana Court
Blig. Mary Ellis Amos, domestic

science expert featured on the broad-
cast, and NStan Thompson, announcer,
came with the program. Thompson

was transferred to the Chicago CBS .

The
and

announcing  staff,
heard Wednesdays
10:15 a. m., CDXT.

CCOMPOSERS CORNER”
inaugurated by KMTIR,
one evening a week,
cover interviews  with  outstanding
song writers, awd with the composers
interprering iheir own tunes.
JUVENILE radio
the possible stars tomorrow,  get
the hresks inoa series which started
over KNX., Hollywood, June 29 as a
studio sustainer for a sponsor buildup.
“Dramas of ‘Youth” titdes the entire
serie A
to a dramatization of childhood days
of prominent people. Initial broad-
cast was ealled “The Magie of Jenny
Lind,” and was written and divected
by Marion Ward.

WB
only

program i
Fridays. 10-

hax been
Holly wood,
Programs will

actors of  today,

. New York, claims to be the
ation in Americ rrying a
weekly broadeast from
tralia and South Amer
the same half hour periows
gram is presented each Sun 5 :15-
6:45 p. m., under the di m  of
Capt. Horace L. Hall, re
captain, and Dr. Herbert I $
ridio engineer, and is picked up by
Captain Hall on a short wave set at
lis home and then relayed to WBNX
via telephone line.

COMPLETE coverage of the street
car and electric strike in Milwaukee
was offered by WTMJ to its listeners.
The editorial staff of the Milwaukee
Journel and the Milwaukee Telephone
Company cooperated in the venture.

MERCHANDIRING plans of the
Pure Oil Company in connection with
its broadeasts over WSM, Nashville,
include the entertainment of all Pure
Oil and Woco Pep dealers, the sending
of 6,000 letters to dealers, and special
mllbzljicity in its house organ, The
obe.

EACH MEMBER of the production
department of WBT, Charlotte, has
been made responsible for one labora-
tory period program a week, bringing
into play a great variety of programs
and program ideas. The laboratory
period ‘is designed as a testing ground
for young talent and talent proved in
other fields of expression and seeking
an outlet in radio. Entertainers re-
ceive a trial on this daily spot and are
catalogued for possible use on later
commercial programs,

“BUD 'N' WISER" have made their
appearance on the air over WMAZ,
Macon, Ga., as has the Blue Ribbon
Band. Georgia law doesn’t permit
beer advertising, so _when a loecal ice
company took over distribution of the
famous brand, names of the vocal pair
presented for quarter hour each morn-
ing was changed from *The Red
Wagon Boys” to “Bud ’'n' Wiser,”
representing the Buck Ice & Coal Co..
istributor of famous bottled Dbever-

‘ages.

WWVA, Wheeling, W. Va., has in-

within

" stalled a new Wurlitzer pipe organ,

and in addition to presenting pro-
grams by Vivian Miller, staff organist,
it is carrying Sunday afternoon pro-
grams with the organists of the lead-
ing churches in its area.

FREE < SLEININGER

DEPENDABLE

Radio Station Representatives
NEW YORK CHICAGO DENVER
L0S ANGELES SAN FRANCISCO SERTTLE

with eich program given over-
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3y NEW rate card, changing | time
; ;xl‘ sifications and x-xpl:}ining more
fully and in greater detail the il(vl\'t"l;-
fsing rates, is now in effect at \\‘Bl.
Charlotte. T ln_d(l'r {he_ne\v (':1{}1. Class
3 s * time, which begins at 6 p. m.,
Sun(.]uy_ night over the Don Leee-Cp \v‘-&ls etxtvnlled to 11 o'clock instead of
;i;‘(t)gl‘l’(lxl;)f %]l:t“(liil(;\exs ill)ll§1‘~‘let4;ll 16’30. as on the old cavd. )Cl:lss “B
" ing e 5 v 'OnRVInee( ) Lo~ . B I
st it o Should e ] e P 0 o 0
to all department heads. tx‘fm‘ still picks up after Class “A”
GUDE'S SHOES, Los Angeles retyy ime ends at night and goes on until
store, reports unusual summer sueg the sign-off at myhug'hti A“ ith the
cess on radio with daily change gf pew rate card WEBT eliminates en-
seasonal copy. Campaign is handlgf drely an old local rate card based on
through the Roy Alden & Associagef a lower seale of prices ;m‘l the new
agency. Sponsors  take only o eneral rate card hecomes effectiye for
nightly spot. at 10:30 o'clock, wi{i poth loeal and national advertising.
50-word  announcement, for thf Rates shown- on the \u'vsoxxlvv_:_\.x;(l are
Wright Arch preserver shoe for mey | ased on @ primary charge of $200 an
« Copy carries summertime slant. Ragigy hour for ¢ Fass AT time.
is the only media used. WFAA, Dallas, celebrated its twel
AUTO-RAD SUPPLY Co.. Cingjp.§ aoniv v, June 26 with a
nati distributors of Stewart-Wamel poadcast  from 6:30-8 a. m.
profducts, has contracted with WEKReh period being choxen because the sta-
to present Sports Commentator ¢, (08 o “Larly Birds™ progzram at that
Brown in a nightly discussion on golif rme has become one of the distincrive
and tennis during the summer montly @ festures of the station.

