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WOR's time sales for the year ‘35 showed
a neat increase of 49.5% e« This figure
emerges as a really formidable fact when
we find that the whole industry increase
was only 20.8% . Giving WOR more than

double the increase in gross s Our statis-

ticians, being altruistic souls, demand that

we be more specific o Specifically, then

MY, what a figure we've got

. . . though National Networks set a new
high in their field during the past year, their
total incre—ase in time sales was only 17.4%,
and Spot Broadcasting rose no higher than
26% e« Proving beyond question that, when
these figures are compared with WOR's

increase, ours is the door they're beating

R

a path to.

N val) Q

www americanradiohistorv com



www.americanradiohistory.com

More Great Stars Become |
THESAURUS ARTISTS |

SIGMUND SPAETH, THE TUNE DETECTIVE

Sigmund Spaeth, The Tune Detective...Rudolph Friml, Jr...John Seagle
...and Adelyne Hood...offer their talents in THESAURUS programs -

Four more popular radio stars join the roster of 7
NBC THESAURUS artists. Their names are famous
from coast to coast.
We present Rudolph Friml, Jr., son of the cele-
brated composer, and his excellent orchestra . .
John Seagle, baritone of the famous Cavaliers quartet
... Sigmund Spaeth, whom millions know as “The
Tune Detective”...and Adelyne Hood, vocalist, and

star of concert, vaudeville and radio.

By continually adding more name talent, NBC ‘(“ ;
THESAURUS greatly increases its value as an effective g . . IO —

New additional continuity service.
JOHN SEAGLE Interesting continuity on movie

stars and new pictures.

NATIONAL BROADCASTING COMPANY, INC. |

A RADIO CORPORATION OF AMERICA SERVICE |
ELECTRICAL TRANSCRIPTION SERVICE e 30 ROCKEFELLER PLAZA, NEW YORK ¢ MERCHANDISE MART, CHICAGO

Py

spot broadcasting service.
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INDISPUTABLE PROOF of
WNAC Audience Leadership

Complete Figures of Metered Survey

Here are the final results of a ten weeks' survey of Boston stations—the first scientifically
accurate survey ever made by mechanically recording the stations dialed and the exact
listening time for each program. The survey was made from Sunday, November 3, 1935,
through Saturday, January |1, 1936. The results are the actual listening record of 1000
families to 101,004 quarter-hour periods. The final figures prove conclusively that
WNAC is the dominant station in the Greater Boston area.

Boston Station Popularity Percentages Down by Hour Periods

WNAC WAAB Ist N.B.C. 2nd N.8.C. Ist LOCAL 2nd LOCAL 3rd LOCAL 4th LOCAL OUTSIDE TOTAL

QUTLET QUTLET STATION STATION STATION STATION STATIONS
. 7— 8 AM. 348%  45%  29.3°% 214% 529 * 4.0%, * 8% 100%
. 8— 9 AM. 274%  142% 2459 18.0%  54%  3.7%  58%  .1% 9%  100%

9— 10 AM.  24.29 9.2%  33.0% 127%  88%  3.2% 7.0% 9% 9%  100%,
10— 11 AM,  256%  120% 29.2% 11.3%  7.6%  4.6% 7.3%  L1% 1.3%  100%
| 11— 12Noon  254%  12.2%  242% 1229 8.7%  5.6% 8.4%  2.39% 1.0%  100%
12— 1 P.M. 2729 10.3%  1859% 155%  14.0%  3.6% 7.2%  1.9% 1.8%  100%

|l— 2 P.M.  313% 132% 13.0% 113% 160%  47%  67%  21%  1.6%  100%
2— 3 P.M. 236% 130% l161% 17.3% 153%  49%  71%  12%  15%  100%
3— 4P.M. 2289 169% 153% 209% 10.1%  52%  54%  1.9%  15%  100%
4— 5P.M. 309% . 167% 184% 154% 10.1%  43%  1.8% 8%  1.6%  100%
5— 6 P.M. 31.6% 155% 17.9% 160% 123%  4.1% * * 2.6% 1009
6— 7 P.M. 303% 155%  267% 142%  67%  3.7% * * 29% 1009
7— 8 P.M.  327%  97%  304% 20.4% * 2.0% * * 489 1009
8— 9 P.M. 2639  67% 345% 25.4% * 2.0%, * * 49 1009,
9— 10 P.M. 2809  7.5% 259% 324% * 1.8%, * * 4.4 1009,
10— 11 P.M. 30.6% 124% 179% 30.2% * 2.9%, * * 6.0% 1009,
11— 12 Mid.  31.3%,  17.4%  18.6% 20.7% * 2.89, * * 9.2%  100%,
12— 1 AM. 554°% **25%  169%  9.8% * * * * 15.4%,  100%
':\LIER'?:gE 29.09%  11.7%  238% 202%  57% 33%  23% 5%  35%  100%
*Station not on the air.  **Station only on the air at this time during part of survey.

Write for booklet containing complete explanation of survey method. Ewvery agency and advertiser will
find this booklet a valuable guide in buying coverage accurately, whether for Greater Boston or for the nation.

YANKEE NETWORK, INC. EPWARD PETRY & CO., INC.

Exclusive National Sales Representatives

Published semi-monthly, 26th issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC.. 870 National Press Buildi Washi
D. C. Entered as second class matter March 14, 1933, at the Post Office at Washington, D. C., under act of 0qu'eh 3, 187%’. ing. Washington.
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!
Il
) May we (in this season of advertising prizes) publish the

awards of the two shrewd juries who sit in judgment of radio? One is the audience in more than
22,000,000 American homes. The other is an unsentimental panel of business men, the advertisers
on the air. These, as juries go, are large. But they haven't (we note in passing) much difficulty
in coming to their swift decisions. S%’ Their awards? From the audience “To the Columbia
Broadcasting System: THE FRIENDSHIP OF A NATION.” And from advertisers “"To the Columbia
Broadcasting System: A GREATER GAIN IN BUSINESS IN 1935 THAN FOR AMY OTHER ADVERTISING
MEDIUM.” 5%‘ Such awards, we know, are something more than

prizes. Obviously they carry with them the obligation to continue

the very activities they so generously recognize. Or so it seems to us.

THE COLUMBIA BROADCASTING SYSTEM

March 1, 1936 * BROADCASTING

L uwaww americanradiohistorv com

Page S

e —



www.americanradiohistory.com

WGR-WKBW (CBS) . .
WIND-Gary

HAINS (networks to you) are swell
in their place, but under many cir-
cumstances they’re too restrictive and

inflexible.

Whereas, with spots, you can get ex-
actly ‘“‘what you want when you want

it”’—without ifs, ands or buts!

With spots you can take your sales-

map and hit one spot or a hundred

“Oh. chaini do not a pudon make!”

without any regard to geography, sta-
tion affiliations or anything except
your own sales job .. . You can put
on the kind of program that will pull
properly in each territory . . . You can
poke fun at California when youre

broadcasting in Florida!

So . . . chains need not a prison make,
for you. How about calling us in to

talk spots?

“!FREE & SLEININGER, INC P
‘lj CQaclzo d’az‘zom ﬁef)resem‘az‘wes

E

e —————

NEW YORK CHICAGO SAN FRANCISCO LOS ANGELES
110 East 42nd St. 180 N. Michigan New Center Buliding Russ Bullding C. of C. Bldg.
Lexington 2-8460 Franklin 6373 Trinlty 2-8444 Sctter 5415 Richmond 6184
. (NBC) . . Des Moines KFAB . (CBS) . Lincoln-Omaha KSD . (NBO) . St. Loui
Buffalo WAVE . (NBC) . . . Louisville KFwWB . . . Los Angele
—_ WJJD-Chicago WTCN . . . Minnecapolis-St. Paul KOIN . (CBS) . Portlanc
. (CBS). Cleveland KOIL . (NBO) . . . Omaha KOL . (CBS) Seattl
. (CBS; . Kansas City KVI . (CBS) . Tacom

BROADCASTING * March 1, 193¢
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And NowScience Metersthe adio Audience

By PROF. ROBERT F. ELDER

The Audimeter Takes Its Place in the Survey Spectrum;
Its Advantages and Limitations for the Advertiser

BROADCASTING has already de-
scribed the “Audimeter”, an in-
strument which, when attached fo
a radio set, makes a continuous
record of the times when the set is
turned on, and of the stations to
which it is tuned. [See issue of
Dee. 1, 1935]. It has also revealed
[Jan. 15, 19836] certain prelimi-
nary results of the first Audimeter
survey, conducted in Boston for
John Shepard 3d and his Yankee
Network. Now that this survey
has been completed and the results
tabulated, it is time to examine
the method to determine what, if
anything, it adds toward the solu-
tion of the problems facing broad-
casters, advertisers, and advertis-
ing agencies. .

Before discussing the specific
findings of the survey, it is nec-
essary to define the particular type
of measurement afforded by tge
method. There are five points at
which measurements of radio may
be made. Different methods are in-
dicated for each. What is not com-
monly recognized when attempts
are made to compare results of sur-
veys made by different methods is
that the same type of measure-
ment is usually not made. A brief
discussion of the possible points of
measurement will illustrate this
point.

Listening Habits

1. THE first and simplest type of
measurement simply determines
how many sets are tuned to each
station during each program
period around the clock. This is
the Audimeter’s point of measure-
ment. For studies of audience lis-
tening habits and of station popu-
larity, it appears to be the best
method available, because it covers
hours when methods requiring con-
tact with listeners during the pro-
gram period are not available. At
other periods it must justify itself
on the basis of lower cost. This
type of measurement yields no in-
formation as to how many listen-
ers there are, nor as to how deep-
ly the program being received has
stamped itself on their conscious-
ness.

2. From the standpoint of the
advertiser who seeks a check on
the size of the audience reached by
his program, it is often desirable
to find out how many people are
listening to a given program as it
is received over each set. Is there
a single listener or a whole family

RADIO RECORDER—Here is the Audimeter, mechanical survey instru-

ment designed by Prof. Robert F. Elder (left) and Prof. L. F. Woodruff,
both of Massachusetts Institute of Technology. The former is well known

as a pioneer in radio research and
conducted with the instrument. Dr.

is in charge of the actual surveys
Woodruff handles technical phases.

group? In this respect, determin-
ing the number of people listen-
ing, rather than the number of sets
receiving the program, the coinci-
dental telephone survey has been
particularly effective. The Audi-
meter, used alone, cannot furnish
an answer to this question.

3. Another type of measurement
involves a determination of how
many listeners are conscious of
the identity of the sponsor of the
program as it is being heard. Here
again the coincidental method
seems to be ahead of others, al-
though there are serious questions
as to the absolute validity of this
measurement. The person answer-
ing the telephone may not realize
who is the sponsor while some
other listening member of the
family may know, or vice versa.
Some of the calls may be made be-
fore the person answering has had
a chance to hear the commercial
announcement. Nevertheless, the

.measurement unquestionably has

significance, although not always
correctly interpreted.

4, Still another measurement in-
volves finding out how many peo-
ple heard a program and remem-
bered it after the lapse of an ap-
preciable period of time. This is
the type of measurement afforded
by the C. A. B. method. One could
hardly expect that it would coin-

March 1, 1936 * BROADCASTING

cide with the results of coinciden-
tal telephone or Audimeter sur-
veys. It is, however, a significant
measurement, although just how
it is to the interpreted depends
upon how far the effectiveness of
advertising is based on conscious
and how far on subconscious in-
fluence.

5. From the standpoint of the
advertiser, the ultimate measure-
ment of radio advertising involves
a determination of how many peo-
ple are influenced by the program
to buy the advertised product. As
yet very little has been done with
this type of measurement. It in-
volves an amplification of some of
the previously mentioned tech-
niques. Some results from a com-
bination of this type of measure-
ment with that afforded by the
Audimeter may be expected in the
near future.

One of the most important ad-
vantages of the Audimeter method
is the fact that, since installation
of the recording instruments in-
volves personal visits to the homes
whose listening is studied, it is
possible to study the listening hab-
its of different groups of the pop-
ulation. The economic breakdown
is probably the most significant. It
appears, for instance, that the
families with incomes in the $2,500
and over bracket do more listen-

www americanradiohistorv com

ing on Sundays than do any of the
other groups. On week days, how-
ever, the middle bracket ($1,200
to $2,500) leads in amount of lis-
tening. The distribution of the
audience varies at different hours.
This may be due to differences in
living habits or to differences in
the nature of programs available
at different hours, and is probably
a resultant of both of these fac-
tors. The accompanying chart
shows how different are the pro-
portions of homes in different eco-
nomic groups listening at various
hours on Sunday evening. Equally
important differences are in evi-
dence at other times.

Economic Groups ¢+~

PROGRAMS differ widely in their
popularity with different economic
groups. While this has always
been recognized in a general way,
an accurate measurement of this
factor should help advertisers to
do a much more precise job of
adapting their programs to the
particular groups which they de-
sire to cover. The following table
shows the differences in the audi-
ences reached by a few outstand-
ing programs (proportion of
homes in income groups):

Program A ProgramB ProgramC

Over $2,600 36.2 38.8 24.2
$1,200-82,600 42.9 33.6 30.6
Under $1,200 45.6 39.3 14.0

Program D Program E ProgramF

Over $2,600 21.6 20.4 22,2
$1,200-$2,500 10.3 9.6 17.0
Under $1,200 7.5 1.9 5.0

There are over 21,000,000 radio-
equipped homes and only 10,300,-
000 residence telephones. Few of
the families with incomes under
$1,200 have telephones, yet over
half of them (in Boston at least)
have radio sets. Only about half
of the families in the $1,200-$2,500
bracket have telephones, yet most
of them have radio sets. Only in
the upper bracket do we find tele-
phones and. radios both in univer-
sal use. Program ratings based on
telephone surveys, therefore, are
fully dependable only for the ad-
vertiser whose message is directed
to the higher income groups. For
the advertiser who seeks to reach
the masses, a low rating in tele-
phone homes may not indicate a
failure to reach the desired audi-
ence.

Many advertisers desire to know,
not only how many people hear a
single program, but how large a
proportion of all radio homes is
reached over a period of time.
Consider, for instance, a program
which is received on the average

(Continued on page 58)
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Kendall, Lafount
Mentioned for FCC

To Replace Payne

FRIENDS of Judge John C. Ken-
dall, attorney of Portland, Ore.,
who has appeared frequently in
radio cases, are urging his ap-
pointment to the FCC as a suc-
cessor to George H. Payne, of New

York, member of the Telegraph
Division, whose two-year term
expires next July 1. Western Sen-
ators have had Judge Kendall’s
name placed before them and it is
understood that he will have strong
support for the Republican minor-
ity vacancy. If appointed, Judge
Kendall probably would merely re-
place Payne on the telegraph divi-
sion since it is regarded as unlike-
ly that there will be any changes
in the Broadecast Division. -

-At the same time it was learned
by BROADCASTING that there is
strong support also for the ap-
pointment of Harold A. Lafount,
of Utah; former Republican mem-
ber of the Federal Radio Commis-
sion, who has been residing in
Washington since he failed to get
an appointment to the FCC when
i1t93vzas formed in the summer of

A Westerner Wanted

THE FACT that Senator Wheeler
(D.-Mont.), chairman of the Sen-
ate Interstate Commerce Commit-
tee, which has charge of radio reg-
ulation, has expressed dissatis-
faction with the failure of the
Roosevelt administration to select
a far Westerner to the FCC, and
the fact that Mr. Payne has been
the center of dispute within FCC
ranks, at odds particularly with
Chairman Prall, who holds a sev-
en-year term, lends force to the be-
lief that Mr. Payne will not be
reappointed and that a Western
Republican acceptable to the New
Deal and to Western Senators will
be named.

Mr. Prall and ‘Mr. Payne both
hail from New York State, and the
far Western states were left un-
represented when President Roose-
felt appointed the new seven-man
Commission to succeed the Radio
Commission. It was learned upon
reliable authority that President
Roosevelt has indicated the ap-
pointment can be recommended by
Senator Wheeler and that Senator
Wheeler has indicated he has no
candidate from Montana but is in-
clined to go along with the rec-
ommendations of his Democrats
colleagues from Washington, Sen-
ators Bone and Sechwellenbach.
Senators McNary and Steiwer, Re-
publiecans, of Oregon, are known
to be favorable to Judge Kendall
if he is willing to be named.

Judge Kendall, 50, a native of
Bemidji, Minn, and a 1909 gradu-
ate of the University of Minne-
sota, first became interested in ra-
dio about five years ago when he
represented the Portland Better
Business Bureau in its drive
against Robert Gordon Duncan,
known as the “Oregon Wildecat,”
who operated a small local station
iater ordered off the air. Since
then he has represented various
Northwest stations before the
Commissions, including KGW and
KEX of the Portland Oregonian
and KVI, Tacoma. He has also
been a member of the American
Bar Association’s radio committee.
He was a circnit judge in Coos
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HearstAcquires TwoSouthwest
Outlets;RooseveltSeeks Others

KTSA and KNOW Sold to Publisher for $225,000;
President’s Son Options WACO, KTAT and KOMA

SALE of KTSA,
San Antonio, and
KNOW, Austin,
Tex., both units
of the Southwest
Broadcasting Sys-
tem, to Hearst
Radio, subsidiary
of the William
Randolph Hearst

k newspapers, for
Mr. Roosevelt $225,000, was re-
ported to have been consummated
Feb. 26.

Neither Southwest Broadcasting
System nor Hearst Radio made
any formal announcement at the
time. It is understood the arrange-
ment was made subject to FCC
approval.

Simultaneously it was learned
that Elliott Roosevelt, son of the
president, who has served as vice
president and sales promotion man-
ager of Southwest since last Sep-
tember, has acquired options in his
own right covering the proposed
purchase of the remaining three
Southwest stations—WACO, Waco,
Tex.; KTAT, Fort Worth, and
KOMA, Oklahoma City. So far as
could be learned the options are
for an undetermined period, and
the amount was undisclosed.

In another quarter it was re-
ported that young Roosevelt had
made the purchase arrangement
for all five stations, but with
KTSA and KNOW “earmarked”
for Hearst. There was mention in
this connection of a $50,000 option
payment by Mr. Roosevelt. The
latter was to be in New York dur-
ing early March in eonnection with
the negotiations, and it was hinted
that Arde Bulova, watch manufac-
turer - broadcaster, was financially
involved.

The negotiations were conduct-
ed with A. P. Barrett, of Fort
Worth, principal owner of South-
west, and Lee Armer, Southwest
president.

Employes Given Notice

SOUTHWEST, it was reported, had
given notice to employes that own-
ership would change hands March
1. The inference was that all em-
ployes on the San Antonio and
Austin stations, as of that date,
will be under personnel manage-
ment of Hearst. In San Antonio,
the Hearst newspaper is The
Light. There is no Hearst news-
paper in Austin.

In the Feb. 15 issue of BRrOAD-

Bay, Ore. for seven years until
1928 when he went into private
practice in Portland.

Many of Mr. Lafount’s friends,
including several Senators, are
known to be fostering his appoint-
ment to the FCC because of his
long service on the predecessor
Commission. Mr. Lafount became
a Radio Commission member only
a few months after it was created
in 1927, succeeding the late Col.
John Dillon. His name was on the
original Roosevelt slate for the
FCC in 1934 but was dropped at
the eleventh hour to make way
for another Republican appoint-
ment.

CASTING it was reported that ne-
gotiations were understood to be
in progress for the sale of the five
Southwest - owned stations. The
price was stated to be in the neigh-
borhood of $750,000. Mr. Armer,
however, stated that reports of
consummation of any sale at that
time were unfounded.

Stations now owned by Hearst
are WCAE, Pittsburgh; WBAL,
Baltimore; WINS, New York;
KYA, San Francisco; WISN, Mil-
waukee and KEHE, Los Angeles.
In addition there is now invelved
in litigation a purchase arrange-
ment under which Hearst seeks to
acquire WMAL, Washington, now
operated under lease by NBC.

The Southwest system of seven
stations constitutes the Southwest
arm of CBS. In addition to the
five-owned stations involved in the
Hearst sale and the Roosevelt op-
tion, other stations are KRLD,
Dallas, and KTRH, Houston, both
Southwest outlets but under other
ownership.

KTSA operates on the 550 ke.
channel with 5,000 watts day and
1,000 watts night. It is now man-
aged by L. L. (Jake) Jacquier.
KNOW is a 100 - watter on 1500
ke., managed by James W. Hagood.

The stations on which Mr. Roose-
velt has acquired options and their
assignments are: WACO, 1420 ke.,
100 watts, managed by J. W. Pate;
KTAT, 1240 ke., 1,000 watts, man-
aged by Sam H. Bennett, and
KOMA, 1480 ke., 5,000 watts, man-
aged by Neal Barrett.

Mr. Roosevelt became Southwest
vice president last September when
he resigned his post as an execu-
tive of the Aeronautical Chamber
of Commerce. He is in his 28th
year, and has resided in Fort
Worth for about a year. His wife
is the daughter of a prominent
Texas oil operator.

San Felice Is Buying

DEISEL - WEMMER - GILBERT
Co., Detroit (San Felice cigars)
has completed the purchase of six
and seven running news and sports
broadeasts weekly on various Mid-
west stations, and is now working
on placements on other stations in
Nebraska, Illinois, Kansas, Michi-
gan, Pennsylvania and New York.
Stations already contracted are
WADC, Akron; WHBC, Canton.
KFRC, Cincinnati; WHK, Cleve-
land; WBNS, Columbus; WHIO,
Dayton; WSPD, Toledo; WKBN,
Youngstown; WOWO, Fort
Wayne; WFBM, Indianapolis;
WOC, Davenport; WHO and
KRNT, Des Moines; WMT, Cedar
Rapids; KSCJ, Sioux City; WOW,
Omaha. San Felice also has a joint
deal with United Cigar Stores and
its agency, Young & Rubicam, for

spots in that sponsor’s MBS pro-,

gram. The San Felice account is
being handled by S. M. Epstein
Co., Detroit agency.

APPLICATIONS of publishers of
the Bismarck (N. D.) Tribune and
the Grand Forks (N. D.) Herald
for new stations on those communi-
ties have been dismissed by the
FCC at the request of applicants.

‘Corn Belt N etworkl

Uses Rebroadcasts

Eight Stations Join Group to
Pick Up Programs From WHO

A UNIQUE new =
network, keyed .
from the 50,000-
watt WHO at
Des Moines and
feeding commer-
cial as well as
sustaining pro-
grams to its
member stations,
gets under way
Marceh 9, linking

Mr. Maland

eight Middle Western stations
without the medium of telephone

lines. It will be called the Corn
Belt Wireless Network, and will
comprise, in addition to WHO,
whose programs will be picked up,
the following stations: WOC, Dav-
enport; KOIL, Omaha; KFAB,
Lineoln; KMBC, Kansas City;
KMA, Shenandoah, la.; WNAX,
Yankton, S. D.; KFJB, Marshall-
town, Ia.

The network, according to an
announcement by J. O. Maland,
vice president of Central Broad-
casting Co. and manager of WHO,
is an outgrowth of successful pick-
ups and rebroadcasts of WHO’s
signals by various stations with
which WHO has been cooperating.
The setup starts with four of the
stations fed a daily morning com-
mercial which has been on WHO
for the last five months. The spon-
sor is seeking to widen his daytime
coverage using talent successful on
WHO. Other sponsors are reported
to be considering the full .string of
stations.

Aids Smaller Stations

THE “wireless web” is regarded
by its promoters as a new develop-

"ment in commercial radio. The pro-

grams are to be picked up with
special receivers in the participat-
ing stations and rebroadecast, all
programs to originate in WHO
studios.

Authority for the network opera-
tions without connecting telephone
lines comes under FCC ruling num-
ber 177, which says: “Licensee of
any broadcasting station may,
without authority of the com-
mission, rebroadcast a program of
another broadcasting station, upon
authority of the licensee of the sta-
tion that originates the program.”

Success of the venture, it is be-
lieved by its originator, Mr. Ma-
land, will lead to a new field of
commercials for smaller stations
not now affiliated with major sta-
tions. It will make available for
them talent which they could not
obtain for their own studios.

Chrysler CBS Series
CHRYSLER Corp., New York
(Chrysler autos) returns to the
air March 12 on 49 CBS stations,
Thursdays, 8-8:30 p. m., with Mark
Warnow and Chrysler Imperial
Orchestra, Alexander Gray, bari-
tone, mixed choir of 14 and Charles
Hanson Towne. Title of the pro-
gram, booked for 52 weeks, is
Chrysler Air Show—Performance
by Chrysler. The mixed choir will
be broken into the Chrysler Six
(male) and the Chrysler Eight
(female). Direction and production
will be in charge of the CBS pro-
duction department.
son Inc., Detroit, is the agency.

BROADCASTING * March 1, 1936
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Copyright Threatens to Split Industry

Baldwin Is Center of Opposnlon in Network Circles;
Independent Radio Music Plan in Formative Stage

COMPLICATIONS over musiccopy-
rights have created a schism with-
in the broadcasting industry that
threatens the NAB, with the show-
down to come at the next trade
association convention tentatively
scheduled for July in Chicago.

With no generally acceptable so-
lution of the copyright issue yet in
sight, developments since the crisis
that arose with the new year have
tended to aggravate rather than
quiet feeling among factions within
the industry. The major networks,
NBC and CBS, have seriously con-
sidered withdrawal from the NAB
but evidently have decided to await
the convention and battle it out on
the floor.

There is no longer anv quibbling
over terms. The networks seem to
be outspoken in the view that
James W. Baldwin, NAB managing
director, has not acted in the best
interests of the industry. They lay
at his doorstep blame for the pres-
ent condition that threatens de-
struction of a unified industry.

Mr. Baldwin, on the other hand,
has openly charged the networks
with “selling out” the independent
stations in copyright royalties, and
charges them also with operating
hand-in-hand with ASCAP. His
feeling, clearly expressed in the
21,000 word memorandum on copy-
rlght submitted to the last NAB
board meeting on Feb. 3, was that
the interests of the networks and
of independent stations are incom-
patible. Apparently, he would weep
no tears over network withdrawal
from the NAB.

Attitude of Networks

THE NETWORK viewpoint is that
unity in the industry should not be
sacrificed because of a single issue
such as copyright or because of the
actions of the directing head of the
trade association. They are plan-
ning to go into the convention, it
is asserted, with the hope of keep-
ing the industry unified, but with
the avowed purpose of securing the
removal of Mr. Baldwin as its head.
Should the membership majority
support Baldwin, then there is no
question, at this time in any event,
of the intention of both networks
to withdraw from the NAB, judg-
ing from the outspoken assertions
of their officials.

The network view is that they
pay into the NAB a substantial
sum of money, and have repeatedly
paid ‘“extra assessments”, only to
have the organization combat it on
copyright. Greatest resentment on
the part of the networks grew out
of certain of Mr. Baldwin’s recom-
mendations to the last board meet-
ing which were not adopted but
which were publicized just the
same.

The networks objected mainly to
the recommendation which, if
adopted, would have implicated
them in the government suit
against ASCAP, according to net-
work spokesmen. They also resent-
ed insinuations that the networks
aided ASCAP in “forcing” the five-
year extensions of ASCAP con-
tracts in January under which they
paid old rates for that catalog
minus Warner Bros. music, which

totaled between 25 and 40% of the
ASCAP repertory.

Meanwhile, there was under con-
sideration by a group of prominent
individual station operators a plan
for independent dealing with the
copyright problem. Details as
BROADCASTING went to press were
not divulged and apparently the
project had not crystallized. In
this, however, was seen a possible
movement, already said to be un-
der way, for another industry trade
association, with copyright negotia-
tions as its primary purpose.

Other developments during the
last fortnight on the copyright
front were not particularly sensa-
tional. The high spot was the
opening of hearings before the
House Patents Committee on the
Duffy Bill and on two other mea-
sures introduced in obvious efforts
to scuttle the former measures,
favored by copyright users gen-
erally. First on the stand Feb.
25, 26 and 27 were ASCAP repre-
sentatives, headed by President
Gene Buck, who led the usual pro-
cession of flag-waving and pro-
tection of the down-trodden com-

poser and author (see story of
hearings on this page).

Mr. Baldwin, meanwhile, was
whipping into shape his plan for
an independent corporation to con-
trol music for radio, broadly
along the line of the Radio Pro-
gram Foundation of several years
ago, which failed hopelessly in its
mission. He told the board on
Feb. 3 that this foundation failed
because of inadequate financing,
apathy by the NAB, and insuffi-
cient experienced personnel.

The board authorized him to
draft his plan and present it to
another board session. Mr. Bald-
win estimated it would take him
a month to finish the work, but
because of the current hearings on
the Duffy Bill it is more than like-
ly that the board session will be
deferred probably until April.

Warner Contracts

THE three-month temporary con-
tracts signed by upwards of 25
stations with Warner Bros. houses
expire on March 31. According
to Mr. Baldwin the matter of
extension or of working out of a
new basis has not yet been con-

sidered along any definite lines.
The contracts themselves, under
which full-time stations pay as
royalties to Warner the equivalent
of four times their highest quar-
ter-hour rate monthly for the
three-month period, specify that
negotiations for a “per-piece”
method of payment be worked out
as soon as possible.

Whether all of the stations in-
tend to renew or extend or alter
Warner contracts on March 31, at
this time is highly problematical.
The networks contend that they
are getting along nicely without
the Warner music. They haven’t
lost any accounts because of the
unavailability of Warner music,
and they say they are not dis-
turbed over the $3,000,000 in in-
fringement suits, more or less,
that the Warner houses have filed.

Warner big-wigs, it is reported,
are chafing over the loss of popu-
larity of their music because of
its non-performance over the net-
works and over many stations.
Moreover, the Songwriters Protec-
tive Association, of which Sig-
mund Romberg is president, has
broken into open conflict with
Warners on the question of collec-
tion of license fees for radio,
claiming that Warners does not
have that right. Practically all of
the Warner songwriters, it is re-
ported, are author members of
ASCAP, which pays them royal-
ties.

In connection with the infringe-

(Continued on page 53)

Tin Pan Alley’s Lobby Scores in Duffy Bill Show . . .

HOPE for enactment of remedial
copyright legislation at this ses-
sion of Congress in the form of
the Duffy Bill, which would take
away from ASCAP its gun and
horse, has all but vanished. This
was apparent with the opening of
hearings before the House Patents
Committee Feb. 25—hearings which
have been spread over a four-week
period until March 19 and which
have been complicated by the in-
troduction of two ASCAP-inspired
bills designed to befuddle the real
issue and block enactment of the
Duffy bill.

As was expected, ASCAP imme-
diately upon the opening of the
hearings, paraded its usual impos-
ing troupe of top-flight Tin-Pan-
Alleyites before the committee,
which acquired the commodious
caucus room of the House Office
Building for the hearing. Advance
publicity had gone out that the
Berlins, Gershwins, Vallees and
other celebrities would be on hand,
thus insuring a capacity house.

Gene Buck, ASCAP president, in-
dulged in flag-waving at its best.
He was aided by several members
of the committee, with whom “con-
ferences” obviously had been held
in advance. He talked about how
the “powerful” broadcasters and
hotel people and others had “lob-
bied” Congress and were trying to
break that great humanitarian or-
ganization—ASCAP. He said the
Duffy bill was written for that
purpose.

Buck’s testimony, which con-
sumed the entire session, Feb. 25,
and the testimony of his troupe of
tunesmith celebrities, in the ag-
gregate means nothing. The whole
show, from ASCAP’s standpoint,
is that of blocking the Duffy bill
and of preventing elimination of
the $250 innocent infringement pro-
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vision from the present law, and of
leaving amount of damages to the
courts. That infringement provi-
sion is the club ASCAP has wielded
so skillfully in forcing every type
of music user into paying tribute.
The fact that the Duffy bill
passed the Senate last session and
has administration support through
the State Department, meant noth-
ing to ASCAP. The administra-
tion wants the measure because it
would allow American entry into
the international copyright union
at Berne and because it would
correct what the State Department
has construed to be obvious de-
fects in the present law and place
necessary restrictions on the oper-
ations of such pools as ASCAP,
with its stranglehold on musiec.
The hearings were called by
Chairman Sirovich (D.-N. Y.),

whose home district includes Tin
Pan Alley, only after the Duffy
bill was practically blasted out of
a pigeonhole earlier in the month
by drastic legislative action. Rep.
Zioncheck (D. - Seattle) introduced
a petition in the House to have the
committee discharged from consid-
eration of the bill. Nevertheless,
the hearings were called.

As announced, the hearing sched-
ule provided for sessions on Tues-
days, Wednesdays and Thursdays
for four weeks. The dates were
Feb. 25, 26 and 27 and March 3,
4, 5, 10, 11, 12, 17, 18 and 19.
ASCAP’s day was first, then the
Authors League, dramatists and
other writers, and finally the ho-
tels, radio and movie interests.

When the hearings opened Dr.
Sirovich, who has been openly hos-

(Continued on page 62)

GOOD PALS—It was an exceedingly friendly House Patents Com-
mittee that greeted ASCAP’s Tin Pan Alley parade before it during

the hearings starting Feb. 25 on the Duffy copyright bill.

This picture

shows, seated left to right, Rep. Sirovich, Irving Berlin and Rep.
Lanham; standing, Rep. Perkins, George Gershwin and Rudy Vallee.
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Neff, Rogow Form _

Own Rep Business

Resign From WOR to Start in
New York; Plan to Expand

WALTER J. NEFF, sales manager
of WOR, and William Rogow, ace
salesman of that station, have re-
signed effective March 15 to form
Neff-Rogow Inc., station represent-
ative and consultant bureau with
headquarters in New York City.
Mr. Neff’s successor has not yet
been decided upon, according to
Theodore C. Streibert, assistant to
President McCosker of the Bam-
berger Broadcasting Service Inc.
Mr. Neff and Mr. Rogow will

Mr, Neff

Mr. Rogow

establish headquarters in the RCA
Bldg., New York, and will represent
selected stations in the New York
area, with plans also under way
for branch offices in other cities.
Both are among the best known
radio salesmen in the field, Mr. Neff
having been in radio for the last
12 years and Mr. Rogow having led
the WOR sales force for the last
six years. Together, according to
an official announcement, they were
instrumental in raising the sales
income of WOR from less than
$300,000 in 1928 to approximately
$2,000,000 for the fiscal year ended
Feb. 1, 1936.

Advisory Service

NEFF-ROGOW 1Inc., their state-
ment said, will attempt to bring to
their station clients a constructive
sales service as well as advisory
counsel on matters pertaining to
station operation and organization.
They will continue to develop “sta-
tion-tested” programs, an innova-
tion which they created at WOR in
1932 and which in recent years has
gained wide acceptance with agen-
cles and advertisers.

Mr. Neff is one of the best known
figures on the commercial side of
radio. A native of Detroit, he
started in radio in 1922 as a singer
with the pioneer WWJ, Detroit. In
1924 he joined WAHG (now
WABC) in New York as broadcast
dlrectqr and in 1926, with the late
Tex Rickard, he started WMSG as
the official mouthpiece of Madison
Squarg Garden. Before joining
WOR in 1928 as an announcer, he
was program director of WPCH
and WMCA. He has been head of
the sales department of WOR since
1934. An active clubman, he is
chairman of the house committee
of the Advertising Club of New
York and a member of various
other clubs and fraternities.

Mr. Rogow joined the WOR sales
staff in 1929, coming from the sales
managership of Martinson Coffee
Co., with which he made his first
contact with radio while sponsor-
ing a participation in the McCann
Pure Food Hour. He is a native
of Brooklyn and a veteran of serv-
ice with the Marines during the
war. Within a year after joining
WOR he started to lead its staff
in sales results and has -naintained
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Talk of Federal Station

ForLatinContact Revived

REVIVAL of talk about establish-
ment of a government-owned and
operated shortwave broadcasting
station in Washington, whose pro-
grams would be destined primarily
to Latin American countries, has
been noted since President Roose-
velt’s plan for calling a Pan
American Conference was made
known. Such a station was first
broached at the Montivedeo con-
ference of the nations of the Amer-
ican continents several years ago,
and though the suggestion met
Secretary- Hull’s approval nothing
was ever done about it.

The renewed talk centers around
the idea that WPA funds might
be used to build the station and
that the frequencies can be made
available by executive order of the
President. FGC circles disclaim
knowledge of the project and it is
regarded as unlikely that the gov-
ernment would undertake it as
part of the recent PWA-CCC “ra-
dio workshop” plan for which the
U. S. Office of Education obtained
a $75,000 grant. '

WOS, STATE OWNED,
WILL GO OFF AIR

ANOTHER non-commercial broad-
casting station voluntarily relin-
quishes its place in the broadcast
band shortly when WOS, Jefferson
City, Mo., state-owned station oper-
ated by the Missouri State High-
way Patrol, goes off the air in
favor of a police shortwave station
for which the same licensee has se-
cured a construction permit from
the FCC. WOS now operates with
500 watts on 630 ke., sharing half-
time with KFRU, Columbia, Mo.,
while WGBF, Evansville, Ind.,
utilizes the other half.

Under an FCC decision Feb. 21,
KFRU will assume the time re-
linquished by WOS as soon as that
station gives up the 630 kc. fre-
quency and goes on the 1674 ke.
police wave. KFRU will thus share
time equally with WGBF, the two
stations continuing to operate
simultaneously daytime to give
them full daylight hours. KFRU
was recently sold by Nelson R.
Darragh to Luther L. Hill, former
Des Moines stockbroker and
brother of Congressman Lister Hill
(D.-Ala.).

In the meantime the FCC has
set for hearing the application of
R. C. Goshorn and Lester E. Cox,
the latter operator of KGBX and
KWTO, Springfield, Mo., for a new
500-watt daytime station on 920
ke. in Jefferson City. Another ap-
plicant for a new Jefferson City
station is Pemberton Gordon, seek-
itpg 1310 ke. with 100 watts day-
ime.

Pouliry Remedy Spots

WALKER REMEDY Co., Water-
loo, Iowa (Walko poultry remedy)
is using one-minute BS an-
nouncements on KDKA, Pitts-
burgh, WLS, Chicago, and WBT,
Charlotte. Weston-Barnett Inc.,
Waterloo, places the account.

first place every year since then,
climaxing his record with sales ex-
ceeding the total of all the other
six men in the WOR sales depart-
ment for the six-month period
ended Feb. 1, 1936. ’

Announcers Demerits

TO PROMOTE a more co-
operative spirit in the pro-
gram department, WHIO,
Dayton, has installed a sys-
tem of demerits among its
nine announcers, with a
weekly cash prize as the goal.
Missed station breaks, late
for assignment, word fumb-
les, lazy reading on commer-
cial announcements, or
missed announcement debits
the offending announcer with
specified demerits. These are
tallied at the end of the
week, with the one having
least number receiving $5.
Program director, chief an-
nouncer, and commercial
manager are the board of
judges in case of disagree-
ment.

Form Schenectady Agency

WINSLOW LEIGHTON and
George R. Nelson, two executives
of WGY, Schenectady, announce
the formation of an advertising
agency with headquarters in Sche-
nrectady. The company will be
known as Leighton & Nelson and
will conduct a general advertising
business. Leighton has resigned
as national sales representative of
the NBC organization in charge
of the New York State territory.
Nelson resigned as commercial
manager of WGY. Offices of the
newly formed advertising agency
will be located at 245 State St.,
Schenectady. Among the initial
personnel of the new agency is
Rosemary Cramb, who resigned as
secretary of the WGY commercial
department in charge of sales
traffic. Walter Duncan has been
transferred from the NBC sales
staff in New York to succeed
Leighton.

WNBR,Memphis,Bought
BytheCommercial Appeal

PURCHASE of WNBR, Memphis,
by the Memphis Commercial Ap-
peal, subject to FCC approval,
was disclosed Feb. 27 in an appli-
cation for voluntary assignment
filed with the FCC. The purchase
price of the station, which oper-
ates with 500 watts night and
1,000 days on 1430 ke., is under-
stood to be $50,000. The station is
now owned by Mallory Chamber-
lin, its manager; Francis S. Cham-
berlin, Ceylon B. Fraser and
Charles W. Brunner. !

The Memphis Commercial Ap-
peal also owns WMC, an NBC
outlet operating with 1,000 watts
nights and 5,000 watts days on
780 kec., and several months ago
filed an application for a new re-
gional station in Mobile, Ala. If
the FCC approves the WNBR
transfer, it is understood plans in-
clude the possible addition of the
station as a second NBC outlet in
‘Memphis in view of NBC’s recent
expansions in Southern territory.

Ford Discs in Indiana

FORD MOTOR Co., Indianapolis
(used cars) is using five - minute
dises for 13 weeks on five Indiana
stations. The transcriptions fea-
ture Carson Robinson and His
Buckaroos. N. W. Ayer & Son Inc.,
New York, placed the account.

Clarified in Ruling

A CASE which may lead to settle-
ment of the periodic disputes over
rights to broadcast football, base-
ball and other events without per-
mission of the home clubs, was
decided Feb. 21 by the Supreme
Court of New York in the action
of the New York Giants Base Ball
Club against Teleflash Inc.

In dismissing the bill the court
held the baseball club had no legal
right which Teleflash, a wired-ra-
dio sports service in New York
and other cities, had invaded. No
property rights or unfair compe-
tition were involved, the court held.

National Exhibition Co., owning
the Giants, had sought to enjoin
Teleflash from broadeasting play-
by-play reports of ball games tak-
ing place on the Giants home
grounds. Teleflash had obtained
the information from outside the
ball park by locating a man and
apparatus on adjoining property
overlooking the fence surrounding
the park.

Outside Observation

THE OPINION does not specifi-
cally cover unauthorized coverage
of sports events within the ball
park, but pertained only to such
cases when the reports are broad-
cast by observations outside the
confines of the stadium. The court
specifically said that the opinion
did not cover “rebroadcasts”, but
on this score the question is
raised whether a station can pick
up a play-by-play report of an-
other non-competitor’s station in a
different city and broadeast it
without authority.
The court’s conclusions follow:

It is our opinion that the bill of

complaint states no cause of action
because the plaintiff has no legal right
that the defendant has invaded. It
has been pointed out: (1) that an
exhibition of two contesting ball
teams is news; (2) there is no_prop-
erty right in news; (3) this is not
special information compiled at great
expense or effort or by the special
skill or ingenuity of the plaintiff,
and (4) the defendant is not unfairly
competing with the plaintiff because
the essential element of unfair com-
petition, ie., competition, is lacking.
The gist of the matter seems to be
that, incidentally to the_plamtlﬁ's
main business of exhibiting ball
games, there has arisen value in the
dissemination of news reports of the
exhibition. It has value because the t
plaintiff has made the exhibition ex- |
clusive by placing four walls around
the ball park and charging admission
for any one to see it. Its value lies .
solely in the fact that it is exclusive.
The mere fact that the plaintiff has
something of value which the de-
fendant might be lessening in thef
conduet of his own business, does not
nlean that any legal right of the
plaintiff’s has been invaded for which
courts will give redress. * * * If the
plaintiff wants to maintain this thing
of value he can do so by making it
more exclusive. ]
Based upon our belief that no prop-
erty right exists in news when taken
from its source, we believe a motion
to dismiss the bill of complaint should
be sustained, There are no reported
cases which are analogous to the chts'
of this case, and it is entirely possible
that the court would look for a way
to sustain the bill on some theory
that this is an unfair method of ob-
taining the news, regardless of the
question of property. It must also

R

¥

|
|

be borne in mind that in this opinion
we are passing only upon the facts
of this case and that we are not
passing upon a situation which would
arise by obtaining the news from a
competitor in a manner such as re-
broadeasting.
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or Retailers — A Gift on a Silver Platter

By EDWARD J. SAMUEL
Commercial Manager, WMAS, Springfield, Mass.

(With Air Full of Network Programs That Sell and Sell,

Stores Fail to Utilize These Donations From Advertisers

- DOES THE retailer take advantage of the money spent
. by national advertisers for network programs? No, says
. the writer, and he bases his answer on experience.

He

“ is well qualified to discuss merchandising, for he pro-
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|| programs,

‘5 lduced the NBC network shows in 1934 for Pure 0il Co.

and for Fisk Rubber. He once was sales promotion man-
:‘:i ager of Goodyear, British sales and advertising manager
“( of the same company in London, and merchandising and
| iadvertising manager for Fisk in Chicopee Falls, Mass.

IN DISCUSSING merchandising

./ |and its relationship to radio, this

vital basic question comes to mind:
“Does the retailer of merchandise
realize the sales value of network
and does the retailer

"| take advantage of money spent by
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the national advertiser for network
radio programs?”’

The answer is not a difficult one
when the entire country is taken

"}/ into consideration. The majority

of retailers do not take commercial
advantage of network programs.
One might find a retailer here and
there who is alive to the situation,
but a canvass in all lines of busi-
ness throughout the country will
prove my contention.

It was quite evident at a meet-
ing I recently talked to in Spring-
field, Mass., with 250 retail grocers
present. They represented a cross-
section of the retailers in a city
with a trading area of little less
than 500,000 population. After an
explanation of network programs
and suggestions of definite mer-
chandising tie-ups, it was apparent
that not one man of the 250 had
thought much farther than in the
terms of a “good, bad, or indiffer-
ent” program. In other words, in-
sofar as network radio programs
were concerned, each was just an
ordinary run-of-the-mill listener,
sitting back in his easy chair after
a good, hard day’s work and ac-
cepting radio purely as entertain-
ment, and not looking at it from
the standpoint of something that
had tangible commercial value in
it for him.

On a Silver Platter

NOT ONE had allowed himself to
think in terms of merchandising.
It was definitely apparent that no
connection had been made between
the every-day task of selling mer-
chandise to the consuming public
and the advertising value of a net-
work program coming over a local
station.

Network programs, costing the
advertiser plenty of money and ad-
vertising products handled by these
self-same grocers, are continually
being heard locally; yet the re-
tailer who should recognize a situ-
ation of this nature does not at
the moment see the good there is
in it for him. Only a little effort
i1s needed to connect himself with

something that is offered to him on
a silver platter. The advertising
value is certainly not taken the
fullest advantage of, and commer-
cialism, as far as retailer coopera-
tion is concerned, is just treated as
S0 mueh entertainment. When
asked point-blank if they had ever
thought of connecting the goods on
their shelves with network adver-
tising, all grocers present shook
their heads and said “No.”

The thought can be applied
equally to the retailer in any line
of business — drugs, soap, coffee
perfumes, foods, food beverages,
automobiles, automobile tires, bat-
teries, refrigerators, ete. ete.

It is interesting to note an
article in BROADCASTING of Dec. 1,
1935 entitled “How Leading In-
dustries Use Network,” which
states that $39,600,000 was spent
by national advertisers for net-
work programs. Such an expendi-
ture calls for serious consideration
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MERCHANDISING DISPLAY

;ere is what WMAS, Spring

MR. SAMUEL

of intensive work in the field to
bring about the best result.

No matter how entertaining a
program may be, and regardless
of the merchandising features in-
corporated in the program itself at
the originating point, the cycle is
not complete without the coopera-
tion of the retailer. Better still,
make it a triangular affair—the
manufacturer, retailer, and local
radio station.—Even the successful
Jello program with Jack Benny,
together with its unusual commer-

cial plugs, is not complete without
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eld, Mass.,

did with the Campbell Soup Co. network program to promote point-of-
sale interest in products made by this big food concern.
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an effort on the part of the retailer
in pushing and taking an interest
in the product.

Merchandising has crept into
radio extensively in the last six
months. Prior to that—and to the
mind of a newcomer to the in-
dustry—a radio program did not
seem to go much farther than to
go on the air. Measuring the sue-
cess of the program by its enter-
tainment value alone, though very
important, is incomplete when it
comes to real, honest-to-goodness
selling.

Radio has established itself in
the advertising field. It has become
a necessary part of the advertising
plan of any company anxious to
do a good job, and by degrees it is
injecting itself into actual mer-
chandising.

When I speak of “merchandis-
ing” I mean that the influence of
radio is actually impregnating the
distributing field of merchandise,
and the appeal for box-tops and
the like, while not really old-
fashioned, is destined in a year or
two to be at least augmented by
more intensive work in the field
and at the point of sale.

The Contact Point

IF THE retailer is important to the
future success of radio advertis-
ing, whose function is it to carry
on this process of education among
these retailers?

This is not a debatable point. It
is clearly defined.

The job of a manufacturer’s
local sales representative is divided
into two parts:

(a) The loading of the retailer’s
shelf

(b) The unloading of the re-
tailer’s shelf

Radio network programs play a
part in both. The influence and
bearing of a good network pro-
gram coming over a local station
certainly helps the local sales rep-
resentative to sell the dealer and
load his shelf with that particular
manufacturer’s merchandise, but
this perhaps, is the least important
of the two tasks.

The unloading process is the
more important. The more goods
bought by the consumer from the
shelf of the retailer, the better op-
portunity there is for the salesman
on his weekly, monthly, or peri-
odical visits, to get repeat orders.
Is it not logical, therefore, to as-
sume that the manufacturer’s
local sales representative is the
contact point in carrying on this
important task of bringing the re-
tailer into the picture where a

network radio program is in-
volved?
Let us take the Campbell’s

tomato juice Burns & Allen pro-
gram, for instance. This popular
CBS program, on the air every
Wednesday evening, is one of the
outstanding radio programs of the
current season and has a large
listening audience.

Let us reduce this program to
the local situation in Springfield,
Mass. What happens?