CREDIT to 1musical director, p,
ducer, writers, announcers, and engi.
neering supervisors will be spotteq }
the opening anunouncement of
KHJ Merrymakers program each

SSER YOUR DOCTOR il BBTIIR LIGEHIT .. Better Night”
the slogan of a weekly series broag) i the theme of the twice-weekly et
cast by KFAC, Los Angeles, for Horfl of morning programs over WOCKY.

ton & Converse Pharmacies, Los Ap
geles chain.  “Doctors -Courageous'} Gas ¢ ! :
is the title of the dramatized historf seing’ are given and explained in
ical programs based on the lives andsﬁ weh program, with electrical trans-
ineidents of famous physicians. Ae; wiptions of dance tunes for the musi-
count is handled by National Adver§ «al interhudes.

tising Agency, Los Angeles. SBABER IN RADIO™ ix o novel pro-

Cincinnati. sponsored by the Unlon
Electric Co. Rules for “safe

KGB, San Diego, late in June inf gpam started by Grant ,\[:IX\\‘V‘“:'!‘X\:II}"
augurated a weekly studio programj aer and program director af KTAB.

under the caption of “Public Ene
mies,” written and produced by Gary
Breckner, program manager.  Drama.
tization has to do with the struggle of
scelence against microbes.

“BLUE MONDAY Jamboree,” one of
the pioneer variety shows in radio and
a feature of the CBS-Don Lee net

Gn Francisco,  Maxwell is pattern-
g the variety show along the igull E
wod Wampas star idea, and is fr
ing the program as a stage produe
ion, using a dine of I8 pirls wlho
dance, comedinns, singers and musice,
It plays to a studio mudience.

Con KEWB, Holly

work for eight years, is now being
heard over a nation-wide CBS net-
work Monday nights, 12-12:30 a, m,
EDST. Produced by Harrison Holli-
way, manager of KFRC, 8an Fran. f
cisco, “Blue Monday Jamboree” de ’
velops its own talent rather than de- @
pend on big names of the stage and
screen.

AN INCREASE in rates for spot an-
nouncements was ‘ordered effective by
WJISV, Washington, July 1. The base
rate of $7.50 per. announcement was
boosted to $10, with time discounts of
5 per cent for 13 times, 10 per cent
for 26 times and 15 per cent for 52
times.

“RED QUINLAN, the Boy Reporter”
is a new series of programs on WIND,

i
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Yy

... Pioneers

Scientific Radio Service sup-
plied its "first'" crystals com-
mercially on  December 3,
1925, with the conviction that

Chicago, designed te help.boys ehoose § fwe would rather supply
their life work. The program is heard QUALITY" crystals than
Saturday mornings and rries the “ i .

boy through various professions and
trades, pointing out their require
ments.

equipment tested
by U. S. Bureau of
ds Standard frequency

<

maintain a Monitor
Service

pt Delivery Assured

'ACKSON AVENUE ~
University Park
ATTSVILLE, MARYLAND

for our price list and
booklet

Flash‘from‘ Syracus*a;— |
This NBC “stﬁ:tinn keeps up

its GAINS in 1934 as in 1933

|

“LONE INDIAN” program:

sood. sponsored by

heing transcribed for sale
f stations or spons
recordin tguether
ing 1l suich as butt

charms, OUITUIUS’. ete., ¢

oW

Walker's, bi;{&lﬁ\\: Angeles department

s DIz 3
juveniles arel under the divection of
J. G, Catanieh, sales manager of the
Otto K. O1

DICKENN
Cities, has l»ek‘en
Sara Langmag, o
and launchedjs !
with the hépes of a commercial
build-up. Dublic approbation of the -
rams has convinced the

b Nound Studic

de, Tale of Two
tapted to radio by
KEWB, Hollywood.

ing program

simatization of Dickens’
wick DPapers should  follow  the

carrent serie

Lo
Dentist Advertising
Restricted by Court
Oregon Law Upheld in Suit;
Radio to EFB Continued

DENTISTS lin Ovegon no long
will announce on their radio broad-

casts that their work iz painless
and that examinations are free, nor

will they quote prices.