We requested the manufacturer,
through the agency, to have Mr.

(Continued on page 64)
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It’s Smooth Selling for Carborundum

Abrasive Maker Reaches?Both Consumer and Industrial
Markets by ConsistentjUse of Radio and Trade Media

By HOWARD J. LONDON

‘‘‘‘‘ —wwcn  THERE’S an old
; axiom that any
day during the
summenr on the
streets of Niaga-
S ra Falls may be
== % | found an automo-
e it bile from every
- state. The axiom
‘ can be revised to
read: Within
Mr. Bowman every home and
office in the United States are
many products whose fine _ﬁmsh
and craftsmanship are directly
traceable to the Niagara Falls
plant of The Carborundum Com-
pany, pioneers in the manufacture
of abrasives since 1891.
“Carborundum?” is used by every
manufacturer in the country in ad-
dition to restaurants, hotels, barber
shops, homes, shoe repair shops,
by garage owners, to name only a
few. From the time you arise in
the morning until you retire at
night there is before your eyes a
product on which “Carborundum”
was used. Craftsmanship in the
automobile industry is said to be
dependent upon the use of abra-
sives, this product alone making
possible the utmost precision in
cranks, camshafts, axles, ball-bear-
ings, gears, and all other accurate
grinding work that goes into the
moving parts of an automobile.

And Then Came Radio

THE sponsor began to use radio
ten years ago in Buffalo, alternat-
ing between WGR and a station no
‘onger on the air, and then ex-
panded to a three-station hook-up
comprising WGR, WHAM, and
WGY

-

wprimprrmpe s

The latter chain was called the
Western New York network. Re-
sults assured the sponsor that ra-
dio was the medium to be utilized
as one of his major advertising
efforts and from that day radio
has been the top medium.

In 1928 The Carborundum Com-
pany signed with the newly-organ-
ized CBS for an eight-station net-
work concentrating on the large
Eastern industrial centers. Each
stccessive year saw a steady and
constant increase in the number of
stations until in 1934 the Carbor-
undum program was broadcast
on ‘a national hookup over 29 sta-
tions on Saturdays, 7:30-8 p. m.
‘Note that the sponsor prefers and
‘has for several years used the Sat-
urday night spot, even after the
rumor began to go the rounds of
the advertising fraternity that ra-
dio was not a good medium on
pay day because all the radio lis-
teners were out to the movies, ete.

How that notion originated no
one can ascertain, but that the ex-
periences of The Carborundum
Company helped to dissipate this
idea is most certain. For today
the Saturday night time on CBS
is sold solid from 7-9:30 p. m., the
time being signed for such well-
known national advertisers, in ad-
dition to The- Carborundum Com-
pany, as Colgate-Palmolive-Peet,
Liggett & Myers Tobacco Co.
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SOME ten years ago The Carborundum Company, al-
though not having a particular rough time of it in the
abrasive field, decided this new-fangled radio business
might polish off an occasional upside-down peak in the

sales chart.

So with the aid of a home-town band that

now is famous and a few Indian legends, blended with
considerable precision and good-will, the company went
after the mass market through the air. Ask any average
consumer abhout abrasives, and the answer probably will

be “Carborundum”.
about radie and the answer

Ask The Carborundum Company

will be:

(Chesterfield cigarettes) and At-
lantic Refining Co.

With the inauguration of the
recent series The Carborundum
Company lengthened its radio sea-
son by seven weeks, making a 20-
week stretch instead of the usual
13 and used the same talent that
comprised the first experiments in
radio advertising — the Carborun-
dum Band under the direction of
Edward D’Anna.

How the sponsor came to decide
on this type of entertainment is
interesting. Even before reserving
time for the initial program it was
decided that whatever talent was
used, the program should originate
from Niagara Falls, home of the
manufacturer. Naturally, if the
program was to emanate from the
Falls it would be wise to look over
the local field for radio talent. The
musical organization which Mr.
D’Anna has directed for many
years was well known in the Cata-
ract City and it was given the as-
signment.

An Indian Symbol

IN ADDITION to the musical por-
tion of the program, Francis D.
Bowman, advertising manager of
The Carborundum Company who
is also the narrator on the radio
program, conceived the idea of re-
lating Indian legends immediately
after the opening theme. These
legends are not to be had for the
asking, and it was not until Mr.
Bowman fell heir to some rare
books on the subject that he had
a reservoir of material. Later he
was adopted into the Tuscarora
tribe at Tuscarora reservation lo-
cated a few miles from the Falls,
which gave him an additional
source of legends. Romeo Greene,
a member of the Carborundum
Band, was his sponsor and Mr.
Bowman now has the name Yoh-
Reh-Hoh-Ah-Weh which boils down
to mean “He who gives the mes-
sage to the air.”

But why introduce Indian legends
on a radio program that is de-
signed to sell abrasives? It seems
there is a definite connection be-
tween the two. For years The
Carborundum Company has had a
trade mark known to its thousands
of users. That symbol of the com-
pany is the head of an Indian chief.
Further, Niagara Falls itself was
inhabited by members of the Six

-Nations which derived its name

because of a confederacy formed by
six Indian tribes living within the
borders of New York State.

It was the intention of the spon-
sor to make the program educa-
tional besides promoting interest
in products made by The Carborun-
dum Company. After ten years
the Indian legends are still an in-
teresting part of the program
judging from the comments from
listeners. Each year only four
legends are repeated; all other
legends are new to the ears of the
radio audience. Boy Scout an
Girl Scout troops throughout the
country write for copies of the
legends as do thousands of other
radio listeners. Members of high
school bands frequently ask that
special selections be played so they
may listen and learn and letters
show that they are regular listen-
ers to the broadcasts.

Mr. Bowman explains that the
radio expenditure of $100,000 a
year does not reflect on any other
advertising medium. The radio
schedule is a separate and addi-
tional appropriation, the company
continuing to use 21 industrial
trade papers.

In telling why The Carborundum
Company uses radio, Mr. Bowman
said: “It was a case of using a
mass circulation magazine or ra-
dio, and we selected radio because
it gave us concentration on the
markets we wished to reach with
the minimum of advertising waste.”

While the sponsor derives the
majoritv of his business from the
industrial field, he does not slight
the retail consumer. Radio pro-
vides this coverage, reaching the
manufacturer who must use abra-
sives and the retail consumer who
needs many items of a similar na-
ture.

Selling Abrasives

THAT the program is reaching the
retail field is conclusive. Last sea-
son the sponsor’s sales of one of
these items showed an increase of
247%, while another product sold
through the same outlets had an
increase of 200%, for instance the
“Carborundum” household knife
sharpener and the aloxite safety
blade razor or hone.

The sponsor also gave listeners
a souvenir “Carborundum” sharp-
ening stone. During the 13-week
season The Carborundum Company

received requests from 586,000 lis-
teners, and the offer was announced
over the air only seven times dur-
ing the 13 weeks, an average of
84,000 letters for each announce-
ment.

The lack of high-pressure sales-
manship is typical of The Car-
borundum Company. The true roar
(not a record) of Niagara Falls is
broadcast to the radio audience
four times during a broadcast sea-
son, yet the sponsor knows that
this unique pick-up will increase
his fan mail the foll.wing week.

It has never failed to pull addi- °
This policy even ap-

tional mail.
plies to the commercial announce-
ment. Mr. Bowman in his an-
nouncements never raises his voice,
always liking to feel that he is a
guest in the home of every radio
listener.

Contrary to popular opinion The
Carborundum Company does not
enjoy a monopoly on the abrasive
market but to the public this no-
tion prevails. The consistent radio
advertising is believed to be the
basis of this attitude, the name
“Carborundum” ringing true in the
retail consumer’s ear.

Mr. Bowman, besides being the
advertising manager of the com-
pany and the narrator, is also re-
sponsible for the continuity and
the planning of each program. He
§ags he just sort of fell into the
job.
was taken to the mountains for a
vacation and missed his first broad-

cast in more than ten years on the .

air, a record of which he has been
justly proud.

Continental Baking Plans

Tieups for CBS Program

CONTINENTAL BAKING Corp,,
New York (Wonder bread, Hostess
cake) on March 3 starts on CBS
a program titled Renfrew of the
Mounted, aimed at a juvenile au-
dience. For the first few weeks
the program will be heard thrice
weekly, later four times, and be-
ginning April 13, Mondays to Fri-
days inclusive, 6:45-7 p. m. with
repeat at 7:45 and prebroadcast at
5 p. m. for Detroit. As of April
13 the contract is for 52 weeks.
Child listeners will be invited to
visit grocery stores selling Wonder
bread and obtain a Renfrew badge
and folder. Already a million of
these buttons have been distribut-
ed. Proof of purchase is not nec-
essary. Teaser advertising has
started in 100 newspapers. The

200,000 or more Wonder bread _

dealers have been given counter
cards showing a member of the
Royal Mounted and window with
the words “Who Is Renfrew?”.
Every loaf of bread will have an
insert promoting the program.
Other merchandising tieups are
planned. Batten, Barton, Durstine
& Osborn Inc., New York, has the
account.

Chase & Sanborn Tests

Recently, due to illness, he |

—

~—

T A B e —

STANDARD BRANDS Inc., New '

York (Chase & Sanborn Tender-
leaf Tea), has started a thrice-
weekly test program on WKRC,
Cincinnati, featuring a series of
quarter-hour travel talks by Annie
Longworth Wallinford, society
matron and sister of the late
Speaker Nicholas Longworth.
Betty Gardiner, of the New York
office of J. Walter -Thompson Co.,
is in Cincinnati supervising scripts
and programs.

-

=
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ANNOUNCING
« the Corn Belt Wireless «

—the network without lines

HERE is something new in commercial broadcast-
ing — a group of midwest stations that broadcast the
advertiser’s program simultaneously, during daytime
hours — without the use of lines. The broadcasts
originate in the studios of WHO, Des Moines. The
daytime signal from WHO’s 50,000-watt transmitter
is picked up by other midwest stations and rebroad-
WHO and WOC
radio engineers have been experimenting for over a
year with this truly “wireless’” network, and tests have
shown that it works.

cast from their own transmitters.

Advantages — The advertiser using the Corn Belt Wire-
less Network has three important advantages:

1. He receives intensive coverage of one of the
richest agricultural territories in the country,
where buying habits of listeners and sales prob-
lems are similar.

2. Since there is only one talent cost, he is able to
utilize better programs.

3. To the cost of station time, he does not have to
add line charges.

Stations — The Corn Belt Wireless Network is flexible.
Any or all of the following stations may be used in
connection with WHO: KFAB, Lincoln — KOIL,
Omaha — WOC, Davenport — KMBC, Kansas City
— KMA, Shenandoah — KFJB, Marshalltown —
WNAX, Yankton.

It is significant that WHO is able to deliver, to each
of these cities at some distance from Des Moines, a
signal sufficiently dependable and strong to assure

RI
nissou MILLINOIS

The map above shows the location of the radio

stations that form the Corn Belt Wireless Network.
good results in the rebroadcasting. This fact reem-
phasizes the importance of the reliable broadcast serv-
ice which WHO gives to such an extensive area in the
midwest.

How are your sales in this area? Would a broadcast
including all or part of the Corn Belt Wireless Net-
work stations be an important factor in helping you
get additional business? Write, wire or phone for
facts on cost and available time.

CENTRAL BROADCASTING COMPANY, DES MOINES, IOWA

J. 0. MALAND, Manager

ESSENTIAL TO COMPLETE

C

LEARED-CHANNEL—9Q),

RADIO COVERAGE OF

Phone 3-7147

—Des Moines

IOWA OR THE MID-WEST

— FULL-TIME

National Representatives: FREE & SLEININGER, Inc.—New York, Detroit, Chicago, Los Angeles, San Francisco
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Washing Machines
Promoted by Discs

Association Again on Air After
Successful Drive in 1935

AMERICAN WASHING MA-
CHINE MFRS. ASSN., Chicago,
is sponsoring a series of 26 five-
minute household hints programs,
broadcast Tuesday and Friday
mornings for 13 weeks beginning
Feb. 18, over 24 stations across the
country. The programs are talks
by “Helpful Harry”, transcribed
by World Broadecasting System and
placed through Meldrum & Few-
smith Inc., Cleveland.

Announcing the series and giving
a schedule of programs, the Asso-
ciation said in a booklet sent 6
dealers:

“The first radio campaign of
The American Washing Machine
Mfrs. Assn. proved so sensational
a success that the engaging per-
sonality of ‘Helpful Harry’ will go
on the air again starting Feb. 18.
On Tuesday and Friday mornings
—for 13 weeks—right through the
heart of your selling season—five-
minute transcriptions will be broad-
cast over 24 powerful stations—
stations that have a tremendous
feminine listening audience over
the length and breadth of the
United States.

“ ‘Helpful Harry’ is considerably
more than just an entertainer. He
is a masterful salesman who sells
both washers and ironers in a big
way. He talks about the economies
in time, effort, money and clothes
that women find in these two mar-
velous machines. And he talks so
convincingly that womenfolk just
naturally are impressed—the way
you want them to be.

“Tune in on the station nearest
you. See what The American
Washing Machine Mfrs. Assn. is
doing to stimulate your washer and
ironer sales. Tie into the programs
—mention them in your own adver-
tising. Use the window stickers we
are sending you. Remember, every
new listener is a new prospect.”

The list of stations follows:
WBAL, WBZ, WGR, WLS, WLW,
WTAM, WFAA, WOC, KOA,
WHO, WWJ, WDAF, KFI, WISN,
WCCO, WOR, WCAU, KDKA,
KGW, KWK, KDYL, KFRGC,
WGY, KOL.

New Elgin Watch Series

Will Go on Air March 17

ELGIN NATIONAL WATCH Co,,
Chicago (Elgin watches) will pre-
sent a new series of musical pro-
grams over an NBC-WEAF net-
work beginning March 17, Tues-
days, 10-10:30 p. m., the period
Swift and Co. has been utilizing
for the Sigmund Romberg pro-
gram. Begmnmg March 16 the
Swift program will be heard in the
time regularly used by Vick Chem-
ical Co., for the Grace Moore pro-
gram, Mondays, 9:30-10 p. m.,
spot, the Vick program going off
the air for the season after the
March 9 broadcast.

The new Elgin program will fea-
ture Eddie Dowling, Ray Dooley
(Mrs. Dowling) and Benny Good-
man’s orchestra with Helen Ward,
vocalist. The program will be en-
titled Elgin’s Revue, originating in
Chicago. J. Walter Thompson Co.,
Chicago, handles the Elgin and
Swift accounts.
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SAFE RADIO FOR KIDDIES

Mrs. Hummert Explains How Programs Are Checked by
Psychologist Before Gomg on Air

WHEN Mrs. Anne Ashenhurst
Hummert heard stories of children
reduced to a state of nervous hys-
teria by the “blood and thunder”
radio melodramas and heard moth-
ers complaining that their small
boys were glorifying and imitatin
the gangster heroes on the air an
listened thoughtfully tomaternalla-
ments that children were adopting
slang phrases used by radio char-
acters, the pretty, dynamic young
executive vice president of Black-
ett-Sample-Hummert Inc., decided
that the situation, if true, should
be remedied at once. Among the
numerous radio shows she super-
vised for the agency were several
children’s programs, including
Skippy.

“It occurred to me that only an
expert in child psychology was
qualified to judge what was harm-
ful to children,” she explains. “So
I set out about three years ago to
consult psychologists. I talked with
at least 20 of them. I found they
differed widely in their opinions.
It seemed as though no two agreed.
Practically no child psychologist at
that time had made any detailed
study of the influence of children’s
radio programs on children.

The Discovery

“FINALLY, I discovered the man
I was looking for. He was Dr. Ar-
thur T. Jersild, of Columbia Uni-
versity. Unlike the others, who
were largely theorizing, he had ac-
tually experimented and made tests
which definitely showed the chil-
dren’s reactions. I had him pass
on the Skippy _program before we
put it on the air.’

Mrs. Hummert, who was Mrs.
Ashenhurst before her marriage to
Frank Hummert last fall, is cred-
ited with having been the pioneer
in employing psychologists to in-
spect radio programs for children.

She started the practice about
three years ago when a group of
mothers in Scarsdale, New York,
were protesting against the ma-
jority of children’s program then
on the air. Interviewed in her
charmingly decorated Park Avenue
office, she declared:

“0Of course, they were a fairly
small group, but they received lots
of publicity. Furthermore, the
movement spread and women in
other communities took it up. I
wanted to find out whether they
were wholly right or partially
right.

“I learned some interesting and
helpful facts from my work with
Dr. Jersild. One point was that
the hyper-nervous child can’t be
taken as a measure for all children.
The mother herself, knowing her
child’s temperament must decide as
an individual matter what enter-
tainment excites him unduly, and
should be excluded.

“The average child wants ad-
venture. This can be given to him
without glorifying crime or gang-
sters. He can have the enjoyment
of adventure, while still being
given to understand definitely that
the law is on the right side. After
all, as he grows up, he will have
to realize that a certain amount of
opposition to the law or rlght is
part of the world he lives in. It is
not teaching him life and giving
him the best training to fit himself

MRS. HUMMERT

for it, to shield him from that
knowledge.
“Furthermore, I have always

held that dramatic situations for
children differ from those which
appeal to adults. For instance, to
a child the death of his dog is tre-
mendously dramatic and vital. He
can find as much drama in that sit-
vation as an adult might find in
any amount of machine-gun shoot-

ing.

“We tried to keep drama and ad-
venture in our programs while ex-
cluding the harmful elements.
Whenever our child characters
were in danger—whenever there
was anxiety as to what might hap-
pen to them—we always had an
adult beside them, to give our
youthful listeners a feeling of se-
curity, even while they had the
thrill of high adventure.”

Mrs. Hummert, who has a nine-
year-old son, has decided ideas
about the use of slang by radio
characters—one of the ‘‘evil influ-
ences” about which the Scarsdale
mothers complained. “I am strong-
ly opposed to having the charaec-
ters talk like hoodlums,” she con-
fided. “Every mother knows how
imitative children are. Certainly,
she doesn’t want her child to go
around saying things like, ‘Okie-
doke’, and ‘Olive oil’. It’s a reflec-
tion on her own character and abil-
ity to bring up her child properly.

“Of course, in our Skippy broad-
casts, we had to include certain
‘skippyisms’ that were part and
parcel of the personality created
by the author of the newspaper
strip, Percy Crosby. We did, how-
ever, avoid slang as much as pos-
sible.

‘““Whatever the plot of our drama
might be, we stressed principles of
character-bulldmg The good quall-
ties of honor, honesty, integrity,
personal cleanliness and good man-
ners were always emphasized. Chil-
dren imitate good things as well as
bad. Admiring the hero, they also
admire the qualities he stands for.”

Mrs. Hummert is in active
charge of over 40 radio perform-
ances each week, including Man-
hattan Merry-Go-Round Hammer-
stein’s Music Hall, Broadway Va-
rieties and an integral part of the
popular Sunday evening feature,
American Album of Familiar
Musre.

NBC NET ADDS TWO
IN SOUTH CAROLINA

EXPANDING further toward its
avowed objective of establishing
two nation-wide networks which
can be sold as complete units, NBC
last month followed up its addi-
tion of KLO, Ogden, Utah, by an-
nouncing the signing of two South
Carolina stations, WFBC, Green-
ville, and WCSC, Charleston, effec-
tive March 1. Both stations will
operate as optional units in the
NBC Southeastern Group, carry-
ing programs of both the Red and
Blue networks.

It is NBC’s ultimate plan to
have two national basics instead
of offering its supplementaries to
both the Red and Blue networks,
although the present outlook is for
the continuance of many stations
on a supplementary basis. As of
March 1 the NBC’s Red, Blue and
two Pacific Coast networks and
their supplementaries link 96 sta-
tions.

WFBC started as a 100-watter
in 1933 but recently secured a
grant of 5,000 watts day and 1,000
night on 1300 ke. It has installed
modern equipment throughout. It
is operated by the Greenville News-
Piedmont, published by Roger C.
Peace, with B. H. Peace as station
manager. WCSC began in 1930,
and is owned by the same inter-
ests owning WIS, Columbia, S. C.,
also an NBC outlet, and operates
with 1,000 watts day and 500 watts
night on 1360 ke. G. Richard
Shafto is in supervisory charge of
the two stations, and last week
announced the appointment of J.
Dudley Saumenig, formerly man-
ager of WNOX, Knoxville, as
WCSC manager.

Both WFBC and WCSC will be
listed on the NBC rate card at
$120 an hour.

Shick on Four Stations

MAGAZINE REPEATING RAZOR
Corp., New York (Shick razor) is
using spot announcements of vari-
ous lengths to promote special
Shick razor sales in four key cities.
The announcements are on a stag-
gered schedule to run until Sep-
tember. Four stations — WXYZ,
WJSV, WFBR and WSPD — are
broadcasting the announcements
with possibility that others will be
added. J. M. Mathes Inc., New
York, handles the account.

Book Mart Tests Radio

AMERICAN BOOK MART, Chi-
cago, is trying out radio as a
means of bringing to light first
editions and other valuable old
books which have been packed
away in cellars and attics for
years. This company is sponsoring
test campaigns of 13 quarter-hour
programs over WFAA, Dallas,
WSM, Nashville, and WIBW To-
peka, using local live talent of the
hillbilly variety. Brown
Adv. Agency, Chicago, is in charge.

New York State on WGY

STATE OF NEW YORK PUB-
LICITY BUREAU, Albany (Sara-
toga Springs and other state
parks) will launch a once weekly
program on WGY, Schenectady, be-
ginning March 23, Mondays, 7:45-8
p. m., for 13 weeks. Talent had
not been decided upon as BROAD-
CASTING went to press. The agency
is Batten, Barton, Durstine & Os-
born Inc., New York.

BROADCASTING * March 1, 1936

www americanradiohistorv com

— o —



www.americanradiohistory.com

QUESTION M. Rogers, is it true that
KNX is the only independent 50,000 watt

cleared channel station in America”?

ANSWER: According to Commissioner

lrwin Stewart’s report to the Federal Communi-
cations Commission, it was so stated|

/Rep‘u’m‘/

QUESTION: Now, Mr. Rogers, what does

this mean to the”spot”broadcaster who
wishes to use radio advertising to sell his
products to the Far West?

ANSWER: KNX delivers the largest single
station night time audience in Western

Americal (CBS audiences divided 14 ways
—NBC “red” audience divided 7 ways).

QUESTION: You mean that KNX’s

TOTAL audience at a given time is larger
than the audience of any individual chain

station?

ANSWER: Exactly, and here's a new hat

against a herring | can prove it.

KNx THE VOICE OF HOLLYWOOD

NEW BUSINESS
AS REPORTED BY VARIETY FEs. 5, 1936

LOS ANGELES

Western Auto Supply, 30-minute drama
weekly, “Death Drives the Highways,” for
13 weeks. Placed through Dan Miner
agency. KFI,

Midwest Radio Corp., one participation
in Hollywood Barn Dance weekly for two
weeks, and spots, Placed through Key Ad-
vertising agency. KNX.

Chevrolet, three transcriptions weekly for
12 weeks. Placed through Campbell-Ewald
Co. KNX.

Knox Co. (Cystex), two drama transcrip-
tions, “True Confessions” and “Love Tales,”
weekly for six months. Placed through
Allen C. Smith Advertising Agency. KNX.

Fels and Co. (sodp), four “Hometown
Sketches™ weekly for nine months. Placed
through Young and Rubicam. KNX.

Mennen Co. (toilet preparations), two
drama transcriptions, “Famous Jury Trial,”
weekly for nine months. KNX.

Rio Grande Oil Co., one 30-minute drama,
“Calling All Cars” weekly for one year.
Placed through Hixon—O’Donnell, Inc.
KNX

Northrup, King (seeds), three time sig-
nals daily for six weeks. Placed through
Olmsted-Hewitt, Inc. KNX.

Wilson and George Meyer (fertilizer),
for spots weekly for four weeks. Placed
through M. E. Harlan Advertising. KNX.

Helm’s Bakeries, five participations in
Housewives Protective League weekly for
one month. Placed through Martin Allen
Advertising. KNX.

McRoberts Co. (Gaselec Heaters), five
participations weekly in Housewives’ Pro-
tective League for one month, Placed
through Glasser Advertising Agency. KNX.

Mountain View Mausoleum, music pro-
gram once weekly for one month, Placed
through Sam Miles. KNX.

Manhattan Soap, five participations
weekly in Housewives’ Protective League
for one month. Placed through Hollywood
Radio Attractions. KNX.

Represented Nationally by JOHN BLAIR & COMPANY
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A Survey of Station Programming Policies|

By DR. J. M. HERRING

Assistant Professor, Wharton School of Finance and Commerce,

University of Pennsylvania

Rigid Editing, General Exclusion of Material Offensive
To Good Taste Shown In Study Covering 210 Stations

STANDARDS
for  commercial
broadcasting pro-
grams may be
considered from
two quite differ-
ent, though re-
lated viewpoints
which for con-
Xenience dmay be
esignate osi- A
tive and Eega- Dr. Herring
tive. The positive viewpoint is con-
cerned with the improvement of
programs primarily by directing
attention to the entertainment or
educational features of programs,
both sponsored and unsponsored;
the negative viewpoint, with the
elimination of objectionable pro-
grams, especially commercial pro-
grams.

Some of the aspects of commer-
cial programs which have received
most listener criticism are: Length
of commercial announcements,
false and misleading claims in such
announcements, advertising offen-
sive to good taste, the use of radio
by fakirs and charlatans, and
“blood and thunder” episodes in
children’s programs. In order to
obtain a cross section of station
policies on these matters, the writer
mailed a questionnaire to all sta-
tions in the United States, except
to those recently established.

Station Policies

THE questionnaire read:

1—Do you limit the time which may
be devoted to commercial announce-
ments in commercial programs? If so,
what limits do you prescribe?

2—How do you attempt to present
the making of false, misleading or un-
warranted claims in commercial an-
nouncements ?

3—Have you ever consulted the
Food & Drugs Administration, the
Federal Trade Commission, the Na-
tional Bureau of Standards, the Amer-
ican Medical Association, the Pro-
prietary Association, or any other
public or private agencies concerning
the merits of products or advertising
claims before accepting advertising ac-
counts? Please indicate the agencies
you have consulted and the types of
products concerning which informa-
tion was requested.

4—Do you prohibit the advertising
over your station of certain types of
products; such as, laxatives, deodor-
ants, depilatories, medical “cure-alls”,
alcoholic beverages, cosmetics, or
ggggtrs? Please indicate those you pro-
ibit.

5—Are there any types of persons

to whom you refuse your facilities;
such as, astrologers, fortune tellers,
faith healers, medical charlatans, or
others? Please indicate those to whom
you refuse facilities.
. Do you prohibit the presentation
in children’s programs of episodes or
scenes involving kidnaping, murder,
shooting, racketeering, blackmail, reck-
lessness, or other such features?
Please indicate those you prohibit.

In all 594 questionnaires were
mailed, from which 245 replies
were received. Of these, 210 re-
plies were usable for pnrposes of
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WHAT standards do broadcasting stations follow with
respect to commercial programs? The author, by ques-
tionnaire, set out to ascertain them, and he has returns
from 210 stations or about 37% of all commercial sta-

tions.

The results are enlightening. Practically all sta-

tions believe commercial announcements should be
limited—averaging 10% for night programs and abont

15% for day. By and large, they edit programs rigidly
and exclude those offending good taste.

compilation, which represents
about 37% of all the commercial
stations to which questionnaires
were mailed. The group includes
28 clear-channel, 105 regional and
77 local stations. Of these 7 clear-
channel, 32 regional and 4 local
stations, a total of 43, are owned
or operated by, or affiliated with,
CBS; 12 clear-channel and 25 re-
gional stations, a total of 37, are
owned or operated by, or affiliated
with NBC; a few are affiliated
with other chains and the rest are
unaffiliated stations. Since they
represent the principal divisions of
the industry, and every state, they
may be said to be representative of
the entire broadcasting industry.

In answering Question 1, 17
(61%) of the clear-channel sta-
tions, 77 (73%) of the regional
stations, and 53 (69%) of the local
stations stated that they not only
limit the time which may be de-
voted to commercial announce-
ments over their stations, but pre-
scribe definite limits in terms of
minutes. In addition, 8 clear-chan-
nel, 5 regional and 3 local stations
limit the number of words permit-
ted. These limits are not uniform,
but vary widely on night pro-
grams; from 400 to 1,800 words on
hour programs, 250 to 900 words
on 30-minute programs, and 150 to
450 words on 15-minute programs.

On day programs the limits vary
from 500 to 2,700 words on hour
programs, 300 to 1,350 words on
30-minute programs, and 200 to
675 words on 15-minute programs.
Five clear-channel, 11 regional,
and 7 local stations stated that
they definitely limit the time which
may be devoted to commercial an-
nouncements but prescribe no fixed
limits, leaving such. matters to
judgment and good taste. Three
clear-channel, 12 regional and 14
local stations, about 14% of all the
stations, stated that they do not
limit commercial announcements.
In most of these cases, the expla-
nation was given that the stations
felt that this problem could not be
dealt with satisfactorily by pre-
seribing fixed limits, owing to a
multitude of variables.

Turning to the summary of time
limitations prescribed, probably
the best measure of central tend-

ency is the mode, the most fre-
quently occurring time limitation.
The modal limitation for night
hour programs is 6 minutes (10%
of the total program period), with
3 clear-channel, 28 regional, and 14
local stations, a total of 45 sta-
tions, prescribing this limit. It is
significant to note that the weight-
ed mean for clear-channel stations
is 6.6 minutes; for regional sta-
tions, 7.9 minutes, and for local
stations, 7.7 minutes. If, however,
the stations which presecribe limits
of more than 10 minutes are ex-
cluded, the weighted means become
6.2 minutes for clear-channel sta-
tions, 7 minutes for regional sta-
tions, and 6.5 minutes for local
stations.

Time Limitations

FOR 30- minute night programs,
the modal limitation for all sta-
tions is 3 minutes (10% of the
total program period), with 7
clear-channel, 28 regional and 20
local stations, a total of 55 stations,
prescribing this limit, although the
weighted means are 3.9 minutes for
clear-channel stations, 4.7 minutes
for regional stations, and 5.2 for
local stations. For 15-minute night
programs the modal limitation is 2
minutes (133%9% of the total pro-
gram period), with 9 clear-chan-
n'el, 31 regional and 25 local sta-
tions, a total of 65 stations, pre-
scribing this limitation. There is
a secondary mode here of almost

" equal significance, however, 5 clear-

channel, 32 regional and 18 local
stations, a total of 55 stations, pre-
scribing a limit of 3 minutes, or
20% of the total program period.

The modal limitation for day
hour programs is also 6 minutes
(10% of the total program period),
with 3 clear-channel, 20 regional
and 9 local stations, a total of 32
stations, prescribing this limit, but
the weighted means are higher
than for night hour programs,
they being 8.8 minutes for clear-
channel stations, 8.9 for regional
stations, and 8.4 for local stations.
}f, however, the stations prescrib-
ing limits of more than 10 minutes
are again excluded, the weighted
means become 7.5 minutes for
clear-channel stations, 7.4 minutes
for regional stations, and 6.6 min-

utes for local stations.

For 30-minute day programs the
modal limitation is 5§ minutes
(16% % of the total program
period), with 5 clear-channel sta-
tions, 26 regional stations and 12
local stations, a total of 43 stations,
prescribing this limit. In this case
the weighted means closely approx-
imate the mode, being 5.1 minutes
for both clear-channel and regional
stations, and 5 minutes for local
stations. For 15-minute day pro-
grams the mode is 3 minutes (20%
of the total program period), 6
clear-channel, 30 regional and 26
local stations, a total of 62 sta-
tions, prescribing this limit. Again,
however, there is a secondary mode
of almost equal significance, 6
clear-channel, 25 regional and 18
local stations, a total of 49 sta-
tions, prescribing a limit of 2 min-
utes, or 13%9% of the total pro-
gram period.

Program Interruptions

IN ADDITION to limitatiens on
the total amount of program time
which may be devoted to commer-
cial announcements, some stations
limit the number of times any pro-
gram may be interrupted for com-
mercial announcements. In many
cases, however, the limitation is
liberal to say the least, one station
permitting 9 separate announce-
ments on hour programs, 5 on 30-
minute programs and 3 on 15-min-
ute programs. Others permit 8, 6,
5 or 4 announcements on hour pro-
grams, 5, 4 or 3 on 30-minute pro-
grams, and 3 or 2 on 15-minute
programs. Only a few stations
stated that they refuse “spot” an-
nouncements, yet this type of ad- |
vertising contributes little, if any-
thing, to the public service per- |
formed by the station. )
In answering Question 2, more |
than half of the clear-channel sta-
tions indicated that they had a con-
tinuity acceptance or similar de-!
partment, or a continuity editor, or
that they had available the con-
tinuity editorship of some chain;
but this was true of less than one-
sixth of the regional stations, and
less than one-tenth of the local sta-
tions. In the other cases continui-
ties were checked by specially
trained members of the staff; or by
the legal, sales or merchandise de-
partments; or by station managers,
announcers, or even station engi-
neers, along with their other duties.
Newspaper-owned stations general-
ly answered that the checking of ra-
dio continuities was handled in the
same manner, and usually by the
same people, as newspaper copy.
Answers to Question 3, which
was designed to show to what ex-
tent stations seek expert advice
concerning products and advertis-
ing claims in order to protect their
listeners, indicate that most do so.
Only 21% of the total number re-
ported that they had not consulted
any public or private agency in
such matters, the reason given in
most cases being that there was no
need to because the station did not
carry medical accounts, proprie-

(Continued on page 52)
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Davis Clause Repeal to Strengthen Stations '

By SOL TAISHOFF
Elimination of Zone-Population Quota Allocations Seen

Encouraging Locals and Aiding Spread

IMPROVED broadcasting facili-
ties for many stations, especially
in the local classifications, may
logically be expected to ensue if
the so-called Davis Amendment to
the original radio act is repealed
at this session of Congress.

At this time it is confidently ex-
pected by legislative leaders that
the repeal legislation will be
adopted. Unanimously reported
Feb. 20 by the Senate Interstate
Commerce Committee, the bill has
its place on the Senate calendar
with passage expected upon next
consideration of calendar Dbills,
which can occur at any time.

Chairman Wheeler (D.-Mont.) of
the Committee and author of the
bill said Feb. 24 he expected it to
pass without difficulty. There has
not been a single word of opposi-
tion.

On the House side it was stated
on behalf of the Interstate and
Foreign Commerce Committee that
the bill would be considered and
probably expedited immediately
upon Senate passage. Likewise,
there has been no opposition on
that side.

What It Will Mean

FAR-REACHING effects upon
broadcasting may develop from re-
peal of the Amendment, which was
incorporated into the original Ra-
dio Act in 1928. It called for a
rigid allocation of all broadcasting
facilities among the five zones into
which the country was divided and
an equitable allocation among the
states in each zone, based upon
population.

The effect of the provision was
to prevent licensing of stations in-
discriminately and without regard
to the populations of the various
states and zones. Under it the so-
called “quota system” was set up
by the Federal Radio Commission
in 1930. Many stations, on quota
grounds, have been refused in-
creased facilities either in power
or hours of operations and new

station facilities have been denied

with regularity.

With the passage of the Com-
munications Act of 1934, however,
the demand from the industry for
repeal of the Davis Amendment
subsided, although the FCC con-
tinued to request its deletion. The
Communications Act carried a pro-
vision for the licensing of 100-watt
stations without regard to quota
assignments and was designed to
placg stations in areas not having
service.

Nevertheless, of the some three-
score new local stations licensed
since the FCC was created per-
haps one-third have been in popu-
lous urban areas. This has drawn
the opposition of the majority of
licensed stations on the ground
that the provision of law has been
misused.

Should the Davis Amendment be
repealed, as expected, and the FCC
be permitted to assign facilities
without regard to quota or popu-
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lation, there can be serious conse-
quences to the present broadcast-
ing industry. The FCC no longer
will be required, under law, to
weigh the assignments of facilities
in particular areas. If consistent
with technical requirements there
will be nothing in a legal way to
prevent increased or improved fa-
cilities in any area.

There are few desirable places
left in the country that can accom-
modate, technically, new broadcast-
ing stations. Consequently, if these
technical limitations are observed
there should not be any large
scale licensing of new stations.

Instead the greatest activity
probably will come through in-
creasing the power and possibly
the hours of operation of numer-
ous small stations heretofore re-
stricted on quota grounds. Nu-
merous new local 100-watters li-
censed since the 100-watt amend-
ment was adopted in 1934 conceiv-
ably will become regionals. And
many daytime or time-dividing sta-
tions restricted because of quota
may be authorized in the discre-
tion of the FCC to increase their
facilities.

Assuming this will be the result
there is ample reason to believe
that embryonic plans for exten-
sions of existing networks and
possibly for the creation of new
ones will crystallize. National ad-
vertisers have been loath to buy
100-watters either for network or
spot campaigns. With regional
stations, however, it is another
story.

Mutual Broadeasting System,
for example, has had under con-
sideration expansion of its major-
market chain to one of country-
wide proportions. It has been mov-
ing slowly. One of the reasons ob-

of Networks

viously has been the unavailability
of desirable regional or clear-chan-
nel outlets not already attached to
other networks. Should local sta-
tions in such cities as Washington,
St. Louis, Cleveland, Baltimore
and similar primary markets, be
stepped up to regional status, it
would provide such network enter-
prises with outlets of sufficient
power to be desirable to national
and regional accounts.

Others Brewing

SEVERAL other network enter-
prises also would be given impetus
with the growing up of local sta-
tions in desirable markets. There
thus would be injected into the
broadcasting field a new type of
competition, which, if it became
too widespread, might have a de-
cidedly deleterious effect upon the
industry generally.

By the same token the availa-
bility of additional stations in the
500 - 1000 watt power class in
choice markets would also prob-
ably accelerate the’effort of NBC
to spread its two networks into
nation-wide basic entities. Gradu-
ally NBC has been increasing its
affiliated stations, having added
three during the last month, while
two months ago it added to its
Blue network a Pacific Coast seg-
ment.

Current records of the FCC
show there are 623 licensed sta-
tions, while 14 others shortly will
go on the air as a result of con-
struction permits granted, or a
total of 637 licensed outlets. This
compares to some 595 when the
Communications Act of 1934 was
adopted with its 100-watt station
provision. But, in addition to these,
there are pending some 280 appli-

THROUGH A LISTENER'S EYES—William Stack, cartoonist, and a
listener of WBIG, Greensboro, N. C., visualized broadcasting by the

American plan in this artistic manmer.

Although engaged in artistic

lines, this is his first cartoon and he wrote WBIG that “this little draw-
ing is my conception of the job” that radio and WBIG are doing.
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cations for new stations —a sub-
stantial portion of which are from
newspapers. Most of these, how-
ever, will be thrown into the dis-
card because of conflict with regu-
lations, improper financial back-
ing, lack of need for additional fa-
cilities, and similar causes.

In reporting his bill (S-2243)
on Feb. 20 following its adoption
by his committee, Chairman
Wheeler said the bill seeks to re-
store to the Communications Act
of 1934 similar language to that
contained in the second paragraph
of the original Radio Act of 1927.
As proposed, the new provision
would read:

In considering applications for Ili-
censes and renewals of licenses, when
and insofar as there is demand for
the same, the licensing authority shall
make such a distribution of licenses,
bands of frequency of wave lengths,
periods of time for operation, and of
power among the different states and
communities as to give fair, efficient
and equitable radio service to each of
the same.

The legislation, Senator Wheeler
said, is recommended “for practi-
cal reasons of administration by
the Communications Commission,
which has found that the drawing
of artificial zone lines for guides in
allocating radio facilities cannot
satisfactorily be applied because of
the physical laws governing radio
transmission. As a consequence,
the policy of Congress, to so dis-
tribute radio facilities that every
section of the country will be ade-
quately supplied, has been very
difficult of effectuating.”

Senator Wheeler also referred to
a letter received from the FCC in
May, 19385, advocating repeal of
the Davis Amendment. The letter
read:

The existing law, which S-2243
seeks to repeal, is contrary to natural
laws and has resulted in the concen-
tration of the use of frequencies in
centers of population, and the restric-
tion of facilities in sparsely populated
States, even though interference con-
sideration would permit the operation
of one or more additional stations.
Because of the size of the zones pro-
vided for by existing law, the distribu-
tion required by the Davis Amend-
ment has resulted in providing ample
broadcast service in small zones and
lack of service in large zones. The
experience of the Federal Radio Com-
mission and this Commission has

proved that the Davis Amendment is °

very difficult of administration and
cannot result in an equality of radio
broadcasting service.

This Commission is. therefore, in

hearty accord with and favors the-

passage of S-2243.

Peet’s Goose Creek Parson

COLGATE - PALMOLIVE - PEET
Co., Jersey City (Peet’s Granu-
lated soap) will sponsor a home
philosophy program titled The
Goose Creek Parson on the CBS-
Don Lee system plus KSL, Salt
Lake City, beginning March 9,
Mondays and Thursdays, 7:45-8
p. m. (PST). When daylight sav-
ing time is started on the West
Coast the program will be heard
8-8:15 p. m. The program is the
Hollywood Country Church feature
and that will originate from Los
Angeles. Benton & Bowles Inc.,
New York, is the agency.
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® Of course, the 100,000 family
medicine cabinets represent a
fractional part of WHAS’ rick
Ohio Valley coverage. Merely
the WHAS shopping area mar-
ket. It is populated by 728,620.
This audience has 188,034 fam-
ilies, owning more than 133,900
radios. In just this restricted
area, WHAS offers mass listen-
ing-in audiences of housewives
to morning programs. The pri-
mary and secondary daytime cov-
erage is 3,461,100. But the
night - time primary and sec-
ondary coverage provides a sharp

increase to 4,399,200. WHAS
has the more popular, interest-
holding programs which get the
attention of the women who buy
98% of the family necessities.

® But WHAS has another tre-
mendously important market for
your consideration. Remember
that you can use WHAS—as a
basic outlet—with which to sell
a large part of your national ter-
ritory at lower cost. All broad-
casts on WHAS are almost na-
tion-wide. Its secondary area
population audience is

x * *x 24,552,138 BUYERS * * =

NORTH -+ EAST

SOUTH -+ WEST
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MILLIONS TUNE-IN ON WHAS
DAILY FOR THESE FEATURES

1. Parties of Pickfair featuring Mary
Pickford on National Ice Mfgs. pro-
gram.

. Ed Wynn and Plymouth Automobiles.

. Ziegfeld Follies of the Air and Palm-
olive Soap.

. Ray Noble and Coca Cola Refresh-
ment Time.

. Jose Manzanares’ South American
Orchestra and Lincoln Cars.

. Hollywood Hotel and Campbell’s
Soup.

. Burns and Allen and Campbell’s
Tomato Juice.

. Boake Carter and Philco.

. Kate Smith and A&P Coffee.

. “The Story of Mary Marlin” and

Gt W

[ -] -2 [~}

\]
70 1yg pirisOlig

Louisville ® Kentucky

C.B.S. BASICOUTLET

% % EDWARD PETRY & CO. % +
' % Y National Representative * %
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Scott Bills to Restrict Radio
Meet Objection From Networks

NBC and CBS Contend Proposed Legislation Would
Tend to Hinder Growth of the Industry

OPPOSITION to the enactment of
the three Seott bills sponsored by
the Ameriean Civil Liberties Un-
ion, seeking amendment of the
Communications Aet with partieu-
lar reference to forum discussions,
political broadeasts and the pro-
teetion of stations in libel and
slander suits, was expressed by
Lenox R. Lohr, NBC president, in
a letter on Feb. 12 to Rep. Secott
(R-Cal.) who introduced the
measures.

General opposition to the three
measures also was expressed in
behalf of CBS by Edward Klauber,
first vice president, in a letter
made public Feb. 26, but dated
Jan. 31. “We believe,” he said,
“that broadeasters should not be
relieved of responsibility and eon-
trol to the degree which you pro-
pose, and we do not see how there
eould be anything but chaos and
general irresponsibility if those
who must be ultithately responsible
for the use of a medium of mass
communiecation were left with so
little to say as to how it would be
used.”

Mr. Secott had sought an expres-
sion from the networks. The
FCC, which also had been asked
to make known its views, support-
ed certain of the provisions but

objected to others. (See Broap-
CASTING, Feb. 15).
N BC opposition, Mr. Lohr

brought out, is based upon the ex-
perience of the broadcasting in-
dustry in solving its own problems
In past years without legislative
mandate and his conviction that
many additional problems which
still remained to be solved ean be
met in the same way.

Freedom of Action

“IT IS my econviction,” Mr. Lohr
wrote, “that any legislation which
attempts to lay down striect rules
of conduct in this rapidly changing
field will not advance the cause of
public interest, but, on the con-
trary, will retard it in the same
measure that such legislation sup-
plants the freedom of the operator
to exercise judgment and good
taste.”

Rep. Scott, in acknowledging re-
ceipt of Mr. Lohr’s letter, ex-
plained that he had no desire “to
legislate unbearable restrictions on
broadcasting companies, but I am
interested in finding some method
to guarantee to minority groups an
opportunity to express their views.”
He added he was taking all com-
munications on the subject into
consideration with a view to revi-
sion of the bills. Whether hearings
will be held at this session is prob-
lematical.

Mr. Lohr prefaced his reply with
the assertion that he understood
Mr. Seott’s purpose in introducing
the bills (HR-9229, 9230, 9231)
was to make for better broadecast-
ing service. NBC, he declared, also
desires to bring about better broad-
casting service “not only as a mat-
ter of principle, but as a sound
business policy. If we differ, we
differ upon methods of obtaining
our objective rather than upon the
objective itself.”
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Mr. Lohr’s letter
part:

To be more specific, HR-9229 deals
with the related problems of free
speech, defamation and eensorship.
The existing law denies any power of
censorship to the Communications
Commission. There are those who
take the view that the Commission,
nevertheless, exercises censorship after
the faet by taking into consideration
the program services rendered by a
station in determining whether or not
the station’s license shall be renewed.
So far as this view can be supported,
a problem of great magnitude is pre-
sented to the lawmakers.

Bi.t censorship, defamation and free-
dom of speech are all too complex to
be dealt with by piecemeal legislation.
It se.ms inconsistent that an econo-
mist, speaking over a network, should
b~ pe:mitted to defame with impun-
ity, whereas, in an economic discus-
sion by a member of the staff of the
broadcasting eompany, the broadeast-
er may be held to a rule of absolute
Hability. In this connection, may I
suggest for your consideration an ar-
ticle by the Hon. George R. Farnum,
of Dos‘on, appearing in the Boston
Univers ty Law Review for January
1936, w'ierein are reported the diver-
gent vi ws on this subject existing
among 1he members of the American
Law Institute. I helieve formal leg-
islation en all of thes: sibjeets should
be postponed until w» have had suffi-
ecient experience to know with a fair
degree of certainty just what remedial
leg'islative action broadcasting re-
quires.

HR-9230 proposes to mark out by
law definite periods of time for un-
censored sustaining broadeasts upon
subjects which may broadly be con-
sidered eduecational. I am in complete
sympathy with your desire to afford
discussion of subjects educational in
their nature. However, programs not
subjeet to review by the station li-
censee, mandatory time assignments,
and a duty to let speakers of every
shade of opinion take the air would
lead to dire confusion. Broadcasters

continued in

PROMOTION STICKERS—WBAL,
Baltimore, has made reproductions,
this size, of its full-page advertise-
ment in BROADCASTING 1936
YEAR BOOK. The stickers, blue
on silver background, are attached
to all correspondence.

today exercise some measure of pro-
gram selection or balance with re-
spect to the matters falling within
the terms of your bill. Without this
right, it would be difficult for us to
determine whether or not the first
speaker. spoke on a controversial sub-
ject. If we granted time to an oppon-
ent who, being uncensored, touched
upon another controversial matter not
germane to the first controversy, what
would be our obligations? Who would
determine and how would he deter-
mine when the limit had been reached
as to the number of speakers who
shall be permitted to treat of the same
general subject?

It is my belief that it would be
difficult to deal with problems of this
sort by statute. In any event, the
Communications Commission has re-
cently formed what it believes to be
a representative committee to study
this field. The enactment of your bill
HR-9230 would have the effect of dis-
placing that committee in advance of
any knowledge of what its eonclusions
may be. I think aetion upon it should
be postponed at least until we have
had the benefit of the advice of this
committee.

RADIO AND BETTER MUSIC

Head of Carnegie Hall Gives Broadcasting Credit
For Enhancing Music Appreciation

THE remarkable role played by
radio in bringing good music to
millions was emphasized in a re-
cent CBS address by M. Murray
Weisman, president of Carnegie
Hall, New York, following study
of a series of questionnaires asking
for comment on the outlook for
musie in various sections.

Commenting on the advance of
musie appreciation he said that
radio was first and most important
among underlying causes.

Mr. Weisman, pointing out the
vast increase in music apprecia-
tion courses on the networks and
in groups throughout the country,
stated:

“The Philharmonic - Symphony
concerts, broadeast from Carnegie
Hall on Sunday afternoons, were
recently voted by the radio editors
of the country the second most
popular musical program on the
air, leading by a surprising margin
the dance orchestras of Paul White-
man and Rudy Vallee. Who, ten
years ago, would have foreseen
such a change in the musical taste

of the American publie? ... What
is the portent fo:: the future? Per-
haps we are on the threshold of a
new era in the musie affairs of
this country.

“I believe that it is no diseredit
to radio to point out that its audi-
ence has been materially increased
by the circumstances of the depres-
sion. When regular concert-goers
were foreced by reduced income to
cance] their subscriptions, they
welcomed the opportunity to listen
in on the air and they were a grate-
ful audience. When other thou-
sands of people who normally at-
tended the theater and the movies
were forced to stay at home they
formed the radio habit, stumbled
upon some Beethoven symphony or
Brahms concerto, and found, for
the first time, that they really en-
joyed them and wanted to hear
them again.

“To the radio, then, more than
to any other single factor, we owe
the increase in the number of peo-
ple who listen to good musie.”

HR - 9231 supplements HR - 9230.
For reasons similar to those set forth
above, I believe it should not be en-
acted at this time.

In conclusion, I thank you for the
courtesy you have shown us in writ-
ing us as you did and I know you
will not take the frank expressions in
this letter amiss. Of course, a letter
is not a practical vehicle to discuss
the various phases of all these mat-
ters adequately and, if and when
hearings are held upon the bills, I
hope we may have an opportunity to
send a representative to testify before
the committee.

The Klauber Letter

Mr. KLAUBER'’S letter contin-
ued:

The flexibility and personalized con-
trol of radio broadeasting, as in ef-
feet in this country, is largely re-
sponsible for the advancement and
public acceptance of American broad-
casting, and we do not believe that
these benefits should be lost by putting
the industry into a strait-jacket of
legislation and regulation. We think
that broadcasters have proved that
thus far they may, themselves, be
trusted to work out their problems in
the public interest and to render an
ever-increasing degree of public serv-
ice. We, ourselves, find that our
problems are so complex and change
so rapidly that we form rigid policies
only slowly and reluctantly, because
we find sincerity, common sense and
open-mindedness often enable us to
deal with a given situation in the
public interest much more effectively
than we could deal with it by having
recourse to too many rigid rules.

No legislation can change the fact
that the success or failure of broad-
casting depends upon the personal ef-
forts of the human beings directly
responsible, and we believe that poli-
cies are best determined by those
most vitally concerned.

We believe that the Federal Com-
muniecations Act could be improved by
specifically recognizing, as a defense
to defamation actions against broad-
casters. the exercise by them of due
care. In many respects our problems
are similar to those of newspapers, and
we do not believe the press of this
country would have thrived under such
;e;'iulations as are proposed in your
ill.

We assume that if your bills are
pressed there will be hearings on
them, and certainly we hope to have
an opportunity to be heard very fully.

Temporary PermitGiven

For Operation of KWKC

THE LEGAL tangle in which
KWKC, Kansas City 100-watter,
has been ensnarled was tempor-
arily alleviated Feb. 21 when the
FCC cancelled the temporary au-
thority it had granted to Tom
Cleveland to operate the station
and granted a speeial temporary
interim authority to Charlotte Dun-
can, administratrix of the estate of
the late Wilson Dunean, to operate
the station under a co-contract ar-
rangement with Lester E. Cox, op-
erator of KWTO-KGBX, Spring-
field, Mo., and Thomas L. Evans,
an offieial of the Crown Drug Co,,
Kansas City. It is understood Cox
and Evans have an option to pur-
chase the station pending disposal
of remaining litigation.

Arguments before the Broadcast
Division remain to be held on an
adverse examiner’s report on the
applications of former employes of
the station, organized as the Mid-
Central Broadcasting Co., to take
it over. Another application pends
for the station’s facilities filed by
Evans Broadcasting Co., headed by
Walter Evans of the WHB staff
and said to be acting for the
Kansas City Journal-Post. Dates
for the arguments and hearing
have not yet been set.
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FBC joins NBC |

GREENVILLE, SOUTH CAROLINA
EFFECTIVE

—
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WFBC, located in Greenville, South
Carolina, the center of the rich Southern
Textile Industry, is stepping up sales
daily for a large number of local and
national advertisers. Greenville County
is the A-Number-One market in South
Carolina. Latest Department of Com-
merce figures show Greenville County

of yours live, includes
most counties in the

nomically.

Radio Station WFBC

The Greenville NEWS - PIEDMONT STATION
IMPERIAL HOTEL

Greenville, South Carolina

leading any other market by over
$5,000,000 retail trade.
market, in which over 600,000 prospects

profitable business here for you.
us help you get it quickly and eco-

MARCH I+

The Greenville

the twelve fore-
state. There is
Let

NATION'AL REPRESENTATIVE: J. H McGILLVRA, 485 Madison Ave., New York
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Stations Advised
To Ignore Record

License Demands

Decision in WDAS Case Is Not
Final, Asserts Mr. Baldwin

THE NAB, through Managing Di-
rector Baldwin, in a bulletin sent
out Feb. 20 has urged its mem-
bers not to recognize the American
Society of Recording Artists Inc.,
Hollywood, until their rights to ex-
act phonograph royalties have been
finally determined. The recommen-
dation followed circularization by
the Society of a letter signed by
Arthur W. Levy, secretary, mak-
ing two demands on its own behalf
and on behalf of its artist mem-
bers.

The demands:

‘“l. That you must not broadcast
their talents through the medium
of records without license first ob-
tained therefor.

“2. That you account for each
usage of such talents including
such usage by your advertiser or
sponsor, and you are advised it will
hold you liable to it for any and
every failure or refusal to abide
by such demand, for accounting
and payment pursuant thereto.”

Another group, the National As-
sociation of Performing Artists,
through Maurice J. Speiser and A.
Walter Socolow, counsel, is “pre-
paring a nationwide legal attack
upon all unauthorized users of
phonograph records for commer-
cial purposes,” it announced. A
survey to discover
users is under way. The NAPA
membership includes many promi-
nent artists, with Fred Waring as
one of its directors.

Not Finally Settled

MR. BALDWIN has advised sta-
tions that the new effort of ASRA
to squeeze phonograph royalties
out of them “apparently grows out
of the decision in the so-called
Waring-WDAS case”, decided in
January by Judge McDevitt of the
Court of Common Pleas in Phila-
delphia.

The decision does not justify the
interpretation placed upon it by
the Society, Mr. Baldwin stated.
He further pointed out that the
opinion has no effect outside of
Pennsylvania and that the NAB
has filed exceptions to the decision
which were scheduled for argu-
ment before a three-judge court
Feb. 27. An appeal to a higher
court was planned in case Judge
MecDevitt’s ruling is upheld.

Mr. Baldwin emphasized that
“the important thing for members
to consider is that the issues in this
case have not been finally adjudi-
cated.”

The WDAS decision ruled that
artists have a property right in
their recordings which is enforce-
able in equity and that the artist
mays impose conditions under
which his recordings may be per-
formed.

ASRA made its first excursion
into the broadcast royalty field
April 1, 1935, when it invited sta-
tions to apply for licensee member-
ships so they might broadcast tal-
ents of its artists members by
means of recordings. Stations were
offered rates of 15 cents per usage
for power of 1000 watts and up; 10
cents for 500 to 999 watts, and 5
cents for less than 500 watts.

At a meeting of the ASRA board

age 22
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Quick Coverage

WLBC, Muncie, Ind., re-
ceived a call from the local
fire department that fire had
broken out in a large local
factory. The WLBC News
Editor, E. Pierce DeMiller,
called the factory by phone
to learn the amount of dam-
age, cause of the fire, etc.
The switchboard operator at
the factory, said: Fire? I
didn’t know we had a fire
here.”” She phoned around
the factory and found that
the fire was in full force in
another part of the building.
The announcement had been
made before the fire engines
arrived.

of directors Feb. 1 a resolution was
adopted to send the second demand
for royalties to stations, accom-
panied by excerpts from the WDAS
decision. A list of member artists
is enclosed in the letter. The reso-
lution provided that the ASRA re-
port to its general counsel ‘“unau-
thorized usages by broadcasting
stations of such talent of any such
‘artist members’ for which account-
ing and compensation has thus
been demanded and accounting
and/or payment refused, or not re-
ceived, with instructions to proceed
to enforce the rights of the society
and its ‘artist members’ in the
premises.”

ASRA promises “to lend its co-
operation to avoid legislative and
other methods of prohibiting en-
tirely the use over the air of talent
not recorded specifically for broad-
casting purposes.” Regretting that
unlicensed stations have failed tc
cooperate in its royalty scheme, the
letter concludes with this threat:

“If it is case law you are re-
lying upon and you are not inter-
ested in the equity and propriety
of our position, then the responsi-
bility for your position now rests
entirely with you.”

The ASRA membership list does
not include Fred Waring or his or-
chestra, not recording phonographs
at present because of network com-
mitments.

Restricting Records

IN A LETTER to all stations on
Feb. 12, Langlois & Wentworth, of
New York, program producers,
also alluded to the Waring decision
and emphasized ‘“‘the significance
of the recent legal attack on pho-
nograph record broadcasts”. The
letter was in the nature of an ef-
fort to sell to stations the public
domain transcriptions produced by
Lang - Worth Feature Programs
Inc.,, a division of Langlois &
Wentworth Inc.

The letter said the artists’ asso-
ciation has instituted a “double-
barrelled legal attack” on all sta-
tions using phonograph records.
The first, it said, was the Phila-
delphia court decision. The second
is the bill (HR-10632) introduced
Jan. 27 to amend the copyright law
by making the $250-innocent-in-
fringement penalty applicable also
to phonograph records.

“There is every indication,” it
added, “this bill of protection for
performing artists will soon be
adopted—there is little unpreju-
diced argument why it shouldn’t.”
This particular statement aroused
much resentment among broadcast-
ers and at the NAB.

SILLY, ISN'T IT!

But Crazy Program Is Drawing
Sponsors Like Flies

PEOPLE like to be kidded, WMAZ,
Macon, Ga., believes, after starting
a musical clock program replete
with dizziness and seldom sane.
Red Cross and Marion Bragg, as-
suming the title of Doctor, play
records backward, mess around
with sound effects, chatter madly
and won’t fill a request unless it
is accompanied by a pie, cake,
cigar, pack of cigarettes, or some
other acceptable bribe.

The dubious duo ad-lib the an-
nouncements, kid sponsors, and
manage to keep the management
in constant hot water. However,
sponsors have been flocking to the
program, so E. K. Cargill, WMAZ
president, was forced to fix a pre-
mium price to prevent all spot
sponsors from deserting other pe-
riods.

Here is a cartoon drawn by an
envious artist who got a look at
the lovely bribes the “Doctors”
are receiving from listeners.

CONTINENTAL OIL
SHIFTS TO DISCS

CONTINENTAL OIL Co., Denver
(petroleum products), on March 8
will inaugurate a series of half-
hour transcriptions on 20 stations.
The discs, made by Jean V. Grom-
bach Inc., will feature travel talks
to be broadcast Sundays during a
late morning hour.

Carveth Wells, author, traveler,
and lecturer, will give the travel
talks supported by Frank Ventre’s
orchestra. Material will be con-
fined to the United States. Conti-
nental Oil Co. has had Mr. Wells
on the air for the last three years.

The series is signed for 13 weeks,
when the sponsor will go off the air
for the summer and return for an-
other 13 weeks beginning Sept. 13.
Commercial announcements will
promote the Continental Qil Travel
Bureau, located in Denver.

The 20 stations to be used are:
KGNC, WBAL, WGIR, WGN,
WFAA, KOA, WHO, WDAF,
KFAB, WTMJ, KLRA, WCCO,
WKY, KTAR, WRVA, KSL,
KMOX, KHQ, KV0OO, KFH.
Tracy - Locke - Dawson Inc.,, New
York, placed the account.

“AMERICAN HOLIDAY,” a play
written by Al Barker of the NBC
continuity staff in Chicago, is
being produced as the first offering
of the Federal Popular Priced
Theater, a WPA project, in New
York City, which started Feb. 14.
The play was chosen from hun-
dreds of manuscripts.

Freeman Lang Business,
Pioneer in Disc Field,

Sold to Mark L. Gerstle

FREEMAN LANG ENTER-
PRISES Inc., Hollywood transcrip-
tion firm and a pioneer of more
than 10 years in the recording field,
was sold Feb. 18 to Mark L.
Gerstle. Mr. Lang had previously
sailed on his cruiser Content for a
six weeks pleasure trip in Mexican
waters. Mr. Gerstle, who took over
the operation of the business, will
immediately reorganize the plant.
He will commute between Los An-
geles and San Francisco where he
1s vice president of the Emporium
department store.

Frank W. Purkett, vice presi-
dent under ' Freeman Lang, will
continue in that capacity and will
also serve as general manager. Be-
fore joining the Freeman Lang
force nearly a year ago, upon the
death of Wesley B. Dougherty, he
had spent many years in film cir-
cles and theatre operation. Herbert
Witherspoon, one time manager of
KDB, Santa Barbara, later a sales
executive of KHJ, Los Angeles, but
more recently in the transcription
field, will be sales manager of the
new firm.

Studios will be tentatively re-
named Associated Studios and will
remain in the building at 1357 N.
Gordon St., Hollywood, where the
entire structure is given over to
transcription and film recording.
It is expected that new equipment
will be added and that Associated
will engage in program production
itself as well as serving clients
with its recording facilities. The
technical staff will be retained.

Denver Stations Organize

Agency Recognition Plan
DENVER broadcasters are form-
ing an agency recognition bureau
to determine which agencies are
entitled to commissions and plan
to recognize only those agencies
which the bureau approves. Ques-
tionnaires have been sent to all lo-
cal agencies asking pertinent in-
formation, letters of employment
from clients, and a guarantee that
no commissions revert to clients.
It was stated at a meeting held
recently that 19 agencies, includ-
ing some whose status was ques-
tioned, were drawing commissions
from Denver stations, often with-
out legitimate claim. In some in-
stances, it was added, the account
of a single client was placed on the
three Denver stations by three dif-
ferent agencies, resulting in con-
fusion and loss of prestige and
revenue for the broadcasters. Rep-
resenting the stations were A. E.
Nelson, James R. MacPherson and
A. W. Crapcey, of KOA; J. L.
Myerson, KLZ; Gene O’Fallon and
Frank Bishop, KFEL-KVOD.

Canned Clams Test

PACIFIC TRADING Co., San
Francisco (canned clams), for the
first time in its history, is includ-
ing radio in its advertising sched-
ule and on Feb. 25 started for 26
weeks a twice-weekly five-minute
spot on the NBC-KGO cooperative
woman’s program, Confidentially
Speaking with Helen Webster,
Tuesdays and Thursdays, 11-11:30
a. m. A free receipt book is of-
fered. Sidney Garfinkel Adv.
Agency, San Francisco, services
the account.
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® Here is an actual map of the eleven western states. The ten counties
comprising the district known as Southern California occupy the black
portion of the map—one-twentieth of the total area.

® Here is what happens when the map is distorted in relation to radio
set ownership. Southern California now occupies one-third of the area—
a true picture of its importance in the western market.

Gouthern California Is
ONE THIRD OF THE WEST

There’s one main thing an advertiser requires in any medium—
CIRCULATION!

In radio he can broadcast the finest program ever produced
but it doesn’t mean a thing unless you can hear it. So—radio
circulation depends—not upon the size of a territory—but upon
the number of receiving sets in that area.

Study this radio map of the eleven western states. Note the
real importance of the Southern California market. Within a
60-mile radius of KFWB are 2,587,102 people—83.3%, of whom
have radio receivers in their homes.

These peopie duy. Each year they spend over ONE AND A
HALF BILLION DOLLARS in retail stores alone. The aver-
age Los Angeles family spends more for retail merchandise
alone than the average American family earns.

March 1, 1936 * BROADCASTING

KFWB has ample power to reach this great market with a
strong, clear signal. Its rates are low enough to do the job with
real economy as well as efficiency. Its motion picture tie-up and
program policy attract a large, responsive and consistently
regular audience.

These three points make KFWB the one logical radio sta-

tion for economical coverage of the great southwestern market.

hFWH

LOS ANGELES

Owned and Operated by WARNER BROS. MOTION PICTURE STUDIOS
FREE & SLEININGER—Exclusive Representatives
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An Echo on Cantor — Still the Amateurs — Station Sells
Self—Jokes for Steamboat Bill—Underwear

UNEXPECTED proof of an inter-
ested and responsive audience re-
cently came to Illinois Meat Co.,
Chicago (broadcast corn beef
hash), sponsor of Broadcast Rhym-
sters over a CBS network five af-
ternoons each week. Early in Feb-
ruary Eddie Cavanaugh, who reads
letters sent in by listeners and en-
deavors to turn them into verse,
read a letter from a pair of little
girl patients at the Robert Koch
Hospital in St. Louis, who wrote
that Valentine’s Day would mean
little to them this year. From all
parts of the United States, Canada
and Mexico came valentines to the
hospital, a total of more than
25,000 letters and some 200 pack-
ages of candy, clothing and games,
which the two little letter writers
shared with the other children in
the institution.
* * *

CBS has issued a novel brochure
reprinting an article from BRroOAD-
CASTING on Eddie Cantor and the
Lehn & Fink Products Co. for
whom he promotes Pebeco tooth-
paste. It is illustrated with draw-
ings suggesting the characteristics
of Mr. Cantor’s eyes. The original
article was written for BROAD-
CASTING by Reginald Townsend, of
Lennen & Mitchell Inc., the Lehn
& Fink agency. The article re-
lated the success of Cantor as a
salesman and the success of the
program in merchandising and
marketing Pebeco.

Two epilogues in the brochure
carry statements by Cantor and
CBS. Eddie concluded like this:
“We all know the salesman who
makes a hit with customers by giv-
ing them the glad-hand, and telling
jokes about the farmer’s daughter.
But when the laugh dies down, has
he got an order in his hand ? That’s
what makes me laugh.”

* * *

INTEREST in amateur programs
shows no signs of abatement, ac-
cording to Morris B. Sachs, Chica-
go clothier, whose weekly amateur
hour on WCFL, Chicago, is staged
before a studio audience of more
than a thousand. Tickets are dis-
tributed at the Sachs store, which
reports that the supply is quickly
exhausted. Winners are selected
by judges who listen at home so
they are not influenced by the stage
presence of the amateurs. Ballots
are also distributed to the audience
and if their vote disagrees with
that of the judges duplicate first
prizes are awarded. Gene Arnold,
formerly of the Sinclair Minstrels,
acts as master of ceremonies on
the program, which is one of 20
broadcasts sponsored by Sachs each
week. over five Chicago stations.
Schwimmer & Scott, Chicago, is in
charge of Saclxs’*adzertising.

WFIL, Philadelphia, is using its
own time to merchandise available
periods, special features and regu-
lar program schedules. Both net-
work and local programs are ex-
ploited with qualifying statements
directing attention to available
time. The entire broadcast adver-
tising field is boosted in the copy,
which is of both institutional and
direct selling type.

Page 24

YANKEE NETWORK has pub-
lished a brochure describing in de-
tail a survey of listener interest
in Boston by means of the me-
chanical system perfected by Pro-
fessors Robert F. Elder and L. F.
Woodruff, of Massachusetts Insti-
tute of Technology. Results are
actual listening records of 1000
families to 101,004 quarter - hour
periods. [A description of the
method by Prof. Elder appeared
in the Dec. 1 issue of BROADCAST-
ING. An analysis of results at the
half-way mark was printed in the
Jan. 15 issue. In this issue Prof.
Elder describes results of the 10-
week survey.]

* *
NEARLY 10,000 children sent in
a label from a box of Malt-O-
Meal to enter the Steamboat Bill
joke contest, in which a doll and
boat are awarded, in the Camp-
bell Cereal Co. broadcasts , on
WFAA, Dallas. Mitchell - Faust
Adyv. Co., Chicago, placed the Malt-
O-Meal spot campaign consisting
of thrice-weekly programs.

SEEKING to check audience inter-
est created by its We Are Four
broadcasts five mornings each
week over WGN, Chicago, Mun-
singwear Corp., Minneapolis (un-
derwear), offered a picture of the
cast of this dramatic serial to
every listener writing in. After
three announcements had been
made the mail was arriving in such
quantities that the offer was with-
drawn the following day and the
sponsor began mailing out the
31,000 photographs requested.
* * *

WHO, Des Moines, has published
maps depicting mail response from
straight commercial programs.
Letters received in 1935 totaled
448,647, covering every state and
a number of foreign countries. The
maps show breakdowns in 1935
mail; January 1935 mail; response
to a Phillips Milk of Magnesia
cosmetic series; response to the
Oxydol Ma Perkins programs.
* * *

TO PROMOTE its local automo-
bile show, General Motors Corp.,
Detroit, sponsored The Upstarts,
sustaining program on WKRC,
Cincinnati, Feb. 20. The program
was in the nature of a sales pep
meeting, with local dealers ad-
dressing remarks primarily to
dealers and salesmen. Sales plans
for the season were discussed, with
general interest being shown.
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RADIO SALE — Marshall Drug Co., operating 50 stores in Cleveland,
staged its second sale of this type, using both radio and newspaper tie-
ups. The newspaper page speaks for itself. Marshall Drug has drawn
an average of 10,000 ballots a week in a high school amateur series
after only two months on WGAR. Details of the radio sale were

handled with the aid of WGAR’s sales promotion department.

Inter-

state Brdestg. Co., Cleveland, is the agency.

Food-DrugMeasure

RemainsQuiescent

Possibility of New House Bill
Is Rumored on Capitol Hill
WHETHER there will be food and
drugs legislation at this session of
Congress still remains seriously in
doubt, with all sorts of reasons
mentioned on Capitol Hill.

The Copeland Bill (S-5), which
passed at the last session after a
two-year legislative buggy ride
and after it had been stripped of
virtually all clauses objected to by
the majority of advertisers and ad-
vertising media, now pends before
the subcommittee of the House In-
terstate & Foreign Commerce Com-
mittee. Chairman Chapman
(D-Ky.) of the subcommittee,
states he is “working” on the mea-
sure, but he hasn’t called his sub-
committee together at this session.

In one quarter, it was stated
that President Roosevelt may send
a message to Congress as he did
two years ago and ask for passage
of the legislation as “must”. In an-
other reliable quarter it is said the
Administration is inclined to the
view that it should not force legis-
lation on rigid control of sale and
advertising of food, drugs and cos-
metics at this session, but rather
leave it as a campaign issue that
would captivate the housewife
voter.

Perhaps a New Bill

STILL another story is that Rep.
Chapman is writing his own food
and drug bill, for House considera-
tion, and that it may involve plac-
ing of jurisdiction in the hands of
the Federal Trade Commission,
rather than the Department of
Agriculture. This was the princi-
pal sore spot in Senate considera-
tion at the last session, with many
industrial groups seeking Trade
Commission jurisdiction.

Politically, there is the report
that Chairman Chapman, at log-
gerheads with Postmaster General
Farley on Democratic patronage,
is holding up the bill until such
time as his patronage demands
may be met. This, however, is un-
confirmed.

Practically all of the trade
groups in the food, drugs and cos-
metics fields, as well as advertis-
ing agencies and the various media
including broadcasting, are offer-
ing no serious objections to the
bill as it passed the Senate. Cer-
tain proprietary groups, however,
are still opposed to it, while a
rather general preference has been
shown for Federal Trade Commis-
sion rather than Department of
Agriculture administration of the
measure.

Song Writers Hour

JOSEPH E. HOWARD, among the
most famous of song writers, be-
gins a new program on WMCA and
associated stations of the Inter-
City Group, Sunday, March 8, 1:30
to 2:00 P. M. The program is titled
Song Writers’ Opportunity Contest,
and is to be devoted to the airing
of the works of unknown authors
and composers. Mr. Howard, as
master of ceremonies, will study
the songs and present those that
appeal to him most. The Edward
B. Marks Music Co., well known
music publishers, will pay standard
royalties to any authors or com-
posers whose songs are selected by
them for publication.

BROADCASTING * March 1, 1936
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Interest in

The “BRADCAST" -

one of Many Reasons !

Twice daily, Curt Bradner, known in the WW]
listening area as “Brad”, broadcasts the day’s
news. This “Bradcast” has the largest follow-
ing of any news broadcast in Michigan. The
reason—it is edited for and by Michigan peo-
ple with more than a half century of Michigan
tradition and experience behind them. And
this just one such local feature that distin-
guishes WWJ — America’s pioneer broadcast-
ing station. New studios now under construc-
tion and a new transmitting station just com-
pleted will give WW] the finest broadcasting
facilities on the continent.

1 Kw. Night — 5 Kuw. Daytime, High Fidelity

National Representatives

JOHN BLAIR & COMPANY

New York, Chicago, San Francisco
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InquiryinCongress
On Radio Unlikely

“Willard” Incident Proves Dud
As Charges Are Not Upheld

UNLESS new charges are brought
or something unforeseen develops
there will be no investigation of
charges of bribery, inefficiency or
anything else by a committee of
Congress during the current session.

This seemed to be the net result
of events surrounding the so-called
“Willard Hotel” incident of al-
leged bribery of an FCC member
or members and of the repeated
“head-line hunting” efforts of those
having axes to grind with the FCC.
The “Willard Hotel incident” has
taken its place as one of the big-
gest duds in government “scandal”
annals.

Senate Probe Moves

REPORTS were current, however,
that there might be introduced in
the Senate, either by Chairman
Wheeler (D-Mont.), of the Inter-
state Commerce Committee, or
Senator Couzens (R.-Mich.), rank-
ing majority member, a resolution
seeking an investigation of the
FCC. Senator Wheeler has re-
ceived information concerning
broadcasting and the FCC from S.
Howard Evans, now acting as sec-
retary of the National Committee
on Education by Radio, anti-com-
mercial broadcasting organization,
and formerly Washington repre-
sentative of the Ventura Free-
Press, which was one of the lead-
ing advocates of government own-
ership of radio. Commissioner
Payne also has been counseling
Senators Wheeler and Couzens, it
is understood.

The investigation made by the
five members of the FCC of the
charges associated with the hotel
conversation, in a word, has con-
cluded with their complete repudi-
ation. The Connery Resolution to
investigate the FCC remains dorm-
ant before the House Rules Com-
mittee, with little chance of action,
according to leaders.

Likewise, efforts of George H.
Payne, Telegraph Division member
of the FCC, to keep the whole is-
sue alive by endeavoring to tie to-
gether the Connery resolution with
the Willard incident, have been
rebuffed by fellow members of the
FCC. Payne dramatically issued a
statement from a hospital sickbed
on Feb. 18 (before it had been re-
ceived by members of the FCC)
demanding that the FCC make
public the “evidence” the FCC in-
vestigating committee had pro-
cured in its inquiry.

To this the FCC replied, through
Chairman Prall, that at the FCC
meeting at which the investigating
committee submitted its report,
(Feb. 14) the FCC had considered
whether or not to make public the
documents accompanying it. The
Federal Bureau of Investigation,
Dept. of Justice, which had as-
sisted in the investigation, had ob-
jected to its material being made
public, the announcement said, and
since this constituted an impor-
tant part of the documents sup-
porting the committee report, de-
cided not to make them public.

Following six weeks of investi-
gation the FCC committee of five
made available the report in which
it said the allegations of alleged
bribery were without foundation.
It all grew out of the apvlication
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FOR GOOD ANNOUNCING—How

radio, at the right.

A

ard Petrie, of NBC, on Feb. 24 was
presented with the 1936 “BBD & O Award for Good Announcing”, made
annually by Batten, Barton, Durstine & Osborn Inc., New York agency.
Here is Roy S. Durstine (left), president, presenting a stop-watch and
check to Petrie, with Arthur Pryer Jr., vice president in charge of

Petrie has been with NBC since 1930. Carlyle

Stevens, CBS announcer won the first award last year.

of WNBF, Binghamton, N. Y., for
the 1240 ke. regional facility and
the competitive application for a
new station in Schenectady of the
Knox Broadcasting Co., which the
Knox Gelatin Co. seeks to establish.

A. Mortimer Prall, son of Chair-
man Prall, and Maj. Malcolm M.
Kilduff, of New York, friend of
Mr. Prall’s son, allegedly overheard
a conversation in an adjacent room
on Sept. 5, following the hearing
on these applications, in which
mention was made of $25,000 which
could be used to “fix” the case.
The incident was reported to Chair-
man Prall, who asked the Depart-
ment of Justice to investigate it.
After he had been informed that
it was apparently an “irrespon-
sible” drunken conversation, the
FCC itself decided to investigate
further.

In its report the FCC investi-
gating committee said it had as-
certained that occupants of the
Willard room in which the conver-
sation allegedly took place were
Cecil D. Maston, manager, WNBF;
Harold E. Smith, manager, WOKO,
Albany; Alfons B. Landa, Wash-
ington attorney for WNBF, and
Maurice Jansky, of Madison, Wis.,
brother of C. M. Jansky Jr., well
known consulting engineer of
Washington.

The report added that each of
the occupants of the room has
sworn that he made no such state-
ments as reported by young Prall
and Major Kilduff, and each said
he did not hear any such state-
ments made by anyone in the
room. All also said they had never
made any statements reflecting
upon the character and integrity
of any member of the Commis-
sion. Further, it said that the in-
vestigation within the Commission
“reveals no irregularities in the
handling of either the Binghamton
or the Schenectady application”.
Then the committee concluded:

“The committee is unable to
state whether the alleged conver-
sation ever took place. If the pur-
ported statements were made, they
have been completely repudiated.
Grave resonsibility for unsupport-
ed statements attacking the integ-
rity of a government official lies at
the door of some person involved
in this matter. If the individuals
responsible could be identified, they
should be prosecuted as relentless-
ly as the maligned person should
have been had the charges been
substantiated. While we conclude
that there is no basis for the
charges made, we keenly regret
that we can not fix the responsi-
bility for them.”

Highest Billings in History for .January

Recorded byNBC-RedandCBSNetworks

BOTH CBS and NBC-Red net-
works showed the largest January
billings in their histories, continu-
ing to maintain the high level of
time sales noted during the last
months of 1985. The NBC net’s
total billings for the month, $1,-
755,394, have been exceeded in its
history only by its March 1935
record of $1,802,741, and the CBS
January billings, $1,901,023, have
been exceeded only by October
1935 record of $1,930,512. The

NBC-Blue network’s January rev-
enues amounted to $926,421, mak-
ing the combined NBC revenues
for the month $2,681,815, a decline
from January 1935 accounted for
largely by the fact that the Met-
ropolitan Opera is being carried
on a sustaining basis this year.
Mutual Broadcasting Co., begin-
ning to make regular reports for
the new year, disclosed January
gross of $157,720. [For full month-
ly tables for preceding years, see
BROADCASTING, Jan. 15, 1936.]

Networks’ Gross Monthly Time Sales
NBC-WEAF (Red)

% Gain
1986 Over 1985 1985 1934 1983
January ....... $1,755.394 1.5 . $S1,729,137 $1,309,662 $1,031,373
B
January ..... $1,901,023 7 $1,768,949 $1,405,948 §941,465
NBC-WJZ (Blue)
Januvary ...... $926.421 —15.3 $1,093,749 $988,503 $752,052
MBS
January ..... $157,720 ... ... ...

Stipulation Method
Of FTC Suspended

Temporary Action Is Taken as
Result of Crowded Docket

TEMPORARY suspension of the
so-called “stipulation procedure”
of the Federal Trade Commission,
under which broadcasters, news-
paper publishers and other media
proprietors were given opportunity
in advance to sign stipulations,
was announced Feb. 20 by the
Commission.

Commissioner Ewin L. Davis
told BROADCASTING the decision
was reached primarily due to
large amount of regular work con-
fronting the Commission’s Board
of Investigation and because of in-
adequate personnel. He said the
move has a more direct reference
to the work entailed by newspaper
checking than broadecasting but
that it was decided to make the
suspension uniformly applicable.

Accepting Accounts

THE stipulation procedure was
entered into with the FTC last
August by James W. Baldwin,
NAB managing director. Under it,
stations were permitted to sign
stipulations on accounts under in-
vestigation whereby they agreed
to abide by any stipulations or
cease and desist orders against ad-
vertisers, and, as a consequence,
would not be made parties to liti-
gation. It was hailed as a real
safeguard for broadcasting, par-
ticularly’ because of the confusion
which had existed over acceptance
of certain types of accounts.

With the stipulations eliminated
for the time being, the mediums
will be notified only after a com-
plaint has been issued or a stipu-
lation approved, it was pointed
out at the FTC. Some objections
to suspension of the procedure al-
ready have been received from
broadcasting stations.

Along with the pressure of
other work, it is believed also that
certain newspaper interests have
protested against the stipulation
procedure on the ground that it
constitutes an interference with
freedom of the press. It was em-
phasized, however, that the method
1s not to be discontinued but will
be suspended only for an indefinite
temporary period.

TradeCommissionAction

InvolvingRadioAccounts

THE Federal Trade Commission
announces the following actions
involving advertisers using radio:

American Character Doll Co.. New
York, charged with unfair competition in
claims for Paratex dolls, claimed to be
waterproof; McCambridge & McCam-
bridge Inc., Washington, ordered to cease
claims on Everfresh Aspirin; Power Seal
Co., Los Angeles, agrees to cease certain
claims for cylinder and valve compound;
Home Drug Co., Minneapolis, ordered to
cease certain claims for its Prescription
No. 69; Brown Shoe Co., St. Louis, agrees
to cease using ‘““Doctor’” or “Dr.” as part
of trade name for shoes.

Calirad Wafer Tests

STERLING PRODUCTS Co., New
York (Calirad wafer) on Feb. 24
started Old Doctor Jim on WEAF,
New York, Mondays, 9-9:15 a. m.,
for 26 weeks. The program previ-
ously had been announced for
WABC, but an eleventh hour
change placed it on WEAF. Black-
ett - Sample - Hummert Inc., New
York, is the agency.
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A transmitter manufacturer and a maker of scientific in-
struments have much in common. Both must be able to
solve technical problems of the first order—both must be
able to measure the performance of their products with pre-
cision—both have a very limited clientele—both depend up-
on their reputations for technical integrity to obtain accept-

ance of their products.

Recognizing this parallel, the Collins Radio Company is

TUBE DETAIL 20C

BROADCAST TRANSMITTER
/ [

engaged in the highly specialized field of building transmit-
ting equipment. lts engineering staff is uncompromising in
its work of building a fine product. Statements as to rating
and performance are made with the scientist's reqard for
accuracy. Knowing that customers for a single model are
numbered in the hundreds and not in the tens of thousands,
efficient small scale factory methods are used, since mass
production methods are unsuited. lts workmanship is worthy
of the best traditions of the instrument maker,

- COLLINS RADIO COMPANY

. CEDAR RAPIDS, IOWA * NEW YORK, 11 West Forty-Second Street
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“Radio Personalities” of the Presidential Prospects . . .

By MARTIN CODEL

IF A PLEASING and persuasive
microphone manner is a primary
requisite in modern political cam-
paigning, then the “inside boys”
here in Washington are in more
or less common agreement that
President Roosevelt will enter the
election lists this summer with a
distinct advantage over anyone the
Republicans may pick to oppose
him. From the radio viewpoint,
not a single one of the potential
Republican stalking horses com-
pares with the President as a
broadcast orator —and compari-
sons are possible almost any night
of the week as the Republican pos-
sibilities are heard over the air.
This is not merely the writer’s
opinion as a non-partisan observer
of the radio and political scene
who doesn’t even enjoy a vote as a
resident of the disfranchised Dis-
trict of Columbia. Over the lunch-
eon tables at the National Press
Club, whose building houses a
large proportion of Washington’s
corps of correspondents and the
headquarters of the Democratic
National Committee and the Amer-
ican Liberty League—not to omit
mention of the studios of one big
radio chain and the offices of many
legal advisors to radio companies
—there is common agreement that
President Roosevelt is far and
away the most striking “radio per-
sonality” who has ever occupied
either the White House or any
other high federal office since
broadcasting began on a national
scale some 10 or 12 years ago.

Too Much Already

OF COURSE, this table talk does
not disclose such unanimity of
agreement on the proposition that
“radio personality” will win the
next election, though the conversa-
tion does bring out certain funda-
mental aspects of radio’s current
and later role as a campaigning
medium that the party chieftains
cannot very well ignore. These
points might be summarized as fol-
lows:

1. Political oratory already is
occupying far more radio time than
public interest warrants, and the
candidates for mnomination are
showing entirely too much eager-
ness to go on the air at such an
early stage in the election game.
What the public wants first and
foremost on the radio is entertain-
ment. Most listeners, especially
young folk, don’t regard political
talks as entertainment. In this
connection it is significant that a
radio audience survey reported
after Al Smith’s recent talk showed
that only 23% of a cross-section of
set owners reported they had lis-
tened to his speech; after Senator
Joe Robinson’s reply the figure
was only 19.4%.

2. The day after President
Roosevelt’s Jackson Day dinner
address the survey showed 32.6%,
which would seem to indicate that
he is still the biggest audience-
getter among political speakers.
But except for his routine ad-
dresses and his speeches at the
opening of Congress and at the
Jackson Day dinner, President
Roosevelt is cutting down on his
radio appearances in compliance
with good and sound advice (pre-
sumably of his press and radio
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contacting secretary, Steve Ear-
ly) not to over-reach his welcome.
That is why he delivered only one
“fireside talk” last year as against
two the preceding year and four
during 1933.

3. Against the argument that
the candidates are talking too much
too early, there is good point in
the theory that radio now and in
the forthcoming campaign will
thoroughly debunk issues and men.
The multiplicity of partisan
speeches already being heard on
the air is bound to catch the ears
of a large part of the public, so
that definite ideas are forming in
almost every voter’s mind. More
than that, President Roosevelt on
the Democratic side and the vari-
ous potential candidates on the
Republican side have been heard
or are being heard so often that
they are becoming more or less
vivid personalities to the radio
audience.

This latter fact may not always
be to their respective advantages
for, other than President Roose-
velt, few of the speakers, in the
consensus here, are particularly
appealing as “radio personalities’.
Consider some of the more promi-
nent ones being heard these days,
as judged by the reactions of ra-
dio men here whom the writer has
asked for opinions. The following
observations are the writer’s sum-
maries of these reactions, with a
few of his own thoughts inter-
polated:

1. Senator Borah is undoubtedly
a consummate orator, and has been
compared to Henry Clay and
Daniel Webster. But like Al
Smith he apparently needs an
audience to pep him up, at least as
indicated by his recent talks. As a
trained, polished orator he along
with Charles Evans Hughes was
the radio speechmaking bulwark
of the first Hoover campaign. But
lately his voice has grown some-
what cold, though his speeches are
clear and incisive, and a loss of
old-time vigor is detectable. Borah,
it is said, intends to do nearly all
of his campaigning via the radio.

2. Herbert Hoover has at last
added human appeal to his
speeches, is not above an occasional
quip and wisecrack and has gen-
erally undergone an amazing meta-
morphosis from his dull speech-
making as President and presiden-
tial candidate. His friends say that
leisure has enabled him to relax to
his natural self, but the gossip is

that he must have taken lessons in
speaking no less than he must be
accepting aid or advice in writing
his speeches. He has become defi-
nitely an interesting personality on
the radio.

3. Gov. Alf Landon has been
heard least on the air of all the po-
tential GOP nominees, and radio
men are inclined to catalog his
speaking manner as being as col-
orless as that of Coolidge. News-
papermen who know him say his
conversational voice is a good one
and pleasant, but on the radio it
is high pitched and strident and
lacks warmth. One observer called
him a “cornfield speaker” who
needs more training and experi-
ence in the peculiar technique of
the microphone because he has not
yet accustomed himself to the mod-
ern method of flinging speeches so
far and wide over the land.

Needs to Relax

4, FRANK KNOX is another
whose voice does not sound natu-
ral over the radio, who pitches his
speech at high level and stays
there, and who lets himself be car-
ried away by flights of his own
oratory. He needs to relax—to at-
tune himself to the relaxed atti-
tude of auditors seated in the com-
fort of their homes, which is the
real secret of the Roosevelt radio
success. His is not an unfriendly
voice but it is inclined to be raspy
and does not hold attention readily.

5. Senator Arthur Vandenburg
is reputed to be a commanding
platform orator, who writes ex-
ceedingly well (from long experi-
ence as an editor and writer) yet
who can ad lib or extemporize on
his feet very readily. But again
he demonstrates that old-time
flights of oratory are not as effec-
tive via the radio as from the plat-
form. His speeches are so well
thought out and prepared that
some radio observers think he is
losing much of his potential effec-
tiveness by failing to take lessons
in what they call microphone tech-
nique.

6. Senator L. J. Dickinson, de-
spite the fact that he has spoken
on the radio perhaps more often
than any of the other Republican
hopefuls with the exception of
Hoover, is another “cornfield ora-
tor” who could stand a lot of train-
ing. His is a booming, stentorian
voice that the radio control engi-
neers have to tone down too much
for his own good.

The foregoing are reactions

)
-2
W™

TWO LINCOLNS—Were given away by General Mills Inc. for the boy
and girl winners of a contest based on three-letter words from a sen-
tence about Wheaties, promoted on the Jack Armstrong series, Here is
a Lincoln Zephyr in Los Angeles, with a KNX announcer.
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Restraint by Politicians
InBroadcasting Speeches

Is Urged by Owen Young
WELCOMING “careful analysis”

and “fearless debate” over the
American radio, Owen D. Young,
chairman of General Electric Co.
and one of the founders of NBC,
pleaded for more temperate lan-
guage in radio speeches in an ad-
dress on “Radio Responsibilities”
at Rollins College, Winter Park,
Fla., Feb. 24. Mr. Young particu-
larly condemned recent radio
speeches of Herbert Hoover, Al-
fred E. Smith and Senator Joseph
T. Robinson, declaring that free-
dom of speech now depends on
self-restraint in utterance.

“To these great men,” he assert-
ed, “and even to the President of
the United States, all held in such
wide esteem, may we not appeal
for the choice word and the mea-
sured phrase, spoken with malice
toward none and with -charity
toward all?” He stated further:

“Freedom of speech for the man
whose voice can be heard a few
hundred feet is one thing. Free-
dom of speech for the man whose
voice may be heard around the
world is another. We defend them
both, and will to the uttermost,
but we cannot be blind to the
dangers of carelessness or intem-
perance in their use.”

Communists Get Time

IN LINE with its policy of grant-
ing time to all political parties,
CBS has acceded to the request
of the Communist Party for a sus-
taining hookup for Earl Browder,
the party’s secretary, the night of
March 5. Mr. Browder’s remarks
will be answered by Rep. Hamilton
Fish (R.-N. Y.), bitter foe of com-
munism, in another 15-minute pe-
riod the following night.

which may be disputed in many
quarters, but they are frank and
honest reactions of persons rather
well qualified to judge who were
asked for judgments free from
partisan bias. They are set down
here on that basis only. There are
many others who might be dis-
sected but space limitations do not
permit, though a word might be
added here about Norman Thomas,
the Socialist leader. The consen-
sus about his quality of voice and
speech is that, while he may lack
warmth and intimacy, he is a clear
and forthright speaker quite
friendly in his microphone atti-
tude but obviously more interested
in appealing to reason rather than
emotion. He also has been heard
on the national radio more often
than many people think.

Some one has advanced a theory
that the frequent radio appear-
ances of the Republican possibili-
ties in these preconvention days
is making them so well known to
the American public that there is
little likelihood that a dark horse
will be pulled out of someone’s
stall, brought forward unexpected-
ly and nominated at Cleveland
after backroom political parleys,
as was done in the case of Hard-
ing. Some may not agree with this
conclusion, but the fact remains
that the American people, for bet-
ter or worse, are getting a rather
good sizeup of the candidates right
now, via their loud speakers, far
ahead of the conventions.

e
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'THE VERDICT OF A
CRITICAL JURY*

Big station directors loud in
praise of the new, different

“All of us here at The Yankee Network consider your new Tran-
scription Library Service the best we have ever had the pleasure
of listening t0.” (Dec. 26, 1935.)

—JOHN SHEPARD, 3rd, President, THE YankEE NETWORK.

“Magnificent reproductions of fine, high-quality entertainment”’

(Letter of Nov. 26,1935.)
" __ALBERT A. CORMIER, Vico-Pres., General Manager,

WIP, Philadelphia.

“The quality of these transcriptions stood far out and above any-
thing we had heard. We have already sold rwo units to adver-

tisers, with two options on the classical selections.” (Letter of
Jan. 2, 1936.)

—WALTER DAMM, Manager, WTM], Milwaukee.

“It is without doubt the finest recording service we have ever heard

and the staff here at WHEC is delighted. We have had a host

of critics of good music listen in and find they are deeply impressed

with the fidelity and tone quality.” (Letter of Dec. 27, 1935.)

—CLARENCE WHEELER, Managing Direcror, WHEC,
Rochester, N. Y. '

“The audience reaction is most enthusiastic. T he tone quality and
selection of materials are all that you claimed.” (Jan. 9, 1936.)

—DONALD WITHYCOMB, General Manager, WFIL,
Philadelphia.

The producers of ASSOCIATED RECORDED PROGRAM SERVICE naturally are

Produced by gratified by such high praise from such a critical audience. The Associated Library already

includes more than 1500 titles—iresh, diversified, lasting! Recorded by Western Electric
Wide-Range Vertical Cut (Hill and Dale) under license by Electrical Research Products,

A S S O CI ATED Inc. An: zres;ed on VINTleIlTE—the material with the quieter surface. Write for new
illustrated brochure—just off the press.
MUSIC PUBLISHERS, Inc. ~¥:w'vorx crry
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RCA to Have Experimental Television

In Month or Two, Without Cable Tie-up

PARALLELING the British, Ger-
man and Russian progress in tele-
vision, RCA will have its experi-
mental ultra-short wave visual
broadcasting transmitter atop the
Empire State Building in New
York City in operation for initial
field tests “within a month or two”
according to the annual report of
the company for 1935 mailed to all
stockholders Feb. 21. The field
tests, which would begin in latter
March or April, are expected to
disclose to RCA’s engineers the
transmission and reception possi-
bilities of RCA’s television system
in the New York area. “Looking
in” by the public is not planned un-
til the tests are well under way,
only RCA engineers and officials
with special test apparatus being
designated to pick up the signals.

With two television systems
starting in London in May, accord-
ing to present plans, the accept-
ance of television by the British

audience and the success of the
RCA tests are expected to point
the way to the future adaptation of
television on a commercial scale in
this country. One of the British
systems, that of Electric & Musical
Industries Ltd. (Marconi), in
which RCA sold its large stock in-
terests last year, is closely akin to
the system of 343-line images de-
veloped by RCA under the direc-
tion of Dr. Vladimir Zworykin,
who is now in London studying the
British projects.

[An eyewitness description of
RCA’s television developments, as
seen in its Camden laboratories by
a staff member of BROADCASTING,
was published in the Dec. 15, 1935,
issue of BROADCASTING, together
with comparisons with the British
system.]

Pointing the Way

THE FACT that tests are about to
begin in New York City, states the

When Juries Are Hung

A TAMPA, Fla, grand jury,
unable to agree as the eve-
ning wore on, decided to take
a walk. They ended up in
the new WFLA studios in the
Tarr Bldg., where they were
locked up again to hear a
local amateur show spon-
sored by IGA stores. Their
vote on the amateurs was not
announced but their verdict,
reached later in the studio,
was made public in time for
the morning papers.

RCA annual report, does not mean
that television is already at hand
in this country. But it definitely
points the way to the possible in-
auguration of television services
locally at least in that city, with
network television to develop later
as the new coaxial cable (one of
which has already been laid in
Germany) can be expanded. It is
significant that the RCA report

TO SOUTH CAROLINA'S LARGEST CITY

WCSC

Brings FULL TIME N.B.C. Service
Begining MARCH FIRST

Together, WCSC and its sister
Station WIS in Columbia
deliver N.B.C. Service to

44 of the State’s 46 Counties.

WCSC, CHARLESTON

South Carolina

J. DUDLEY SAUMENIG, MANAGER
FREE JOHNS & FIELD INC. NATIONAL REPRESENTATIVES

Page 30

states that the transmitter on the
Empire State Building will be con-
nected by radio with the television
studio now under construction in
the NBC plant in Radio City,
which indicates that short waves
rather than cable will be used at
the outset to link studio with trans-
mitter.

“It will be necessary to coordi-
nate a number of important ele-
ments,” states the report, “before
television on a regular basis of ser-
vice can be established. For ex-
ample, it will have to be determined
how far the transmitter can send
good television pictures; also with
what consistency and regularity
pictures may be transmitted with
the system in its present state of
development. We must investigate
and define the possibilities of the
television camera for indoor and
outdoor pickup.

“These are the essential pioneer-
ing stages in the development of an
art in which considerable expendi-
tures must be made for research
before returns can be expected,”
the report continues. It is recalled,
however, that David Sarnoff, in an-
nouncing last year that $1,000,000
has been allocated for the Empire
State tests, reasserted his convic-
tion that American television prog-
ress is ahead of that of any other
country in the world despite the
fact that this country is making
slower speed in introducing televi-
sion to the public.

“As the work goes on, it may be
necessary to return to the labora-
tory, from time to time, to seek the
solution to practical problems en-
countered in the field. But the RCA
experimental television project is
proceeding on schedule, and your
management is confident that it
will continue to progress at an en-
couraging rate.

“It is, however, evident that, re-
gardless of the progress in this di-
rection, the present system of
sound broadcasting remains the
fundamental service of radio com-
munication to the home. While tele-
vision promises to supplement the
present service of broadcasting by
adding sight to sound, it will not
supplant nor diminish the import-
ance and usefulness of broadcast-
ing by sound.”