This edict became effective June
27 when the Qregon Supreme Court
upheld the c¢nstitutionality of the
1933 legi ve act providing for
the regulation of so-called adver
tising 'doniisg . The opinion wi
written in 1
Harry - Se

r, advertiser on sta-
KGW pnd KEX, Portland,
and other Aadvertising dentists,
against n\embiers ‘of the state board
of dental examiners.

‘* Called Class Law

DR. SEMLER charged that the
law deprived him of property

without due {process of law, im-
paired obliga{ion of contracts, con-

stituted class legislation and was so
indefinite au{ uncertain as to be
incapable of enforcement.

The Oregon law reads, in part,
that revocatipn ov suspension of
license may jbe the penalty for
“unprofessional conduct, or fgr
gross ignorance or inefficiency in
his profession, Unprofessional con-
duct shall mean . .. making use
of any advertisi statements of a
character tending to deceive or
mislead the public; advertising pro-
fessional suprior or the per-
formance of |professional services
in a superior |manner; advertising
prices for proife'ssional service . . .
advertising any free dental work
or free examination; or advertising
to guarantee gny dental service or
to perform any dental operation
painlessly. . . |7

Hits Prjs Advertising
N

IN ADDITI to Dr. Semler,
there are thrde other advertising
dentists on KGW and KEX. Al-
though each will comply with the
law, none intends to discontinue his
radio advertisihg.

The dental law, of course, affects
newspaper ertising as well.
Another seftion, not quoted above, |
rules out “advq‘rtising by means of
a ilarge display, glaring. light sign,
or containing as a part thereof the
representation |of a tooth, teeth,
bridge work orj any portion of the
human head.”

KGW-KEX |continuity writers
are now devising means of selling
teeth, or portions thereof, to the
radio audience by statements such
as: “Dr. Doe|is a dentist. His
offices are in the Blank building.”

Hi-Jinks Sponsor Plans
New Show From Stage

FRANCO-AMERICAN Baking Co.,
Los Angeles, sponsors of the Hi

Jinks show on KFWB, Hollywood,
for more than two years, on July
29 will launch a new show to be
produced on the stage of the
Figueroa Plavhouse. Perform-
ances will be broadcast Sunday
night for an hour via KHJ and the
eight Don Lee California stations.
Johnny Murray, master of cere-
monies on the curfent Hi-Jinks
program, will handle the miero-
phone for the new series. Los An-
geles office of Erwin, Wasey & Co.
handles the account. KFWB
claims title to the name Hi-Jinks,
and will continue the frolic type
of program on the 8 o'clock Sun-
day night hour previously held by
the baking organization.

NRA Considers Code

ENGROSSED in.its study of the
testimony presented at the hear-
ings June 20 and 21 on the wage
and labor provisions of the broad-
casting industry code as it applies
to broadcast technicians, the NRA
has as yet given no indication as
to when its decision will be made
on the demands for a 35-hour week
and a 10 per cent pay raise. Con-
ferences to discuss the demands
will be Held with industry repre-
sentatives prior to final decision.

Raleigh’s July Spots
BROWN & WILLIAMSON TO-
BACCO Corp., Louisville (Raleigh
cigarettes) on July 2 started a
series of 26 one-minute franscrip-
tions by WBS on 20 stations, run-
ning once nightly through July 31.
Account is handled by Batten, Bar-
ton, Durstine & Osborn, New
York. Stations getting the spots
are WCAO, WEEIL, WBEN, KYW,

WHK, KLZ, WJR, ' WFBM,
WDAF, KFI, WTMJ, WCCO,
WOR, WFI, WLIT, | WCAE,
WRVA, KFRC, KMOX and
WISV, !