The RCA report credits the com-
pany with contributing to the gen-
eral revival of business activity.
showing a gross income from all
sources of $89,228,898, as compared
with $78,756,994 for 1934, an in-
crease of 13.3%. The net profit
after all charges was $5,126,286
for the year, giving RCA an earned
surplus as of Dec. 31, 1935, of $12,-
401,099 for the year. The report
does not break down revenues
sources by subsidiaries, but it is
known that NBC accounted for
well over $30,000,000 of RCA’s
gross.

Promoting New England

NEW ENGLAND COUNCIL,
Boston (vacation information)
will start a musical program on
WEAF, New York, April 2, at 7:45-
8 p. m,, for 13 weeks. The Coun-

cil is supported by the six New .

England states and the program
will promote New England as an
ideal summer vacation-land. Guest
speakers will appear on each pro-
gram and Frank Crumit is expect-
ed to be master of ceremonies.
Batten, Barton, Durstine & Osborn
Inc., New York, is the agency.
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C. B.S.

WJ R THE GOODWILL STATION

MICHIGAN'S GREATEST ADVERTISING MEDIUM

G. A. RICHARDS Yowm DETROIT LEO FITZPATRICK
PRESIDENT ¥ REPRESENTATIVES VICE-PRES. & GEN. MGR.
EDWARD PETRY & COMPANY, INC,

750 KILOCYCLES
/ CLEARED- CHANNEL
W A T T S
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The New GATES 106-C
Studio or Station Amplifier

The new Gates 106-C line amplifier offers the broad-
caster an equipment that will assure him of positive
high fidelity transmission. With a response curve that
will not vary over one decibel from 25 to 13,000
cycles and a distortion content less than 3% at plus 22
decibels plus a 75 Db. gain amplifier, self contained
level indicator, all A.C. operation with power supply
also self contained and pure humless output at any
level the 106-C becomes the year’s best equipment buy.

The 106-C uses full chassis construction, wiping
contact controls, Weston meter equipment and sup-
plies excess current for plate and filament supply to
as many as four pre-amplifiers.

As usual GATES moderate prices prevail and the 106-C
is tagged at $180.00 complete with matched tubes.

GATES MODEL M
Velocity Microphone

No finer microphone is made
than the GATES Velocity Model
M. Has output of —62 decibels
at 10 bars pressure. Response
flat within 2 Db. from 30 to
10,000 cycles. Grill is chrome
finished with castings in baked
black. Supplied with swivel, sus-
pension bracket, 20 feet of
cable and locking type plug and
socket. Catalog net price to
broadcasters—$55.00.

Gates Radio & Supply Company

Manufacturing Engineers Since 1922
Quiney, Illinois, U. S. A.
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Pretty Girl Radio Engineer

ANOTHER field once dominated by
man has been conquered by woman
—this one only 18 years old and
actually working at her chosen pro-
fession. She is Eleanor Thomas, a
mathematical genius for a girl, ex-
celling in the intricacies of wave
lengths and kilocycles who found
life on a college campus too pro-
saic. She has just been graduated
in radio-television engineering at
First National Television Inc,,
Kansas City, and holds the post of
assistant engineer in charge of the
control room at W9XBY. She is
the youngest member of her sex to
pass the difficult FCC examinations
for a first-class license, and is au-
thorized to operate any television
or broadcast station in the United
States.

LESS DANCE MUSIC
Being Heard on NBC Sponsored
—’;}Time, Analysis Shows

DANCE music on NBC sponsored
programs has declined to a new
low point, amounting to only 8.2%
of time, while drama is going up
in public favor, NBC announces in
an analysis of December sponsored
programs. Program content also
shows a decrease in the music
classification as a whole.

Percentage of music in Decem-
ber, 1935, amounting to 42.8% of
the total commercial program time,
was divided as follows, with com-
parison for December, 1934, when
it amounted to 51.3%; opera, 0
hours in 1935, 9 hours 32 minutes
in 1934; operetta, 8 hours 45 min.
compared with 4 hours 10 min.;
classical, 26 hours 47 min. and 13
hours 58 min.; semi-classical, 21
hours 11 min. and 24 hours 51
min.; light, 85 hours 42 min. and
76 hours 18 min.; dance, 33 hours
44 min. and 88 hours 20 min.

Other types of sponsored pro-
grams in December, 1935, and De-
cember, 1934, compared as follows
(percentage of total time) : Litera-
ture, 31.1 and 29.4; lectures, .4 and
2.1; special events, .7 and 0; cur-
rent topics, 5.7 and .3; women’s,
4.1 and 1.1; children’s, 7.6 and 5.8;
physical training, 0 and 4.9; nov-
elty, 7.6 and 5.1.

COUGHLIN SPEECH
TRANSCRIPT ASKED

A “DEMAND” that all stations
carrying the Sunday broadcasts of
Rev. Charles E. Coughlin, militant
radio priest of Detroit, keep steno-
graphic or transcribed records of
his talks for detection of possible
extemporaneous utterances not
contained in the prepared ad-
dresses will be made by Rep.
O’Connor (D, N. Y.), he announced
Feb. 18 in the House.

Rep. O’Connor precipitated a
front-page furore when he threat-
ened to “kick” the radio priest
from ‘“the Capitol to the White
House” for allegedly slanderous
remarks made in his broadcasts.
The Congressman, however, apolo-
gized for certain of his remarks
but maintained that clergymen
should not inject themselves into
politics. Other members of the
House took up the attack upon the
priest who broadcasts over an in-
dependent network.

In his House speech Feb. 18, ap-
propos of radio, Rep. O’Connor
said that on Feb. 2 Father Cough-
lin “referred slanderously to me
and other members of the House,
including our beloved Speaker and
the President of the United States.”
The “advance copy” of the Cough-
lin speech, he declared, did not
even contain mention of his name.
Thereafter, he declared he received
a stenographic copy in which “my
name was mentioned so slander-
ously. Later I obtained the printed
pamphlet with the imprimatur of
Bishop Gallagher, of Detroit, giv-
ing the speech as finally revised.
Strange as it may seem, all three
speeches were different. There was
nothing slanderous or libelous
about me in the advance copy or in
the final copy.”

“That situation,” continued Rep.
O’Connor, “raises a serious ques-
tion about' which several people
have recently conferred with us, as
to what the public has as to the
spoken word over the radio. There
is no law, as I understand it, and
there is no regulation of the FCC
requiring an official transcript of
what is said on the radio so that
any person interested may know
the truth. In anticipation of fur-
ther attacks on me, I intend to
notify the radio stations over
which Father Coughlin broadcasts
that I demand a stenographic re-
port of his speech be made avail-
able to me, and that I shall hold
them responsible for any slander
of me.”

In connection with the O’Connor
demand, there was some indication
that steps might be taken to force
all stations either to keep steno-
graphic records or transcriptions
of all controversial and political
addresses. The matter, however, is
not now officially before the FCC
and no legislation to this end has
been introduced in Congress. Be-
cause of the hardship such a regu-
lation would impose upon smaller
stations, it is felt the FCC would
be inclined to favor a hearing on
such a rule, if one is proposed.

NBC has issued a striking brochure
telling the story of the promotion
of radio-advertised goods by Trask,
Prescott & Richardson Co., Erie,
Pa. department store (see BROAD-
CASTING Feb. 1). Sales data, mer-
chandising methods and numerous
illustrations are covered.

BROADCASTING * March 1, 1936

www americanradiohistorv com



www.americanradiohistory.com

SUPER SOUND EFFECTS

Soon! A brand new library of
\ sound effects—guaranteed to be
superior to anything on the
market! Better subjects, better
recording, Victrolac pressings!

.
WATCH FOR

ANNOUNCEMENT!

“Oh Professor — look at all the Big

NEW STARS

in the STANDARD RADIO

Constellation!”

How they shine!

Yes—they shine even in the brilliant company in which they
find themselves—the star-studded array of “stand-out’ orches-

tras, soloists and novelty groups in the Standard Library!

The BLUE FOUR, headed by the one and only JOE VENUTI—
he of the famous “hot” violin—only recently featured on Bing
Crosby’s new series! CLEO BROWN, dusky songstress—also
spotlighted on the Crosby show! ART TATUM—gifted and
popular pianist—JIMMY LUNCEFORD and his great orchestra—
and the CHARIOTEERS, a group of colored singers who set a

new standard for original arrangements and impressive harmony!

Constantly enriched with sparkling new talent, painstakingly
recorded by RCA Victor on quiet life-like Vietrolac records—is
it any wonder that station after station has been added to the
long list of Standard Library subscribers? May we send you
complete information and prices—not only on the Standard
Library, but on Standard’s many special features?

STANDARD RADIO INC.

6404 HOLLYWOOD BOULEVARD, HOLLYWOOD, CALIF.
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Crosley Sees Program

Difficulty for Television

ADDRESSING approximately 700
leaders of industrial, business and
transportation agencies of Cincin-
nati and the nation at the meet-
ing of the Cincinnati Traffic club
Feb. 11, Powel Crosley Jr., presi-
dent of Crosley Radio Corp., op-
erator of WLW and WSAI, pre-
dicted a dubious future for televi-
sion, even though technical diffi-
culties eventually are overcome.
He said the question facing televi-
sion after technical difficulties are
overcome is “how to entertain the
audience ?7”

Declaring there is not enough of
pictorial news events to interest
the public, Crosley said the public
soon would tire of watching a
dance orchestra or radio stars
broadcast. The radio listeners, he
said, will want to see drama or pic-
tures similar to those shown in
motion picture theaters. To make
such a picture requires several
months and many thousands of
dollars, he declared.

————

WHAT GOTHAM CHILDREN LIKE

Children’s Aid Society, in Survey, Finds Young Folk
Prefer Programs Designed for Adults

CHILDREN do not listen to radio
programs directed their way, ac-
cording to a survey conducted re-
cently by Children’s Aid Society,
New York, among 700 boys and
girls between the ages of 11 and
16. In fact 92% of the boys and
80% of the girls who filled out
questionnaires stated that they
liked adult programs best, with
comedians as their favorites.

The Society assigned each club
director in the seven recreational
centers operated by the Society to
submit questionnaires. Children
were selected at random. Club di-
rectors refrained from coaching
while questionnaires were being
answered. The Society, which was
organized some 80 years ago, has
an enrollment of 10,000, has two
recreational centers in Harlem,
two in the Italian section around
Washington Square, one in the

Czechoslovakia section, and two
whose membership is mixed.
Results of the survey revealed
that the favorite among these chil-
dren was Eddie Cantor (Pebeco),
with Burns & Allen (Campbell’s
tomato juice), Jack Benny
(Jello-0), and Dick Powell (Camp-
bell’s soup), all tied for second
place. The only child program to
garner enough votes to be men-
tioned is the Dick Tracy transcrip-
tion series (California Syrup of
Figs) on WOR, Newark. Next
came Witch’s Tale, a sustaining
program on WOR. Major Bowes’
was next, children saying they
liked to hear the performers get
the gong. Serials about G-Men
were desired by a number of boys.
Fourteen per cent of the young-
sters said they liked radio not be-
cause it helped them in their civ-
ics courses in school but for spe-

LEADERS
In The Pacific Northwest

KOMO - KJR

NBC RED

Reaching a New Peak in Entertainment

Complete NBC Service

Commercial and Sustaining Programs

on Both Stations
PLUS

The Finest Local Programs

Produced in the Pacific Northwest

To Completely Control The
PUGET SOUND MARKET

Use Both

KOMO - KJR

Seattle’s Pioneer Radio Stations

National Representatives

EDWARD PETRY & CO.

NBC BLUE
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cial reasons. An Italian girl “liked
to hear news on the radio because
she was sure of not reading or
hearing something she shouldn’t.”
Another child, a Harlem boy, said,
“I like radio news because I don't
have to go into the strets to hear
any news.”

A strange feature of the sur-
vey is that only one, Jack Benny,
of the top selection was included
in the questionnaire list of possi-
ble programs that the children
might like. The children also
stated that they listen to radio
programs for about two hours a
day, with girls spending more
time listening.

The 700 questionnaires showed
stations to which they listen in
this order: WABC, WOR, WJZ,
WEAF, WNEW, WHN, WMCA.
WABC was the favorite due large-
ly to the large vote cast for Eddie
Cantor, Dick Powell, and Burns &
Allen, all CBS programs. The
Witch's Tale and Dick Tracy made
WOR the next favorite. Jack
Benny was the only top selection
heard on NBC networks. WHN
and WMCA were tied.

A number of the children said
they wanted more sports programs
on the air and they listed their
desires in this order: Boxing, base-
ball and hockey. Others expressed
a desire to hear more programs
that deal with science, stories
about nature and, possibly due to
their foreign parentage, wanted
more programs from other coun-
tries.

The majority of these children
are allowed to stay up later at
night than is customary in homes
of the higher income brackets,
which may be a factor in their
selections of adult programs.

Los Angeles Disc Firm

Encounters Legal Snags

TRANSCONTINENTAL Broad-
casting Co., of Los Angeles, which
precipitated itself into both the
transcription and music copyright
fields a few months ago, became
embroiled in litigation in Los An-
geles in February in connection
with the operations of its promoter,
Bayard W. Weibert. Weibert was
being held in custody of Los Ange-
les authorities over alleged stock
deals with prominent Los Angeles
citizens on the Transcontinental
project and in connection with
Transigram, a predecessor com-
pany which folded up.

In January, Transcontinental of-
fered to stations 200 transcribed
numbers, copyright free, at 60
cents per number, which it stated
would be the beginning of a tran-
scription library. So far as known,
no deliveries have been made.
Transcontinental had launched a
“wax chain” project seeking to line
up stations throughout the coun-
try on both a programmming and
sales proposition.

According to Los Angeles re-
ports, Weibert was confined in Los
Angeles city jail for a week until
Feb. 19 when an official complaint
was issued by the distriet attor-
ney’s office. The complaint charged
him with eight counts of grand
theft and five of violation of the
California corporate securities act.
He was arraigned, with bail fixed
at $7,500, and the preliminary
hearing set for March 2 in Los
Angeles.
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The Press speaks for the 1,017,600
WTAM radio families* throughout the
Great Northern Ohio Market:

*®

WTAM’s potential circula-
tion according to the New
NBC Method of Audience

Measurement, by aireas.

WTAM

50,000 WATTS
CLEVELAND

WTAM is one of NBC’s managed and operated stations. Others are WEAF, WJZ, New York - WGY,
Scheneciady » WHBZ -WBZA, Boston and Springfield . KIDKA, Pittsburgh - WRC, WMAL,
Washington, D. C. « WMAQ, WENR, Chicago » KOA, Denver + KPO, KGO, San Francisco

NBC Thesaurus Recorded Program Information Available At All These Stations
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Breaking new trails — for
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World Program Service

The O nly 1. WIDE RANGE RECORDINGS, using Western Electric

vertical-cut developed in cooperation with the Bell Laboratories.
2. WIDE RANGE REPRODUCING EQUIPMENT, with pick-

C 0 m p 1 e t e up matched with recording equipment. 3. CONTINUITIES,

—

expert, fast, and vivid, provide for every minute and may be

. . used in whole or in part. 4. FILING CABINETS designed to Y
Se‘rV1ce Of ItS Klnd keep recordings in perfect condition and ready for instant use.
5. CROSS REFERENCE, a unique system for combining any [

numbers for any variety of program, quickly and easily.
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stations and advertisers !

WORLD

1 FIFTH AVENUE

neers the way to new sources of income for radio stations.
what it takes” to stay out in front—ahead of the pack. What is the secret of this
leadership of World Program Service?
SPECIALISTS WHO HAVE DEVOTED YEARS TO BRINGING IT TO ITS
PRESENT STATE OF EFFICIENCY.

Simply this.

IT IS NOT A SIDELINE.

Experience — Skill — Specialization

These things make a leader.

Just as it has pioneered in every other phase of

electrical transcriptions, World led the way with the original transcription library.
There is no short cut to success in this specialized field. Even the equipment
provided by World Program Service required years of devoted effort to perfect.

Consider these facts:

1. World Program Service contains over
1200 units—the only complete service of its
kind. It takes years to build a library like
that!

2. Subscribers to World Program Service
receive new selections, including latest hits,
released at the rate of FORTY-EIGHT per

month.

3. The latest method of Vertical Record-
ing, developed by Bell Laboratories sound
experts, gives true Wide Range reproduc-
tion.

4. Wide Range reproducers designed by
Western Electric engineers, with matched
pick-up, provide unequalled balance and
quality.

5. Equipment installed and maintained by
large field service organization of Electrical
Research Products, Inc. (ERPI)

6. The number of subscribers to World
Program Service increased 39% in 1935
over 1934, There are now 144 leading
outlets in nearly every important market.

7. The number of playing hours provided
these stations increased 66-2/3% in 1935,
with another 50 percent increase announced
for March 1st.

8. More than 100 individual artists and
musical organizations constantly contribute
to World programs, offering a wide variety
of entertainment.

9. Subscribing stations, through World’s
publicity, advertising and sales efforts, are
actively represented for national “spot”
campaigns.

50% Increase Now Effective

Beginning March 1Ist World Program Service steps up its weekly releases
50%: Each subscriber gets the complete library of 1200 units plus 48
additional releases each month, comprising the newest hit songs, a wide
variety of popular favorites, and standard numbers in every musical classi-

10. World Program Service has solved the
sustaining program problem for dozens of
stations.

11. It offers the first practical solution to
the talent problem of the local advertiser,
giving him top programs at nominal cost.

12. This means increased time expendi-
tures, many new accounts, more revenue for
radio stations. (359, increase in local tran-
scription sponsorship in 1935—See NAB
Reports)

These are the features that constitute
COMPLETENESS in a transcription library
service. They are ALL present only in
World Program Service. The ability to
lead, to set the pace, to break fresh trails
into new and richer territory—this demands
the skill and experience of the specialist.

World, the leader, is likewise the choice
of leaders. Stations like WOR, WGN,
WCAU, and KNX, among others, are sub-
scribers. By the same token, many national
advertisers direct their business to stations
which use World Program Service, because
they know that these stations are progres-
sive, well-equipped. Leaders themselves,
they recognize the leadership of World Pro-
gram Service in the field.

Your station can benefit by these advan-
tages, can maintain and increase its own
leadership. Keep out in
front with World, the only
complete transcription li-
brary service.

Full information on request.

Write or wire TODAY.

fication. This is a 50% increase of service with no increase of cost. This

great saving to you is the direct result of success and popularity.

NEW YORK, N.

WORLD PROGRAM SERVICE, the only complete transcription library service, pio-

It is a leader because it “has

IT HAS BEEN CREATED BY

TRADE MARK REG.
U.S. PAT. OFF.

IROADCASTING SYSTEM, inc.

Y.

(ier offices and recording studios at: 400 West Madison St., Chicago, lllinois; 555 South Flower St., Los Angeles, Califomia.
Offices also at: 423 Mortgage Guarantee Bldg., Atlanta, Georgia, and 1050 Howard St., San Francisco, California

$IND STUDIOS OF NEW YORK, INC, (SUBSIDIARY OF WORLD BROADCASTING SYSTEM, INC.) WESTERN ELECTRIC LICENSEE
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Broadcast Advertlsmg

MARTIN CODEL, Publisher
SOL TAISHOFF, Editor
F. G. TAYLOR, Advertising Manager

Executive and Editorial Offices:

Published Semi-Monthly by

BROADCASTING
PUBLICATIONS, Ine.

Y2

>
National Press Bldg. @ Washington, D C.
Telephone— MEtropolitan 1022

National Press Building, Washington, D. C.

Subscription Price: $3.00 per year-15¢ a copy-Copyright, 1935, by Broadcasting Publications, Ine.
EUGENE V. COGLEY, National Advertising Representative, National Press Bldg., Washington, D. C.
J. FRANK BEATTY, Managing Editor ® BERNARD PLATT, Circulation Manager

It Can’t Happen Here

WHATEVER way the wind blows politically,
broadeasting by the American Plan appears
safe. We gather this from the unequivocal
statements of chieftains of both the Demo-
cratic and Republican parties — Chairman
Farley and House Minority Leader Snell.

Naturally, there was never any doubt in our
mind about the soundness of the American
system of operation by private initiative. But
we have been a little disturbed lest broadcast-
ing and its future become a political issue be-
cause of its mass appeal and sensitiveness to
public reaction. Both political parties, it now
appears, are wise enough to see the dangers
of making broadcasting itself a' campaign
issue. They now come forward as 100%
boosters of the present system, although the
Republicans might seek some modification of
existing law. The party leaders assert their
confidence in the structural status quo despite
efforts of reform elements to bore in with
government or quasi-government operation
plans.

All of the current talk about freedom cof
the air, in our opinion, amounts to mere polit-
ical and publicity by-play, to be expected in
a campaign year. It isn’t destined to get any-
where. There is freedom of the air. Until
that freedom is really endangered there is no
need to agitate or become alarmed.

Out of all the furore aroused about broad-
casting, politics, freedom of the air, ete., at
least one good thought has been advanced.
That is the view of Gov. Landon that the FCC
should have life members. We think Gov.
Landon’s idea is sound. Assuming that the
right men are selected—outstanding men in
public life and in radio—the appointment of
life members of the FCC should serve to bring
about an ideal regulatory situation, including
the logical three-year license system for broad-
casting stations. Several members of the
present FCC, we believe, are qualified to sit
on a “Supreme Court” of communications.

Grand Old Men

TWO of technical radio’s grandest old men
passed away during the last fortnight—Hiram
Percy Maxim, the noted inventor, and Charles
H. Stewart, retired businessman of St. David’s,
Pa., president and vice president, respectively,
of both the American Radio Relay League and
the International Amateur Radio Union. Both
were ardent champions of the rights of the

Page 38

“hams”, whose army of hobbyists and tinker-
ers has grown to about 40,000 in the United
States and perhaps another 20,000 in the rest
of the world since Hiram Maxim founded the
ARRL about a generation ago. It is needless
to expound on the value of hamdom’s contribu-
tions to radio, especially their pioneering first
of the shortwaves and now of the ultra-short-
waves. The place of the “ham” in American
radio is now firmly fixed largely as a result of
their efforts and they died leaving a legacy of
real contribution and sincere affection such as
it is given to few to merit on this earth.

A Restraining Hand

THE DAVIS Amendment, the most controver-
sial piece of radio legislation ever adopted,
appears to be on the way to repeal. Those
who remember the first days of the Radio Com-
mission will well recollect the storm of protest
over the provision, which required allocation
of facilities according to population and with-
out regard to the physical capacity or inca-
pacity of certain areas to accommodate facili-
ties.

The clamor for repeal persisted until the
Communications Act of 1934 was adopted,
providing for indiscriminate licensing of 100-
watt stations without regard for the quota
system that was created under the Davis
Anendment.

Now we look with some misgiving upon the
impending repeal of the Davis Amendment. It
served a good purpose because it prevented the
indiscriminate licensing of new stations. It
appears now that saturation has just about
been reached in the broadcast band and that
few additional stations can be licensed. With
the repeal of the Davis Amendment the FCC
will find itself with a new power to allocate
and license. We hope it will use that power
judiciously and with an infinite degree of cau-
tion. Failure to do so might undermine the
whole broadeasting structure as it has grown
up during the last 15 years.

The FCC should use a restraining hand in
parceling out any increased facilities, if and
when the amendment passes. It should turn
a deaf ear to the entreaties of those motivated
purely by the desire to get something better
without regard for the technical limitations.
It should pay no attention to political demands
along that line. It should consider the eco-
nomic capacity of the area to accommodate the
additional facilities. Only on that basis can
the repeal of the Davis Amendment be produc-
tive of good rather than evil.

The RADIO
BOOK SHELF

THE CONCLUSION that the conventional
broadcast antenna supported by two towers,
as used in the past, is definitely outmoded by
the single vertical radio, or in special cases by
a combination of vertical radiators in a direc-
tional array, is reached in a technical paper
on “The Broadcast Antenna” published in the
January Proceedings of the Institute of Radio
Engineers. The co-authors are A. B. Chamber-
lain, CBS chief engineer, and W. B. Lodge, of
the CBS research staff. They confine their
article to the broadcast band from 550 to 1500
ke. only, emphasizing the actual field results
obtained with tower radiators.

RADIO can talk about good books, but not
give them, says The Saturday Review of Liter-
ature in an editorial Feb. 15 belitting the oft-
heard prophecy that radio will put an end to
good reading. The magazine says, however,
that radio may do a great deal to restore good
reading, which it says suffers more from dif-
fusion than from lack of material. In addi-
tion, it is predicted that radio will take over
much of the lighter reading, leaving better
books to a freer field to attract good readers.

DR. HERMAN HETTINGER’S discussion of
Some Fundamental Aspects of Radio Broad-
casting Economics, in which the University of
Pennsylvania economist goes into various
aspects of commercial broadcasting, has been
reprinted in booklet form by the NBC from the
1935 autumn number of the Harvard Business
Review in which it was first published.

Stirring Up the Cats

NO HARM, and perhaps some good, came out
of Boake Carter’s series of interviews on
“Broadcasting and the American Public”. CBS
very wisely prevented the series from becom-
ing a mere blurb for Philco by assigning Car-
ter to a sustaining period rather than permit-
ting him to utilize his Philco-sponsored time.
There was complete unanimity on the part of
those interviewed—Postmaster General James
Farley, Rep. Bertrand Snell, David Lawrence,
Dr. James Francis Cooke, O. H. Caldwell, Wil-
liam Green and George H. Payne—that the
present system of radio is doing a good job,
that it is preferable for Americans to the
European system of government operation,
that freedom of speech on the air must be
maintained.

Frankly we saw no reason for “stirring up
the cats” in these heated political days and we
felt that Mr. Edward Bernays, as Philco’s
public relations counsel, should at least have
consulted with the NAB and the Radio Manu-
facturers Association before undertaking this
series, since the NAB knows the pulse of the
broadcasting industry better than he possibly
can. Nor can we for the life of us discern
why he chose Mr. Payne as the FCC spokes-
man in the series when there are at least five
other members of the Commission who by rea-
son of position and past experience were far
better qualified to talk on broadcasting prob-
lems than a mere publicity - hungry minority
member of the FCC’s telegraph division who
has practically nothing to do with broadeast
regulation.
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PERSONAL NOTES

WILLIAM ALMON FAY

IF RADIO’S inaugural squeals had
been delayed another decade, Wil-
liam Almon Fay—Bill to all of you,
for he neither uses the middle
name nor the initial—might today
be a bass fiddler or a piceolo player
instead of manager of upper New
York State’s big 50,000 - watter,
WHAM, Rochester, which has just
celebrated the ninth anniversary of
its acquisition by the Stromberg-
Carlson Telephone Mfg. Co. For
the chief executive of WHAM once
pictured his ideal career as one
spent in an orchestra pit, with di-
versions galore just overhead.

A non-conformist always, Bill
Fay is credited with having given
WHAM the character it enjoys as
one of the country’s most distine-
tive broadeasting institutions. Yet
there are folks backs in Hartland,
Conn., where he was born Nov. 9,
1899, who still shake their heads
when the Fay boy is mentioned. He
often skipped classes in his gram-
mar school days, but not to go fish-
ing. Like other hookey players he
got caught sitting beside the ereek
with a string of trout—but the fish
were purely ineidental. He was
there to practice on his piccolo.

Years later, the piecolo mas-
tered, he ran away from home
while attending high school in
Oneonta, N. Y.. whither his family
had moved. After they had spent
a week frantieally searching for
gvpsies and circuses, Fay hitch-
hiked back to town, his savings
left behind in a Manhattan music
store. Over his shoulder was a
dusty bass viol. Before he was 16,
he was earning enough with the
instrument to pay for voice lessons.

There followed somewhat pro-
saic years pursuing courses in
higher education at the state nor-
mal school and at Albany Business
College; then a year as a chief dis-
patcher’s clerk for the Delaware &
Hudson R. R. at Oneonta. and a
term as accountant for the Otis
Elevator Co. at Albany.

In 1923 the tedium of meaning-
less figures combined with the rest-
lessness of spring to make desk-
bound existence unbearable. With
characteristic independence he re-
signed, packed his belongings and
set off to join a traveling produc-
tion of “S. S. Pinafore”. Held over
in Schenectady, he visited WGY,

sang for Kolin Hager, and wired
the opera company to delete his
role or find another baritone.

At WGY Fay devoted a few
months to organizing a radio opera
company and treating radio fans
to entertainment hitherto unparal-
leled. That satisfied his “bass fiddle
instinct”, but the deposed account-
ant training rebelled at the sight
of so much money being cast upon
the waters. So abetted by Hager
and A. O. Coggeshall, Fay induced
the Beech-Nut Packing Co. to risk
a portion of its budget on air ad-
vertising. The contraet signed, he
arranged the program and sang as
one of the “Beech-Nut Harmony
Twins” for over a year.

It was while at WGY that Bill
Fay met Mildred Nadler. They
were married in Amsterdam, N. Y.,
in August, 1924, destined, as he
now knows, to have at least two
children. Bill Jr. is nine, a mina-
ture edition of his idolized father,
and tiny Julie Ann, a three-year-
old miss of the type agencies use
to beautify their advertising.

In 1927, 1. R. Lounsberry, then
of WMAK, Buffalo, found himself
in need of a program manager. Be-
ing familiar with available mate-
rial through his connection with
the once famous New York State
Network, he sent downstate for
William Fay. In Buffalo Fay had
enviable success in building pres-
tige for his station through his
daily broadeasts of International
League baseball games during the
seasons of '27 and ’28. On the oc-
casion of the opening of the Peace
Bridge between Buffalo and Fort
Erie, Ontario, Canada, he intro-
duced the then Prince of Wales to
the radio audience.

Meanwhile Stromberg - Carlson
Co. had in 1927 taken over WHAM
in Rochester and likewise was ur-
gently in need of a program diree-
tor. Again the New York State
Network entered the picture.
WHAM was affiliated with that
chain, and E. A, Hanover, Strom-
berg-Carlson vice president in
charge of broadeasting activities,
knew of Fay’s success in Schenec-
tady and Buffalo. Fay entered
Stromberg’s employ in August,
1928.

Ever a diplomat, and an organi-
zer and executive by virtue of his

March 1, 1936 * BROADCASTING

J. DUDLEY SAUMEXNING, former-
lr manager of WXNOX, Knoxrille,
Tenn., has been appointed manager
of WCSC, Charleston, S. C., with
Hugh Deadwyler, former manager, be-
coming field representative of both
WCSC and WIS, Columbia, S. C.,
which is under the same ownership.
Frank Shepard of the WNOX sales
staff has joined the commercial staff
of WCSC.

CARL FRITZ, formerly director-an-
nouncer of WSUN, St. Petersburg,
Fla., on Feb. 1 became commereial
manager of WATL, new station in
Tallahassee operated by Gilbert Free-
man, publisher of several Florida
weeklies.

XEIL TUTTLE, formerly of WGN
and WBBM, Chicago, has joined the
sales staff of WNOX, Knoxville, bring-
ing the sales staff to five.

MOTT Q. BRUNTON, president of
Julius Brunton & Sons Co., which
operates KJBS, San Francisco, has
been named foreman of the San Fran-
cisco grand jury for the next six
months.

ROBERT J. SMITH, formerly with
Hicks Adv. Agency in New York, has
joined WFAS, White Plains, N, Y..
as dl.ector of development, which in-
cludes promotional activities.

PARKER WHEATLEY, recently an
account executive with Aubrey, Moore
& Wallace, has joined the staff of the
University Broadcasting Council, or-
ganization set up by Chicago, North-
western, and De Paul universities to
experiment in the field of education by
radio. Mr. Wheatley was previously
program director and assistant man-
ager of KYW.

J. LEONARD REINSCH, commer-
cial manager of WHIO, Dayton, was
married in February, the station’s first
anniversary, to Miss Phyllis Me-
Geough, of Chicago. They spent their
honeymoon in New Orleans.

FRAXK KELLY, publicity director
of WHAM, Rochester, has been pro-
moted to sales director, effective
March 1.

pioneering in the new art, William
Fay met the precise requirements
of Stromberg-Carlson and in 1929
was elevated to the managership
of the then 5,000-watt station.

For three years WHAM pro-
gressed as Fay interpreted the in-
dustrial ideals of Stromberg-Carl-
son, shaking off the station’s pro-
vincialism, ecrusading for higher
ideals in the radio business, dis-
daining the allure of “easy money”.
The Stromberg company did it the
“hard way”, but 1933 brought a
reward in the form of permission
to use higher power. In March of
that year WHAM went to 25,000
watts, and ten months later to the
Valhalla of radio men— 50,000
watts.

It is not Fay’s weakness to talk
company business for publication,
but it is generally known in the in-
dustry that WHAM came through
the depression without retrench-
ment. More eloquent than any nar-
ration of Fay’s originality, aggres-
siveness and ability is the sincere
testimony that 38 staff members
appreciate the genius which car-
ried them through the depression
with ranks unbroken.

Radio is Bill Fay’s chief inter-
est, although he finds time for the
game of squash and for his avoca-
tion of Boy Scout Commissioner.
He is a Mason and is active in Ro-
chester Advertising Club affairs.
He is one of those chaps who de-
tests pretense, demands and gets
loyalty.

www americanradiohistorv com

BERT A. PHILLIPS, for the last
twQ years an account executive at
KHJ, Don Lee network station in Los
Angeles, has been made commercial
manager of KFRC, San Franeisco.
He succeeds Owens Dresden, who was
recently appointed manager of KHJ.
Phillips has a background of nearly
a decade of commercial radio experi-
ence. le was radio committee chair-
man of the Los Angeles Junior Cham-
ber of Commerce for 1934, and chair-
man of that committee for the U. S.
Junior Chamber of Commerce in 1935.

HARRY W. WITT, manager of KGB,
San Diego, on March 1 is to be trans-
ferred to KHJ, Los Angeles, as sales
manager, replacing Bert A. Phillips,
transferred to KFRC, San Franeisco,
in a similar ecapacity. Robert K.
Huston, KGB sales manager, has been
elevated to the managerial post.

BARKLEY SHROEDER, for the last
five years publicity director of WLW-
WSAI, Cincinnati, and prior to that
on the news staffs of Cincinnati news-
papers, has become promotion director
for the Duluth (Minn.) Chamber of
Commerce.

C. L. JEFRY, formerly with West
Coast stations. has joined the sales
staff of WLBC, Muncie, Ind.

PHIL J. MEYER, owner of KFXR,
Bismarck, N. D., and Mrs. Meyer
are vacationing in the South and
Southwest and plan to return to Bis-
marck about March 10 after a month’s
trip.
NORMAN BAXNKS, of 3KZ. Mel-
bourne, Australia, arrived in Los An-
geles in February and planned to in-
clude Mexico City and New York in
his itinerary.
W. ST. JOHN PYM, chief inspector
%f schools to the London County
ouncil and a former fellow and tutor
of Trinity Hall, Cambridge, has been
appointed director of staff adminis-
tration of the British Broadeasting
Corp.
MARTIN CODE L, publisher of
BroapcAsTING, and Mrs. Codel are
parents of an 83, pound daughter,
Martha, born Feb. 20.

Charles D. Isaacson

CHARLES DAVID ISAACSON,
who in 1926 and 1927 was director
of the old WRNY and WGL, New
York stations, and who later be-
came a music narrator on WOR,
died in New York Feb. 15 after an
illness of several weeks. He was
44. Recently he was associated
with the Brooklyn Eagle in its
quest for a broadeasting station
license. A former newspaper mu-
sical eolumnist in New York and
at one time with the former George
Batten agency, Mr. Isaaeson was
also an opera impresario and con-
cert director and was the author
of several books on musieal and
other subjects. He 1is ecredited
with having helped many young
musicians who later achieved fame,
including Mischa Levitski, Erno
Rapee, Rosa and Carmela Ponselle
and Max Rosen.

Burton Harrington

BURTON HARRINGTON, adver-
tising manager of Ross Federal Re-
search Corp., died suddenly Feb.
13 of a heart attack resulting from
injuries suffered in the World Wanr.
He was 40, and is survived by his
wife and two children. A noted
copywriter, he was with various
publications and was advertising
manager of the Williamson Candy
Co. (Oh Henry) and the John F.
Jelke Co. (Good Luck margarine)
before joining Ross Federal in
1934. He was buried Feb. 17 with
military honors in Arlington Me-
morial Cemetery.
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BEHIND
THE MICROPHONE

NELSON CASE, NBC announcer in
New York, was stricken with appendi-
citis as he reported for duty Feb. 19
and after announcing his Esso IRe-
porter broadcast was rushed to Fifth
Ave. Hospital for an operation. He is
convalescing favorably.

RICHARD KINGSTON, former an-
nouncer of WFILA, Clearwater, I'la.,
has joined WTAL, Tallahassee, as
program director.

Al TAYLOR, announcer, has been
named production manager of WILLH,
Lowell, Mass., filling the post vacated
by Carl Jacobs, who has left radio.
Elizabeth ILewis, formerly of WTIC,
Hartford, has been named dramatic
director. Hamilton G. TFlowers has
joined the announcing staft,

KAY BELL, formerly with the CIBS
press department and for the last two
years secretary to Paul Whiteman,
was married in Daltimore IFeb. 15 to
F. Chase Taylor, the “Col. Lemuel Q.
Stoopnagle” of the comedy team “Col.
Stoopnagle and DBudd’”. His partner,
Budd Hulick, was best man.

NORMAN R. GOLDMAN, of the
WIS promotion staff, has written a
serial of boys life titled Joe Martin,
which has been auditioned by NBC
for a group of Chicago agency people
in expectation of network sponsorship.
The NI3C has prepared a presentation
folder on the show.

MISS BETTY HUDSON, style com-
mentator of WJSYV, Washington, has
returned from a trip to Paris where
she attended style shows to gather
broadcast material.

WARREN SWEENEY, announcer of
WISV, Washington, is the father of
a girl born in February.

DAVID PENN, West Coast baritone,
has joined WHIO, Dayton, as vocalist
and news commentator.

HAIL THOMPSON, formerly of
KFJZ, IFort Worth, will join WFAA,
Dallas, on March 4.

CRAIG DARTON, for several years
a staff pianist at WFAA, Dallas, has
been named coach of singing talent.
Miss Della B. Crowder, continuity
writer, has been named dramatic di-
rector,

JIMMY FIDLER, Hollywood radio
commentator, was married in Febru-
ary to Roberta Law, actress, at Cali-
ente, Mexico.

R e e ———

Radio’s Long Arm

WHEN David Stone, an-
nouncer of WSM, Nashville,
broadcast a father’s appeal
to find his 16-year-old daugh-
ter, a local justice of the
peace in Danville, Ken., who
was listening, heard a young
couple knock at his door just
at that moment. Recognizing
the girl and the car, he
stalled off the would-be-
honeymooners long enough to
phone the sheriff. A night in
jail was their fate. Stone got
a call from the sheriff eight
minutes after broadcasting
the description, and the
father was still in the studio.

KENNETH HIGGINS, formerly on
the continuity and announcing staff
of KVOO, Tulsa, Okla., has joined
KYA, San Francisco, in a similar
capacity.

e Clever sales managers are realizin

the BIG VOLUME MARKETS.

The COLUMBIA DON LEE NETWORK offers the only
localized SELLING COVERAGE in the twelve BIG VOL-
UME MARKETS of California, Oregon and Washington.

With this twelve-station network you reach your objective

in one move.

Co

Los Angeles Office, 1076 W. 7 'h St.

A DON
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g the value of cultivating

San Francisco Office, 1000 Van Ness Ave:

LINDSAY McHARRIE has returned
to KI1J, Los Angeles, as production
manager, replacing William Goodwin
who has held the post since the re-
cent resignation of Scott Perkins.
Gool({lwin is returning to production
work.

FRANK MILLS, who is majoring in
dramatics at Drake University, has
bheen added to the regular announcing
staff of WHO, Des Moines.

E. C. BELGRAVE, actor, has joined
the announcing staff of WKBZ, Mus-
kegon, Mich. A. C. Tiffany, of Chi-
cago, has joined the continuity de-
partment.

DONALD RALPH has joined the an-
nouncing and production staff of
KGGC, San Francisco, coming from
KYA, that city, where he held a sim-
ilar position.

JENNISON PARKER, former con-
tinuity writer for KFRC, San Fran-
cisco, is in Portland, Ore., where he
is recuperating from a throat infee-
tion. He plans to remain in Port-
land several weeks and then go to
New York to enter radio.

MILTON ADAIR, sports announcer
at KSFO, San Francisco, resigned
Feb. 20 to accept an appointment as
cadet in the U. S. Army Air Corps.
He is stationed at Randolph Field.
San Antonio, Tex.

JOHN McCORMICK, announcer at
WGN, Chicago, is teaching his wife
stunt flying. John is a licensed pilot
and his wife has also learned to fly.

PHII. RICHMOND has resigned from
the announcing staff of KJBS, San
Francisco, to join KSFO, that city,
in a similar capacity. His successor
at KJBS is Jack Murphy, former
manager of KWJJ, Portland, Ore.

LOUIS LANSWORTH and Freeman
Sargent. both on the production staff
of KIFRC, San Francisco, and Mel
Vickland. junior announcer, have left
the station.

MISS SARAH HOBSON, secretary
to Don E. Gilman, NBC western divi-
sion vice-president, who was trans-
ferred to the ITollywood executive of-
fices in November, has returned to
San I'rancisco in the same capacity.
Her successor in Hollywood is Na-
dine Amos, who was secretary to Har-
old Bock, in charge of NBC’s press
relations department there.

MEYER LIPPE, former New York
playwright, has been named program
director of Olesen transcription stu-
dios, Hollywood.

ELAINE TFORBES, office secretary
of Raymond R. Morgan Co., Holly-
wood radio agency, has resigned to
take a newly-created post as secre-
tary of the sales department of NBC
in Hollywood.

TOMMY ROCKWELL. New York
producer, arrived in Hollywood in
February on a talent expedition, with
possibility of opening West Coast of-
fices.

LEONARDO JAMES, announcer and
news correspondent in Buenos Aires,
is in Hollywood on a two-month visit
to this country.

FRANKLYN MacCORMACK, Chi-
cago CBS announcer, has taken up
the study of ballistics as a hobby and
spends the hours before and after his
traffic court broadcasts in the office
of Sgt. Frank Ballou, ballistics ex-
pert of the Chicago Police Depart-
ment.

BILL HEMSWORTH, announcer of
KMOX, St. Louis, who was rushed
from a studio program to the hospital
for an emergency appendicitis opera-
tion, is improving steadily and should
be back at the station by the middle
of March.

L. E. JACKOBSON has joined the
CBS Chicago production staff. Jackob-
son was formerly at WLW, Cincin-
nati.

CAROLYN SPEER and William

Mitchell have been added to the staff
of CFAC, Calgary, Alta.

BROADCASTING * March 1, 1936

www americanradiohistorv com

o


www.americanradiohistory.com

DREFERENCE.

remost leaders in the advertising field

THAT'S how one of the fo
ROADCASTlNG Ma

_.. a gratilying reco

gazine as @ medium for sales and

looks upon B
gnition of the fact that 56-

institutional messages .

er cent of BROADCAST\NG'S circulation
.. reaches the right

(5,200 as ofFeb. 1,

plus p
persons when

1936) "'strikes where they are’’ .

] thinkingRadio e namely,

they are in the right frame of mind ...
| radio advertisers and their agents. Said he:

the national and regiona

x*
NAME ON REQUEST

M
arch 1, 1936 * BROADCASTING
Page 41

- . .
ww americanradiohistorv com


www.americanradiohistory.com

YouWantFacts
Here They Are!

Our New Coverage
and Market Survey

Is Ready

If you are interested in the
coverage of the great North-
western Ohio and Southern
Michigan Market, we will be
glad to send you a copy at
once.

This survey was made by
Jansky & Bailey, Washing-
ton, D. C, and is an un-
biased engineering report of
actual primary and secondary
coverage.

Representatives :

Joseph H. McGillvra,
4835 Madison Ave.
New York, N. Y.

John K. Kettlewell,
919 N. Michigan Ave.
Chicago, Ill.

A Columbia Basic Outlet —
Operating on 2500 Watts Day
1000 Watts Night.

WSPD

Studios:
Commodare Perry Hotel, Toledo, Ohio
Transmitter: Perrysburg. Ohio
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COEDS BEFORE MIKE — Here are journalism students of Colorado
Woman'’s College, who took over the news service of KLZ, Denver, for
a day. They dug up local news, edited INS wire reports, and took care

of the broadcasting assignments.

University of Colorado journalism

students also had their day at KLZ, again as part of the course of
study, and other schools are planning similar practical training.

MARY CAMILLA BOONE. director
of the Boone Players of WOOD-
WASH, Grand Rapids, and Naseeb
Damoose, member of the company, an-
nounced their marriage last April.
They have gone to Battle Creek where
Damoose will superintend the sanitary
department.

ROBERT KEEFE. formerly of
WFBL, Syracuse. and Frank Cooley.
formerly of WLW, Cincinnati. have
joined the announcing staff of WOR,
Newark.

DON GRAHAM has joined the an-
nouncing staff of WCOP, Boston.

FLOYD SPICER. formerly control
man of WNEW, Newark, has been
named night manager. Spencer Bent-
ley, formerly an announcer, has been
promoted to production man.

DR. F. MARSHALL SANDERSON.
traveler and lecturer, has been named
news commentator and publicity di-
rector of KGVO, Missoula, Mont.

ALFRED WALLENSTEIN, member
of the board and first cellist of the
New York Philharmonic, has resigned

to devote all his time to radio. He is
general musical director of WOR.
Newark.

AARON ROSENTHAL. of KDYL.
Salt Lake City, is the father of a girl
born recently.

LESLIE BIEBL. formerly of
WXNEW. Newark, has joined WPTF,
Raleigh. N. C., as announcer and con-
tinuity writer.

IRVING VICTOR, announcer of
WWL. New Orleans. has resigned to
go to Chicago.

EDUARDO HELLMUND. travel
man of WHB, Kansas City, was mar-
ried in February to Miss Eleanor
Berger, Chicago society sportswoman.

In Serious Accident

ELIZABETH A. HOWELL, 21-
year-old star of the River Revelers
musical review on WWL, New
Orleans, was killed instantly and
James V. Wilson, WWL program
director, was seriously injured,
when a car driven by Mr. Wilson
crashed into a heavy truck while
they were en route Feb. 16 to a
fishing party on the gulf coast.
Mr. Wilson faces manslaughter
charges, according to New Orleans
reports. He formerly was a sales-
man and announcer with WJBO,
joining WDSU in 1930, then WIBW
and several years ago WWL.

MuzakinNewYork,
Cleveland Dropped

MUZAK Inc., subsidiary of Wired
Radio Inc., plans to get under way
in the metropolitan area of New
York within a month, according to
announcement Feb. 18 by E. H. H.
Connick, vice president. Wired Ra-
dio Inc. in turn is a subsidiary of
the North American Co., public
utility operators, and is affiliated
with Associated Music Publishers,
also a North American subsidiary.

Announcement of the New York
plans followed discontinuance of
service in Cleveland on Feb. 15,
after several months experimental
operation. The Cleveland effort,
according to Mr. Connick, was to
ascertain public reaction and to de-
termine whether the plan was en-
tirely feasible. He said the experi-
ment was a success.

In New York, under existing
plans, sets will be placed in public
establishments such as hotels, res-
taurants, barber shops and tap
rooms, at the outset, the charge in-
itially to be $15 per month. Also a
number of residences within the
zone to be served—along Park Ave-
nue—will be offered the wired ra-
dio facilities. Programs will be fed
along telephone rather than power
lines from a central station to be
located in the Pocono Bldg., 4th
Ave. & 1Tth St.

Equipment used in Cleveland, it
is reported, is being moved to New
York. A number of the Cleveland
employes are to be transferred to
New York. Only establishments in
the five boroughs of New York will
be served by Muzak, it was said.
Only transcriptions of the AMP re-
corded library will be used in New
York under the plan.

The original Wired Radio plan
envisaged setting up service on a
national scale competitive with
space radio. Whether North Amer-
ican still has those plans in mind
is conjectural. The plan was con-
ceived essentially as a wired radio
rental project with the company
collecting revenues not only for the
program service but through its
power subsidiaries for energy used.

CARLYLE STEVENS, CBS an-
nouncer, is on leave of absence to re-
gain his health in Arizona.

Furgason & Aston Opens

In New York,Los Angeles

FURGASON & ASTON Inc., radio
station representatives, have
opened a New York office at 234
West 56th St. and will establish
an office in Los Angeles as soon as
a suitable location can be found.
The firm already has quarters in
Chicago and Detroit.

The New York office will be
managed by G. Seaton Wasser and
James M. Wade. Mr. Wasser was
formerly vice president of Sound
Pictures Inc., Cleveland, manufac-
turers of commercial films, and
later joined Metropolitan Motion
Pictures of Detroit, first as mer-
chandising manager and for the
last two years as New York sales
manager in charge of radio tran-
scriptions. Mr. Wade has been ad-
vertising manager of Procter &
Gamble in Los Angeles, member of
KHJ’s sales staff, and recently
sales director of Aerial Publiciz-
ing Inc., in New York. Both are
graduates of Kenyon University in
Ohio.

The Los Angeles office of Furga-
son & Aston will be under the di-
rection of William E. Darden, who
has been associated with Radio
Art Guild, transcription manufac-
turers and program merchandis-
ers, for six years.

FOLDING
MICROPHONE STANDS

PERFECTLY RIGID—base has sufficient strength
to support 150 Ibs.—yet the stand weighs but 4 Ibs.

Extensian
Range from
34 to 58 In.
Base spread
215 to 27 ia.

| -

Special non-.

Smooth acting
up_and down f
—Free micro-

Phone rotation.

Will never

wear out.

Speciat Adapt-

AL TCn, TRuTTS

er any length, Wit G TuRN
5/8-Szz ﬂ‘;rcu‘i’
or andar BT i,
1% in. thread. g_=~__
Finish ogun-

metal or

chrome

Aluminum Base

Price

$35.00

Write for
Discount and
trial offer.

American Amplifier
and

Television Corp.

1427 Eye St.,, N. W.
WASHINGTON, D. C.
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A New Approach

to the

Markets

-
/
/

WISCONSIN

ILLINOI\S '
' INDIANA
George Roesler
Radio Station Representative
Now located in
The Civic Opera Building, Chicago
As national sales manager of the
Affiliated Broadcasting Company will
continue to represent the following
stations :
WEBC — Duluth, Minnesota
WMFG — Hibbing, Minnesota
WHBF — Rock Island, Il
(The Quad Cities)
WJBK — Detroit, Michigan
WIL.  — St. Louis, Missouri
WBOW — Terre Haute, Ind.
WSPA — Spartanburg, S. C.
VIRGINIA BROADCASTING \
SYSTEM
KFYR — Bismarck, N. D.
KARK — Little Rock, Ark.
KQW  — San Jose, Calif.
KJBS — San Francisco, Calif.
Telephone : Andover 1500
’ \

Write for coverage information and rates

AFFILIATED BROADCASTING COMPANY

Entire 42nd Floor, Radio Tower, Civic Opera Bldg, Chicago.
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ﬂqﬂ ﬂayﬁme Station
in the Land

NAX

YANKTON, SO. DAKOTA

Complete Coverage of
A Great Farm Area

5000 Watts Daytime

W ALTER BIDDICK
West Coast

Reg@ional Channel
CBS Affiliation
570 Kilocycles

Full Time

Representatives

WILSON-DALTON'
Chicago-Kansas City

NORMAN CRAIG
New York

IN THE
CONTROL ROOM

WILLIAM MAcDONALD has been
named chief engineer of WLLH, Low-
ell, Mass., replacing George R. Luckey,
who has taken a similar position at
WORL, Needham, Mass. Clarence
Morton has joined the control staff.

W. R. G. BAKER, formerly engineer-
ing head of RCA Victor Co., is now
in charge of radio engineering and
manufacturing at the Bridgeport,
Conn., plant of General Electric Co.

J. D. KOLESAR, recently first oper-
ator and announcer of KGIM, Stock-
ton, Cal., has been named chief engi-
neer.

HENRY HULICK, chief engincer of
WPTF, Raleigh, N. C,, is recovering
from an emergency appendectomy. Al-
ton Trip, operator, has resumed his
post after undergoing sinus treatment
at Duke Hospital.

LAWRENCE Q. GAITHER, for five
years an operator of KI'JZ, Fort
Worth, has joined KGKO, Wichita
Falls, Tex.

FRANK MANDACINA, plant tech-
nician of KMBC, Kansas City, is the
father of a girl born in February.

W. P. HUNTER, assistant engineer
at WDAE, Tampa, has resigned to
become chief engineer of WLAK, new
station at Lakeland, Fla., which is
being erected under the direction of
G. G. Fletcher, former chief of the
Amplifier Equipment Co., Lakeland.

E. K. BARNES, formerly recording
supervisor at Freeman Lang sound
studios, Hollywood, resigned in Feb-
ruary to become consulting engineer
of Universal Microphone Co., Ingle-
wood, Cal. He will write a booklet
on professional wax recording.

ROBERT DEHART, engincer of
W KR C, Cincinnati, underwent an
emergency appendectomy Feb. 19 and
is recovering satisfactorily.

RAY LUCIA, control operator of
WHAM, who operates amateur sta-
tion W8BEN, has a record of having
contacted “ham” stations in 60 coun-
tries.

E. THORNTON CONE, formerly
sound effects man for Radio Release
I.td., Hollywood transcription firm,
has joined KHJ, Los Angeles, in a
similar capacity.

WILLIAM POWERS has been
named control operator of WSUN, St.
Petersburg, Fla.,, succeeding John
Hogan.

FRANCIS HIGGINS, technical su-
pervisor of WLBC, Muncie, Ind, is
the father of a girl born in February.

WILLIAM PRICE, engineer of
WOOD-WASH, Grand Rapids, was
married recently to Charlotte Van
Domlen of that city. He has resigned
to return to a railroad position.

STEWART NASCHKE, who has
been combining work on the San Ber-
nardino (Cal.) Sun with relief oper-
ating at KFXM, San Bernardino, has
been named shortwave news operator
of KFXM.

TOM DERBYSHIRE has been
named assistant -chief operator of
CFAC, Calgary, Alta.

L. McC. YOUNG, assistant chief en-
gineer on the Chicago CBS staff, is
author of an article on synchroniza-
tion published in the March issue of
the proceedings of the Institute of Ra-
dio Engineers.

M. L. MUHLMAN, editor of Com-
munication & Broadcast Engineering,
has resigned to become editor of All-
Wave Radio, a new publication with
offices at 16 K. 43rd St., New York.

MAX WEINER, chief engineer of
WNEW, New York, is supervising
building of new studios in the Proe-
tor Theatre building.

HIRAM PERCY MAXIM

Deaths of Maxim, Stewart
Mourned by Radio World

THE RADIO engineering world,
from laboratory research chief to
amateur pasttimer, is mourning
the death of Hiram Percy Maxim,
noted inventor and founder of the
American Radio Relay League,
who passed away Feb. 17 in a hos-
pital in La Junta, Col., after suf-
fering a throat infection. He was
67, and is survived by his wife, a
son, Hiram Hamilton, and a daugh-
ter, Percy.

Founder and president of the
ARRL and also of the companion
world-wide radio amateur organi-
zation, the International Amateur
Radio Union, Hiram Maxim was
one of ‘“ham” radio’s most enthu-
siastic boosters. His international
fame rested largely on his electri-
cal and ordnance inventions, which
included the Maxim gun silencer.
He made his home in Hartford
where he was president of the
Maxim Silencer Co., of which his
son is chief engineer and which
makes silencers for guns, motor ex-
hausts, safety valves, air releases
and noise-abatement devices.

Amateur radio was also mourn-
ing the death less than a week
earlier (Feb. 12) of Charles H.
Stewart, ARRL vice president and
also a vice president of the Inter-
national Amateur Radio Union,
who passed away at his home in St.
David’s, Pa., after a year’s illness.
He was one of the pioneers of ama-
teur radio, starting in 1908 and be-
ing identified largely with its legis-
lative problems since then.

Their suceessors will be named in
May, by the regular ARRL board.

McNary Gives Up Activity
For Clear Channel Group

HAVING entered a private con-
sulting engineering practice, J. C
MeNary, former technical director
of the NAB has relinquished his
assignment as coordinator of the
so-called “clear channel” group, he
announced recently. This decision,
he said, was mutually agreed to
because of the feeling that any far-
reaching changes in allocations are
not in the distant offing. The in-
dividual stations on this matter
will be represented by regular
counsel for the present.

Stations in the “clear-channel”
group, which organized to protect
the assignments of exclusive wave
stations and insure service to rural
and remote listeners include WLW,
WSM, KNX, WFAA-WBAP, WHO,
WLS, WHAS, WJR, WOAI,
WHAM, WSB, WGN, KFIL
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WOR tried 1...ordered 34

Order yours today —immediate delivery

NON-DIRECTIONAL
MICROPHONE

70

in U.S. A. including jack and 20’ of shielded cord.

RADIO

TELEPHONE

ESTERN ELECTRIC'S non-directional

mike makes a hit wherever it’s tried.

WOR tested it on the air one night —

ordered 14 next morning—increased the
order to 34.

At station after station, tests brought

orders pouring in for 5, 10, 20 or more

microphones. This new dynamic mike has

so many advantages —1is priced so low—
that everybody wants it!

Production is now in full swing—there
are plenty of non-directional mikes to fill
your order immediately. Order one or a
dozen today—you can havethem promptly.

Distributed by Graybar Electric Co., Gray-
bar Building, New York. In Canada: Northern
Electric Co., Ltd.

estern Electric

BROADCASTING

EQUIPMENT
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THIS STORY

MIGHT BE
ABOUT YOU!

FIVE vacuum cleaners sold

by ONE advertiser in ONE
day last week following
ONE ad on WJAY, no other
advertising medium used.
TELL THE SAME STORY
THEY'RE TELLING—*“No
one ever produced such re-
sults before’.

USE THE SAME MEDIUM
THEY'RE USING—

WJAY

The Cleveland station that
gets results!

NEW RATE CARD
JUST OoUT

EDYTHE F. MELROSE
Manager

Joint Committee Seeks $142.000 Fund
ToFinance Study of Education by Radio

RAISING of a fund of approxi-
mately $142,000 for a series of ra-
dio educational projects designed
to accomplish the goal of perfect-
ing educational broadecasting was
proposed at the first meeting of
the Federal Radio Education Com-
mittee in Washington Feb. 17 and
18. The Committee was created by
the FCC last Dec. 18 under the
chairmanship of Dr. J. W. Stude-
baker, director of the U. S. Office
of Education, and comprises 40
leading educators, broadeasters
and representatives of religious,
welfare and other groups.

While no tangible formula was
agreed upon, it was decided to ap-
point five subcommittees to pursue
further study and research of the
projects submitted to the Commit-
tee by a steering committee which
has been functioning for the last
two months. It is expected that
another meeting will be scheduled
in the latter part of May or in
early June.

A finance committee will be
named by Dr. Studebaker to can-
vass the possibility of raising the
funds for the eight separate edu-
cational radio projects. Roughly, it
is estimated that $127,000 will be
required for the projects, with ad-
ditional money sought to defray
the Committee’s overhead for the
balance of the fiscal year. The Com-
mittee, upon its creation, had funds
of $27,000, of which half was ad-
vanced by the National Advisory
Council on Radio in Eduecation and

EXECUTIVES

Appreciate this
Protection
KSD exercises an
inflexible censorship
over all programs
offered for broadcast-
ing. This protects both
listeners and adver-

tisers against the

unworthy.

Station KSD

FREE & SLEININGER, INC., NATIO
NEW YURX CHICAGO OETRO!

POST.OISPATCI! BUILOING, ST
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The St. Louis Post-Dispatch

LOUIS, MO.

NAL ADVERTISING REPRESENTATIVES

1T

SAN FRANCISCO LOS ANGELES

half by the NAB on behalf of the
broadcasting industry.

In a formal statement the
Committee announced that after
considering suggestions for a num-
ber of surveys and successful prac-
tices in the educational and publie
service uses of radio and adequate
training of personnel it had voted
to set up the five subcommittees to
report at the next meeting. One of
the items which provoked consider-
able discussion was that of a suit-
able definition of the term ‘“edueca-
tional broadcasting”’.

Finding a Definition

THE MEETING was opened by
Chairman Sykes of the FCC Broad-
cast Division who introduced Dr.
Studebaker. The scope of the com-
mittee’s work was defined as fol-
lows: “To explore possibilities of
effecting active cooperation be-
tween broadcasters and educators
in promoting more effective edu-
cational broadeasting within the
present system of broadeasting.”

The agenda of the conference
covered the following topies: “How
can cooperation be effected between
broadcasters and educators?’”’;
“suggestions to the committee for
possible plans of action”; and
“suggested plans for action”. Un-
der the latter topic were covered
the proposed surveys for which
funds will be sought.

The first proposed project, titled
“Successful Community Coopera-
tive Efforts’”, would involve an ex-
penditure of $4,000 for salary of
Iinvestigator, clerical assistance,
travel, and miscellaneous expendi-
tures; the second, involving a sur-
vey of local stations, has an esti-
mated cost of $38,100; the third, a
survey of stations owned by col-
eges or universities, to cost
$7,666.67; the fourth, a study of
use of radio by state departments
of education, $11,200; the fifth, ex-
perimentation in presentation and
evaluation of a few series of broad-
casts for school use, $33,300; the
sixth, fellowships to study tech-
nique of successful broadecasts,
$16,500; the seventh, job analysis
of A-B-Cs of program building and
broadcasting, $6,900; the eighth, a
survey of teacher training courses

in use of radio programs for in- -

structional purposes, $9,600.

In advance of the meeting the
planning committee sent out a
questionnaire to committee meet-

SUCCESSFUL
MERCHANDISERS--

When. 125 local dealers use a
station, they know it pays.
These dealers are using
KFRO daily to reach the
East Texas market.

You can reach this market

“Voice of Longview”
Longview, Texas

ings to get their views on the basic
question of, “What is Educational
Broadeasting?” First they were
asked: “Is it the broadcasting of
traditional subject matter in
graded courses of study?” To this
10 answered “yes” and seven “no”.

Other questions incorporated in
the questionnaire and the votes
were as follows:

Is it the broadcasting of informal
informational programs in various
subjects of public interest” Yes, 15;
No, 1.

Is all broadeasting educational in
the sense that it affeets the level of
national culture? Yes, 15; No, 2.

(a) In a well rounded broadcast
schedule is there a place for pure en-
tertainment features without any at-
tempt to accomplish educational ob-
jectives? Yes, 15; No, 0.

(b) If so, is this any concern of
educators? Yes, 8; No, 9.

It has been said that all broadcast-
ing emanating from an educationally-
owned station is to be considered edu-
cational broadcasting. Do you agree®
Yes, 3; No, 14.

It has been said that nothing broad-
cast by a commercially-owned station
is educational. Do you agree? Yes,
0; No, 17.

Do you agree that a program broad-
cast under commercial sponsorship
muy be educational? Yes, 17; No, 0.

Does the faet that a program is
sponsored by a non-profit making or-
ganization insure educational value
of the program. Yes, 0; No, 17.

Do you think it is probable that
broadeasts sponsored by organizations
— commercial or otherwise — will be
propagandistic? Yes, 11; No, 3.

To the extent to which broadeasts,
regardless of their spomsorship, pro-
vide adequate opportunity to listeners
to understand the various factors of
influence in given situations, do you
agree that such broadecasts are edu-
cational? Yes, 15; No, 1.

Do you agree that the extent to
whichh broadcasts, regardless of spon-
sorship. are designed to minimize cer-
tain factors with respect to particular
sitnations. and overemphasize others,
are propagandistic? Yes, 15; No, 0.

Does a program, which would he
highly educational if sponsored by a
non-profit-making organization, lose
its  educational value if sponsored
commercially and with advertising
propaganda introducing, interrupting
or closing the program. Yes, 5; No. S.

If you answered “no” to the ques-
tion immediately above (a) what do
vou consider to be the implieation for
public education in programs of edu-
cational value sponsored by commer-
cial organizations engaged in adver-
tising? (b) should educators encour-
age students to listen to such pro-
grams as being educationally desir-
able? Yes, 8; No, 1.

(¢) If you were a member of a
hoard of education, would you be will-
ing to permit such programs to be
listened to by the students in the
classroom? Yes, 8; No, 2.

In Charge of Planning

THE planning committee com-
prises Dr. Studebaker as chair-
man; C. F. Klinefelter, educa-
tional consultant of the Office of
Education; James W. Baldwin,
NAB managing director (Miss
Judith Waller, NBC, Chicago, al-
ternate); Dr. Levering Tyson, Na-
tional Advisory Council on Radio
in Education; A. D. Ring, FCC as-
sistant chief engineer, and Dr.
Cline M. Koon, radio specialist;
Office of Education.

Members of the Education Com-

THE SOBY YARDSTICK
OF AUDIENCE VALUE

Impartia]l and comparable data about
the size and location of the audience
of radio programs and stations.
Write for information and prices.
BENJAMIN SOBY AND ASSOCIATES
1023 Wallace Ave. Wilkinsburg. Pa.
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:?i';tee:e who attended the meeting Spring tO WitneSS
Waldo Abbot, University of Network Deletions

Michigan; James W. Baldwin,

NAB; Morse A. Cartwright, Amer- - .
ican Association for Adult Educa- Number of Sponsors Closmg

°
tion; W. W. Charters, Ohio State Fall and Winter Campaigns S
University; H. W. Chase, New w7y completion of the regular a lgn O
York University; A. G. Crame, g.11"554 winter campaigns efforts

University of Wyoming; Lester E. " " mber of network sponsors,

Cox, KWTO, Springfield, Mo.; BroapCASTING

sl J g ’ presents, based on
Walter Damrosch, NBC; M. 8. jpformation available up to press
Eisenhower, Department of Agri- {jme a list of accounts that sign

culture; Willard E. Givens, Na- g the networks within the next
tional Education Association; Tom o, weeks. The dates given here

%e x‘%"ﬁ‘;}“; é)e ?ﬁgi Jz;}?;::gn HCez:tahlg: are the time of the last broadcast.

lic U,niversity of America ;’ Lamb- NBC .

din Kay WSB, Atlanta; Edgar _Union Central Life Insurance Co., Cin-

Bill, WMBD, Peorial, Ill.; John F. §ignati with Roeses and Druus. Sundays

Killeen, FCC Director of Broad- Life Savers Inc., Port Chester, N. Y.

ing: i (candy mints) with The Life Savers Ren-

cEadstmg‘, C_hﬁe MB KI?OH' Office hOf dezvous, Wednesday, 8-8:30 p. m., with re-
uqatlon, rs. b. . Lanworthy, proadeast at 11:30, March 11 (WJZ).

President, National P. T. A.; Lu- L. C. Smith-Corona Typewriter Co.,

ella S. Laudin, Women’s National Syracuse (typewriters) with Nine to Five,
i ; 7 :15-7:30 p. m., March 12
Radio Committee; L. R. Lohr, (mis ™ '° By jiz THewE

President, NBC; H. B. McCarty, Vick Chemical Co., New York (cold

1 1 i in: remedies) with Grace Moore-Vick's Open
Unlver51ty of Wisconsin; C. House, Mondays, 9:30-10 p. m., March 9

Sarsh, American Council on Edu- (wgAF).
cation (for Dr. Zook); Allen Mil- Campana Sales Co., Batavia, Ill. (hand

1 i 3 - Jotion) with Grand Hotel, Sundays, 6:30-7
ler, University Broadcasting Coun o) areh 15 (WJZ).

cil (guest); E. R. Murrow, CBS Wheatena Corp, Rahway, N. J. (cereal)

(guest) ; A. D. Ring, FCC; Morse \svitb Popeyegtohe SailorMMan},l ’l.';‘s]es('{\ql::}xlll;s)"
3 i = . at., 7:15-7:30 p. m,, arc v .
Salisbury, Department of Agricul Sherwin-Williams Co., Cleveland (paint,
ture (guest); John Shepard, III, varnish) with Metropolitan Auditions of
Yankee Network; Levering Tyson, &%EA;%)Sundays, 3:30-4 p. m., March 29
National Advisory Council; Judith Ll g
3 Smith Bros., Poughkeepsie, N. Y. (cough
C. Waller, NBC; Frederick A. remedies) with Melody Matinee, Victor
Willis, CBS; William Dow Bout- Arden’s orchestra, Sundays, 2.2:30 p. m.,

5 g d March 29 (WEAF).
i e]]’ Office of Education (gueSt) b4 Humphrey’s Homeopathic Medicine Co.,

C. F. Klinefelter, Office of Educa- New York (tonic) with Sweethearts of

tion, and J. W. Studebaker, U. S. ghis ?igbBreen anlg l)De R?sv?I.JZV\)Ied.‘.N gXF
s s . :15-5: p. m., Feb. 27 B
C.or.nmISS]oner of Educat]on! pre- show remains on the air using the same
siding. title and talent.
Scott & Bowne Inc.. Bloomfield, N. J.
. (Scott's Emulsion) with Gabriel Heatter as
Foundation for Research pew commentator, Sundays. 5:45-6 ». -
arc 5 ).

i Spratts Patent Ltd., Newark (dog
Organlzed by the ANA food) with Albert Payson Terhune. Sat-
THE new Advertising Research urdays’ 5:45-6 p, m., April 4 (WJ2).
Foundation of the Association of CBS
National Advertlse}'s, formed in Pillsbury Flour Mills Co., Minneavolis
February at a meeting of advertis- (flour) with Mary Ellis Ames - Cooking

ers and agency executives, is de- I?l‘{f_ez'sups' Wedss Hris 11-MGI51as s,

signed “as a joint undertaking” Pompeian Co., Bloomfield, N. J. (cos-
and is to be “an instrument to metics) with Tea at The Ritz, Mon., Wed,,

Fri., 4:45 p. m., Feh. 28.
serve the common cause of adver- Packard Motor Car Co.. Detroit (motor

tising”, agcording to Lee‘H. Br?s- cars) with Lawrence Tibbett, Tuesdays,
tol, of Bristol-Myers Co., its chair- £:30-9 p. m., March 11.

Q Consolidated Cigar Co., New York (Har-
man. The foundation has not yet vester Cigars) with Teddy Bergman-Harv

started to function. and Esther, Thursdays, 8-8:30 p. m.,
Besid 1 i - re: March 5. )
Richar descgdr tBnStlg]]’ 011?"815 Ads H. J. Heinz Co., Pittsburgh (57_Varie-

| Compton, blackman V.  ties) with Meredith Moulton as Hostess
Inc., vice chairman; Milton J. Counsel, Mon., Wed., Frid., 10-10:15 a. m.,

A . with rebroadcast at 1 p. m., April 3.
Blair, J. Walter Thompson Co.; Delaware, Lackawanna & Western Coal

Ken R. Dyke, Co]gate-Pa]molive- Co.. New York (Blue Coal) with Van-

Peet Co.; Turner Jones, Coca-Cola ﬁhedh \;giceS. Mon., Wed., 6:35-7 p. m.,
. are 3

Co.,_Chester J LaRoche, Young & - Larned Co., New York (Hill's nose

Rubicam Inc.; H. K. McCann, Mc-  drops) with The Imperial Hawaiian Band,

Cann-Erickson Inc.; Allyn B. Mc- Thursdays, 6:45-7 p. m., April 9.

Intire, Pepperell Mfg. Co.; Stuart MBS

Pea:body, The Borden Co.; Guy Cs Whelan Drug Stores Delaware Corp.,
Smith, Brooke, Smith & French New York (chain druggists), Yours Sin-
Inc.; John Benson, president, cerely v}\lrllth hlsgxg.m Jones, Sundays, 6-6:30

. A - . m.. Mare !

:‘Xmerlcan Assocmtlon of Advertis- P United Cigar Stores Delaware Corp.,
ing Agencies, and Paul B. West, New York (chain stores), Good Evening
president, ANA. Serenade with Isham Jones, Fridays, 8:30-

9 p. m., April 3
General Baking to Discs Drene Plans New Series
GENERAL BAKING Co., New o . ! .
i ). PROCTOR & GAMBLE Co., Cincin-
York (Bond Bread) discontinued 2 . 3 : } T h e A d ver t | r C h
the Adventures of Terry & Ted on nati (Drene) is planning to place sers oice

e ther series of WBS transcrip-
CBS Feb. 28 and beginning March oo : ’
5 will use tramscriprions en seven LlOS on an unannounced list of BECAUSE IT'S

. : stations shortly. The serieg will
Eastern stations. The sponsor oncist of 13 weekly quarter-hour

shifted to disecs because of the com- : T h L H ’ P ‘
ing of daylght saving to permit dises. H. W. Kastor & Sons Adv. e |sten ers rererence

schedules to fit each community. Co, I, Chithge; iy e agdity.

The quarter-hour dises, made by » J

WBS, will be broadcast five nights | W W W W W W W W Iin Ddalt Lake ity

a w.eek, Monday through Friday. L L L L L L L L

Stations, in addition to those that B B B B B B B B

have been using them for some cCc ¢ cccco¢cecoce Representatives

time, are: WHEK, WOR, WWJ, M ie — Ind.

WTAG, WDRC, WJAR, WCAU. Mﬁﬁfﬁi —_ III:d. JOHN BLAIR & COMPANY

Batten, Barton, Durstine & Os- Muncie — Ind.

born Inc.,, New York, is the agency. . CHICAGO e NEW YORK e DETROIT e SAN FRANCISCO
March 1, 1936 * BROADCASTING Page 47

www americanradiohistorv com


www.americanradiohistory.com

FCC Investigation Work
Reorganized as Shifts in

Law Personnel Are Made

REORGANIZATION of program
investigation activities of the FCC
Law Department has been effected
with the transfer of Andrew G.
Haley, attorney, from that work to
the Telegraph Division. Mr. Haley
has handled most of the prelimi-
nary work in these investigations,
notably in medical program cases.

Transferred to the Broadcast
Section of the Law Department
were Miss Annie Perry Neal, of
Louisburg, N. C., assigned from
the Telegraph Section, and Frank
U. Fletcher, from the Telephone
Section. Both have been assigned
to investigation work under George
B. Porter, assistant general coun-
sel for the Broadcast Division.

With the shift in personnel, it is
expected that there will be a
change in method of investigation.
There has been much criticism
from the industry over procedure
of FCC investigations on programs
and the Broadcast Division some
weeks ago ordered a change in
policy under which it reserved to
itself the function of initiating ac-
ti_ons against stations on program
citations insofar as the writing of
letters of notice or of complaint
are concerned.

Miss Neal has been with the
FCC since the fall of 1934. She is
a native of Louisburg, N. C. Mr.
Fletcher, who came to the FCC in
September, 1934, is a native of
Raleigh, N. C.

PAUL J. POTTER, 28, speaker on
Los Angeles radio stations on ra-
dio and DX topics, died in Febru-

_g talian
Wews !

If's hot stuff these days...

and WMEX is providing I
it in full to GREATER
BOSTON'’S quarter mil-
lion Italian population.
Our

Italian

15 - minute
Periods

daily assure this respon-

four

News

sive audience all the lat-
est developments in the
Ethiopian campaign.

Open to limsted
number of
participating

sponsors.

WME

The Spot
for Spots

BOSTON
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STATION BREAK has always
looked with suspicion upon the in-
junction against looking gift horses
in the mouth. It may be perfectly
all right . . . that is, unless you
expect to have to rely upon the
gift horse in an emergency. In
which case an ounce of knowledge
may be worth a pound of gratitude.
* * *

RESEARCH is often the gift horse
of business. You may be thank-
ful for the survey deposited on
your desk and intrigued by its
gayly colored charts and impres-
sively marshalled tables. But it
may be prudent to season appre-
ciation with circumspection and to
examine closely the nature of the
beast which is to carry you to a
conclusion regarding your adver-
tising and sales campaign.
* * *
WE DO NOT mean to infer that
the donors of surveys should al-
ways be viewed with the fear,
which, in Homeric times, seems to
have been reserved for the Greeks.
Most of the fellows who pay for
research are honest and well-mean-
ing . . . despite their secret hope
that all of the facts will favor
their own station or organization.
* * *

THE REAL trouble is that nothing
is bought so much in a “pig-in-a-
poke” fashion as is research . . .
largely because the average buyer
knows so little abeut the article for
which he is paying. Frankly, we'd
like to collect 10¢ annually on the
money which goes out in the waste-
basket in the form of poorly con-
ceived and badly presented surveys.
* * *

ALL OF WHICH brings us to the
question raised in our last column
as to the value of surveys which
forget to tell how they were made.
Our answer is found in the ques-
tions to ask in evaluating market
and advertising research, prepared
several years ago by the Research
Committee of the American Asso-
ciation of Advertising Agencies.
We know of no better criteria by
which to judge survey gift horses.
We present them herewith.

| Gite Horses in Research

By STATION BREAK

1. Who made the survey? What
were the qualifications of those who
conducted it, made the tabulations
and the interpretations? What
was their interest in the results?

- * * *

2. Does the report tell clearly
how, when and where the survey
was made? This is more compli-
cated than it looks and embraces
a number of supplementary ques-
tions . . . such as the following:
Why was the study made? Who
financed it? Exactly when was the
data collected? Are copies of the
questionnaires and instructions in-
cluded? . . . We don’t think there
i8¢ anything more important to
evaluating a survey than this item
and the following one ... How was
the field work conducted and su-
pervised? % %

IN ADDITION, answer to the
above question should include de-
tailed information as to the locali-
ties where information was gath-
ered, including the number of calls,
and how they were distributed to
get a cross-scction of the group be-
ing studied; actual data as well as
percentages and averages; ex-
planations as to how percentages
and averages were arrived at, and
similar items.
* * *

3. Is the sample adequate? Be
sure it’s a real cross section. Be
sure it’s large enough. There’s no
single rule for the latter. The
principle that the smaller the total
group under observation or the
greater the number of variables
that might affect their behavior,
the larger must be the sample, is
a sound one to follow.

* * *

4, Have data collected in one city
or section been used to draw com-
clusions for the country as a
whole? And how we like to speak
for the world with a fence around
it out of the experience in our own
little back yard!

* * *

5. Are percentages figured for
groups or classes that contain too
small a number of instances? Two
thousand interviews may sound im-

NEW YORK'S METRO-
POLITAN AREA IS A
VARIETY OF NATION-
ALITIES—EACH OF
WHICH IS A BUYING
MARKET IN ITSELF.

WBNX—New York Write For Boorlet “Market Coverage”

MARKS
THE
A SPOT
®
Broadcasting in EIGHT
languages besides English

WBNX ‘‘speaks the lan-
guage of your prospect”’.

pressive . . ., but they have nothing
to do with the significance of the
fact that 80% of the Swedes inter-
viewed listened only to station
XXX, if only 40 Swedes were in-
cluded in the sample.

* * *

6. Are percentages of increase
figured on ample bases? One hun-
dred added to ten is a 1000% in-
crease, but 100,000 added to a mil-
lion is but 109%. Insist upon the
actual ﬁgures*as well.

* *

7. Was information obtained by
mailed questionnaires? We quote
the Committee: “Information ob-
tained by mail usually does not
represent a true cross section of
the market or of the population
. . . proof should be furnished that
the questions are of such a nature,
and that sufficient safeguards have
been set up to insure representa-
tive replies.” In other words .. .
give the gift horse an extra look.

* * *

8. If questionnaires were used,
were questions such as to give fair
and adequate answer? No lead
questions allowed.

* * *

9. Is causal relationship attribut-
ed to one single factor, when other
contributing factors *are present?

* *

10. Was information gathered of
such a nature that the memories of
the people interviewed might have
resulted in inaccuracies as to factf

11. Can the type of information
be relied upon as accurate?

12. Have any original or unique
statistical methods been employed
and if so, have they been explained
adequately?

13. Are charts misleading? A
change of scale may completely dis-
tort the picture.

£ 3 *
THERE you are. If the survey
meets these tests you need not
worry. The gift horse will carry
you wherever you may be obliged
to go, no matter how rough the go-
ing.

* * *
WE’VE presented these criteria
not only for the recipients of sur-
veys, but also for the buyers of
research services. If your pros-
pective research agency can give a
satisfactory common sense answer
to these questions the danger of
buyineg a “pig-in-a-poke” will be
greatly minimized.

* * *
A FINAL comment: It is our
humble opinion that if research
presentation were standardized
along these lines, more could be
accomplished in the way of building
increased confidence in and appre-
ciation of research than could be
effected in any other way.

ALWYN BACH and Clyde Kit-
tell have resigned from the New
York NBC announcing staff, but
will continue to fulfill the commer-
cial commitments.
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American System
Of Radio Favored
By Party Leaders

Farley, Snell for Status Quo;

Oppose ‘Supreme Court’ Plan

UNQUALIFIED endorsement of
radio by the American plan was
expressed by leaders of both the
Democratic and Republican parties
in interviews over CBS last month
on the subject “Broadcasting and
the American Public”. A half-
dozen figures in public life partiei-
pated in the series.

Chairman Farley of the Demo-
cratic National Committee, in an
interview Feb. 14 with CBS com-
mentator Boake Carter, who con-
ducted the series, declared he did
not believe that the American peo-
ple would stand for a monopoly of
broadcasting facilities “either in
the hands of a single private com-
pany or in the hands of the gov-
ernment”’,

On allocations of political time,
Mr. Farley asserted he believed
the broadcasting companies have
been fair. As for the charge that
the administration is censoring
broadcasting, he said: “I brand
that charge as 1009 false. There
is not a single shred of evidence to
support it.”

No Serious Abuses

ASKED about any dangers facing
broadeasting today, Mr. Farley
said: “The public seems to like its
radio programs, and while there
are complaints, some legitimate
and some otherwise, I know of no
crying abuse in the radio broad-
casting ﬁel‘d which needs adjust-

\

Would you
like to
TALK TO
A MILLION
PEOPLE
with
$315,100,000
SPENDABLE
INCOME?

| Then
i If YOU and
il YOUR PRODUCT
il come up to the
high standards
set, and jealously
maintained, by
this station .. . for
[ a friendly
| | introduction
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Sings ’Em All

FORD DEALERS of St.
Louis are sponsoring Pete
Bonsema in his “Try to
Stump Me” program, the
stunt that he and his partner
in the team of Al & Pete
used so successfully for
Martha Washington Candy a
half-dozen years ago. Pete
claims to know more than
20,000 songs and defies the
audience to name one that he
can’t play. The Ford pro-
gram is broadcast over
KMOX six mornings a week.

ment. If any grave wrong is at-
tempted by the radio people, you
may be sure the American people
will be quick to make their will
known in overwhelming fashion.”

Mr. Farley concluded that he
felt the present method of control
of communications was adequate
for the time being and that he did
not favor a “Supreme Court” of
communications with life members
at this time.

On Feb. 13, Rep. Snell of New
York, minority leader of the House,
declared in his CBS interview that
he felt the American system was
superior to that of government
operation, and added: “It still
would be better, in my opinion, and
according to my political philoso-
phy, if government control as it is
asserted today were lessened.”

Mr. Snell said he thought that
radio should have editorial priv-
ileges only to a “limited extent”.
Declaring the situation differed as
between newspapers and stations,
he asserted the newspaper stands
for its editorials, whereas the sta-
tion cannot be held responsible for
speeches of individuals. Freedom
of the air, he added, “must not be
interfered with by the government,
the radio stations, or any other
agency or individual.”

Political speakers who run over-
time, Mr. Snell asserted, should be
cut off and thus forced to adjust
their speeches to the time allotted.
He excluded the President, if he
confined himself to “an accounting
of his stewardship as President
and that alone”.

Mr. Snell opposed a ‘“Supreme
Court of the Air”, with members
appointed for long terms, on the
ground that it “might quickly lead
to direct censorship and this should
be avoided at all costs”.

Other speakers in the series in-
cluded David Lawrence, noted
writer and editor of the United
States News, Feb. 17; Dr. James
F. Coke, editor of Etude, musical
publication, Feb. 7; O. H. Cald-
well, editor of Radio Today, Feb.
19; William Green, president of the
American Federation of Labor,
Feb. 21; George H. Payne, FCC
Telegraph Division member,
Feb. 15.

The Bill of Rights

‘MR. LAWRENCE, championing
freedom of the press and of radio,
advocated a body of competent en-
gineers to regulate radio. “For no
other purpose, however,” he as-
serted, “do we need a radio com-
mission so far as broadcasting is
concerned, and I for one, favor the
repeal of all provisions of existing
law which directly or indirectly at-
tempts to give the government
commissions any authority over ra-
dio broadcasting. I favor such re-

peal because I believe the present
law violates the letter and the
spirit of the bill of rights of the
Constitution, * * *

“Editors should be free from
government interference whether
they are preparing programs for
the air or the printing press,
whether they are scheduling speak-
ers for a large convention hall or
for the great convention hall of the
modern networks. This is truly
freedom of speech to speak before
a microphone in the studio or be-
fore a soap-box on the street cor-
ner.”

Mr. Caldwell said the electric
light companies are the principal
beneficiaries of broadcasting in a
monetary way. From the operation
of radio sets about $150,000,000 a
year is collected by them, or twice
the amount necessary to operate
all stations and networks in the
country. For each dollar the broad-
caster collects, “they hand two dol-
lars on a silver platter to the elec-
trical utilities.”

FOR FAILURE to put in an ap-
pearance at a scheduled hearing,
the FCC on Feb. 21 denied the ap-
plication of Eugene DeBogory for
a new 1,000-watt station in Dallas.
He had asked for the high-fidelity
experimental broadeast frequency
of 1570 kec.

STUDIO NOTES

MEMBERS of the program depart-
ment of WGAR, Cleveland, are as-
signed to each commercial account.
The program men, closer to the actual
scene of operation of radio studios,
when necessary, make calls with the
salesmen covering certain accounts.
Salesmen and program employe con-
fer on ideas for various potential ac-
counts and then visit the prospect
together to outline the plan.

W2XR, New York high - fidelity sta-
tion on 1550 kc., now operating five
days weekly from 5 to 8 p. m., plans
to extend its schedule either to 10
p. m. or to include Saturdays and
Sundays, Jetting the audience decide
in a poll. One of the station’s big
commercials is Wanamaker’s, New
York department store.

WBT, Charlotte, N. C., finding its
present quarters in the Wilder Bldg.
inadequate, is looking for a new site.
Consideration has been given to the
idea of having a real estate firm erect
a building to its specifications in re-
turn for a long-term lease.

KFWB, Hollywood, will observe its
eleventh anniversary in March with a
special program including film celebri-
ties.

WNEW, Newark, 24-hour-a-day inde-
pendent station, observed its second
anniversary in February.
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Of course they won’t. When they're not jammed into a
convention or swarming over our exposition grounds.
they’ll be spending their money like water...in Cleveland!
And that means more money in the pockets of Cleve-
landers who d.i listen to the town’s most popular radio
stations and who can be sold on your product. Reach
those Clevelanders through WGAR, the siation with
more listeners per advertising dollar and through which

more advertising dollars are spent!

WGAR

“CLEVELAND’S
FRIENDLY STATION”

Member
N. B. C. Blue Network

CLEVELAND IN 1936

200 conventions, including
REPUBLICAN NAT'L CONVENTION
AMERICAN LEGION NAT'L CONVENTION

GREAT LAKES EXPOSITION

IS HOST TO

and home of the
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RADIO DEFIES THE BLIZZARDS

And Storm Victims, Marooned in Subzero Drifts,
Get News From the Outside World

WIDESPREAD blizzards in Feb-
ruary found broadcasters continu-
ing to provide invaluable service
in keeping the public informed as
to weather conditions and fore-
casts, as well as directing relief
work and in many cases acting as
the only means of communication.

Typical of such service was the
experience of WCLO, Janesville,
Wis., which devoted its entire fa-
cilities at the height of a storm to
providing public service and get-
ting relief to marooned motorists
and farmers. With all roads snow-
bound for two days, WCLO pro-
vided the only means of spreading
information in its area.

Can radio do an audience cov-
erage job? Ask Joseph Ott, dis-
trict director of WPA in Spokane.
He had KFPY broadcast a notice
at 9:30 p. m. Feb. 13 that all WPA
work in Spokane would be suspend-
ed the following day because of
inclement weather. The decision
came too late for newspaper edi-
tions and the radio announcement
alone was used.

“There were 600 men involved to
whom he wanted to get the mes-
sage,” said Mr. Ott. “Not more
than half a dozen of the 600 men
appeared for work, showing that
the radio information had almost
100% effectiveness.

R. E. Fitzpatrick, D. E- Howser
and C. P. Lonie, engineers at the
WMAQ transmitter at Blooming-
dale, Ill., 25 miles from Chicago,

the First and Only

complete and up-to-the-minute . . .

MARKET DATA BOOK

on the

TWIN CITIES

A New ... Accurate ... Com-
prehensive 1936 Yearbook
giving a detailed picture of
market conditions in the 8th
U. S. Retail Market .. . includ-
ing analysis of incomes and
living standards of Northwest
families . . . analysis of their
purchases . . . primary and
total radio coverage; KSTP
facilities, network features, and
merchandising aids. Collected

and collated by KSTP’s New Sales Pro-

motion Department from latest, authentic

and

bureaus.

surveys by Federal Government agencies
industrial Statistical and Research
36 fact-packed pages! A mine

of needed information!
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NORTHWEST'S LEADING RADIO STRTION

MINNEAPOLIS-ST.PAUL

For Rates and Schedules. Address:
NATIONAL REPRESENTATIVES:
Chicago,

KSTP, MINNEAPOLIS- ST PAUL, MINN. . . |
in New rk .
Detroit, San Francisco . ., .

or our
ul H., Raymer Company — in
John Blalr Company.
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MISSOURI ESKIMOS—Jimmie
Gardner (left) and Larry Sher-
wood, special events operator and

director, respectively, of KMBC,
Kansas City, were garbed like this
when they trudged their way to
Hatfield, Mo., isolated by snow.
They hired a team and bobsled for
equipment and struck out on foot
across fields, beating the first sled-
load of food supplies by two hours.
The program was carried by CBS.

spent a recent week end on the
job, when the heavy snow and sub-
zero temperature combined to keep
them from getting out or anyone
else from getting in to them. As
there are plenty of emergency ra-
tions stored at the transmitter
station the men suffered no hard-
ships and rather enjoyed their
“Little America” experience.

Canadians Seek Tax

MORE radio listeners have paid
their license fees to the end of
January than in the entire previ-
ous fiscal year, the Radio Branch
of the Canadian Department of
Marine reports. There are now
829,538 licensed receivers in the
Dominion, as against 812,335 on
March 31, 1935, the end of the last
fiscal year. With two months to
go the figures should be consider-
ably higher, especially now that
a relentless system of prosecutions
for license evasion has begun. In
outlying and rural districts which
in the past have been but lightly
skimmed by the radio inspectors, a
thorough canvass is now being
made to collect the $2 annual fee,
and all those not possessing a
license are being prosecuted.

WTMV

ST.LOUIS

Costs Less Than

$1.50
per THOUSAND
LISTENERS

KSTP Opens Drive
To Force Peddlers
From Twin Cities

Sustaining Series Shows Evils
Of Fly-by-Night Merchants

IN AN EFFORT to save the legiti-
mate, established merchant from
the increasing inroads being made
by the house-to-house canvasser,
KSTP, St. Paul, has epened a
drive on the business racketeer.
The program is a series of weekly
presentations of dramatic sketches,
designed to point out the evils of
patronizing the house-to-house can-
vasser, the “fly-by-night” doorway
merchant.

The series marks the first time
that any station has turned its at-
tention to a campaign to aid estab-
lished, reputable, tax-paying busi-
nessmen. The cooperation of the
St. Paul Association, the Civie and
Commerce Association of Minneap-
olis and the Better Business Bu-
reau of Minneapolis Inc. have been
enlisted.

Inroads on Merchants

THE house-to-house canvasser, fos-
tered by the depression, has begun
to make serious inroads on the
business of the reliable merchant.
So serious has the problem become
that the management of KSTP has
been studying the question for
weeks, trying to devise a forceful,
dramatic way in which to impress
upon the public, particularly the
taxpayer, the dangers of patroniz-
ing the doorstep merchant.

After weeks of study the dra-
matic presentations were decided
upon, and, with a view to making
the message even more forceful, an
attempt is being made to limit the
series exclusively to ‘“‘rackets” be-
ing worked currently in Minneapo-
lis and St. Paul. When new “rack-
ets’” spring up, the station collects
all information concerning them,
checks its data; then begins prepa-
ration of another sketch.

The series began early in Fébru--

ary, with one drama which com-
bined two “rackets” then being
worked in the Twin Cities, one the
so-called “puff sheet;” the other
the ‘“loose-leaf encyclopedia”
racket. Already the series has won
high praise from business organi-
zations in both cities. They declare
that within a short time the
sketches will make the public so
‘“racket-conscious” that the chiseler
will be driven out of existence.

During these presentations care
is taken to show that there are cer-
tain canvassers who are operating
on a legitimate basis; that their
methods are clean-cut and honest;
that there is little danger in pa-
tronizing them.

Time for the programs is do-
nated by the station, and no effort
is being made to obtain a sponsor.
In that way the series becomes
even more forceful. Time also pre-
sented a problem, for the station
felt that it should select a period
with the largest audience. It was
decided to use the program mid-
week, 6:15-6:25 p. m. Wednesdays.
Players from drama courses at the
University of Minnesota are used.

BOB BURNS has been signed by
Paramount Pictures to appear in
Rhythm on the Range, new Bing
Crosby picture.
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Radiocasts Viewed
As Newspaper Aid

“I FIRMLY believe that reader
interest and the circulation of the
newspaper is increased through
radio news bulletins. For this rea-
son newspapers and radio should
work together as allies instead of
competing with one another.” This
formed the keynote of a talk de-
livered before members of the Col-
orado Press Association last month
by J. I. Meyerson, executive of
the Oklahoma Daily Oklahoman,
and currently manager of KLZ,
Denver, which that newspaper’s
publisher recently acquired.

Discounting one of the publish-
ers’ chief worries about radio, that
of the newscast, Mr. Meyerson
said:

“The news as given over the air
is by necessity so brief that no
one, even if he listens to every
hourly newscast, is satisfied with
the number, length, or details of
these radio bulletins.” Illustrating
this, Mr. Meyerson said that KLZ
receives daily 30,000 words and
uses only 6,500, or one-fifth of the
total news received. To get the full
facts, the public is forced to read
its daily newspaper, he said.

“The only decided effect news-
casting has had upon the circula-
tion of a newspaper,” continued
Mr. Meyerson, “is in the publish-
ing of extras. Here I believe that
newscasting has decreased the
number of these special editions
put on the streets. Most circula-
tion managers do not regard this
as important, since they looked
upon ‘extras’ more as a service to
the public than a money-maker.”
Mr. Meyerson spoke also on the
subject of advertising effectiveness
of radio as compared with news-
papers and other media, protesting
the narrow-mindedness of some
media in claiming everything and
belittling the other fellow. He
urged cooperative effort to the end
of providing better service to the
advertiser and the consuming pub-
lic. He concluded his talk by rec-
ommending that all publishers of
newspapers arrange some kind of
tie-up with a radio station. Radio
will develop for the newspaper a
longer list of subscribers, a higher
degree of reader interest, better
control of the situation, and enable
the performance of a more round-
ed-out public service, he asserted.

Bakery Tests ‘Chandu’

RICE BAKERY Co., Baltimore, on
March 2 will begin a test cam-
paign for its products over WRC,
Washington, reviving the Chandu
the Magician transcription series
for 104 broadcasts on a five-night
weekly basis. Henry J. Kaufman
Adv. Agency, Washington, is han-
dling the account, which will con-
centrate on newspaper and dealer
tieups with the radio series. If the
campaign is successful in Wash-
ington 1t will be extended into the
Baltimore and Wilmington terri-
tories.

Want Cage Series

WLBC, Muncie, Ind., has
been broadcasting local high
school basketball games for a
decade. When Indiana sta-
tions were informed Feb. 9
that broadcasts would be for-
bidden unless all seats were
sold, WLBC urged listeners
to get in touch with school
authorities. In a few days
the receipt of hundreds of
letters and petitions signed
by some 15,000 listeners led
to a change in the ruling
which now requires that
seats in the Muncie gym
need be only one-third filled
to permit broadcasts.

HARRIS RADIO PLAN
IS RECEIVED COOLLY

ALTHOUGH he again exhorted
newspaper publishers to bring
pressure to bear upon the press as-
sociations to cease selling their
news to broadcasting stations, E.
H. Harris, publisher of the Rich-
mond (Ind.) Palladium-Item and
chairman of the Publishers Na-
tional Radio Committee, failed to
see action taken by the Inland
Daily Press Association at its Chi-
cago meeting Feb. 19 and in fact
heard opposition to the efficacy of
his idea expressed from the floor.
Mr. Harris’ speech was largely a
reiteration of his paper before the
recent convention of the Pennsyl-
vania Newspaper Publishers Asso-
ciation (BROADCASTING, Feb. 15).

The cool reception accorded Mr.
Harris’ views by Inland, an asso-
ciation of smaller Middle Western
dailies, augurs a similar attitude
at the convention of the American
Newspaper Publishers Association
in New York April 21-24 at which
Mr. Harris is expected to render a
report setting forth a plan for re-
organization of the Press-Radio
Bureau on some basis which ex-
cludes UP and INS from selling
news to stations. Neither of those
organizations, according to their
own statements, has any intention
of relinquishing their radio clien-
tele in the firm belief that radio
has already shown itself capable
of gathering its own news and that
there is no danger of sponsor con-
trol of broadcast news matter as
shown by their experience of near-
ly two years with around 100 sta-
tion clients.

It is Mr. Harris’ contention that
newspapers are surrendering their
property rights to radio and allow-
ing radio to undermine their busi-
ness, especially with facsimile and
television on the way. He admitted
before the Inland convention that
radio is here to stay but expressed
doubt whether radio can bear the
cost of news-gathering on a large
scale without “pilfering” from
newspapers. This view runs direct-
ly contrary to the oft-expressed
conviction in many publishing cir-
cles that Transradio and the net-
works and others have shown them-
selves capable of gathering news
efficiently for sale to radio stations.

k% SERVING FLORIDA'S CENTER OF POPULATION ]
_ ot THE TAMPA TRADE TERRITORY jl]i
!L i; 620 KC » 5000 Watts Dar « 1000 NiGHT — FuLL TIME

STUDIOS
TAMPA @ [}
CLEARWATER o
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New Birmingham Station

Is Sought by Newspaper
APPLICATION for a new station
in Birmingham was filed with the
FCC Feb. 18 by the Birmingham
News, one-time operator of WAPI,
which also has pending before the
FCC a voluntary lease assignment
of WSGN, Birmingham 100 - wat-
ter. The newspaper asked for
500 watts night and 1,000 day
on 590 kec., but it is believed it
will eventually seek that assign-
ment for WSGN rather than for a
new station.