A FREE BOOK

Develop your personal, creative
power! Awaken the silent, sleep-
ing forces in your own consciqus-
ness. Become Master of your own
8 life. Push aside all obstacles with a
new energy you have overlooked. The
ROSICRUCIANS know how, and will
help you apply the greatest of all
powers in man's contrel. Crea'gz health
and abundance for yourself. Write for
FREE, SEALED BOOK. it tells how you
! may raceive the teachings for study and
use. It means the dawn of a new day for
you. Address, |

Scribe B.G.E. |

ROSICRUCIAN BROTHERHOOD
{AMORC) E‘Camcmh

San Jose

Careful control of

Cambridge A

WATCH MODULATION

modulation is essential for high ﬁd}plitm\' r
transmission. The Type 457 Modulation Meter reads positi\*(‘
and negative peak modulation—accurately—easily.
quires no electrical connections to the transmitter,

Price $125.00 (cabinet"style)
$110.00 (rack style)

GENERAL RADIO COMPANY

It re-

N

Massachusetts
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Promotes Accounts

Mr. Peard
of  WBAL,

tly went to

special ex-
advertisers.

- WBAL

WLs ‘iudm- [‘ Xlidl"t‘d

i osaws are making
S, Chicago, that
wdeast. Several

¢ in the process of
n rr‘e Prairie Farmer

30 W. Washington
icago, where the WLS
Ic@‘ated. The execu-

CLASSIFIED
ADVERTISEMENTS

Classified advertisements in
BROADCASTING cost 7c per word for
each insertion. Cash must accom-
pany order.

Forms close 28th and 13th of
month preceding issue.

Help Wanted
MANAGER — FOR

\\ ANTED
RADIO  STATION, NEW YORK
CITY. U \I STUAL  OPPORTU-
NITY. STATE BRIEFLY AGE.
EXPLE I\IP NCE - IN FIRST LET-
TER. ALL ANSWERS WILL BE
HELD STRICTLY CONFIDEN-
TiAL. BOX 196, BROADCAST-
ING.

Wanted—A salesman with a successful

sales record that will bear investigation.
Station is full time regicnal, with network
affiliation. Position offers small drawing
account, fair commission and opportunity
for executiv les position as soon as jus-
tified by res Box 189, BROADCASTING

Wanted—Experienced * announcer. con-
tinuity writer and entertainer at mid-
rn station. Box 197, BROADCASTING.

Situations Wanted

Broad~: ¢ operator. Thoroughly experi-
enced. Aze 26, References. Box 198
BroancasTING.

The Other Fellow’s Viewpoint...

Damm Snaps Back

To the Editor of BROADCASTING:

\o-o-o—o«\-oo' Martin Campbell
(WFAA) leads the discussion of
coverage su;;‘\‘e_\'s with the state-
ment that the type of survey Damm
preposes is a waste of time and
money and of passing value only.

WTMJ has just completed the
summer edition of the survey based
on 32,000 calls, and it has cost a
considerable sum of money to do it.

Here are just a few things that
it showed the station-—not to forget
what it's going to show the adver-
tiser "who may be contemplating
radio advertising.

1. That actualiy there are more
families potential listeners in sum-
mer than in winter.

2, That the myth to the effect
that nobody is at home on Sundavs
is truly a myth.

. That an average of only 5.4
per cent less radio set owners turn
their sets on in summer than in
winter.

4. That those people who go out
in the winter do so between 7:00
and 9:00 p. m., but in summer be-
tween 6:00 and 8:00 p. m., making
the average percentage of people
home after 8:00 p. m. in summer
on a par with the winter figures
of after 9:00 p. m. (Pretty good
stuff to sell evening time on.)

5. That by a change in program
schedules between 7:00 and 9:00 in
the morning, WTMJ's listening
audience increased more than 100
per cent, and that the percentage
of sets turned on increased pro-
portionately.

6. That by other program sched-
ule changes particularly in places
where WTMJ’'s percentage was
weak in winter months, this pex-
centage has increased and in many
cases is well above the average.

That the majority of people
w hen not listening to \\ TMJ, don't
listen at all.

8. That the fable about, Chicago
covering Milwaukee is a fable, and
that- with changes in the WTMJ
schedules the percentage of lis-
teners to Chicago has materially
decreased.

9. That Eddie Cantor drew &7
rer cent of all sets in Milwaukee
and Durante 81 per cent, and sim-
ilar information about many other
network programs as well as local
programs.

10. That during the summer the
listening  audience moves its

66 BROAD STREET

FREQUENCY MEASURIVG SERVICE

Many stations find this exact measuring service of great
value for routine observation of transmitter perform-
ance and for accurately calibrat_igg their own monitors.

MEASUREMENTS WHEN YOU NEED THEM MOST
R. C. A. COMMUNICATIONS, Inc.