Although the. FCC Broadcast
Division on Feb. 21 granted D. D.
Roderick, publisher of the E! Paso
Times, authority to erect a new
100-watt station there, it was
stated that counsel for KTSM, El
Paso, will protest the grant.
Among other newspaper applicants
in the last few weeks were the
Elmira (N. Y.) Star-Gazette, seek-
ing 250 watts day on 1200 kc.;
Ogdensburg (N. Y.) Advance,
seeking 250 watts on 1270 kec.;
Santa Barbara (Cal.) News Press,
seeking 500 watts on 1450 ke. Ex-
aminer Bramhall also recommend-
ed granting the Merced (Cal.)
Star a new 250-watt daytime sta-
tion on 1040 ke.

MUSICAL salutes to American
cities were added as a feature of
the Texaco program on the NBC-
WEAF network starting Feb. 25.

Jack Daly

JACK DALY, veteran radio char-
acter actor who has been playing
the role of “Detective O’Toole” in
Wrigley’'s Myrt & Marge serial,
died suddenly of a pleurisy attack
Feb. 22 at Michael Reese Hospital,
Chicago. Daly, who was also a
member of the General Mills Jack
Armstrong cast, had formerly been
starred in the Fu Manchu series
and had played lead roles in the
Empire Builders, Rin Tin Tin
Thrillers, and many other radio
dramas.

WWNC

ASHEVILLE, N. C.

Full Time NBC Affiliate 1,000 Watts
®

ALONE!

The only Radio entrance to

the rich resort - industrial
section of this state that
leads the entire Southeast

in volume of retail sales!
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COVERS THE NATION’S
BREADBASKET

. The Middlewest is a Billion Dollar

Buying Market which can be tapped
for sure-shot results through WOW. To get
your share of this business go after it ag-
gressively and intelligently through WOW.

Owned and Operated by Woodmen
of the World Life Insurance

Association

JOHN BLAIR & CO., Representatives
New York - Chicago - Detroit

- San Francisco

ON THE N.B.C. RED NETWORK
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“Market Data? All
facts you want
about the 13th

U.S. market—

just ask... R

IMERCHANDISING
STAFF IN

D. E. (Plug) Kendrick
V.P. & General Mgr.

Represented by

WM. G. RAMBEAD CO. - N. Y. - Chicago - Frisco

Survey of Programming Policies
(Continued from page 16)

taries or similar products. Included
in this number were 27 (or 359%)
of the local stations. Most of these
stated, however, that the bulk of
their revenues came from local ac-
counts, and that their only business
of a national or regional character
consisted of electrical transerip-
tions or standard brands.

Forty-four per cent of the sta-
tions had at one time or another
consulted the Federal Trade Com-
mission; 24%, the Food & Drug
Administration; 5 stations, the
Post Office Department; 8 stations,
the Proprietary Association; and
29 stations, the American Medical
Association. In addition, many
other stations indicated that they
consulted other agencies than those
mentioned, including state and
local governmental agencies, the
National Better Business Bureau
and affiliated local Better Business
Bureaus, and other public or pri-
vate agencies.

The products concerning which
information was sought covered a
wide range, although the bulk of
them consisted of food and drug
items. Among these were reducing
teas and compounds, various
‘“health” foods, ache and pain re-
ducers, laxative foods, vitamin-
tonic products, kidney remedies,
hair dyes, nostrums and “cure-
alls”, and others of questionable
nature. In addition to these, in-
quiries were addressed to the
American Medical Association con-
cerning chiropractors so-called
“systems” and “clinics” and elec-
trical health appliances; and to the
Federal Trade Commission regard-

¥r, Charles C. Caley
Kanager Natilonal Advertising
Redio Station WKBD

Peoris, Illinole

Dear ¥r, Caley:

off in thanks, if that 1s possible.

coss and failure in a locelized campalign.

"drive" details.

campaign we are privileged to handle.
Yours very truly,

-

PUSSELL C. €

AJE.VT t

PEORIA BROADCASTING COMPANY
Chas. C. Caley, Comm. Mor.
National Representatives

Edgar L. Bill, Pres. & Magr.
Free, Johns & Field, Inc..

New York., Chicago. Detroit, Los Angeles, San Francisco

J

RusseELL C. COMER ADVERTISING COMPANY

Januery 17, 1936

You have set no price on the wonderful merchandiaing
essistance you have given us on Derby Mustard, (for
Glaser, Crandell Co.), and on Tastyloins (for Booth
Fisheries Corporation), so please allow us to psy you

Your excellent services, covering atore contacts,
station rallings, aid in securing new jobbing outlets
and their advertising cooperation -- even hiring and
directing a locel detail man -- have contrituted ime
pensely to the tremendous sales increases recorded on
above producta in Peoris and W¥BD coverage area.

Sueh services as these, having directly to do with SALES,
are the xind that often make the difference between suc-

Allow us to register spprecistion, too, for your station's
fine handling of commercials and the program cooperative
measures taken to promote Tastyloin recipes and apecisl
We'll certainly recomrend inclusion of
“M¥BD, Peorie, on evely regionsl radio end merchandising

‘R ADVERTISING (0.

’

Thank you, Mr.
Wright. You can
count on us to give
every possible
worthwhile mer-
chandising assist-
ance —and so can
all other agencies
and advertisers as
many already know.
Let us show YOU
why we broadcast
for 175 local adver-
tisers and 70 na-

tional advertisers

last year!
*‘F‘\T OF Iy,
& %

PEORIA, ILLINOIS

ing advertising requesting listen-
ers to send in money, trade prac-
tices, selling methods, a method of
merchandising direct by mail, con-
tests and lotteries, certain corre-
spondence schools, and fraudulent
advertising in general.

Matters of Good Taste

THE purpose of Question 4 was to
obtain the policies of stations re-
garding products, the advertising
of which for the most part involves
matters of good taste. Only a very
few of the stations refuse all ac-
counts in this category, although
the majority refuse one or more.
Eighty-seven stations, or 41% of the
total, stated that it i1s their policy
not to prohibit accounts by classes
of types, but to consider each prod-
uct and the advertising copy on its
individual merits, and to refuse
only that which is not in good
taste. Ninety-six stations, or 46%,
refuse depilatories; 81 stations, or
38%, refuse deodorants, a few sta-
tions specifying only bodily deodo-
rants; 72 stations, or 349%, refuse
laxatives; and 20 stations, or 9%,
refuse cosmetics.

A separate compilation of poli-
cies regarding the advertising of
alcoholic beverages, only 15 sta-
tions making no comment on this
matter, shows that 120 stations,
61% of those which answered this
specific point, refuse hard liquor
accounts. However, deducting the
stations which are located in states
which do not permit liquor adver-
tising, since the answers of these
stations are not solely indicative of
station policy, 101 stations, or 52%,
refuse liquor accounts. Fifteen of
the stations which permit liguor
advertising, accept no such ac-
counts for periods prior to 9, 10 or
11 o'clock in the evening. Others
restrict such advertising to trade
names or brief announcements, en-
deavoring to eliminate all matter
designed to increase the total con-
sumption of liquor. Seventy-nine
stations, or 40% of the total, re-
fuse wine accounts; and 51 sta-
tions, or 26%, refuse beer accounts.

All but one of the clear-channel
stations, 3 of the regional stations,
and 6 of the local stations stated
that they refuse their facilities to
all those mentioned in Question 5.
In addition, various stations debar
one or more of the following
classes of advertisers: Mind read-
ers, numerologists, palm readers.
handwriting experts, “personal

TD)JJ‘ o 5
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i
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problem” advisers, so-called “phy-
chologists”, dream doctors, sex lec-
tures, mystics, and religious fanat-
ics. Some stations stated that they
do not use such features for other
commercial accounts or on a sus-
taining basis, and a few stations
that they debar any whose appeal
is based on superstition, ignorance,
bigotry, or harmful propaganda.
Several stations said they refuse
their facilities to faith healers, ex-
cept where faith healing is a part
of the religion. A few stations de-
bar advertising doctors and den-
tists, and others include with these
chiropractors.

The object of Question 6 was to
reveal station attitudes towards the
so-called “blood and thunder” epi-
sodes in children’s programs (de-
signed primarily for a child audi-
ence and presented at a suitable
hour for children). Fifty-four per
cent of the stations which an-
swered this question stated that
they prohibit all such episodes in
children’s programs. Many of the
stations affiliated with networks
made the point that this policy ap-
plied only to programs originated
locally, and that they had no con-
trol over network programs broad-
cast over their stations.

There was some evidence of a
recent change in attitude towards
these programs on the part of cer-
tain stations, several pointing out
that the policy of prohibiting such
episodes was newly adopted, and
that certain programs now running
would have to be changed before
present contracts with advertisers
would be renewed. Twenty-seven
stations said that they had no such
programs, but did not commit
themselves on policy; seven stated
that they had no established policy
in this matter; and 5 stations did
not answer this question. Only 7
stations answered the question with
an unqualified “no”.

Fifty-three stations, or 26% of
the total, stated that their policy
was not to prohibit “blood and
thunder” episodes in children’s pro-
grams, but to consider each pro-
gram on its individual merits. In
most of these cases comment indi-
cated that the stations believed
that such episodes handled proper-
ly added “spice” to the programs
without the deleterious effects fre-
quently attributed to them. Not in-
frequently comment ran to the ef-
fect that these episodes in chil-
dren’s programs were prohibited
unless they conveyed the moral
that “crime does not pay”. Sur-
prisingly few of the stations com-
mented on the suspense element in
such programs, an aspect which
has received much adverse criti-
cism. A few, however, mentioned
that they paid particular attention
to this feature, requiring that the
dramatic peak be reached some-
where near the middle of the pro-
gram, and that the suspense carry-
over be only of a general nature,
not of unfinished incidents.

Some Conclusions

IN SUMMARIZING the results of
this survey caution must first be
observed in attempting to draw
meaningful or truthful generaliza-
tions from such a multiplicity of
diverse answers. However, the fol-
lowing conclusions seem to be rea-
sonably valid as expressions of con-
sensus opinions: First, a substan-
tial majority of the stations be-
lieve that the time devoted to com-
mercial announcements should be
limited to a fixed proportion of the
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total program period, with 10% of
night hour programs and slightly
higher percentages of night 30-
minute and 15-minute programs,
and about 15% of the total pro-
gram period on day programs, be-
ing fairly indicative of what sta-
tions believe to be reasonable
limits.

Second, the stations generally
appreciate the need not only for
careful editing of commercial con-
tinuities, but the consultation of
expert services for opinions con-
cerning products and advertising
claims in order to protect their
listeners, although in many cases
adequate provision has not been
made in station organization for
this important function.

Third, while opinion is divided,
a large proportion of the stations
believe that certain types of prod-
ucts should be excluded from the
radio because the advertising of
them offends good taste, opmion
being strongest against “cure-alls”,
with varying degrees of obJectlon
to hard liquor, depilatories, wine,
deodorants, laxatives, and beer in
the order named.

Fourth, opinion is practically
unanimous that “side-show” pro-
grams have no proper place in ra-
dio broadcasting, this category in-
cluding astrologers, fortune - tell-
ers, faith healers, medical charla-
tans and others with similar ap-
peals.

Fifth, the weight of opinion
seems to favor the elimination of
“blood and thunder” episodes from
children’s programs, although opin-
ion is divided also on this matter.

DEMOCRATIC POST
IS TAKEN BY HIGH

STANLEY HIGH, recently ap-
pointed director of talks of NBC,
will report for duty with the Dem-
ocratic National Committee in
Washington the week of March 1,
working with the Democratic
speakers’ bureau for the forthcom-
ing campaign. President Roosevelt
himself asked NBC to release High
for employment by the committee.
Reports that he will become the
Democratic radio chieftain for the
coming campaign were officially de-
nied by Chairman Farley.

Plans of the Democrats for ra-
dio remain undetermined, although
the residue of its indebtedness to
the networks for time bought dur-
ing the 1932 campaign was due to
be paid by March 1. The Repub-
licans already have a radio staff
at work in Washington and New
York headed by Thomas Sabin,
formerly with WBZ-WBZA.

Mr. High is a former foreign
newspaper correspondent, an au-
thor and a lecturer on public af-
fairs. He joined NBC first as a
commentator and then as talks
director after having been editor
of the Christian Herald. His ex-
act status with the Democratic
National Committee is still unde-
termined, it was stated officially,
and it is not yet certain whether
Herbert L. Pettey, FCC secretary
who handled radio for the commit-
tee in 1932, again will be drafted
by the committee for radio duties.

WTCN

St. Poul — Minneapolis
FREE & SLEININGER, INC.

National Representatives.

Copyright Threatens Industry Split

(Continued from page 9)

ment suits
seeking maximum damages of $5,-
000, rather than the minimum of
$250 the networks feel that nearly
all of the suits are faulty. One
suit of $675,000 against CBS al-
ready has been withdrawn. More-
over, the songwriters’ plaint
against Warners injects a new
note as to whether ASCAP licenses
cover such performances of War-
ner - published numbers. Finally,
the networks and some 55 stations
which signed five-year ASCAP ex-
tensions prior to the Warner with-
drawal maintain that those con-
tracts cover all Warner music any-
way—another legal question that
must be adjudicated.

Other suits have been filed in
different parts of the couniry by
Warner subsidiaries. There was
one against KFI, Los Angeles, by
Remick Music Corp, asking dam-
ages of $10,000, and alleging in-
fringement of Whistle Your Blues
Away. Another was filed against
WWL, New Orleans, by Witmark
for $5,000 alleging infringement of
In a Shanty in Old Shantytown.

In most of the suits filed in New
York, extensions have been grant-
ed by the Federal Court for South-
ern New York in filing of answers.
In the majority of cases the an-
SWers are now due the first week
in March.

On Feb. 24 Remick dropped the
two suits against WOR, which had
been filed in New York, and ap-
parently intends to refile them in
New Jersey, since WOR is licensed
as a New Jersey station. Two ad-
ditional suits filed are against
CBS affiliates, WBBM, Chicago,
for Gypsy Sweetheart, and KMOX,
St. Louis, for Young and Healthy.
Each asks $5,000.

Attack on Warner

ALL EYES in the industry will
be turned toward the next annual
convention now that the feeling
within the industry has become so
heated. The convention date, slated
for late July, has not been defin-
itely set by Mr. Baldwin and his
executive committee and probably
will await action of the next
board meeting, expected in April.
Mr. Baldwin is inclined to favor
an earlier convention probably in
mid-June—to avoid summer heat
in Chicago, but that time may not
be available.

The attack of Mr. Romberg
against Warner houses was fol-
lowed by a vitriolic tirade from
Irving Caesar, songwriter, who
berated Warner for withdrawing
from ASCAP. Mr. Romberg, in his
letter of Feb. 14, wrote:

“While your letter recogmzes
the interest of song writers in
50% of the proceeds derived from
the use of their songs in radio,
yet we resent the implication, both
from your letter and your recent
activities, that the rights in ques-
tion belong to you or your sub-
sidiaries, to handle in any way you
see fit. Our members and their
assignees are interested not only
in the proceeds but in the rights
themselves. They insist that you
have no right to make contracts
affecting those rights without our
consent.

“This letter is sent pursuant to
a resolution of the Council of
SPA.”

The letter was in reply to one
under date of Feb. 5 from Herman
Starr, Warner vice president in
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of Warner houses,charge of the musrc companies, in

which he gave a ‘“‘progress report”
on radio licensing. He listed 216
stations which had signed Warner
contracts and said that negotia-
tions were in progress with other
stations so that the total “is grow-
ing from day to day.” Moreover,
Mr. Starr said the plan was purely
temporary and is prellmmary to
the determination of a ‘“per use
(or per piece) basis of compen-
sation, if possible”.

The result of a per use system,
Mr. Starr said, “would be that
the composer, author and publisher
of each composition used would re-
ceive respectively the proper share
of compensation for each use.
While the system may be more
complicated than that heretofore
used by the American Society, it
will be just as equitable as me-
chanically possible.

“One of the important provisions
of the provisional license agree-
ment which has been executed,
requires every broadcaster to fur-
nish a report of each and every
musical composition used on each
and every broadcast. With this
information at hand, we will be
able to determine the number of
uses of the compositions of our
repertory and the amount of the
fee received for each use, and to
pro rate 50% of the sum allotted
to each composition nsed among
our authors and composers en-
titled thereto.

“The calculation will be purely

mathematical, and will result in
payments to our composers and
authors on the basis of use and
sums received (after reasonable
expenses of collection) and not
upon the basis of politics, favori-
tism or other intangible elements.”

Caeser in a letter Feb. 17 to
Warner, attacked its aection in
leaving ASCAP, in negotiating
separate contracts with statlons,
and in filing ‘“absurdly large”
damage suits against the net-
works. “In order to make head-
lines,” he wrote, “you subject the
whole principle of copyright to the
hazard of drastic regulation by
Congress.” He said his consent as
an author had never been procured
in any of these actions.

QUARTZ
CRYSTALS

Low temperature coefficient
(‘A" Cllt

For the broadcast band

Do not exceed 4 cycles per
1000 kc per °C

Mounted in genuine isolan-
tite adjustable air-gap holder

ONLY $35.00

Request Circular 52
for Complete Data

AMERICAN PIEZO
SUPPLY COMPANY
Since 1929
Sunny Slope Sta. P.O. Box 6026
KANSAS CITY, MO.

b I 2 2 4

Affiliated with the
Oklahoman, the Times, and
the Farmer-Stockman

R epresentative: E. Katz
Special Advertising
Agency
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From one of
Oklahoma City's

leading men’s stores:

“The way WKY pulls
results continues to
amaze us.

“Our 5 - minute broad-
cast last Thursday, for
instance, featuring men’s
athletic underwear pro-
duced 1800 unit sales in
two days despite zero
weather, the first experi-
enced here in years.”

i MAY BROTHERS

ORLAHOMA CITY
OKLAHOMA'S ONLY FULL-TIME NBC

OUTLET

Page 53


www.americanradiohistory.com

The Business of Broadcasting

Current News About Accounts, Pending Schedules, Transcriptions,
Representatives and Apparatus; Notes from the Stations

STATION ACCOUNTS

sp—studio programs
t—transcriptions
sa—spot announcements
ta—transcription announcements

WFAA, Dallas

Bulova Watch Co.,, New York, 63
zeekly sa, thru Biow Co. Inec.,

Armand Co., Des Moines (cosmetics),
52 ta, thru H. W, Kastor & Sons
Adv. Co. Inec., Chicago.

John Morrell & Co., Ottumwa, Ia.
(Red Heart dog food), 52 sp, thru
Henri, Hurst & MecDonald Inc.,
Chicago.

Swift & Co., Chicago (All-Sweet mar-
garine), 52 sa, thru J. Walter
Thompson Co., Chicago.

Employers Casualty Co., Dallas (in-
surance), 52 sp, thru Ira E. De-
Jernette Adv. Agency, Dallas.

American Book Mart, Chicago (cata-
logues), 13 sp, thru E. H. Brown
Adv. Agency, Chicago.

Dr. Salsbury’s Laboratories, Charles
City, Ia. (poultry feed), 52 ta, thru
N. A. Winter Adv. Agency, Des
Moines.

Northrup, King & Co., Minneapolis
(seeds), 1 8z, thru Olmsted-
Hewitt Inc., Minneapolis.

Capper’s Household Magazine, Tope-
ka (recipe contest), 8p, thru
Presba, Fellers & Presha Inc., Chi-

cago.

Horse & Mule Assn. of America, Chi-
cago, 13 sa, thru Rogers & Smith
Adv. Agency, Chicago.

Weco Products Co., Chicago (Dr.
West’s toothpaste), 22 sp, thru J.
Walter Thompson Co., C‘l)xicago.

Higdon Cigar Co., Quincey, Fla.
(Mexican Commerce cigars), 13 sa,
direct.

Murine Co., Chicago (eye wash): 52
ta, thru Neisser-Meyerhoff Inc.,
Chicago.

Walker Remedy Co., Waterloo, Ia.
(Walko chick feed), 26 ta, thru
‘Weston-Barnett Inc., Waterloo.

Devoe. & Raynolds Inc., New York
(paint), 78 ta, thru J. Stirling
Gethcell Inc., N. Y.

American Washing Machine Mfrs.
Assn., Cleveland, 26 ¢, thru Mel-
drum & Fewsmith Inc., Cleveland.

Continental Oil Co., Ponca City,
Okla., 26 t, thru Tracy-Locke-Daw-
son Inc., Dallas.

Wasey Products Inc., New York
(Musterole), 3 weekly t. thru Er-
win, Wasey & Co. Inc, N. Y.

Axton-Fishgr Tobacco Co.. Louisville
(Spud cigarettes), weekly t, thru
Kenyon & Eckhardt Inc., N, Y.

Magnolia Seed Co., Dallas (Square
Brand seeds), weekly sp, thru Dick-
low Adv. Agency, Dallas.

WGAR, Cleveland

Swn_ft & Co., Chicago (meat), 36 sq,
direct.

RCA Mfg. Co.,, New York (radios),

.39 sa, thru Lord & Thomas, N. Y.

Aa_tlonal Optical Stores Co., Montreal,
78 sa, thru Humphrey, Prentke &
Associates Inc., Cleveland.

Jobn Morrell & Co., Ottumwa, Ia.
(Red Heart dog food, Prido short.
ening), 282 sa, thru Henri, Hurst
& .\Ichnald Inc., Chicago.

La Fendrich Cigar Co., Cincinnati, 52
.3\:71, Ytlu-u Ruthrauff & Ryan Inc.,

Pocahontas 0Oil Co., Cleveland (Bl
Flash gasoline), ’130 t, thru (Gr;ls(i
_wold-Eshelman Co., Cleveland.

Plig (83:., ({‘}’%rgr()ent,hi’a. A(1 pl:'opri%tary) ,

2 MBS),thru Aitken - nett
CQ., Philadelphia. v
Ironized Yeast Co., Atlanta (proprie-

tary), 12 ¢, thru Ruthran
Tne, N. Y. 0 nuthravE & Ryan
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WNAC, Boston

Acme White Lead & Color Works,
Detroit (paint), 26 sp, thru Henri,
Hurst & MecDonald Inc., Chicago.

John Morrell & Co., Ottumwa, Ia.
(Red IHeart dog food), 63 se, thru
Henri, Hurst & McDonald Inc.,
Chicago.

Starck Piano Co., Boston, 100 sp,
thru George J. Kirkgasser & Co.,
Chicago.

Sears, Roebuck & Co., Boston (retail-
er), 52 sp, thru Chambers & Wis-
well Inc., Boston.

Boston IKood Products Co., Boston
(Prudence corn beef hash), 21 sa,
thru Ferry-Hanly Co., N. Y.

D’Arrigo Bros., Boston (broccoli, cel-
ery), 190 sa, thru Harold Lewis,
Boston.

Penn Tohacco Co., Wilkes-Barre, Pa.
(Kentucky Club, Kentucky Winners
cigarettes{, 9 sa, thru Ruthrauff &
Ryan Ine., N. Y.

KFXM, San Bernardino, Cal.

Richfield Oil Co. of Los Angeles, Los
Angeles, § weekly ¢, thru H. C.
Bernsten Adv. Agency, Los Angeles.

Rio Grande Oil Co., Los Angeles,
weekly t, thru Hixon-O'Donnell
Inc.,, Los Angeles.

Southern California Edison Co., Los
Angeles (electric appliances), §
weekly ta, direct.

Dr. Miles Laboratories Inc., Elkhart,
Ind. (Alka-Seltzer), 3 weekly ¢,
thru Wade Adv. Agency, Chicago.

WKBZ, Muskegon, Mich.

Household Finance Corp., Chicago
(personal loans), 7 weekly sp, thru
Charles Daniel Freg Co., Chicago.

Eberle Brewing Co., Jackson, Mich.,
daily sa, direct.

Tivoli Brewing Co., Detroit. daily sa,
thru MacManus, John & Adams
Inc., Detroit.

Fox Head Beverage Co.,
(heer), daily sae, direct.

KFRC, San Francisco

General Brewing Co., San Francisco
(beverages), 4 daily sa, thru Me-
Cann-Erickson Inec., San Francisco.

Duart Mfg. Co., San Francisco (cos-
metics), 3 weekly sp, thru Howard
E. Williams Adv. Agency, San
Francisco.

Chicago

WADC, Akron

Pure Oil Co., Chicago, 65 t, thru
I'reitag Adv. Agency, Chicago.
Knox Co., Los Angeles (Cystex), 26
t, thru Dillon & Kirk, Kansas City.
Carter Medicine Co., New York (liver
pills), 156 ta, thru Street & Fin-

ney Inc, N. Y.
Pitt Publishing Co., Pittsburgh (Amer-
ican Weekly), weekly ¢, direct.
Lambert Pharmacal Co., St. Louis
(Listerine cough drops), 26 sa,
thru Lamhert & Feasley Inc.,, N. Y.
Deisel-Wemmer-Gilbert Corp., Detroit
(San Felice cigars), 91 sp, thru S.
M. Epstein Co., Detroit.
Nitragin Co. Inc., Milwaukee
tilizer), 13 sa, thru Western
Agency Inc., Racine.
Ironized Yeast Co., Atlanta (proprie-
tary), 20 ¢, thru Ruthrauff & Ryan
Inc, N. Y.

WBT, Charlotte, N. C.

Dethol Mfg. Co., Washington (insecti-
cide), 2 weekly ta, thru Aitkin-
Kynett Co., Philadelphia.

John C. Michael Co., Chicago (quilts),
26 sa, thru Northwest Radio Adv.
Co., Seattle.

Pure Oil Co. of the Carolinas, 5 ¢,
65 t, 26 sp, thru Freitag Adv.
Agency, Atlanta.

Armand Co.. Des Moines (cosmetics),
52 ta, thru H. W, Kastor & Sons
Adv. Co. Inc., Chicago.

Standard Qil Co. of New Jersey (Es-
solene), 6 weekly sp, thru Mar-
schalk & Pratt Inc., N. Y.

WMCA, New York

A. H. Lewis Medicine Co., Chicago
(Tums), 20 weekly sa, thru H. W,
Kastor Adv. Co. Inc., Chicago.

(‘apatone Products Inc.,, New York
(hair lotion), weekly t, direct.

KDYL, Salt Lake City

Dr. Miles Lahboratories Inc., Elkhart.
Ind. (Alka-Seltzer), 28 sa, thru
Wade Adv. Co., Chicago.

Utah Power & Light Co., Salt Lake
City, 13 sp, direct.

WAAB, Boston

. W. Washburn Co., Brockton, Mass.
(Waleco candy). 20 sa, thru Broad-
cast Adv. Inc., Boston.

Boston American, Boston (news-
paper), 9 sp, direct.

fer-
dv.

SOHLOH ot 5

-~

LISTEN TOTHE
MOANING OF
THE TAX PAYER
AS THE MONEY
= POURS OUTOF

|THE TREASURY J

From Rosnoke (Va.) Times

Radio Campaigning Can Be Very Realistic

KNX, Los Angeles

M. J. Breitenbach Co., New York
(Gude's Pepto-Mangan), 10 ¢, thru
Brooke, Smith & French Inc., N. Y.

Lancaster County Seed Co., Paradise,
Pa.,, 2 t, thru C. ¥. Kern Adv.
Agency, Philadelphia.

Ironized Yeast Co., Atlanta (proprie-
tary), 2 weekly ¢, thru Ruthrauff
& Ryan Inc, N. Y.

Father Flanagan’s Boys’ Home, Boys-
town, Neb. (magazine), 4 se, thru
Bozell & Jacobs Ine., Chicago.

Golden State Co. Ltd., Los Angeles
(dairy products), 5 weekly sp,
thfu Scholts Adv. Service, Los An-
geles,

WGN, Chicago

Kellogg Co., Battle Creek, Mich.
(cereals), 260 sp, thru N. W,
Ayer & Son Ine, N. Y.

Pie Bakeries Inc., Newark, N. J.,
2N6 {p, thru J. M. Mathes Inc.,

Milk Minerals Corp., Chicago (health
food), 52 sp, thru Camphell-San-
ford Adv. Co., Chicago.

John Morrell & Co., Ottumwa, Ia.
(Prido shortening), 12 sp, thru
Henri, Hurst & McDonald Inc,
Chicago.

KMOX, St. Louis

Household Finance Corp., Chicago
(family loans), 2 weekly sp, thru
Charles Daniel Frey Co., ({hicago.

St. Louis Ford Dealers, St. Louis
(automohiles), 6 weekly sp, thru
McCann-Erickson Inc., Chicago.

Fels & Co., Philadelphia (Fels Nap-
tha soap), 2 weekly sp, thru Young
& Rubicam Inc.,, N. Y.

Penn Tobacco Co., Wilkes-Barre, Pa.
(Kentucky Winners cigarettes), 6
weekly sp, thru Ruthrauff & Ryan
Inc, N. Y.

WOR, Newark

General Baking Co., New York (Bond
bread), 5 weekly ¢, thru Batten,
%arton, Durstine & Oshorn Inc.,

Jones Dairy Farm, Atkinson, Wis.
(sausage), 3 weekly t, thru J. L.
Sugden Adv. Co., Chicago.

American Washing Machine Mfrs.
Assn., Cleveland, 3 weekly t, thru
Meldrum & Fewsmith Inc., Cleve-

land.
Milton Bradley Co., Springfield, Mass.
(games), 3 weekly sa, direct.

KGO, San Francisco

Japanese Crab Canners & Packers
Assn., San Francisco (canned
crab), weekly sp, thru Botsford,
Constantine & Gardner, San Fran-
cisco.

Pacific Trading Co., San Francisco
(canned clams), weekly sp, thru
Sidney Garfinkel Adv. Agency, San
Francisco.

Saylors Chocolates Inc., Alameda,
Cal. (candy), 5 weekly sp, thru
Doremus & Co., San Francisco.

WSPD, Toledo

Casco Co., Canton, O. (proprietary),
3 weekly ta, thru R. W. Clark Adr.
Agency, Akron.

Kosto Co., Chicago (dessert), 39 sa,
thru Perrin-Paus Co,, Chicago.

Standard QOil Co. of Ohio, Cleveland,
15 sa, thru McCann-Erickson Inc.,
Cleveland.

Ironized Yeast Co., Atlanta (proprie-
tary). 20 ¢, thru Ruthrauff & Ryan
Inec, N. Y.

KSFO, San Francisco

Murine Co. Inc., Chicago (eye wash),
12 weekly sa, thru Neisser-Meyer-
hoff Inc., Chicago.

0Old Age Revolving Pension Ltd., San
Franciseo (political), weekly sp,
thru Frank E. Cox Radio Adv.
Oakland, Cal.

Hoyt Heater Co. Ltd., Oakland, Cal.
(water heaters), 2 weekly sa, thru
Tomaschke-Elliott Inec., Oakland.

WMAQ, Chicago

Pontiac Dealers of Cook County, Chi-
cago (autos), 13 sp, thru Schwim-
mer & Scott, Chicago.

Dr. Miles Laboratories Inc., Elkhart,
Ind. (Alka-Seltzer), 23 sp, thru
‘Wade Adv. Co., Chicago.
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NETWORK ACCOUNTS

(All times EST unless otherwise specified)

New Business

REMINGTON RAND Inc, XNew
York (typewriters) on March 31
starts Human Side of the News on
22 NBC-WEAF stations, Tues,
Thurs., Sat.. 7:15-7:30 p. m. Agency:
Batten, Barton, Durstine & Osborn
Inc, N. Y.

CONTINENTAL BAKING Co., New
York (Wonder bread) on March 3
starts Renfrew of the Mounted on 44
CBS stations, Tues., F'ri., Sat., 6 :43-7

p. m., repeat at 7 45, Agency Bat-
ten.YBarton, Durstine & Osborn Inc.,
N

COLGATE-PALMOLIVE-PEET Co.,
Jersey City (Peet’s Granulated) on
March 9 starts Goose Creek Parson
on 12 Pacific Coast CBS-Don Lee
stations keyed from KHJ, Mon.,
Thurs., 7:45-8 p. m. (PST). Agency:
Benton & Bowles Inc.,, N. Y.
GENERAL ELECTRIC Co., Cleve-
land, on March 30 broadcasts one-
time dealers program on 67 NBC-
WEAF stations, 11-12 noon. Agency:
Maxon Inc., Detroit.

ELGIN NATIONAI, WATCH Co.,
{hicago, on March 17 starts Elgin
Revue on 60 NBC- WEAF stations,
Tuesdays, 10-10:30 p. m. Agency: J.
Walter Thompson Co., Chicago.

REAL SILK HOSIERY MILLS Inc.,
Indianapolis, on April 5 starts Jack
Hylton orchestra on coast - to - coast
NBC-WJZ network, Sundays, 9-9:30
p. m. Agency: Burnett Co. Inc., Chi-
cago.

WECO PRODUCTS Co. Chicago
(toothpaste) on Feb. 22 started Dr.
West's Celebrity Night on 36 NBC-
WEAF stations, Saturdays, 10:30-11
p. m. Agency: J. Walter Thompson
Co., Chicago.

HEALTH PRODUCTS Corp., New-
ark (Aspergum) on Feb. 23 started
XNational Amateur Night on MBS
plus WFIL, WGAR, WNAC, WPRO,
WCAE, Sundays, 6-6:30 p. m. Agen-
¢y: William Esty & Co. Inc, N. Y.

AMERICAN HOME PRODUCTS
Corp.. New York (Old English wax)
on Feb. 28 started Lazy Dan, the
Minstrel Man on 40 CBS stations,
Fridays, 7:15-7:43 p. m., repeat at

11:15. Asgency: Blackett - Sample-
Hummert Inc, N. Y.
AMERICAN HOME PRODUCTS

Corp., New York (Bi-So-Dol) on Feb.
28 started Broadway Varieties on 40
CBS stations, Fridays, §:30-9 p. m.
Agency: Blackett - Sample - Hummert
Inc, N. Y.

RICHFIELD OIL Corp., New York,
on March 2 starts Jimmie Allen discs
on 4 Yankee stations, Mon., Wed.,,
I{_ri.YAgency: Fletcher & Ellis Inc,

SNIDER PACKING Corp., New
York (catsup) on Jan. 28 started for
13 weeks (renewal Qct. 6, 1936)
Snider Songsters on 12 Yankee sta-
tions. Tues.. Thurs. Agency: Stew-
art, Hanford & Frohman Inc., N. Y.

KRAFT - PHENIX CHEESE Corp.,
San Francisco (creamed cottage
cheese) on March 6 starts for 13
weeks Slices of Life variety show, on
5 NBC-KPQ stations, Fridays. 9:30-
10 p. m. (PST). Agency: J. Walter
Thompson Co., San Francisco.

HASTINGS CLOTHING Co., San
Francisco (clothing) on Feb. 20 start-
ed for 52 weeks. 90 Days In Time,
story behind the headlines, with Har-
old Burdick, commentator, on NBC-
KPO. Thursdays. 9:15-9:30 p. m.
(PST). Agency: Sxdney Garfinkel
Adv. Agency, San Francisco.

Renewal Accounts

GENERAL MILLS Inc., Minneapo-
lis (Wheaties) on Feb. 24 renewed
Jack Armstrong on 18 CBS stations,
Mon. thru Fri., 5:30-5:45 p. m., re-
peat _at 6:30. Agency: Blackett-Sam-
ple-Hummert Inc., Chiecago.

SOCONY-VACUUM OIL Co., New
York, on Feb. 28 renewed Flying Red
Horse Tavern on 36 CBS stations,
Fridays, 88:30 p. m. Agency:
Stirling Getchell Inc, N. Y.

SUN OIL Co., Philadelphia, on Feb.
4 renewed Lowell Thomas on_ 16
NBC-WJZ stations, Mon. thru ¥Fri.,
6 :45-7 p. m. Agency: Roche, Williams
& Cunnyngham Inc., Philadelphia.
COX GELATINE Co., New York, on
March 19 renews Jack Berch, the Kit-
chen Pirate, on 5 NBC-WJZ stations,
Thursdays, 11-11:15 a. m. Agency:
Joseph Katz Co., N. Y.

AMERICAN RADIATOR Co., New
York, on March 15 renews Fireside
Recitals on 18 NBC-WEAF stations,
Sundays, 7:30-7:45 p. m. Agency:
Blaker Adv. Agency, N. Y.

FELS & Co., Philadelphia (Fels Nap-
tha soap chips) on Feb. 17 renewed
vocal trio on 6 Yankee stations, Mon.,
Wed., Fri,, 10:45-11 a. m. Agency:
Young & Rubicam Inc, N. Y.
AMERICAN HOME PRODUCTS
Inc,, New York (Kolynos toothpaste)
on Feb. 17 renews for 17 weeks Just
Plain Bill on 27 CBS stations, Mon.
thru ¥ri., 11:30-11:45 a. m. Agency:
Blackett-Sample-Hummert Inc., N. Y.
GENERAL BAKING Co., New York
(Bond bread) on Feb. 23 renewed
Frenk Crumit & Julia Sanderson on
28 CBS stations, Sundays,” 5:30-6
p. m, Agency: Batten, Barton, Dur-
stine & Osborn Inc., N. Y
GENERAL ¥00DS Corp., New York
(Jell-0), renewing Jack Benny March
1 on 539 NBC-WJZ stations, Sundays,
7-7:30 p. m. with repeat at 11 p. m.,
is placed by Young & Rubicam Inec.,
New York (listing in ¥Feb. 135 issue
incorrect).

Foresees Rate Rises

A GENERAL increase in the cost
of time on the air during 1936 is
predicted by James L. Free, presi-
dent of Free & Sleininger Inec,
station representatives. Already
most of the stations represented by
h1s firm have announced increases
in their rates, Mr. Free stated,
and further raises are being
planned. The steepest rise has
been in the cost of spot announce-
ments, he said, both because pre-
vious rates for this type of service
had been far too low and because
of a desire on the part of the
broadecasters to encourage adver-
tisers to use fewer announcements
and more program periods. These
rate increases have had no ill ef-
fects on the use of spot broadcast-
ing, Mr. Free added, citing the fact
that Free & Sleininger billing had
reached six new highs in the last
six months, each month showing
more time sold than the month be-
fore, and with no sign of a letup.

Join the Parade of
National Successes
Now on —

WSO0C

Believe It or Not Ripley
Major Edward Bowes
Jack Benny

One Man’s Family

Hit Parade

Fred Waring

Sinclair Minstrels
Voice of Firestone
Grace Moore

and many others.

Wire or write for rates to—

WSOC

Charlotte, N. C.
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FRIENDLY RIVALS
WOW, KOIL Aid Each Other
By Wire Facilities

THE FRIENDLY relations be-
tween hard-hitting competitors in
Omaha were emphasized the past
week when a group of political en-
thusiasts wanted a special KOIL
program piped into a hotel where
KOIL did not have a wire. How-
ever, WOW had a wire there, and
WOW and KOIL are hooked to-
gether by wire. So the WOW wire
was used for the KOIL program.
Next day WOW was picking up a
special program from Lincoln, and
the wire went bad. KOIL had a
wire there, but wasn’t using it, so
by a little fast switching KOIL fed
WOW program.

Later WOW wanted to pick up
the Seventeenth Infantry band,
but its usual point for such pick-
up was not available. So, the band
was shifted to the Elks ball-room
where KOIL has a remote pick-up,
KOIL’s apparatus picked up the
band, ecarried it to the KOIL
studio, and fed it across the street
to WOW. This doesn’t mean that
the two stations have an alliance,
however; each knows a hundred
reasons why time should not be
purchased on the other.

THE FIRST hearing to be held
before the FCC on telephone line
rates for broadecasting has been
scheduled before the Telephone
Division on April 3. The case is
on protest of WCOA, Pensacola,
Fla., alleging unreasonable line
z_abes on its CBS network connee-
ion.

KGIR

BUTTE,
MONTANA
Reptizsonitatives

JOSEPH McGILLVRA | WALTER BIDDICK CO.
NEW YORK-CHICAGO ° PACIFIC COAST

8ing
Crosby
cBS

Ray

Hendricks
MBS

KFDY

in Spokane, Washington

Out Where the
Stars Begin

*

KFPY operates the KFPY Artists
. Bureau, the only artists bureau in

the Pacific Northwest ., ., .

and is

equipped to produce ANY type of

program.

REPRESENTATIVES
J. H. McGILLVRA, 485 Madison Avenue, NEW YORK
and Palmolive Building. CHICAGO
WALTER BIDDICK CO., 568 Chamber of Commerce Bidg.,
LOS ANGELES, and 601 Russ 8ldg., SAN FRANCISCO
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1000 Watts
Day and Night
(RCA High
Fidelity Equipment)

PROGRAMS

Basic NBC Red and
Blue Networks
First in Variety

Showmanship Rating

PUBLICITY

Daily in The Dayton
Daily News, Spring-
field News & Sun
]

National
Representatives
Sawyer-Ferguson-
Walker Co.
New York-Chicago-
Detroit

AGENCIES AND
REPRESENTATIVES

HOLLY SHIVELY has left the press
department of CBS in Chicago to
Join the radio publicity staff of Lord
& Thomas as assistant to M. Lewis
Goodkind. Prior to joining Columbia,
where she has had charge of pub-
licity for network accounts in Chica-
go and Mll_waukee, Miss Shively served
on the Chicago Herald &, Ezaminer.

SAMUEL G. WINGFIELD, former-
1;" of N. W. Ayer & Son Ine., New
lorlg,_has been appointed director of
publicity for Kenyon & Eckhardt Inc.,
New York.

DE GARMO-KILBORN Corp., New
York agency, has changed its name to
De Garmo Corp., following withdraw-
al of Orson Kilborn.

E. D. EDDY and Maurice C. Lodge
have joined the San Francisco offices
of Erwin, Wasey & Co., as account
executives. Eddy was formerly Los
Angeles manager of J. Walter Thomp-
son Co., and at one time headed the
agency of Eddy & Clark Inec., in Ak-
ron. Lodge was advertising manager
fgr Kirkman & Son, New York, for
eight years, and prior to that was
associated with Geyer Co.

ROBERT B. YOUNG, who for 12
years headed his own ageney in San
Francisco, has joined the Frederick
Seid Adv. Agency, that city.

GEORGE LYNNXN, formerly radio aec-
count executive for Doremus & Co.,
San Francisco, is directing publicity
for the Republican Central Committee,
in that city.

STANLEY BREYER has been added
to the staff of the Sidney Garfinkel
Adv. Agency, San Francisco, as pro-
duetion manager in charge of radio,
succeeding Miss M. S. Leib, resigned.

T
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Do You Know.

thut hy using WXVI's
Merchandising Servite
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. fiy L

WXYZ and
The Michigan Radic
Network . . . with
8 Stations in Michigan’s
8 Largest Cities

XYY

/l/ 5 C é/ﬂt /'/tlwaté

many manufacturers
have introduced new
praducts in Michigan

da
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" While the popularity of statian WXYZ creates
cansumer demand — WXYZ's merchandising
department gels the all important distribution
omong dealers. These two factors make possible
the many outstonding advertising and merchan-
dising successes ta which WXYZ can point with

pride. Write ar wire for full details.

KUNSKY-TRENDLE BROADCASTING CORPORATION

300 MADISON THEATER BUILDING...DETROIT

WM. G. RAMBEAU Co. Represeniatives, Home Office: Tribune Tower, Chicago " -
Eastern Office: 507 Chanln B49.. New York
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Haunted House Wanted

N. W. AYER & SON Inc,
New York, inserted a classi-
fied ad in New York news-
apers in a search for a
aunted house from which
the Eno Crime Clues pro-
gram could originate March
10. The phone number of
Prentice Winchell, writer of
the continuity and known to
the radio audience as Stewart
Sterling, was used in the
ads. Responses indicated that
Brooklyn and Astoria had
the most spooks. The Eno
program is scheduled to be
broadcast from a haunted
house. Winchell advertised
some months ago for real
Eskimos for a Lucky Strike
Red Trails program then on
NBC.

FREEMAN KEYES, who has been
general manager of Philip O. Palmer
& Co. Inc., 'Chicago, since Mr. Pal-
mer’s death last fall, has joined Hays
MacFarland & Co., Chicago, as radio
director.

ARTHUR SIMONXN, formerly with the
NBC treasurer’s office, New York, has
temporarily assumed charge of the
radio ' department of Faraon J. Moss
& Associates, Los Angeles agency. He
will return East in May.

LELAND L. LEVINGER, for the
last five months account executive of
WYA, San Francisco, has joined the
staff of D’Evelyn & Wadsworth Ine.,
that city, in a similar capacity, and
will service radio along with other
accounts. ‘Wayne Wooldridge has re-
sumed the KYA post after a six-month
illness.

WARNER - CLIFTON Adv. Agency,
San Franecisco, has been dissolved,
and W. S. (Pat) Warner has organ-
ized his own agency under the firm
name of W. S. Warner Co. A. T.
Clifton, partner in the defunct agen-
cy, has not announced his plans.

ALLEN G. MILLER of the Miller
Adv. Agency, Grand Rapids, who
writes and announces his own pro-
gram over WOOD-WASH, Grand
Rapids, acted as master of ceremonies
at a special stage show featuring the
Boone Players of WOOD-WASH and
the ten winners of the WOOD-WASH
amateur finals. The show, arranged
for the annual dinner of the Grand
Rapids Advertising Club, was pro-
duced by the Miller Agency and the
Boone Players. Among guests of the
Club was Stanley Barnett, manager
of WOOD-WASH.

REISS ADVERTISING, New York,
has moved to the RKO Building, 1270
Sixth Ave.,, New York.

TAX
FREE
DANCE
MU§IC

LANG-WORTH
FEATURE PROGRAMS

420 Madison Ave.
New York

KENNETH FICKETT, formerly of
the program staff of WOR, and
Irving Mitchell, who has been en-
gaged in theatrical and radio work
on the West Coast for the last eight
years, have joined the radio depart-
ment of Batten, Barton, Durstine &
Osborn Ine., New York. Mr. Fickett
was a member of the BBD & O radio
staff prior to joining WOR. They
will handle radio continuity and
production work.

A. N. HARTSHORNXN, formerly with
J. Walter Thompson Co. in New
York, has joined the copy depart-
ment of Hughes. Wolff & Co. Inc.,
Rochester, N. Y.

ARTHUR KASS, formerly in charge
of sales for Peter Dixon & Associ-
ates Inc., has established offices and
studios at 221 W. 57th St., New
York, as radio advertising consultant.
Associated with him are Sue Tohrner,
radio talent agent, and Estelle Wolff,
of the New York University School
of Advertising.

DUDLEY H. MUDGE, recently di-
rector of advertising and new prod-
uet developments for Libby, MeNeill
& Libby. Chicago, and formerly of J.
Walter Thompson, has joined Young
& Rubicam Ine. in an executive ca-
pacity in its New York office.

HENRY HAYWARD, New York
head of F. Wallis Armstrong Co., ac-
companied the Burns & Allen unit to
Hollywood in February but expected
to return early in March.

MARGARET LEWIS, radio execu-
tive of Advertising Arts Agency, Los
Angeles, and president of the Los An-
geles Advertising Association of Wo-
men, in February joined Boyd-Cum-
mings Inec., Los Angeles.

New Radio Headquarters
Started in Hollywood by

J. Walter Thompson Co.

J. WALTER THOMPSON Co. late
in February began reconstruction
of a building adjacent to the NBC
Hollywood studios for its radio ac-
tivities, with the completion date
set for April 1. The two-story
structure is located on the NBC
grounds and was formerly an an-
nex of the Consolidated Film Lab-
oratories, occupants of the prop-
erty before the NBC lease.

Reconstruction will consist largely
of inside decoration. The building
will house the complete radio depart-
ment of the agency, but the gen-
eral business of the firm will con-
tinue to be handled at the down-
town headquarters. The building
will be used largely for office space,
but will also have conference
rooms, a rehearsal hall and audi-
tion room.

Danny Danker and Herb Pole-
sie, in charge of talent for radio
shows of clients, will make head-
quarters at the new location but
will operate a sub-office in the
Roosevelt Hotel, Hollywood.

The present radio production
quarters on North Plymouth Blvd.
will be abandoned in favor of the
new loeation, with Calvin Kuhl con-
tinuing in charge of production, as-
sisted by Samuel Moore, chief
seript writer. Frank Woodruff and
Ed Rice, formerly with the New
York office, will do dramatic and
continuity work respectively.

ADIO STATION
EPRESENTATIVES

WALTER BIDDICK CO.

568 Chamber of Commerce Bldg., Los Angeles
1358 Russ Bldg., San Frascisce, California
1038 Exchange Bldg., Seattls, Washington

619 Charles Bidg., Denver
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RADIO ADVERTISERS

NATIONAL FRUIT & VEGETA-
BLE EXCHAXNGE, New York (co-
operative marketing organization) has
appointed Gardner Adyv. Co., New
York, to handle its advertising. A ra-
dio campaign is contemplated.