Commercial Department
A RADIO CORPORATION OF AMERICA SUBSIDIARY,

e S

NEW YORK, N. Y.
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schedule of listening one hour
earlier because Milwaukee is not on
Daylight Saving Time, thus giving
us an hour extra at night to sell.

If selling $55.000 worth of busi-
ness locally as a vesult of the cov-
erage survey does mnot show its
worth, I am a Chinaman.

1t would seem to me that the
decision as to the value of various
coverage survevs rests with the
men in whose behalf they are pre-
pared, namely, the advertizer and
the advertising agency. Too many
times the medium fights the in-
evitable for one reason or another,
usually fear and the reticence to
spend the necessary funds,

The writer still stands on the
statements made at the advertising
convention.  There are too many
attempted coverage surveys and
most of them Dbased on methods

devised to favor the maker.
WALTER J. DAMM,
Manager, WTMJ, Milwaukee.
July 6, 1934.

[Fditor's Note: Mro Damm has
reference to the discusion at the NAB
commercial section meeting in New
York on June 19 held in conjunetion
with the annual meeting of the Ad
vertising Federation of Meriea. Mo,
Draomm was unable o he present per-
sonally, but his paper on audienee
surveys was read by Mro Camphell,
wha afterward opened discussion on
surveys with the statement that he

felt the Damm t\w of =urvey is of
passing value only.]

Boon in the Tropies

To the Editor of BROADCASTING:

I am convinced from my ob-
servations in Costa Rica, in San
José, in the Atlantic port town of
Port Limén and in the Pacific port
of Puntarenas, that the radio
today is_proving the chief factor
in actually uniting the world. It
is marvelous to find one's self in
a tropical community, thousands
of miles away from the United
States, and by a simple turn of
the dial bring in splendid speeches,
excellent news broadcasts, and
entertaining orchestras, so clear
that one forgets that one is not
right in Washington or in the city
where the broadeast is occurring.
I am satisfied that radio is going
to prove one of the most powerful,
if not the most powerful, elements
in the world today for interna-
tional good will.

Before radio reception, however,
can be made to do its greatest
good, there must be even stronger
international agreements whereby
interference by the various coun-
tries will be eliminateds On the
long waves here in Costa Rica,
reception from the United States
is ruined because of improper
regulations of local stations and

- insistence upon broadcasting upon

channels which are regarded as
exclusive for the United States.
Ditto for the short waves.

On my new set, within the space
of a half an inch on the dial, sev-
eral United States stations, Lon-
don, Paris, Berlin and Rome all
come crowding in. This results in
the same interference that was
common in the United States in
the days before the Radio Com-
mission was established, and it
spoils reception.

Short waves will never, in my
opinion, give the listener in Costa

BROADCASTING * July 15, 1934

Rica or in any of these countrie
the happiness and entertainme
that he anticipates until bet
agreements are reached betwe
the nations and a greater spaci
between the powerful stations
the several world capitals is i
creased.

Hon~. Leo R. Sack,
U. S. Minister to Costa Rwa
San José, Costa Rw

FTC Cites Advertisers
(Continued froni page 5)

task to the Special Board. Thxougﬁ

negotiations with the NAB, NB
and CBS, the procedure wheleby
commercial continuities relating
products sold in interstate co
merce are submitted to the co
mission was adqpted.

An analysis of Trade Commxssx
rec mds since its creation in 191
made by Mr. Adams, discloses t
only about 20 per ceru of the cag
handled by the ageney have deg
with food, drugs or gosmetics g
vertising. In all, 2,781 cases ha
been conaummated of which
did not relate to falsé¥or misleadi
advertising. Of the 1,993 that
relate to advertising, '456 involv
food, drugs or cosmetics.

Faust Handles Radio -

APPOINTMENT of Paul Holm
Faust, vice president of Mltch
Faust Advertising Co.,
and son of Paul E. Faust, agen
president, as head of the rad
advertising department of
agency, was announced July 9, T}
vounger Mr. Faust has been j
charge of the agency’s New Yo
office for several years. He has
been a newspaper reporter, play.
1tl,<:ht actor and advertising execy-
e

PROFESSIONAL .
DIRECTORY

JANSKY & BATLEY

An Organization of
Qualified Radio Engineers
Dedicated to the
SERVICE OF BROADCASTING

National Press Bldg., Wash.,D.C.

GLENN D. GILLETT

Consulting Radio Engineer
Synchronization Equipment Design. Fleld
Strength and Station. Location Surveys
Antenna Design ‘Wire Line Problems
National Press Bldg. Washington, D.C.

N.Y.Office: Englewood, N.J.

FRED O. GRIMWOOD
RADIO ENGINEER
Field Strength and Station
ocation Surveys

Constructional Engineering
Complete Transmitter Check-ups
Boonville Highway near Hercules Ave. .
vansrille, Ind. I

PAUL GODLEY

and Associates
Radio Engineers
Montclair, N. J.

Phone Montclair 2-7859

T

XQMO-KJR Seatile, v\ius Ro

i
KXRO: Aberdeen, Wash \
(

Tana

raat Falls, Mont.]

PALX  Oaklond, Cal =i

.\‘ R e T T
KNX Los Angeles, Coli

VIDAG Allo Tex.

Prar= CKLW  Detroit. Mich.
Waterloo, 1a.
T SIS

WHBY Green Bay, Wis.

ISN_ Milwaukee W\st R

HBF _Rock island, ti. [
. 1a. [wisC Muncie, Ind.

WAIU Columbus, O.

GBF Evansvilie, Ind
TWLAP  Lexington, 32

WD!J Rnunoke \lu

WEIG Greensboro, N c"

-
ri. [WREC Memphn Tenr g

ll'w Fart Smith, Al
i

‘ [KOMA Oklahoma Cny Okla

[KGKO ' ‘Wichito Falls, Tex.

| JKRLD ' Dollas, Tex. [rrriutint

IKTAT Fr. Worth, Tex.
J

TSM El Paso, Texas)

.mm-m

PROGRAM
SERVICE

THE MOST FLEXIBLE ADVERTISING MEDIUM IN THE WORLD

We took a long look at radio. |For vears we
worked step by step to make radio more flexible
and to remove obstacles which haxe prevented
many advertisers from using it. The World Pro-
gram Service 1s the result. There? nothing else
like it offered to advertisers. ‘

All advertisers want bigger (‘ir(‘u[ldiiozz with no
bgger budget. When radio takes a big slice out
of the budget for talent and progrjxms ‘1t means
less time on the air unless the budget is increased.
But when the program is a shght cost—almost
lominal—it means more time on the air with the
same budget. This is a unique advantage
of the World Program Service. Never-
teless the programs are top notch—
there’s nothing better on the air! |
- Many advertisers want local color in
thetr commercial message. Here’s the op-
DOrtumty to vary the commercial tle-bp in

400 West Madison Street, Chlcugo, 1.

OADCASTING * July 15, 1934

(WACO _Wagco, Trx.

KISA San Antonio, Tex.

|

(WAML _Laurel, Miss.
WDSU New Orieans, La
W ——

WRUF  Gainesville, Fia.

99 MARKETS! K N

each market if that is desirable. The names of
local dealers, special announcements, little adapta-
tions to accord with local tastes and conditions
lend a varied and forceful appeal to your advertis-
ing. This is an advantage sought by many adver-
tisers when they turn to newspapers. It is unique
in radio. And there is no extra cost for varying
the commercial message, no matter how many
stations may be used. .
1[07'eover, most advertisers want to test. 'This
new method is ideal for testing. You can pick
one or more markets without the handicap of a
" large expenditure for creating a program.
This clearly brings a new facility t&
radio advertising—one that is thoroughly
adaptable to merchandising and selling.
An audition will gladly be arranged afany
member station or one of our World
offices.

ORLD BROADCASTING SYSTEM INC
50 WEST 57T STREET, NEW YORK, N. Y.

fﬁces and Recording Studios at

555 South Flower Street, Los Angeles, Cal.

;,UND, STUDIOS OF NEW YORK, INC. (SUBSI IARY OF WORLD BROADCASTING SYSTEM, INC.) WESTERN ELECTRIC LICENSEE
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IN THE SOCKETS
_RCA RADIOTRONS

i

are YOU insuied agaiﬁst costly
and embarrassing delays?

UBES, like lamps, cannot last forever. When enced operator has learned that RCA Radiotron
it becomes necessary to make a replacement. will stand up, even under temporary overloads,

HOW LONG WILL YOU BE OFF THE AIR? because they are properly built and tested.
: -Genuine RCA Power Radiotrons for - The unseen element of Quality makes them re
fifteen years have been built to liable,—and worth twice their cost.

deserve your faith. Check up your tubes in service and in reserve

the experi- TODAY—

The experienced engineer an

H
1—1Is the supply adequate?
2—Are'they all Genuine RCA Radiotrons?

NEW YORK: 153 E. 24th St. CHICAGO: 111 N.
DALLAS: Santa Fe Building
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