UNITED STATES TOBACCO Co,
New York (Dill's Best and Model
smoking tobacco) has appointed Ar-
thur Kudner Ine., New York, to han-
dle its entire advertising account, in-
cluding the Pick and Pat show on
CBS. The Kudner akency took over
the account on Feb. 19.

WHEATEXNA Corp., Rahway, N. J.
(cereals) effective March 10, has ap-
pointed Rohrabaugh & Gibson, Lin-
coln Liberty Bldg., Philadelphia. to

- handle its advertising.

PHILLIPS PACKING Co., Cam-
bridge, Md. (canned soups and other
foods) has appointed Blackman Adv.
Agency, New York. to handle its
advertising and merchandising activi-
ties except in Philadelphia and the
South Atlantic States. John B. Bis-
sell is the account executive.

BEYER Ine., Lockport. N. Y. (styp-
tic powder) has named Tyler Kay Co.
Inec.,, Buffalo, as its agency and is
planning to yse radio along with other
media.

VESTAL CHEMICAL LABORA-
TORIES Inc., St. Louis (Wax-Rite)
has placed its acecount with Clifford F.
Broeder Adyv. Agency, St. Louis.

REINSCHILD CHEMICAL Co., New
Rochelle, N. Y. (Regulin remedy) has
named Arthur H. Fulton Co., New
York, as its agency.

JULIUS GROSSMAXN SHOES Corp.,
New York (Pedemode shoes) has ap-
pointed Gussow, Kahn & Co. Inec.,
New York, as its advertising counsel.

NESTLE-LEMUR Co., New York
(hair lotion) is advertising through
Calkins & Holden, New York.

SWEETS Co. of America Inc., New
York (Tootsie Rolls) has named
Reese, Rossiter & Co., New York, to
service its account.

CAROLINA POWER & LIGHT Co.
is broadcasting the Charlie Chan
transeription serial thrice weekly on
WPTF, Raleigh, N. C.
GRIESEDIECK-WESTERN BREW-
ERY Co., Belleville, Ill. (Stag beer)
has appointed J. Walter Thompson
Co., St. Louis, as its agency.

E. A. KLINE & Co. Ine, New York
(Medalist cigars) has appointed Mor-
ton Freund Adv., New York, to han-
dle its advertising.

FINE PRODUCTS Corp., Atlanta, is
advertising & number of its products
through Gottschaldt-Humphrey Inc.,
Atlanta, but Thomas’ meat sauce is
not among them, as incorrectly stated
in the Feb. 1 issue.

7 out of 10

Listeners to
BUFFALO STATIONS

tune in

WGR or WKBW

between 5 and 7 P. M.
says Ross Federal

BUFFALO BROADCASTING
CORPORATION
RAND BUILDING, BUFFALO

Represented by
FREE & SLEININGER

KRAFT MERCHANDISING—
Kraft Phenix Cheese Corp., with
an NBC- WEAF weekly hour, pro-
motes the program on lids for
cheese¢ jars by using this display,
in red, white and blue.

JOHN P. HARDING Ine., Chicago
(meat packers) has placed its aceount
with Russell C. Comer Ady. Co., Chi-
cago.

KEN-RAD Corp., Owensboro, Ky.
(radios) has shifted its account to
Douglass Allen & Leland Davis Ine.,
Cincinnati.

FASHION FROCKS Ine., Cincinnati,
is advertising through Keelor &
Stites Co., Cincinnati.

JOLIE COSMETICS Corp.,, New
York, has named Moore & Hamm Ine.,
New York, as its agency.

SPAIDE SHIRT Co., Butler, Pa., is

advertising through Carr Liggett Inc.,
Cleveland.

CALWHEY Co., San Francisco (Cal-
whey) has named Chas. R. Stuart,
that city, to service its account.

SM FOREIGN NEWS
Events Abroad Are Dramatized
By Large Cast

UNDER the title America’s Flag
Abroad, WSM, Nashville, has in-
augurated a dramatic portrayal
of foreign news items. Continuity
is checked by the Department of
State. With a cast of 40 taking
part, the first program laid the
foundation for American diplo-
macy, reenacting the first great
American diplomat’s greatest tri-
umph: Benjamin Franklin's sue-
cess in gaining the support of
Erance during the Revolutionary
War.

After a brief opening announce-
ment, headlines covering current
foreign news in each of several
countries are read. Suitable music
follows, with further explanation,
and then the dramatization is be-
gun.

ALLEN CHEMICAL Co., Toledo
(sinus remedy) has named C. E.
Rickerd Adv. Agency, Detroit, to serv-
jce its advertising account.

BALDWIN PIANO Co., Cincinnati,
has named Chester C. Moreland Co.,
Cincinnati, as its agency.

BLUE VALLEY CREAMERY Co.,
Chicago, has placed its account with
John H. Dunbham Co., Chicago.

E. L. BRUCE Co., Memphis (Termi-
nex) has appointed Raymond Powell
Co., Memphis, as its agency.

HAMILTON CARHARTT COTTON
AMILLS Ine.,, Detroit (work gar-
ments) has placed its advertising with
Maxon Ine., Detroit.

March 1, 1936 * BROADCASTING
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UNITED
STATES
RECORDING
COMPANY

WAX
RECORDING
SERVICE

Master - Electroplate
Stamp. 50 copies as
low as $98.00.

Satisfactory quality or
you do not pay.

New Process

DIRECT RECORDING
SERVICE

Airchecks — Auditions
Program builders on
black Acetate. Quality
comparable to wax re-
cordings.

“Off The Air”

16 min. as low as $2.76
30 « w400
45 - « « o« 600
60 w w o« g

Fully equipped to handle
four programs simul-

taneously.

ARTIST
AND SCRIPT
SERVICE

Reasonable rates for ex-
cellent talent. Give us
your problems or ideas.
We will adapt them to
script and render a re-
corded test within 48

hours.
[
FREE FREE

Noncommercial, sustain.
ing, educational and
semi - educational tran.
scriptions.

Non Political.
¢

NAtional 2975
633-636 Earle Bldg.
WASHINGTON,D.C.
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Standard Radio Releases

Library of Sound Effects

ENTERING an entirely new field,
Standard Radio, Inc., Hollywood,
announces it will release a library
of sound effects on or about March
15. The initial release will con-
sist of 20 double-faced 78 rpm 10-
inch discs. These will be manu-
factured by RCA-Victor and all
pressings will be on Victrolac.

There is no intention on the part
of Standard Radio to compete on a
quantity basis with sound effects
records now on the market, accord-
ing to Seth Ely, Standard Radio
president. Don Allen, sound ef-
fects engineer at Warner Bros.
station KFWB, Hollywood, came
to Standard Radio March 1 to
handle actual production of the
effects, work on which has been
in progress for over six months.
The experience of film studio ef-
ects experts, together with work-
ing radio production men, will be
used in making the best effects
possible. The Standard effects will
be available with labels in several
different languages.

GUNTHER BREWING Co., Balti-
more, will sponsor baseball and
racing news seven days weekly on
WBAL, with Don Riley as com-
mentator. I. A. Goldman & Son,
Baltimore, is the agency.

Business Is Good in

Gadsden, Alabama
WJBY

B. H. Hopson — Pres.
J. W. Buttram — Mgr.
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How They Listen According to Income Levels

Science Meters the Radio Audience
(Continued from page 7)

by 6% of all radio sets. If the
same people listen every time the
program is broadcast, then only
6% of the potential audience is
reached. On the other hand, if the
program is broadcast five times a
week, and if different people listen
every day, 30% of all radio-
equipped homes may be reached in
a single week. For every program
the true situation lies somewhere
in the wide range between these
two extremes. But where? Since
in the Boston survey the Audi-
meters were installed in individual
homes for one-week periods, it has
been possible to figure out how
large a turnover of audience has
been attained by programs broad-
cast more than once a week. By
making installations for monthly
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One announcement made at 7:57 p. m., Jan. 7, 1936,
over KSO and WMT netted 4,278 pieces of mail

Ch% BASIC

KRNT

Brn Muinas

WMT linked with either KSO or KRNT forms the Iowa Network

periods, similar turnover data can
be worked out for programs broad-
cast once a week.

There appears to be an increas-
ing demand among advertisers for
facts which will help them to do a
more effective job. Advertising will
probably never be reduced to the
same scientific basis as bridge-
building. But science and engi-
neering are, after all, made pos-
sible primarily by the advisability
of methods for exact measurement,
in objective terms, of such pheno-
mena as weight, volume, area, or
count. To the extent that more
kinds of measurement and more
precise measurements are made
available, the more nearly will the
art of advertising approach a
science. And as this happens, a
great deal of the waste which is
today based on the necessity of us-
ing guesswork may be expected to
be eliminated.

Chandu Series

EARNSHAW - YOUNG Inc., Hol-
lywood, corrects an item appearing
in the Feb. 15 issue of BROADCAST-
ING relative to the transcription
serial Chandu the Magician. The
firm states that the series was cre-
ated, produced and placed by it
and is still its property. The pro-
gram is currently being released
over a number of stations here and
abroad and new releases are under
negotiation or definitely under con-

(UE)

THE TRADE MARK OF

ACCURACY, SPEED

AND INDEPENDENCE
IN WORLD WIDE NEWS
COVERAGE

UNITED PRESS

FOR DOMINANT NEWS COVERAGE

BEGINNING the week of March 2,
the music and continuity of the M usi-
cal Clock, NBC Thesaurus feature,
will be arranged so that each pro-
gram may be divided into two half
hour periods—each half hour a separ-
ate program in itself. It will be nec-
essary omnly for station announcers to
break the program where indicated
and close with the signature and final
announcement.

STANDARD RADIO Inc.,, Holly-
wood and Chicago, announces the ad-
dition of WIL and WLBF during the
past month to the list of Standard
Library subscribers. The Sons of the
Pioneers, a transcribed series pro-
duced by Standard Radio Inc., has
been %urchased by WBNY, WBNS,
WHBU, WDBJ, KGCX, WATL,
KVOE, KDLR, WQBC, KXYZ.

DECCA RECORDS Inc., New York
disc firm, has completed a series of 13
quarter-hour transcriptions for Dodge
autos, using Harry Richman, Ger-
trude Niesen, Howard & Shelton, Tim
& Irene, Kay Thompson and Frank
Parker. Goodrich Tire Co. has re-
corded a series of 13 quarter - hour
disecs of B. A. Rolfe and orchestra,
Mills Brothers, Boswell Sisters and
masked tenor. Mennen Co. has re-
corded 13 ome-hour shows titled Fa-
mous Jury Trials.

MAcGREGOR & SOLLIE Inc., San
Francisco transcription firm, is cut-
ting a series of ten announcements
for Philco Radio & Television Corp.
of California, in San. Francisco, to be
placed on Pacific Coast stations in a
test campaign. The transcription con-
cern has also started cutting a series
of political speeches for the Republi-
can State Committee of San Fran-
cisco. New stations subscribing to the
MacGregor & Sollie library service
since Jan. 1 are KIRO, Seattle; KIT,
Yakima, Wash.; KIUP, Durango,
Col.; KGIW, Alamosa, Col.; KIDW,
Lamar, Col.; KIDO, Boise, Id.;
KENF, Shenandoah, Ia.; KSCJ,
Sioux City, Ia.; KLPM, Minot, N.D.;
KGGU, Mandan, N. D,.; KRLH, Mid-
land. Tex.; KTAR, Phoenix, Ariz.;
KICA, Clovis, N. M.; KMMJ Clay
Center, Neb.; WIL, St. Louis;
WRAK, Williamsport, Pa.; KALB,
Alexandria, La.; and WOCL, James-
town, N. Y.

THE transcribed contract bridge se-
ries of the Culbertson system, 78 epi-
sodes of which were recorded by
Transcription Service Bureau, Holly-
wood, have been placed on 16 sta-
tions as well as in Australia. Mer-
chandise tie-ins called for lesson sheets
of which several thousand were dis-
tributed through local sponsors where
the series was used. The Bureau, op-
erated by C. C. McIntosh, was discon-
tinued in February when he merged
with his brother who operates a Los
Angeles transcription business as R.
U. MecIntosh & Associates, and be-
came office manager of the organiza-
tion. The firm will add the series to
its catalog list and will distribute
through its branch offices in Chicago,
New York and Dallas.

SHORT talks by leading economists
are being recorded by Decca Records
Inc. under the auspices of the Econo-
mist’s National Committee on Mone-
tary Policy.

RAYMOND R. MORGAN Co., Hol-
lywood, announces that Ex-Lax Inc.,
has renewed its contract for the Mor-
gan - produced transcription program
Strange As It Seems, by John Hix.
Joseph Katz Co., Baltimore, is han-
dling the account.

The Building Boom is
reflected by still better
business conditions in

MISSOULA MONTANA
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Representatives: John Blair & Co.
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;FCC Acts to Bar
Coaxial Monoply

|Facilities Must Be Available to
Those Properly Equipped

STRICT barriers against any mo-
nopoly use in television of the
A, T. & T.’s proposed experimental
New York-to-Philadelphia instal-
lation of the coaxial cable were
erected by the FCC in a revised
order Feb. 26 authorizing the
project with a certificate of public
convenience and necessity. A. T. &
T. and New York Telephone Co.
which will operate the experi-
mental installation, were ordered
to accept the terms of the FCC
within 30 days and to commence
the cable’s construction by July 1,
1936. It was indicated the A. T.
& T. would accept the terms.

To guard against monopolistic
use of the cable for television the
FCC stated that the telephone
companies “shall not make any
unjust or unreasonable discrim-
ination or undue or unreasonable
preference between different per-
sons equipped with suitable fa-
cilities for the transmission and
reception of television.” The co-
axial cable, which may provide
the medium for nation-wide chain
television broadcasting, will be in-
stalled for testing over the 90-mile
stretch between New York and
Philadelphia. The location ‘is re-
garded as significant in television
development because the three
American leaders in the visual
broadcasting field — RCA, Philco
and Farnsworth — are conducting
their operations in those two cities.

No Preference Allowed

DURING the standardization or
test period of the cable the A. T.
& T. shall not “make or give any
undue or unreasonable preference
to any television system so as to
exclude any other available and
practical television system,” it was
ruled. The order provided that the
A. T. & T. report every 60 days
to the FCC on the persons request-
ing and granted television or fac-
simile experimental transmission
use of the cable, together with the
number of days and hours and the
time and place of their tests and
the terms and conditions for such
work.

The FCC noted that witnesses

| and counsel for the A. T. & T. in

the three cable hearings, includ-

| ing Dr, Frank B. Jewett, president
| of the Bell Telephone Laboratories,

had emphasized that the telephone
company had no idea of discrim-
inating against any television ex-
perimenters in the use of the cable
for transmission or reception with
suitable apparatus. The Commis-
slon recognized in its findings that
the A. T. & T. “obviously” had to
have standards on the apparatus
used by television eyperimenters

jon the cable to protect its facili-

ties.

The FCC report referred to a
brief filed by the NAB which
urged that if the line is installed
it be made available upon equal
terms to all. “A principal cause
of concern is an  apprehension,”
the FCC commented. “that some
advantage over others might be
obtained” by the A. T. & T. With
respect to the future use of the
circuit for television. The Com-
mission ordered that complete re-
ports on the physical progress of
the cable and on expenditures be

Listening Is Free

THE enthusiasm is strong
but the talent a bit weak on
the Sunday afternoon child
band concert sponsored on
WMT, Waterloo, by Shanks-
Adams Music Co., the per-
formers having taken music
lessons only three months.
The program is designed to
boost interest in junior music
circles. Recently a listener to
the remote broadcast spent
several minutes complaining
about it on the phone to
George Olson, control opera-
tor, who finally asked the
phoner’s name, “After think-
ing it over we might want to
refund your money,” he said.

Colgate’s Ziegfeld Series

COLGATE - PALMOLIVE - PEET
Co., Jersey City (Palmolive soap)
on Feb. 22 started its new Zieg-
feld Follies series on a CBS net-
work, Saturdays, 8-9 p. m., replac-
ing the Palmolive Beauty Box The-
ater. The Feb. 22 program was in
the nature of a stop-gap program
due to the illness of Fannie Brice,
Follies’ star. Minerva Pious sub-
stituted for Miss Brice. Al Good-
man, orchestra leader, also was
absent due to illness, with Gus
Haenschen conducting in his place.
James Melton and Patti Chapin
are other artists on the program.
Benton & Bowles Inc., New York,
is the agency.

DON ALLEN, formerly of KFWB,
Hollywood, has been placed in charge
of production and marketing of the
new sound effects library to be made
available March 15 by Standard Ra-
dio Inc.

made every 60 days and that all
costs during the experimental stage
be kept in a suspense account.
Quarterly reports on the engineer-
ing and operating activities of the
new cable system were also or-
dered. The FCC will consider the
question again before the cable
is placed in commercial use.

The coaxial cable installation
was first proposed by the A. T.
& T. last July and in August the
FCC issued an authorizing order.
The A. T. & T. requested a rehear-
ing on Oct. 29 and the Commis-
sion held two sessions, Nov. 25 and
Jan. 6, to delve fully into the ex-
perimental and potential commer-
cial uses of the cable.

BEST BY TEST

Now You Be The Judge
100% shadowgraphed Needles

Your transeriptions are at their best
with the best needies.

Eliminate surface nolse by using necdles
made to fit the requirements.

Steel Cutting Needles for Acetate.

Playback Needles for all Transcriptions.

Mfg. by
W. H. BAGSHAW (O,
Lowell, Mass.

Dist. by

Send
for
Samples

H. W.
ACTON Co.
370
7th Ave, 1

New York °
City

Agency Takes Manager

WITH the resignation of Roland
Trenchard as manager of WHOM,
Jersey City, to take charge of the
foreign language department of
Bess & Schillin Inc., New York
agency, Miss Anne Clancy has been
promoted to assistant to Harry
O’Mealia, WMOM president. She
will also bear the title of station
manager, being elevated from the
program directorship which she
has held for the last five years.
Mr. O’Mealia also announced the
prommotion of Don Lurkin from an-
nouncer to publicity director.

Wyeth Expanding
WYETH CHEMICAL Co.,, New
York (Jad salts) will launch Miss
Wiggs of the Cabbage Patch as a
live show on WHN, New York,
March 2, 6:45-7 p. m., on a five-
weekly schedule, 'Mondays thru
Fridays, inclusive. It is the same
script used on CBS earlier this
year. An extensive disc campaign
will be placed on many stations in
the near future. WBS is to make
transcriptions of the live WHN
programs off the wire. Blackett-
Sample-Hummert Inc., New York,
is the agency.

Wildroot Adds Discs

WILDROOT Co. Inc, Buffalo
(hair tonic) is using WBS tran-
scriptions on WJR, Detroit; WHK,
Cleveland, and KMOX, St. Louis.
The talent is the same as the CBS
network show, Ted Husing and the
Charioteers, and the discs were re-
corded off the wire from CBS stu-
dios in New York. Batten, Bar-
ton, Durstine & Osborn Inc., New
York, is agency.

RADIO
OUTLINE MAPS

of the

UNITED STATES

Every city in the U. S. having
a radio station as of January
1, 1936, is shown ., . . Time
zones are indicated . . . The
reverse side of the map carries
a complete log of broadcast
stations, alphabetically by state,
city, and call letters, with wave
lengths and powers shown.

The map is 17%x11l5 inches,
printed on white ledger paper
that permits the use of ink.

PRICES
25 Copies ————_______ $2.00
50 Copies .__________ $3.75
100 Copies —_______ __ $5.00
200 Copies —__________ $9.00
Single Copies —________ 10c

National Press Building
Washington, D. C.
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® Join the parade.

PITTSBURGH

STEEL LEADS
A PARADE

® Steel and associated industries are leading
the industrial parade.

® Steel means PITTSBURGH.
® DPittsburgh means WCAE.
® WCAE means INCREASED BUSINESS.

SPOT your advertising
NOW! In Pittsburgh! On WCAE!

BASIC NEC RED NETWORK

National Representative
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To Give
Greater Value!

A NEW BINDER has been pro-
duced, and we have contracted for
a supply, which we believe answers
your filing and library needs. It
is neat and convenient. It is bound
like a book—looks like a book in
every respect except that you can
snap each current jssue for a year
into the cover and remove it at
will. The narrow binding wire does
not cut or mutilate the copies in
any way.

S$6p00O
POSTPAID
(Your Name in Gold 25¢ Extra)

National Press Bldg.,
Washington, D. C.

PROGRAM NOTES

WNOX, Knoxville, celebrated the fa-
vorable TVA decision of the Supreme
Court with three special programs.
The first, an hour and a half of
speeches and musie, went on 20 min-
utes after the news reached Knox-
ville headquarters of TVA. It was
held in a vaecant building downtown.
A fleet of 10 taxies brought the 53-
piece Knoxville High School Band,
and the station’s 14 - piece sustaining
hill billy band alternated in selections.
The second show was in informal cele-
bration starting at 7:30 p. m. in the
ballroom of the Andrew Johnson Ho-
tel. Lowell Blanchard, chief announc-
er, conducted the show The third
went on the following Sunday. Called
TVA—Land of Prom:se. it stressed
the future possibilities of the Tennes-
see Valley Twelve ministers spoke,
with music by a WNOX quartet.

PROCEEDS of the WKBZ Roundup,
broadeast by the Muskegon, Mich.,
statlon, are divided among those tak-
mg part The programs utilize the sta-
tion’s sustaining talent and the show
is a sellout every week.

THE Comedy Script Writers’ Forum
on WMCA, New York, and Inter-City
Group, uses six or seven amateur
seripts in the quarter-hour period,
each seript being 60 seconds long.
Twenty-six actors were used in a re-
cent program to take the different
parts. Authors are introduced to the
air audience.

KGGC, San Franciseco, is receiving
favorable comment from individuals
as well as civic and church organiza-
tions for its policy of deleting all
crime from its news and editorial
broadecasts. Luther L. Putnam, com-
mentator, who presents these features,
eliminates all stories of criminal acts
that might lead to the glorification of
crime in the minds of youthful lis-
teners.

THE SALE

actual sale and order.

merchandising problems,

cast field generally.

never ends.

HOLLYWOOD OFFICE
1509 N. Vine Street

NEVER ENDS

When you buy a transcribed radio program from the Radio
Transcription Company of America,

TRANSCO doesn’t merely sell you an order of wax dises.
It sells you a service that begins, and doesn’t end, with the

The organization’s travelling representatives call on our
clients regularly throughout the year with advice on radio
information about TRANSCO
grams, and even with up-to-the-minute news from the broad-

The firm supplies envelope stuffers, artistic creations done
with art in colors, for all of its programs. Then there is the
publicity sheet that tells about the program and artists for
use in making your commercial announcements or for news-
paper publicity. The catalog sheets contain more vital infor-
mation about the different productions. Personal letters answer
promptly any specific inquiries you may care to ask.

These supplementary aids are just a sample of the service
that this transcription firm gives to its clients,
The Radio Transcription Company is not satisfied
to just deliver the recordings.
assist the stations to sell the program.

RADIO TRANSCRIPTION COMPANY

OF AMERICA, LTD.

“the sale never ends.”

pro-

The sale

It must, and will, continue to

CHICAGO OFFICE
® 666 Lake Shore Drive
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WMCA ON THE AIR — That’s
what a neon sign tells crowds at
remote broadcasts of this New

York station. The idea was con-
ceived by Donald Flamm, WMCA
president. Here is Postmaster Gen-
eral James A. Farley speaking at
a recent affair, with the neon sign
at his right.

BECAUSE Charlotte, N. C., has lost
1ts minor league baseball club WBT
is arranging to make the Washingtén
Senators, nearest major league team,
the Charlotte home team and is dis-
cussing plans for play-by-play aec-
counts with prospective sponsors.

WHIQ, Dayton, celebrated its first
anniversary in February with an hour
broadcast which covered all remote
pickups including a police court trib-
ute and a street program. In the year
WHIO's NBC commercial programs
have risen from eight to 39 hours a
week.

A NEW participating commerecial on
WHK, Cleveland, for housewives is
GGossip by Gibbons, with Guilbert Gib-
bons, staff announcer famed for sports
and special events broadcasts as com-
mentator. Gibbons started off the
series by explaining that he didn’t
know a thing about the problems of
housewives and that he would depend
on them to keep him posted and an-
swer each other’s questions, which
they are doing.

WHEN the College of Puget Sound
recently held a forensic tournament
for high schools, KVI, Tacoma, broad-
cast the winners. Schools from more
than 16 cities and towns' in Western
Washington entered teams in the de-
bate division and one or more speak-
ers in the extempore contest.

WMCA, New York, last month ob-
served the first anniversary of its Foxz
Amateur Hour. A gun is used instead
of a gong, the theater lights turning
green while a siren whines, a song
Jingles and an ambulance drives out
on the stage to pick up the victim.

During
1934
Hawaiian
Imports

From U. S
Am oun ted
to $250,000 Per Day.

L 4
KGMB is the best adver-
tising buy in this typical American
Matket.

KGMB

HONQLULLY HAWAII

FRED J. HART, Presidest and Genarst Manrger

SAN FRANGSCO OFFKE, CALIFORNIAN HOTEL
Reprosentotive ¢

ONOUEST ALLIANCE COMPANY
N!'YQLSI!MADGONAVL CHIKAGO. 100 K. LaSALLE ST

UTAH POWER & LIGHT Co. has
inaugurated the Melody Master on
KDYL, Salt Lake City, using dra-
matic cast, mixed chorus and string
ensemble for a Monday half-hour pro-
gram. Another new KDYL program
is The Society Column of the Air,
sponsored by Crawford & Day, home
furnishers. Miss Evelyn Blood, daugh-
ter of Governor Henry H. Blood, is
cast as Alice True, editor of the col-
umn.

LIVE TALENT has replaced tran-
scriptions on the first half of the daily
one-hour %ogram for Drug Trade
Produects, Chicago, over WBT, Char-
lotte, N. Dick Hartman and bis
Tennessee Ramblers, Holly Smith and
Johnny McAllister received the call.

FOR middle-aged and elderly listeners
WHEK, Cleveland, has started a week-
ly program tltled When You and I
Were Young, with organ and voealist.

KSFO, San Francisco and Oakland,

has a program with a ecast spread i

over seven miles across the San Fran-
cisco bay. The Tuesday night min-
strel show, Georgia Jubilee, is aired
simultaneously from the San Fran-
cisco and Qakland studios, with music
and dialogue interchanged aecross the
span between. Ralph Edwards, an-
nouncer in the San Francisco studios,
is master of ceremonies.

KROW, Oakland, Cal., has a unique
morning program, Commuters Clock,
which serves a double purpose. It
provides accurate “watch setting” time
and also calls attention to San Fran-
cisco commuters to train schedules.

WNBX, Springfield, Vt., and WFEA,
Manchester, N. H., were hooked up
for the colorful pageant opening the
Dartmouth Winter Carnival, the pro-
gram being sponsored by the Dart-
mouth Cooperative Society of Hanover
(skis). Broadcast Builders Inc., Han-
over, merchandised and produced the
program. Harry Ackerman, of NBC,
was guest announcer, and Ray Knight,
NBC artist, was carnival queen Judge
Fred Wheeler, manager of WNB

and Charles E\'ans, manager of
WPFEA, assisted in arrangements.

TO OBTAIN cooperation of the ra-
dio audience in discovering the cause
of reception interference WPTF, Ra-
leigh, N. C., is broadcasting a series
of talks in which the public is asked
to report reception problems. Civie
bodies, a local newspaper, radio stores
and electric companies are cooperating.

PAGE BOYS at WBBM, Chicago,
are all studying for radio careers.
Bob Kania wants to be an engineer
and spends his spare time following
engineers around on remotes. Al
Goodwin sticks close to his type-
writer and has his eye on a continu-
ity writer's job. Ben Kirk pores over
coverage maps and rate cards, aiming
to be a salesman. James Wilson, who
hopes to get a chance at production,
has already taken the first step by
purchasing a stop watch.

THE FUNERAL service held for
Albert C. Ritchie, four-time Governor
of Maryland, was broadcast direct
from Christ Protestant Episcopal
Church by WBAL, Baltimore, giving
Marylanders, lsolated by conditions
made by recent storms, an opportunity
to pay their final respects to Mary-
land’s leading citizen. Immediately
following ‘news of the. death, Edwin
M. Spence, general manager of
WBAL, made preparations to broad-
cast the same evening a memorial pro-
gram, 1ncludm° Gov. Harry W. Nice,
Herbert R OConnor, Attorney Gen-
eral, and Dr. Hugh H. Young.

ey T ] e e

— -

1

NORFOLK, VIRGINIA}

National Edward Petry & Co.@ )
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A HISTORY of early California. Gold
Rush Days, is sponsored on KFRC.
San Francisco, three nights weekly by
the Albert S. Samuels Co., (jewelers
& optometrists), that city. with Louise
Taber as commentator.

RCA - VICTOR dealers broadeast a
small edition of the Major Bowes
amateur program when the Major's
No. 8 amateur unit visitel Tampa in
February. The feature was sponsored
on WILA-WSUN.

WERAIL. Baltimore. cooperated with
state police and relief agencies in obh-
taining aid and providing information
for isolated inhabitants of Smith and
Tangier islands in Chesapeake Day.

KXNX. Hollywood, on Teb. 29 staged
a four-liour program from midnight to
4 a. m. (PST) in cooperation with
the Newark News Radio DX Club. An
international tinge was added to the
broadeast by speeches from foreign
consuls stationed in Los Angeles. Stu-
dio talent and motion pictire names
were used for the entertainment fea-
tures.

KHJ, Los Angeles, has increased its
daily news periods to six with the ad-
dition of a midnight quarter-hour pro-
gram. The station is now on the air
19 hours a day.

AYN ever-increasing volume of mail is
being pulled by Edward Hoffman Co..
St. Paul furniture dealer. using the
Hearth & Home transeription series
of the Mid-West Recordings Ine.. on
WTCN, Minneapolis. The dise series
is designed particularly for furniture
stores.

THEY like hillbilly aets so well in
metropolitan New York that requests
for studio passes to WMCA for Zeke
Manner and His Gang must be made
ten days in advance, even though the
show is heard in mid-day, The pro-
gram goes on twice daily at 11 a. m.
and 2 p. m., and is piped to the Inter-
City Group.

TO PERSUADE tardy motorists to
buy their 1936 city and driver’s licen-
ses. James A. Taylor, license commis-
sioner of Kansas City, called on
WHE for aid. Announcements made
before the morning municipal court
pmadcasts brought an immediate
jump in license sales.

LISTENERS of WOR. Newark. vote
on their favorite amateur compositions
in a song-writers’ contest started Feb.
20 by the station. Only unpublished
amateur songs are heard. PPat Ballard
and Charlie Henderson are in charge
of the series.

LYMAN MANNING, political writer
and lecturer, is believed to be radio’s
first woman polmca] commentator,
having started a series of programs on
WNEW Newark. She gives the wom-
an’s viewpoint in her comments.

JIMMY EVANS is broadeasting a
summary of high school, preparatory
and parochial school sports events
three evenings a week over WEBBM,
_Chlcago. The program also features
interviews with prominent prep stars.

DRAWING of places for the world’s
championship sled dog derby last
month was staged in the studios of
LNH. Laconia, N. H.. and the pro-
ceedings were broadcast. Mushers
from all over the United States and
Canada were present, with several
hundred persons observing the cere-
g]_onies. The Derby was fed to Inter-
ity.

A SERIES titled Romance in Busi-
ness, scheduled for 26 weeks, started

Feb. 16 on KTUL, Tulsa. Spousor is
Mid-West Chevrolet Co., and dramati-
zations of the rise of Tulsa retail
stores is presented by cast of five. The
client also plans another type quar-
ter-lll(our show for three times during
week.

DON WILSON, NBC announcer,
and Harry Conn, writer of the
Jack Benny scripts, have bought a
race horse which they have named
Jack Benny.

A NOTE—These
six decibel meters of a new type
are operating continuously for a
year in the Weston Electrical In-
strument Corp. laboratory, check-
ing the signal characteristics of
WOR, Newark. They are operated

NEVER MISS

by a fixed frequency receiver

turned on last June.

EQUIPMENT

WKBZ, Muskegon, Mich,, has in-
stalled new Brush crystal mierophones
throughout, ineluding remote equip-
ment and Brush pickups are bheing
purchased for records and transerip-
tions. The microphones are of the
larze non-diaphragm 24 -cell erystal
type.

KYA and KGGC. San Fraucisco,
have installed new Hammond pipe or-
gans purchased from Sherman Clay &
Co., that ecity. WHDB, Kansas City,
has also installed a Hammond organ.

WELA-WSUN, Clearwater-St. Peters-
burg, Ila., has purchased a General
Radio 730-A transmission monitoring
assembly for installation at the Bay-
view output station,

KI'XM, San Bernardino, Cal,, is
planning to remodel its transmitting
equipment under the direction of Paul
Oard, chief engineer. Changes will
embrace replacement of ecrystal con-
trol units, buffer stages, oscillator cir-
cuits, ete., with latest composite equip-
ment.

A NEW Waurlitzer pipe organ, em-
bodying every development of modern
pipe organ science and designed es-
pecially for radio use, will be installed,
tuned, tested and ready for operation
in Studio G of the NDBC Chicago
headquarters shortly after March 1.

MUSIC students at Tennessee
Polytechnic Institute have been as-
signed the Lawrence Goodman

Pianologue on WSM, Nashville, as
required listening and must write
criticisms of each program.

NE ‘announcement on

WTMIJ at 9:00 A. M.
requesting program opinions
brought a baking company
1140 letters postmarked the
same day, plus many tele-
phone calls. If you want
listener-action, try—

WTM.

The Milwaukee Journal

Representatives, Ed. Petry & Co.
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ONG ARM

LONG I]ISTANCE

Somewhere there s a station execu-
tive, an ugency representative, a

merchandising man, a sponsor, a
singer, whom 'you want to. see and
see qunckly. One out of 120,000,000
people—'lOO or 1000 miles awoy.

Reach for your telephone and the
long arm of Long Distance will’ p|ck
that one person out of the crowd
for you in less than two minutes
(1.5 minutes, average time). You can
talk back and forth as easily as if you
were face-to-face.

These quick, personal contqgcgs,
multiplied a few or many times a
day, save you time, energy and
money and make you a more
productive partner in the
business of broadcasting.
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EVERY HOUR
of the
Day Is A Profitable
Time On

WEBAL

One advertiser received
5,638 returns in re-
sponse to an announce-
ment on a program
broadcast at eleven
o’clock in the morning.

Another advertiser
ceived 12,140 returns in
response to an announce-
ment made on a pro-
gram broadcast at 4:15
in the afternoon.

re-

A third advertiser re-
ceived 40,217 returns on
a program broadcast

7:30 in the evening.
[ ]

Results such as these do
not happen ; they are
due to one definite
thing—

An active, wide - awake

listening audience.

Station WBAL reaches a
market of far more than

3,500,000 alert listeners.

When You Buy
WBAL
You Sell Maryland

WEBAL

BALTIMORE
Basic NBC Blue Network
10,000 Watts ® 1060 kecs.

National Representatives

HEARST RADIO

New York - Chicago - San Francisco

T E——————— e
Page 62

Tin Pan Alley Stages Duffy Bill Show

(Continued from page 9)

tile to the Duffy measure, an-
nounced that two other bills were
before the committee — the Daly
bill (HR-10632) and the Sirovich
bill (HR-11420), both favorable to
ASCAP but the latter the most fa-
vorable. The Daly bill would keep
the innocent infringement clause
of $250, while the Sirovich mea-
sure, as a compromise, would re-
duce it to $125 but not eliminate
it as would the Duffy bill.

Mr. Buck was given free rein
in his testimony as the first wit-
ness. He called the Duffy bill
everything from “insidious” to a
measure conceived by the “power
trust”, but he did not amplify how
that power trust happened to be
in the picture. He charged broad-
casters, hotels and motion picture
interests with “sensitizing” Con-
gress with propaganda against
ASCAP. He harped on the term
“racketeers”. Then he made Ber-
lin, Charles Wakefield Cadman,
Gershwin and Mrs. Ethelbert Nev-
in, widow of the author of The
Rosary, stand up and take bows.
Also on hand were Nathan Burkan,
ASCAP general counsel; E. C.
Mills, ASCAP general manager;
Deems Taylor, Mabel Wayne, Ferde
Grofe, Oley Speaks, Otto Harbach,
Irving Caesar, Edgar Leslie, Bill
(Last Round-Up) Hill and George
M. Cohan. At least, that is what
ASCAP’s prolific publicity said.

Buck was unhampered by facts
in his testimony. He charged that
4the broadcasters were “writing
their own ticket” in the Duffy bill.
He played to the vanity of the

“busy members” of Congress. He
denied that ASCAP ever collected
or ever wanted to collect “a cent”
from bootblack stands, delicates-
sens or small establishments. He
told of how sheet music and record
sales had tobogganed since radio’s
advent. He said elimination of the
$250 innocent infringement provi-
sion would “legalize piracy” of
music.

Government Suit

BUT one statement by Buck may
bring repercussions. He threw out
the veiled hint that the Depart-
ment of Justice, if it has not
dropped, at least is not pressing
its anti-trust suit against ASCAP.
He said when the suit opened last
June, “ASCAP met the charges and
hasn’t been there since”, but was
ready to go any time of the day
or night. The Department has offi-
cially announced however that it
will press its suit against ASCAP
and that the present respite is the
result only of agreements upon
stipulations by the parties in-
volved.

Buck said ASCAP’s gross re-
ceipts last year were $4,000,000, of
which $2,500,000 came from broad-
casters. Other ASCAP officials,
however, have informed the broad-
casting industry that collections
from radio amounted to a little
short of $3,000,000.

After Mr. Buck had completed
h's protracted statement he was
put through a rather mild grilling
by only two of the dozen commit-
tee members present. Rep. Church

existence????

of a

INTEREST?

in Series A.

YOU
FOR THEM TODAY?

Hold the Press!

A NEW FAST MOVING PROGRAM

Do you want a story that will have more audience
appeal and interest than any transcribed program in

What could offer more background than the offices
great Metropolitan newspaper for EXCITEMENT
—THRILLS —ROMANCE— COMEDY—and HUMAN

Any sponsor can be proud to offer HOLD THE PRESS
to his listeners. There are 65 fifteen-minute programs

MUST HAVE SAMPLES TO JUDGE THE
MERITS OF THIS PROGRAM—SO WHY NOT SEND

We have a program that will fit your needs.

RUMIINTOSH

AND ASSOCIATES , INC.

2614 W, 7TH ST. @ LOS ANGELES, CALIF.

(R.-111.) protested against the com-
mittee’s procedure. He said order-
ly conduct of the hearing required
hearing of the proponents of the
Duffy bill first, rather than its op-
ponents. After a lot of wrangling
in which Lanham (D.-Tex.), Daly
(R.-Pa.), Perkins (R.-N. J.) and
Sirovich, favored ASCAP’s presen-
tation not only first, but in rebut-
tal, the first day’s session broke
up in tumult with no decision on
the issue.

Before Sirovich pounded the
gavel, however, Rep. O’Malley (D.-
Milwaukee), youthful member of
the committee, managed to get in
a few resounding blows against
ASCAP. He charged ASCAP was
guilty of singling out small estab-
lishments, like taverns, and getting
tribute from them by allegedly co-
ercive methods. This Buck denied,
and Rep. O’Malley politely in-
formed him he didn’t know what
was going on in his own organiza-
tions.

ASCAP Savings a Club

AT THE second day’s hearing
Feb. 26 ASCAP ran riot again,
with General Counsel Burkan do-
ing most of the rioting. In the
opinion of observers who have at-
tended many Congressional hear-
ings, it was the greatest exhibi-
tion of a witness “running” a
hearine ever seen. Mr. Burkan
and Mr. Buck again had things
prettv much their own way, al-
though Rep. O’Malley pursued his
charges aegainst ASCAP as a
“legal racket” which had used
strone-arm methods in mulceting
small users.

The ASCAP strategy, it was
apparent from the outset, was to
turn tables on opponents by em-
ployine the arguments the oppon-
ents themselves have used. For
examble, Burkan persistently bput
into the record the assertion that
the “broadcasters” are the rack-
eteers, not ASCAP, and that
the broadcasters “put a gun to
ASCAP’s belly” and demanded
preferential treatment, not the
other wav around. On the preced-
ing day, Buck had referred to the
broadcasters as “termites” who
wanted music for nothine.

Rep. Lanham, an ASCAP sup-
porter, opened Wednesday’s ses-
sion by asking about the “%)wer
trust” charges made by Mr. Buck.
The ASCAP nresident renlied that
it was the North American Co.,
which controls Wired Radio Tnc.,
that planned to enter bro=dcast-
ing withnut selling advertising. It
was difficult to see where this jus-
tified the charce that radio was
controlled by the “power trust”,
but this anvarently did not regis-
ter with Committee members un-
able to differentiate
“wire” and “space” radio.

Elaborating on the Wired Radio

UNIVERSAL

Combination FLOOR™STAND~

A rugged three-piece, tele-
scoping, combination ban-
quet and floor stand—Com-
pact—Ilight weight—smooth in
operation—Finished in fully

polished nickel plate-—
Equipped with cadmium
plated, adjustahle and de-

tachable copy holder. mount-
ed on a flexible steel arm—
A clean, workmanlike joh,
designed and manufactured
to Universal standards of
N quality — List Price, com-

) plete with 8 springs, $10.00.

Universal Microphone Co.,Ltd.
424 Warren Lane
Inglewood. Calif., U. S, A.
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“threat”, Buck talked about the
public’s apathy toward radio ad-
vertising and how wired radio,
without advertising, in his opinion,
would supplant space radio., More-
over, he asserted that performing
rights societies of other countries,
having government-owned broad-
casting, derive more money from
them than does ASCAP here. This
statement, unsupported by figures,
likewise was not controverted by
committee members.

Into all this discussion was
drawn the 2-cent per record roy-
alty received by composers for
recording of their works. A pro-
vision in the Duffy Bill to this end
was opposed, not only by Buck and
Burkan, but also by Deems Taylor,
composer. They asked for the free
right to bargain on such perform-
ances. Likewise no mention was
made of transcription rights and
royalties collected by Music Pub-
- | lishers Protective Association, sis-

| ter organization of ASCAP in the

mechanical field.

Mr. Burkan took the stand when
| Rep. O’Malley resumed his exam-
ination of President Buck. After

Buck said his salary was $35,000

a year, a colloquy among the

committee ensued. Burkam %)egan

to berate the action of Wisconsin
courts in throwing out ASCAP in-
fringement suits. He charged this
was being done on a “legal tech-
nicality”. At this point Rep. Daly
demanded not only an investiga-
tion of the federal judge in ques-
tion, but also alluded to “impeach-
ment”’ proceedings. Later he with-
drew certain of his remarks after

Rep. O’Malley had branded them

inaccurate,.

Rep. O’Malley then referred to

a letter he had from the U. S.

Attorney in Wisconsin stating

that ASCAP had sought to collect

$150 from a hall used for a single
golden wedding celebration. Mr.

Burkan answered this was “false

and malicious” and he offered to

pay the expenses of anyone who
would come before the committee
and substantiate any such charges.

Declaring the Duffy bill seeks
to “abolish” ASCAP, Mr. Burkan
said that broadeasters “put a gun
up against our belly” and demand-
ed that ASCAP give them five-
year contract extensions last year.

He said that ASCAP capitulated

and gave them the extensions.

Broadcasters, on the other hand,

have charged that ASCAP did the

“hold-up,” forcing broadcasters to

accept the extensions under duress.

The Government Suit

MR. BURKAN read to the Com-
mittee from the “confidential re-
pert” of NAB managing Director
Baldwin, sent to the membership
on Feb. 18. He referred particu-
larly to that phase of it referring
to ‘“conferences” of broadcasters
with Andrew W. Bennett, special
assistant to the Attorney General,
in charge of the anti-trust suit
against ASCAP.

Questioning the right of Mr.
Bennett to confer with the broad-
casters on such “contract matters”,
Mr. Burkan assailed both Mr.
Baldwin and Mr. Bennett. He re-
ferred to Baldwin as the “fellow”
who had been conferring with
chrlrllmittee members on the Duffy

ill.

Deems Taylor opposed the Duffy
Bill on the ground that it had
been “colored” to a great extent
“not by the creators but by the
exploiters of music.” He opposed
the compulsory license fee for
phonograph records and also the

‘swers to questions.

How Cold Is I?

AT KSTP, St. Paul, the
temperature announcing busi-
ness is driving announcers
frantic. The reason: They
get three hourly tempera-
tures and each varies great-
ly. One comes from the
Minneapolis weather bureau,
a second from the St. Paul
weather bureau, and the third
from the top of the Minne-
apolis federal building. The
other morning the readings
were, respectively, 18 below
zero, 20 below zero and 10
below zero. And no matter
how the boys word them, the
telephones keep the station
busy immediately afterwards,
“I thought you said it was
10 below, and now you say
it’s 20!”

elimination of the $250 infringe-
ment clause, declaring the latter
is the “rock upon which ASCAP
rests.”

Sigmund Romberg said he for
years had favored legislation
which would permit American
entry into the International Copy-
right Union to protect the work
of American authors abroad, but
added that whenever such a bill is
offered, efforts are made to “take
something away” from composers.
He asked for speedy enactment of
legislation to permit entry into
the International Copyright Union.

Radio Has Defenders

THE TIDE turned somewhat at
the third day’s hearing on Feb.
28. Committee members, irritated
over the way in which Buck and
Burkan attempted to ‘“run the
show,” insisted upon direct an-
swers to questions. Some telling
blows against ASCAP on cross-
examination also were registered
by Rep. Deen (D.-Ga.) who on
Feb. 19 had delivered an address
over NBC favoring the Duffy bill.

Support for government owner-
ship of broadcasting developed
when Rep. Dunn (D.-Pittsburgh)
charged that ASCAP was not get-
ting a square deal from broad-
casters, whom he called “robbers”
and “racketeers”. He said he ad-
vocated government taking over
all stations, presumably because
of the ASCAP expressions.

The hearing wound up dramati-
cally, when Chairman Sirovich,
who called himself an author as
well as a surgeon and a legislator,
attacked broadcasters as ‘“‘murder-
ers of music” who are responsible
for the Duffy Bill. He called the
provision of elimination of the
$250 innocent infringement clause
“an outrage”, and asserted that
ASCAP was attempting to “protect
broadcasters against the invasion
of wired radio and television.

“The day isn’t far distant,” de-
clared Sirovich, “when the broad-
casting organizations themselves
will be destroyed by television.
Where will little and big radio
stations be then?” In a flourish of
oratory, Sirovich concluded that he
was in “sympathy with the com-
posers” and that they ought to
get what they want. There was
an outburst of applause from the
ASCAP cheering section.

Buck and Burkan, under exam-
ination by Rep. Deen, attempted
to continue their tactics of the pre-
ceding day in evading direct an-
Protests to
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the chairman brought more direct
responses. Burkan charged the
NAB with being a “powerful” or-
ganization, rich in funds, and with
a membership of all stations. Ac-
tually the membership is little
more than half of the roster of
630 stations.

Burkan read again from the
Baldwin copyright report of Feb.
18, purporting to show that the
NAB had been lobbying around
Congress for months, and he again
mentioned the “invisible hand of
the power trust” behind radio. He
charged that Congress had been
deluged with telegrams paid for
by NAB. .

To this Rep. Deen responded by
reading telegrams sent by Buck
and by many composers to Sen-
ators opposing the Duffy Bill. He
asked whether there was anything
“wrong” about a constituent wir-
ing his Congressman, and Burkan
finally admitted there wasn't.

Burkan declared that elimina-
tion of the $250 minimum infringe-
ment clause would spell the “end
of this Society”. He said that
without the clause ASCAP would
be lucky to get $500,000 a year,
as against the $2,500,000 he de-
clared it obtained last year.

Why Warners Quit

“WHY did Warner Brothers break
away from the Society?” asked
Rep. Deen.

“Plain greed’”, answered Buck.
He added they asked for more
money from ASCAP, but that
ASCAP was not out to get ‘‘all
the traffic can bear”. Moreover,
he held that Warner attempted to
dispose of its publishing houses to
broadcasters. and that he wouldn’t
be surprised” if at this time they
were in a huddle with broadecast-
ers on a sale.

Again Buck referred to the
Baldwin Feb. 18 report, wherein
it was stated that both NBC and
CBS had negotiated for purchase
of Warner houses, but he read too
far—since the report stated that
these negotiations ended last June,
and had not been resumed.

Rep. O’Malley sprung a surprise
when he read into the record a
telegram from a Chicago lawyer,
Daniel C. Gallery, stating that 125
cases now are pendine in that
city in which ASCAP is suing
tavern keepers and other small
users for alleged infringements.
Buck denied it. So did Burkan.
who “objected” to its inclusion in
the record. He then was volitely
informed that witnesses did not
have the right to object to intro-
duction of evidence by members of
the Committee. Burkan once again
offered to ‘“pay the railroad fare”
of the lawyer to substantiate this
charge.

Buck evaded a question by Rep.
Dunn as to whether he believed
ASCAP would be better off “if the
government would take over
broadcasting”. That, said Buck, is
a difficult question, and would “re-
quire exhaustive study”.

The Committee adjourned until
March 3, at which time ASCAP
is expected to continue its ovvo-
sition. It will be followed by other
opponents. includinge the Authors
League, Music Publishers Protec-
tive Association, and similar or-
ganizations.

Mr. Baldwin, and perhaps legal
counsel, are expected to anpear for
the broadcasting industry. Cate-
gorical denials of the many alle-
gations made by ASCAP witnesses
probably will be the nucleus of the
NAB argument.
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EVERYWHERE!?

. There is #o place that Postal Telegraph can-

not reach. Postal Telegraph not only covers
70,000 cities in the United States and 9,000 in
Canada,* but it maintains its own telegraph of-
fices, attended by a trained telegraph personnel
in cities between which 95% of all the telegraph
traffic of the country flows. There is no place
for which Postal Telegraph will not accept and
transmit your message with promptness...with
dependability...with accuracy. Postal Tele-
graph not only offers efficient telegraph service
within the borders of this country but through
the great International System of which it is a
part, it offers communication with the entire
world...through the only combination of tele-
graph, cable and radio service under a single
management in the United States.

*In Canada, through the Canadian Pacific Railway Telegraphs

THE INTERNATIONAL SYSTEM

Postal Telegraph

Commercial
Cables
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Advertisers’ Gift to Retailers

(Continued from page 11)

Decker, the local sales representa-
tive for Campbell’s tomato juice,
drop in to see us.

Mr. Decker came in and the en-
tire situation was discussed with
him,

The suggestion was made that
he might advantageously contact
local retail grocers on this program
and arrange for about 250 window
displays. (See accompanying photo
of sample window display.)

On the window, we displayed the
regular poster of the Burns &
Allen program supplied by the
agency, and in addition, a 17”7 x
515/ special poster, printed in
215”7 tomato-red letters, which
read: “Listen to this program over
WMAS every Wednesday at 8:30
p. m.”—A definite local tie-up, and
something that converted a net-
work program into a local offering
of interest to the people of Spring-
field, and more important still, told
the public where Campbell's to-
mato juice could be bought locally.
Counter displays, shelf displays,
and as a matter of fact, if it should
be the policy of the company, a
special might be arranged occa-
sionally, although I don’t know
whether or not it was actually done
in this instance.

A slug might also be arranged
for in local newspaver advertising,
and too, direct mail calling atten-
tion to the program by the retailer
would not be amiss. By following
up a network program and tieing
in with it, the retailer has every-
thing to gain and nothing to lose.

Mr. Decker is quite a freaquent
visitor to WMAS, and he is inter-
ested in what we are doing, as we,
too, are interested in his problems.

Where to Buy?

OTHER representatives come into
the station frequently. In every
case either the agency or the man-
ufacturer was requested to have
the representative contact us, and
in a number of instances, through
close cooperation between the sta-
tion and the company’s representa-
tive, a lot of good has been ac-

complished.
After all, there are few network
programs that tell, svecifically,

where a product can be bought
locally. Is it not obvious, there-
fore. where a national advertiser is
paying for time on a local station,
not only should the public in that
vicinity know where the product
may be bought, but the manufac-
turer should get a return for the
money spent. This function defin-
itely belongs to the local sales
representative of the manufacturer
who is contacting regularly with
the retailer.

Furthermore, it should be to the
sales representative’s interest, for
the sake of increased sales volume,
to take a vital interest in the net-
work program of his company and
see to it that a definite tie-up be
made between his sales outlets and
the selling power of the network
program.

The more a sales representative
cooperates along these lines the
more localized a network program
becomes, and proper functioning
right down the line at points where
the network program is used can-
not help but be productive of good
sales results.

The local radio station has a
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function. Its main task is contact-
ing the local sales representative.
The station knows little or nothing
of the sales policies of the adver-
tiser and if the former gets too
deeply into the mysteries of dis-
tributing problems it is likely to
get into some kind of a jam.

A local radio station can do val-
uable work, however, by conferring
with the manufacturer’s local sales
representative, and the cooperation
of the two can accomplish a great
deal towards making network pro-
grams more productive for the
national advertiser. °

Personally, I thoroughly believe
in completing the triangle of re-
tailer, manufacturer, and radio
station, but feel that if the de-
mands become too great it might
be an impossibility to carry out all
the necessary functions in spite of
the good intentions of the radio
station.

It is obvious, however, that the
manufacturer should prevail upon
his own local sales representative
to interest himself in his own net-
work program, doing the things
that are necessary to bring about
increased local volume through the
fact that the network program is
coming through a local station.

I don’t believe there is a radio
station in the country that would
refuse cooperation with any or all
local sales representatives, not
only for the benefit of the station,
but for the benefit of the manu-
facturer whose interest lies in the
sales of the retailer in that par-
ticular locality.

Elec£rolux in Florida

ELECTROLUX Inc., New York
(refrigerators) is using a series
of 26 live spot announcements
daily except Sunday to promote
its new kerosene burning Electro-
lux over five Florida stations. The
stations are WQAM, WJAX,
WMFJ, WRUF, WDBO. Batten,
Barton, Durstine & Osborn Inc.,
New York, placed the account.

Iron Fireman Dises

IRON FIREMAN Co., Portland,
Ore. (automatic coal feeder), thru
Gerber & Crossley Inc., Portland,
has purchased a series of 13 quar-
ter-hour military band transcrip-
tions from MacGregor & Sollie
Inc.,, San Francisco transcription
producers, to be released nationally
starting March 5.

Sell The

Southwest
with

SBS

Twelve Major
Stations for Twelve
Major Markets!

SOUTHWEST
BROADCASTING
SYSTEM

General Office — Fort Worth
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Did You Get Your Copy
of the

1936 YEARBOOK?

It has been mailed to all regular subscribers to BROADCASTING MAGAZINE . . . . a 322-page
volume that took us a whole year to compile, edit and produce . . . a reference directory that should
be on the desk of everyone identified with the business of broadcasting . . . a compendium more valuable
to radio advertising executives than their local telephone directory.

The 1936 Year Book, among other features, contains the following directories and tabulations important in
the daily routine of every advertising agent, radio advertiser, program builder, broadcast executive, etc.:

Directories of U. S. and Canadian Broadcasting Stations
{By call letters, frequencies and states, with executive, sales, program and engineering
heads, with local addresses, telephone numbers, etc.)

National and Regional Networks

(With personnel, rate cards, lists of accounts and agencies, etc.)

Advertising Agencies Handling Radio Accounts

(With addresses, phone numbers, radio personnel)

Radio Outline Map of the United States

(Showing all cities having radio stations)
Cumulative List of National and Regional Advertisers Using Radio
Station Representative Directory
Newspaper Ownership of Radio Stations
Directory of Transcription, Recording, Program and Talent Services
Station Subscribers to Press Association Services
Stations Accepting and Rejecting Liquor Accounts
Radio Editors of U. S. and Canadian Newspapers

Directories of Radio and Advertising Associations, Market Research
Organizations, etc. o

Directories of Consulting Engineers, Radio Attorneys, etc.
Bibliography of Radio Literature

Executive, Staff and Field Personnel of FCC

Text of Communications Act of 1934; also FCC Regulations
Directory of Broadcasting Equipment Manufacturers

Lists of Short Wave, Television and Experimental Radio Stations
World Log of Radio Stations, Indicating Whether They Sell Time

and many other features

BROAD (STI NG Please enter my subscription Name
: to BROADCASTING. Begin
s with 1936 YEARBOOK Edi- Address
870 National Press Bldg. tion. Check is enclosed. City
Washington, D. C.
[0 $3.00 for ONE YEAR—YEARBOOK INCLUDED. State
[] $5.00 for TWO YEARS or for TWO ONE-YEAR Subscriptions Firm Name
YEARBOOK INCLUDED. - 1
(Add $1.00 for each Foreign Subscription) Your Position
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ACTIONS

OF THE

FEDERAL COMMUNICATIONS COMMISSION

(Broadcast Division)

Decisions . . .
(No meeting held Feb. 18.)

FEBRUARY 21

APPLICATIONS GRANTED:

WFBR, Baltimore—License for use aux.
trans. as main, main as aux.

NEW, Dorence D. Roderick, El Paso—
CP 1500 ke 100 w unltd.

WHDH, Boston—CP change equip.

WKRC, Cincinnati—Extension exp. auth.
1kwD & N.

WREC, Memphis—Extension exp. auth.
1 kw N 2% kw D.

KMBC, Kansas City—License for aux.
trans.

WMT, Cedar Rapids—License for spec.

auth. 1 kw N 2% kw D directional N.

KGVO, Missoula, Mont.—License for CP
new equip., change to 1260 kc 1 kw.

WDBO, Orlando, Fla.—Extension exp.
auth. 1 kw D.

KFBK, Sacramento — License for CP
1490 ke 5 kw unltd.

WOKO, Albany, N. Y.—License for CP
1430 ke 500 w N 1 kw D unltd.

KHBC, Hilo, Hawaii-—Modif. CP new
equip., change from 1420 to 1400 kec, in-
::.rease from 100 to 250 w, extend comple-
ion.,

WINS, New York—Renewal license.

WIBM, Jackson, Mich.—CP change
trans., install vertical antenna.

WCAO, Baltimore—CP change equip.

WREC, Memphis — Modif. CP extend
completion,

WGBI, Scranton—Extension exp. auth.
500 w.

Philadelphia — Extension
auth. 1 kw.

WI1XAV, Quincy, Mass.— License exp.
100 w,

WI1XER, Quincy—License gen exp. 500 w.

NEW, NBC, New York—CP exp. relay
visual service 177,000 k¢ 15 w; W2XF and
W2XK, CP increase power. R

SPECIAL AUTHORIZATIONS—WCBD,
Waukegan, Ill., extension temp. auth,
studio at Zijon, Ill.; KFKA, Greely, Col.,
extension temp. auth. temp. antenna;
WFAM, South Bend, Ind., extension temp.
auth. Simul—WWAE 6 a. m. LS; WIS,
Columbia, S. C., extension temp. auth. 560
ke 1 kw N 5 kw D; WJEJ, Hagerstown,
Md., extension temp. auth. 50 w spec.
hours; WHIS, Bluefield, W. Va., extension
temp. auth. composite trans.

SET FOR HEARING: New, Ben S. Mec-
Glashan, San Diego; New, The Tribune,
Great Falls, Mont.; NEW, Lookout Brd-
cstg. Corp., Chattanooga; NEW, E. An-
thony & Sons Inc., Pawtucket, R. I.; NEW,
Albert Lea Brdestg. Corp., Albert Lea,
Minn.; NEW, R. C. Goshorn & Lester E.
Cox., Jefferson City, Mo.; NEW, Power
City Brdestg. Corp., Niagara Falls; NEW,
Steffen Ice & Ice Cream Co., Wichita ;
NEW, J. T. Bilben & N. G. Barnard,
Walker, Minn.; NEW, Peninsula News.
papers Inc., Palo Alto, Cal.; WCBD, Chi-
cago; NEW, W. E. Day, Creston, Ia.;
NEW, Johnson & Perry, Cedar City, Utah;
NEW, State Capitol Brdestg. Assn., R. B,
Anderson, pres. Austin, Tex.; WGAR,
Cleveland.
MISCELLANEOUS: KFPM, Greenville,
Tex., denied reconsideration hearin £g;
K'FOX,' Long Beach, Cal.; denied recon-
su}eratxon and grant assign license to Hal
Nichols Inc.; KFRU, Columbia, Mo., grant-
ed use hours when relinquished by
WOS;‘W. T. Knight Jr., Savannah, denied
reconsideration hearing applic. new sta-
tion ; WGBF, Evansville, Ind., denied temp.
auth. Simul.-KFRU reduced power spec.
hours.

APPLICATIONS DISMISSED:

WGAR, Cleveland—Modif. license 890 ke
500 w 1 kw LS unltd.

WCOL, Columbus, 0.—CP 1210 ke 100 w
250 w LS unltd.

NEW, M. M. Oppegard, Grand Forks, N.
D.—CP 1310 ke 100 w 250 w LS unltd.

NEW, Bismarck Tribune Co., Bismarck,
N. D—CP 550 ke 1 kw 5 kw LS unltd.

KGFG, Oklahoma City—CP 1370 kc 100
w 250 w LS SH.-KCRC.

NEW, American Brdestg. Corp. of Ohio,
Cleveland—CP 880 kc 1 kw uniltd.

NEW, A. E. Hughes, d.b Valdosta Brd-
cstg. Co., Valdosta, Ga.—CP 1500 kc 100
w unltd.

NEW, Ralph E. Smith, San Diego—CP
1200 ke 100 w D.

APPLICATIONS DENIED: NEW, Eu-
gene DeBogory, d.b Dalls Radio Research
Engrs., Dallas—CP 1570 ke 1 kw unltd.
RATIFICATIONS:

KILB, Sh(r;vezp)ort—Granted auth. operate

-12).
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exp.

exp. freq.

KABH, Shreveport—Same.

Peoples Pulpit Assn.,, New York—Desig-
nated for hearing applic. transmit Judge
Rutherford's program from Los Angeles to
XENT (2-14).

Jehovah’s Witnesses, New York—Denied
temp. auth. transmit Judge Rutherford’s
program to XENT, XERA, COCH.

KWKC, Kansas City-— Cancelled temp.
auth. to Tome Cleveland to operate KWKC
and granted interim auth. to Charlotte
Duncan and contracting parties subject
action on formal applic. (2-19).

WREC, Memphis — Granted extension.
temp. auth. 1 kw D & N (2-17).

FEBRUARY 25

APPLICATIONS GRANTED:

WGAR, Cleveland—Auth. antenna mea-
surement.

WSYR, Syracuse—Extension license one
month.

KFDM, Beaumont, Tex.—Renewal li-
cense, 560 ke 500 w D 1 kw N.

KFAB, Lincoln, Neb.—Renewal license.

WTAG, Worcester, Mass.—Renewal li-
cense, also aux. trans.

K , Honolulu—Renewal license.

KARK, Little Rock, Ark.—Renewal li-

Topeka—Renewal license.

Providence, R. I.—Extension

exp. auth. 500 w N,

10§V2XIS. New York—Modif. CP gen exp.
w.

SPECIAL AUTHORIZATIONS—WFIL,
Philadelphia, extension exp. auth. 560 ke
1 kw N; WDBO, Orlando, Fla., extension
temp. auth. added 750 w N; WNAD, Nor-
man, kla., temnp. auth. spee, hours;
WIOD-WMBF, Miami, extension temp.
auth. temp. antenna.

SET FOR HEARING—WHIO, Dayton,
la:ppl]i_)c. CP change equip., increase to b
w D.

ORAL ARGUMENTS—NEW, Paul R.
Heitmeyer, Salt Lake City; NEW, Paul R.
Heitmeyer, Cheyenne, Wyo.; NEW, Wyo.
Radio Educ. Assn.,, Cheyenne; WFEA,
Manchester, N. H.; NEW, W. H. Kindig,
Hollywood; KFAC, Los Angeles; WCAO,
Baltimore; WICC, Bridgeport, Conn.;
WIP, Philadelphia.

MISCELLANEOUS—WJEJ, Hagerstown,
Md., temp. extension license granted;
NEW, ABC Brdestg. Co., Big Spring.
Tex., dismissed with prejudice applic. CP
1500 kc 100 w D.

RATIFICATION—WOEG, Schenectady,
%;agot)ed auth. 50 w exp. for special event

Examiners’ Reports . . .

WRBL, Columbus, Ga.—Examiner Hill
recommended (I-197) that applic. renewal
license 1200 ke 100 w unltd. be granted.

WCMI, Ashland, Ky.—Examiner Seward
recommended (I-198) that motion of ap-
plicant for continuance of hearing be de-
nied; that motion of respondents to dis-
miss with prejudice be granted.

KFJM, Grand Forks, N. D.—Examiner
Walker recommended (I-199) that appliec.
CP change from 1370 ke 100 w (SA Exp.
250 w LS) unltd. to 1410 ke 1 kw unltd.

FEBRUARY 14 TO FEBRUARY 28, INCLUSIVE

‘unltd.,

NEW, Merced Star Pub. Co., Merced,
Cal. — Examiner Bramhall recommended
(I-200) that applic. CP 1040 kc 250 w D
be granted.

WDAE, Tampa—Examiner Hyde recom-
mended (I-201) that applic. increase to 1
kw b kw LS unitd. be granted.

NEW, Thames Brdestg. Corp., New
London, Conn.— Examiner Walker recom-
mended (I-202) that applic. CP 1500 kc
100 w D be granted.

Applications . . .

FEBRUARY 14

W1XEH, Avon, Conn.—Modif. CP exp.

WwW2XIS, Bronx, N. Y.—Modif. CP exp.

NEW, Charles T. Copeland Jr., W. H.
May, Troy, Ala.—CP 1210 k¢ 100 w D.

NEW, Evans Brdestg. Co., Kansas City
—CP 1370 ke 100 w unltd., facilities
KWKC.

WTRC, Elkhart, Ind.—Modif. CP change
equip., increase power, to move trans.
locally, approve antenna.

W9IXAA, Chicago— License for CP
change location. .
KRKO, assign.

Everett, Wash.—Vol.

license to KRKO Inc.; CP new equip.,
increase from 50 w to 100 w 250 w D,
modif. license.

FEBRUARY 15

NEW, J. E. Churchwell, G. O. Russell,
H. O. Freeman Jr., d/b Panama City
Brdestg. Co., Panama City, Fla.—CP 1500
ke 100 w _D.

NEW, Smith, Keller & Cole, San Diego
—CP 1200 ke 100 w D.

APPLICATION RETURNED — KRKO,
Everett, Wash,, vol. assign. license to
Seattle Brdestg. Co.

FEBRUARY 18

WTAG, Worcester—CP cange equip.

NEW, Nolan S. Walker, Canton, 0.—CP
1200 kc 100 w 250 w D unltd., asks facili-
ties WHRBC. i

NEW, Birmingham News Co., Birming-
ham—CP 590 ke 500 w 1 kw D unltd.

NEW, Red River Valley Brdestg. Corp.,
Sherman, Tex.—CP 1310 kc 100 w D.

KSO, Des Moines—CP change equip., in-
crease from 1 to 2% kw D.

WWAE, Hammond, Ind.—Modif. license
from Sh.-WFAM to unltd. D to LS, Sh.-
WFAM N.

NEW, Pemberton Gordon, Jefferson City,
Mo.—CP 1310 ke 100 w D.

KICA, Clovis, N. M.—Vol. assign. license
to Western Brdcstrs. Ine.

APPLICATIONS RETURNED — NEW,
KFAD Brdestg. Co., Emmons L. Abeles,
Sec., Bismarck; WBNO, New Orleans.

FEBRUARY 21

NEW, Edwin A. Kraft, Petersburg, Alas-
ka—CP 1420 ke 100 w unltd.

NEW, Elmira Star-Gazette Inc., El-
mira N. Y.—CP 1200 kc 250 w D.

WMAL, Washington—Modif. license from
250 w 500 w D to 500 w D & N.

WEVD, New York—Modif. license to
asks facilities WBBC, WLTH,
WARD and WVFW, amended from 1300 to

be denied. 1400 kc.
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KILLING TWO BIRDS — The Canadian Radio Commission networks
identification call is also a time signal, radiated daily from the Com-

mission’s frequency laboratery at 11 p. m.

This is how it is done.

WDBJ, Roanoke, Va.—CP new equip.,
increase from 1 kw to 1 kw N 5 kw D,
move trans. & studio locally.

NEW, Radio Air Service Corp., Cleve-
land—CP gen exp. 50 w.

WDAE, Tampa, Fla.— Extension exp.
auth. 2% kw D, change equip.

NEW, Grover C. Maxwell, George A.
Sancken, Herbert C. Lorick, Augusta, Ga.
—CP 610 ke 250 w 500 w D unitd.

WIOD-WMBF, Miami—CP change equip.

NEW, Ben L. Tavlor, Mr, & Mrs. Phil
B. Whitaker, Chattanocoga—CP 1200 ke 100
w D.

NEW, R. J. Laubengayer, Salina, Kan.—
CP 1500 kc 100 w unltd.

KDON, Del Monte, Cal.—Vol. assign.
license to Monterey Peninsula Brdestg. Co.

NEW, Western Broadcast Co., Los An-
geles—CP gen exp. 100 w.

APPLICATIONS RETURNED — NEW,
Rensselaer Polytechnic Institute, Troy, N.
Y.; NEW, Roy H. Cooper, Dover, O.;
NEW, News Pub Co., Henderson, Tex.;
NEW, Bluffton Brdestg. Co., Bluffton, Ind.;
WCRW, Chicago; NEW, H. L. Corley,
Trinidad, Col., amended.

FEBRUARY 26

NEW, Harold F. Gross, Edmund C.
Shields, Saginaw, Mich.—CP 1210 ke 100
w 250 w D unltd. (facilities WJIM if
WJIM applic. 1010 kc is granted), amend-
ed to 950 kc 500 w D, omit WJIM request.

WJIBK, Detroit — Modif. CP change
equip., install antenna, extend completion.

W, Jonas Weiland, Kinston., N. C.—
CP 1210 ke 100 w 250 w D unltd., amend-
ed to 1210 kc.

NEW, I. T. U. Radio Station Inc., In-
dianapolis—CP 560 kc 1 kw 5 kw D unltd.,
facilities WIND, amended to change stu-
dio to 2820 Meridian St., change antenna.

WEMP, Milwaukee— CP new equip,,
change from 1310 to 1010 k¢ 100 w to 250
w 500 w D unltd.

APPLICATION RETURNED — NEW,
Central Labor Council of Los Angeles,
Inglewood, Cal.

FEBRUARY 28

NEW, Courier-Post Pub. Co., Hannibal,
Mo.—CP 1310 ke 100 w unltd.

NEW, Glenn Van Auken,
—CP 600 ke 1 kw D.

KJII, Klamath Falls, Ore. — CP change
equip.

APPLICATIONS RETURNED — NEW,
C. E. Sykes, O. W. Johnson, S. T. Beare,
Corinth, Miss.; NEW, Hershel Talbot
Walton, E, Liverpool, 0.; WIOD-WMBF,
Miami.

Indianapolis

WBNS-WCOL Hold Staffs

NO CHANGES in the staff of
WBNS and WCOL, which are af-
filiated with the Columbus Dis-
patch and Ohio State Journal,
have been made with the exception
of the appointment of William Mec-
Kinnon as program director of
WCOL, according to a statement
Feb. 27 by R. A. Borel, WBNS
manager. The staff of WBNS, he
added, remains the same with the
exception of the division of sales
work into two sections, under Wil-
liam Orr as local sales director and
the other under Frank S. Fenton as
national sales director.

H. FENDRICH Inc., Evansville,
Ind. (Le Fendrich cigars) on Feb.
23 began a new series of musicals
titled Smoke Dreams over 3 MBS
stations (WGN, WLW, WGAR),
keyed from WLW, Sundays, 3:45-4
. m, (EST). Ruthrauff & Ryan,
ew York, handles the account.

EMANUEL LEV], vice president and
general manager of the Louisville
Courier<Journal and Times, who has
had general supervision over WHAS,
has resigned to become publisher of
Hearst's Chicago Herald & Ezaminer.
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Conflictin Network and Local Programs
Upsets Schedules as Chicago Shifts Time

ON SUNDAY, March 1, the City
of Chicago officially moves its
clock ahead one hour in compli-
ance with an order of the Council
placing the city on Eastern Stand-
ard Time. Because this automati-
cally brings all network programs
into the city an hour later, pro-
gram directors at all Chicago chain
outlets have been working over-
Lime the last few weeks trying to
iron out the countless conflicts be-
tween national and local adver-
tisers. Speaking about WBBM, CBS
Chicago key station, Frank Rand,
of CBS, says:

“The most cursory investigation
reveals that the coming change of
time is going to cause almost hope-
less confusion. On March 5, for
example — and the same condition
will exist, of course, on other days
—we will find ourselves in the em-
barrassing position of trying to fill
conflicting contracts.”

Program Shifts

NETWORK advertisers whose pro-
grams reach Chicago during the
later evening hours are in several
cases moving their broadcasts to
other times.

Other network advertisers who
cannot secure earlier time are dis-
turbed about the change. J. H.
Platt, advertising manager of the
Kraft-Phenix Cheese Co., which
sponsors Bing Crosby’s Thursday
evening broadcasts, says:

“The change shoves our pro-
gram, now in Chicago at 9 to 10
P. m. up an hour to 10 to 11 p. m.
This will reduce our potential audi-
ence in Chicago considerably, be-
cause many people will have gone
to bed. Our sales department is
badly upset over this possibility.
Studies have shown that the peak
radio audience is between 8 and 10
p. m. Beginning at 9:30 p. m. there
is a sharp drop and after 10 only
the folks who want to listen to
dance music are interested in ra-
dio.”

Such juvenile network programs
as Kellogg's Singing Lady, Oval-
tine’s Orphan Annie and General
Mills’ Jack Armstrong, all of
which have been heard in Chicago
on repeat broadcasts, will now in-
clude Chicago in their earlier
broadeasts, and so will continue
to reach Chicago children during
the 5 to 6 hour. This takes care
of the Chicago situation all right,
but puts the programs an hour
earlier than before for listeners
to Chicago stations who reside out-

—

N
FREQUENCY
CHECKS

m\

Yes, we check many, in-
cluding such leaders as
KWBG, KIUL, WHEF,
KFPL, KFXR, KFYO,
KICA, KGFL, WPAD,
KCMC, KGFG, KGFW,
KGDE and others.

Single Measurement $1.75
Weekly Measure-

ments --._$5.00 per mo.
Precision AT Crystals at lower
Prices

COMMERCIAL RADIO
CQUIDMENT COMDANY
7205 BALTIMORE ® KANSAS CITY, MO.

side of the city and suburbs in lo-
calities that will continue to op-
erate on Central Standard Time.

“This means,” says Robert Bar-
rett, radio executive at Blackett-
Sample - Hummert Ine., which
places the Ovaltine and General
Mills programs, “that we are mak-
ing the change for 80% of the
audience of the Chicago stations,
as we estimate that 70% of these
stations’ coverage is located out-
side of the area that is adopting
the new time.”

The same point of view is re-
flected by WLS, which has decided
not to follow the rest of Chicago
but to remain on CST. An audi-
ence survey conducted by the sta-
tion revealed an overwhelming ma-
jority of WLS listeners opposed to
the change in time, the figures
being 65,718 opposed and 1,211 fa-
voring EST. George Biggar, pro-
motional director, said that WLS
feels that it was granted 50,000
watts in order to serve not only
Chicago but the entire surrounding
territory, and that it would be
doing an injustice to the 7,500,000
people living outside the metropoli-
tan area but within 200 miles of
Chicago if it shifted to EST.

Chief beneficiaries of the move
are WAAF and WJJD, each gain-
ing an extra hour of broadcasting
time in the evening. WAAF signs
off at Chicago sunset and WJJD,
which is on the same wave length
as KSL, at the time of sunset in
Salt Lake City. Curiously enough,
WAAF is owned by the Drovers

Journal, which is strongly oppos-

ing the time shift.

|************

p——— |
BETTER than .01%

is what we guarantee all
Scientific Radio Service Crys-
tals. Why experiment-—use
the best.
CRYSTAL SPECIALISTS
SINCE 1925
New Low Temperature Coeffi-
cient Crystals are supplied in
Isolantite Air-Gap Holders in
the 550-1500 Ke. band. Fre-

quency Drift guaranteed to
be less than 4 cycles per mil-
lion cycles per degree centi-
grade change in temperature.

$ Approved by Fed-
eral Communica-
tions Commission.

Two Crystals___$90

aocle
124 JACKSON AVENUE

University Park
HYATTSVILLE, MARYLAND

Send for our price list and

booklet
Dept. B-361
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AIRTIGHT

PACKING

\****************

ONCE again Presto engineers score with their scientifically con-
structed non - corrosive metal air tight shipping and storage con-
tainer! The heavy chemical coating of the non-inflammable Presto
Green Seal dise is exceptionally sensitive. Therefore, the metal
container will accord the utmost protection to this surface, plus
maximum efficiency in handling.

ONE of the many outstanding features of the Green Seal disc
is that it can be processed in the same manner as wax dises. Any
number of duplications in shellac, acetate faced or acetate can be
made from a Green Seal master. These processed records are
similar to any phonograph or transcription record and can be used
in the same manner, and played with any type of steel needle.

Write today for a sample disc. Hundreds of the largest broadcasting and
transcription studios have adopted the Green Seal disc as their standard.

* Kk Kk Kk K * * Kk Kk K

Also manufacturers of the Presto Instantaneous Recorders. The compactness,
convenient portability, and unfailing reliability of the Presto Recorder have
made it a favorite wherever quality reproduction and uninterrupted operation
are more than just "important".

MANUFACTURERS OF EVERYTHING FOR RECORDING FROM A NEEDLE
TO A COMPLETE STUDIO INSTALLATION.

Camplete descriptive catalag an the Recarder and ather Presta equipment
supplied upon request.

Write regarding braadcast station applications of the Instantaneaus Recarder.

Distributor: NORMAN B. NEELY
1656 No. Serrano St., Los Angeles, Calif.

RECORDING CORPORATION
139 West 19th Street, New Yo

g iy
B
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America’s
Foremost

Training School
For Radio Operators

Radio-Television Engineering:—
An 8-months’ course embracing:
1. Broadcast engineering; 2. Station
operation; 3. Television; 4. Field
intensity; 5. Directional Antennae
and associated subjects.

ACTUAL EXPERIENCE
AT THE CONTROLS

Owners and oﬁgrators of Radio Station
WIXBY (New High-Fidelity from Mike to
Transmitter—1000 watts—1530 kc.) and Ex-
Eenmenta] Visual Broadeasting Station
WIXAL (500 watts on 2800 ke. and 150 watts
42-56: 60-86 megacycles). Theory and prac-
tice followed by actual experience in station
operation. All Student-Engineers assigned
to shifts at controls and transmitter—over
80 remote control pickups weekly. Graduates
guallfy for Radio-Telephone Operators’
icense. (First Class.)

ATTENTION: Station Owners and New
License Applicants: We have available engi-
neer-operators capable of installing and
operating new equipment. These men will
come fully recommended.

TRAINING DIVISION

FIRST NATIONAL TELEVISION, INC.

(MEMBER N. A, B.)
Eng. Dept.. Power and Light Bidg., Kansas City, Mo.

SOURCE OF CBS ANNOUNCERS

Members of New York Staff Come From Everywhere ;
And Have Small-Station Experience

THE PARADOX e
that the majority "

of New York an-
nouncers come
from elsewhere,as
explained by John
S. Carlile, CBS
production man-
ager, and Don
Ball, assistant
manager, stresses
t wo requirements
—that the voices of radio repre-
sent the voices of America and that
small-station experience serves as
a preliminary to network exper-
ience.

“Columbia requires,” says Car-
lile, “that its announcers be repre-
sentative of America and not of
New York or any other locality.
Our staff is composed of men from
every section of the country. Fgr-
thermore, announcers must receive
basic training at a smaller station
before coming to WABC.” Ball
adds that “a thorough, basic knowl-
edge of radio and the necessary
training are best secured at inde-
pendent stations where, in addi-
tion to announcing, the man 1is
called upon to do research, con-
tinuity, program work, etc.”

There are only two New York-
ers on the CBS New York staff,
David Ross and Kenneth Roberts.
Two were born outside the United
States—Andre Baruch in Paris and
Carlyle Stevens in Canada. The

Mr. Carlile

others and their birthplaces follow: _

"POWER ENOUGH"

to pay back handsome profits

On December 2, 1935, an Advertising Agency wrote us as

follows:

“When a pee-wee watter like WAAT can bring the phenome-
nal quantity of first-rate leads our client has gotten on your
time, I reverse a lot of opinions I used to have about stations
not on national hook-ups. It should warm your heart to know
that WAAT has made at least five sizeable sales directly trace-
able; that one couple came 40 miles to see the cemetery we
are broadcasting the news about and that requests for sales-
men’s calls have swished the chair from under us. If WAAT
can do these things for a cemetery reported above, ‘more power
to you’ is unnecessary. You have power enough.”

P, S. If a Station can do so swell a job for a cemetery, think
what it can do for your products or accounts. WAAT has
done and is doing some remarkable things for Lord knows
how many products and services.

Find out.

319 METERS

Ask us!
500 WATTS

JERSEY CITY % AND SUBURBS

Page 68

Dell Sharbutt, Forth Worth; Art
Millet, Chicago; William Brenton,
Hartford; John Reed King, Wil-
mington, Del.; Hal Moore, Mt. Ver-
ngn, Ind.; Bert Parks, Atlanta;
Frank Gallup, Boston; Bob Trout,
Wake County, N. C.; Paul Douglas,
Philadelphia; Ted Husing, Deming,
VNV" M.; Larry Harding, Waukegan,
is.

J. Walter Thompson Co.

Appoints Vice Presidents

J. WALTER THOMPSON Co. has
announced the election of five vice
presidents in American offices.
Howard Henderson, former mana-
ger of the Cincinnati office, has
been elected a vice president and
transferred to New York. Henry
M. Stevens, until recently manager
of the St. Louis office, has been
made a vice president and trans-
ferred to New York. Arthur C.
Farlow, account executive in San
Francisco, has been transferred to
St. Louis to take the position for-
merly held by Mr. Stevens and Kel-
sey Denton of the New York office
has been sent to the San Francisco
office.

R. Lynn Baker, manager of the
San Francisco office, has been elect-
ed a vice president in charge of the
three Thompson offices on the West
Coast—San Francisco, Seattle and
Los Angeles. 'Mr. Baker will con-
tinue to make his headquarters in
San Francisco. Kenneth W. Hinks,
former Berlin manager and also
former West Coast manager, will
become a vice president in the Chi-
cago office as will Merton V. Wie-
land, of the Chicago staff.

Kraft Cheese in West

KRAFT-PHENIX CHEESE Corp.,
San Francisco (creamed cottage
cheese) on March 6 will start a
13-week variety program titled
Slices of Life on five stations of
the NBC-KPO network, Fridays,
9:30-10 p. m. (PST). Kraft at
present is broadcasting Bing Cros-
by weekly on an NBC-WEAF net-
work, this account being placed
from the Chicago office of J.
Walter Thompson Co., whose San
Francisco office is handling the
new West Coast series.

Rich SPOTS for

T;;%r; OT

g I
PORTSMOUTH
SUFFOLK

V i
-W-GH{|
NEWPORT NEWS - NORFOLK

VIRGINIA
Affilioted with the
V/'r?fnl'a Broadcasting System

Life Memberships
For FCC Proposed

Gov. Landon Advances Idea to
Remove Danger of Politics

AN FCC with seven members ap-
pointed for life rather than for
terms of not more than seven years,
as at present, is favored by Gov.
Alf M. Landon, of Kansas, one of
the leading candidates for the Re-
publican presidential nomination.

Gov. Landon expressed his views
on radio regulation to Harry C.
Butcher, CBS Washington vice
president, who visited him in To-
peka last month in order to ar-
range for his broadcast from
Lincoln on Feb. 29 commemorat-
ing the Nebraska’s Founders Day
celebration.

In a letter to BROADCASTING re-
ceived Feb. 17, Gov. Landon con-
firmed his conversation with Mr.
Butcher and declared that his
views had been “correctly report-
ed”. To the CBS vice president
he said he favored an FCC with
life members, which would be sim-
ilar to the U. S. Supreme Court.

Eliminating Politics

BY SUCH a development, in Gov.
Landon’s opinion, the last vestage
of “politics” might be removed
from radio regulation. Alloca-
tion of facilities and regulation of
broadecasting, along with other
lines of communication, he believes,
then would be placed on the high-
est plane.

While Gov. Landon agreed with
Mr. Butcher that no station ever
had been deleted for ‘‘political
broadcasting” and that perhaps
there have been no examples of out-
right administration censorship of
programs, he did comment on cer-
tain reports he had received of
alleged playing of “politics” on the
FCC. One instance, it was said,
related to a newspaper application
for facilities. The publisher of the
newspaper happened to call on the
FCC examiner who heard testi-
mony on his application and found
him engrossed in the editorial
pages of the particular newspaper,
perhaps with the idea of determin-
ing whether it was Republican or
Democratic.

Tom Moore Cigar Spots

WEBSTER - EISENLOHR Inc,
New York (Tom Moore cigars) on

March 2, will start five- minute -
INS news spots three times a week

on WTMJ, Milwaukee. The spon-
sor also is using spot programs
over other stations in key -cities.
N. W. Ayer & Son Inc.,, New York
services the account.

DAVID LAWRENCE, noted editor
and political writer and a former
NBC commentator on government
affairs, served as pinch hitter for
Boake Carter, CBS news commen-
tator, when the latter was stricken
with grippe Feb. 25 and could not
handle his Philco periods. It was

Carter’s first miss in six years.

JOHN BLAIR & CO.

National wdemtalives
of Radiv Statioma _
NEW YORK - CHICAGO-DETROIT - SAN FRANCISCD
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California GOP Plank

Dpposes Short Licenses

£ADIO was recognized in the plat-
orm adopted at the Santa Bar-
jara, Cal., convention of the Cali-
ornia Republican Assembly in
"ebruary with the 13th plank read-
1g as follows:

“XIII. Public opinion—an unin-
tructed discussion of honest dif-
erences of opinion as to the poli-
ies of government is fundamental
o the preservation of the Ameri-
an form of government. We,
herefore, advocate that the gov-
.rnment shall not interfere with
he constitutional freedom of
peech, of the press and of the ra-
ilo. We condemn the regulation
ind censorship of radio communi-
-ation by the present practice of
-hort-term licenses and otherwise.”

It is understood that article
{III, when finally revised and is-
sued in final form, will call for
ive-year licenses for radio sta-
jons and mnon-censorship of pro-
g;rams.

WINS Keys Mutual
WINS, New York, is serving as
he New York outlet for the Health
Products Corp., Newark (Asper-
rum) program over MBS which
pegan over that network Feb. 23,
Sundays, 6-6:30 p. m. Inability of
WOR, regular New York MBS
station, to clear time due to the
#helan Drug stores commitment
antil April 12, compelled this move.
Starting April 12, the program
will be heard over WOR. The pro-
gram emanates from the Majestic
Theatre, New York, and goes to
Pine stations.

WMBG

CBS Outlet in
Richmond, Virginia
For Sale: A Live Show

Eight Weeks Sustaining
“THE WMBG PLAYERS”

TIME: 5:30-6:00 P. M.
SUNDAYS

COMPETITION : Very Light
MATERIAL:
Best Scripts Available — from

Radio Events Library

AUDIENCE REACTION:
Ask Us About Fan Mail
PRICE??
Ask Us About That Too

Representatives

. . Chicago

.+ New York

1 Furgason & Aston
' Hibbard Ayer .

Centennial Flour
Increases Volume

A Third by Radio

Sponsor Finds It Effective as
A Medium for Food Products

“WE FEEL that we have accom-
plished the purpose we set out to
do in our recent campaign over
KOMO and a Northwest radio
hookup. The campaign was even
more successful than we antici-
pated.” So stated Carl W. Smith,
general sales manager of Centen-
nial ¥louring Mills, Seattle, speak-
ing of their recent series of broad-
casts over a Northwest radio hook-
up. The campaign extended over
a 15-week period, Saturdays, 7:30-
8 p. m., and was produced by
KOMO - KJR, Seattle. The enter-
tainment feature was furnished by
Jules Buffano, popular Northwest
orchestra leader, who has written
several outstanding song hits, one
of them being ‘““thanks For the
Buggy Ride.”

The original purpose of the ra-
dio campaign was to acquaint the
listeners in the Pacific Northwest
with the magnitude of the Centen-
nial organization. Since 1889 they
have operated several units 1n the
Northwest under ditferent names,
although the brand of flour milled
carried the same name, Centennial
Silk Sifted Flour. ‘I'hese umts were
located in eight key cities in the
Pacific Northwest with the main
plant in Seattle. At present they
nave eight mills and 97 warehouses,
employ Y00 persons and have an
annual payroll of $1,250,000. Their
market extends from Coast to
Coast.

Merchandising Contest

TO MERCHANDISE the program
a contest was staged offering 50
prizes for completing the sentence:
“1 Like to Use Centennial Silk
Sifted Flour because—". The prizes
consisted of household furniture
from the grand prize, an oriental
rug, to ten bathroom sets consist-
ing of two towels, bath mat and
wash cloths. There were 3,086 en-
tries from all parts of the United
States. Each entry was required
to enclose a coupon from a 49
pound sack of Centennial Silk
Sifted Flour to compete for prizes.
Many entries enclosed from one
to 16 coupons. Letters received
from many Eastern cities stated
they were unable to buy Silk Sifted
Flour in their cities and were dis-
appointed because they were unable
to compete in the contest.

Mr. Smith remarked that the
results of the contest were very
gratifying to the company as each
entrant was obligated to make a
purchase of $2 or more and that
most of the contests require a pur-
chase of seldom more than 25 cents.
He further stated that during the
15-week period of the campaign,
the mills’ business increased 38%
which he attributes largely to the
broadcasts. He is also of the opin-
ion that radio is a major medium
for food manufacturers and food
jobbers.

The program was worked up by
Botsford, Constantine & Gardner,
under the supervision of Charles
Constantine. F. G. Mullins, KOMO-
KJR salesman, handled the account
for KOMO-KJR.
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RADIATORS

ILLUSTRATED: Blaw-Knox Guyed
Type Vertical Radiator 379 Ft.
High. Station WBN S, Columbus,
Ohio.

Mr. L. H. Nafzger, Chief Engineer

of the above station writes:

"It no doubt will be of interest to
you to know of our increased field
strength and coverage with the use
of our 379 foot .55 wave Blaw-Knox
guyed tower. \

Complete measurements with 1000
watts input to the antenna have
shown an increase in coverage of
60% and a field strength increase
varying from 100 to 300%. Our
1000 and 500 microvolt per meter
lines have been extended 13 miles.

Qur previous antenna system, as
you know, consisted of a conven-
tional quarter wave antenna sup-
ported by two 150 foot towers.

Qur tower purchase has been one
of our most progressive and bene-
ficial steps.”

e ey

*IF YOU CONTEMPLATE CHANGES
IN YOUR ANTENNA SYSTEM,
IT WILL PAY YOU TO
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PROFESSIONAL
DIRECTORY

JANSKY & BAILEY

An Organization of
Qualified Radio Engineers
Dedicated to the
SERVICE OF BROADCASTING
National Press Bldg., Wash., D. C.

JAMES C. McNARY

Radio Engineer
National Press Bldg.  Nat. 4048
Washington, D. C.

GLENN D. GILLETT
Consulting Radio Engineer
Synchronization Equipment Design.
Field Strength and Station Location
Surveys. Antenna Design. Wire
Line Problems.
Nationel Press Bldg., Wash., D. €.
N. Y. Offise: Englewood, N. J.

PAUL F. GODLEY
Consulting Radio Engineer
Monteclair, N. J.

“25 years of
Professional Background”

EDGAR H. FELIX
32 ROCKLAND PLACE
NEW ROCHELLE, N. Y.

Field Intensity Surveys, Coverage
Presentations for Sales Pur-
poses, Allocation and Ra-
dio Coverage Reports.

W. P. Hilliard Co.

‘Radio Gransmission
Equipment
2106 Calumet Ave.
CHICAGO ILLINOIS

JOHN H. BARRON

Consulting Radio Engineer

Specializing in Broadcast and
Allocation Engineering

Earle Building Washington, D.C.
Telephone NAtional 7757

HOLLIS S. BAIRD
Specializing in
ULTRA-HIGH FREQUENCY,
TELEVISION, AND
HIGH FIDELITY PROBLEMS

70 BROOKLINE AVENUE
BOSTON, MASS.
Telephone Commonwealth 8512

EDWARD H. LOFTIN

BROADCAST,COMMUNICATIONS
AND PATENTS CONSULTANT
1406 G STREET, N. W.
DIstrict 4105

WASHINGTON, D. C.

E. C. PAGE

Consulting Radio Engineer

725 Noyes St.  Phone Univ. 1419
Evanston, Il

J. M. TEMPLE

Consulting Radio Engineer

P. 0. Box 189
Times Square Station

30 Rockefeller Plaza
New York City

White King on Don Lee
WHITE KING SOAP Co. Los An-
geles, formerly a large user of ra-
dio, returned to the air Feb. 17
with the Raymond R. Morgan Co.,
Hollywood, handling the account.
The new program is on the Don
Lee network, keyed from KHJ, Los
Angeles, at 11:15 a. m. (PST)
three times a week.

FREQUENCY MEASURING SERVICE

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

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

Commercial Department
A RADIO CORPORATION OF AMERICA SERVICE

66 BROAD STREET

NoR1 p\DE
e

NEW YORK, N. Y.
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A JOBBERS' STUNT
Retailers Told How to Cash in
On Wholesale Service

WJIDX, Jackson, Miss., is broad-
casting a program aimed at retail-
ers and sponsored by R. H. Green,
wholesaler, which is designed to
show how jobbers and distributors
can help national manufacturers to
cash in on their advertising. This
typical announcement on the daily
weather report program tells the
story:

“Did you ever have a specialty
man call on you? To most store
operators he is just a necessary
evil, and the general feeling is to
say ‘no’, and get rid of him. But
the R. H. Green wholesale com-
pany considers the specialty man
a real benefit to the community in
which he is working. To begin with
he spends money at the hotels and
restaurants, and in the retailers’
stores. Then, he can be a real help
to you for he brings you special in-
formation about the product he is
selling, gives you selling helps and
ideas that he has gathered in his
wide acquaintance and experience.
Generally his firm is spending
good money creating a customer’s
demand for the goods he is offering
you. So, give the specialty man-a
break; listen to his story, and fair-
ly consider his goods before you
say ‘no’. And then, if you decide
to buy what he is trying to sell,
the R. H. Green wholesale company
would like to have you specify de-
livery through them.”

Union Strike at WIL
A STRIKE of union operators
kept WIL, St. Louis, off the air
for more than nine hours late in
February, the station returning to
the air with a new force, it is un-
derstood. The strike is based on
the demand of union electricians
that two remote operators be em-
ployed at the WIL transmitter,
now located on the roof of the Ho-
tel Melbourne, with studios on the
top floor. L. A. Benson, president
of WIL, issued this statement:
“We signed a new three-year con-
tract with the operators’ union last
March. The union has breached
this contract by taking the men off
the job and refusing to arbitrate.”

Promoting Bus Cards

BAUER & MEYER Inc., New York
(bus advertising-car cards) began
a series of institutional programs
over WINS, New York, on Feb. 19,
Wednesdays and Fridays, 11:30-12
noon. The sponsor has the fran-
chise for bus card advertising on
buses in northern New Jersey and
Upper New York State. The pro-
gram, titled Panorama, is conduct-
ed by George E. Ball, publicity di-
rector of the sponsor, and is signed
for 52 weeks. It is placed direct.

Pie Bakers in Midwest

PIE BAKERS Inc., New York
(Mrs. Wagner’s pies) on Feb. 18
began a series of discs on three
Midwest stations. The quarter-
hour WBS transcriptions are
broadcast twice Tuesdays and
Thursdays and are signed for 13
weeks. The discs are dramatic
skits titled Life of Red Horse
Ranch. WGN, WXYZ, and WHK
are the stations. J.'M. Mathes Inc.,
New York, is the agency.

All-night Response

WATL, Atlanta, is broad-
casting a midnight-6 a. m.
program Saturday nights,
with Red Top Brewing Co.,
Cincinnati, as sponsor. The
program is titled Red Top
Dancing Party and WATL
is using 15 employes to han-
dle requests and details. Pur-
chase of 150 phonograph rec-
ords weekly is required. Lis-
tener response is heavy and
in addition distant fans have
been communicating. Recip-
rocal publicity agreements
have brought in a number of
new dealers for the sponsor
and lots of prospects for the
local distributor. “Dedica-
tions” of numbers require
purchase of Red Top prod-
ucts.

CLASSIFIED
ADVERTISEMENTS

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

Forms close 25th and 10th of
month preceding issues.

Help Wanted

Good salesman wanted in thriving Con-
necticut Station on Regional Network. Re-
markable opportunity for man who ecan
produce. State experience and full particu-
lars in first letter. WATR, Waterbury,
Connecticut.

Situations Wanted

Is your station profitable? I produce
profits—fully qualified promotion, produc-
tion—best references, employed network-—
prefer East. Box 442, BROADCASTING.

Licensed Technical Director and Operator
for small station. Married: age thirty-three;
reliable; efficient with executive experi-
ence. With last employer over ﬁve years as
technical director. Twelve years’ broadcast
experience. Box 443, BROADCASTING.

Operator, graduate of R, C. A. Insti-
tutes; now employed as engineer of small
station. Young, ambitious, conscientious;
good references and willing to start for
small salary. Box 446, BROADCASTING.

Program and Musical Director with 8
years of experience on independent and
chain stations—specializes in building new
programs and improving on old programs
—Employed now as Master of Ceremonies.
College degree—excellent references. Box
447, BROADCASTING.

Now available as a unit to take over
complete management of your station. Two
enterprising radio men comprising 12
years radio experience, one production, the
other commercial. Working as a team,
will do away with all friction between
commercial and program departments. Re-
sults assured. Advertising agency experi-
ence, and managerial experience with both
farm and metropolitan stations. Now em-
ployed, highest recommendations. Can ar-
range interview in Chicago. Box 448,
BROADCASTING.

Music — Talent

Program Managers, Artists, send for
list of new songs— available for broad-
casting without payment of copyright fee.
Indiana Song Bureau, Salem, Indiana.

Wanted to Buy or Lease
Wanted to purchase or lease, 100 to

500 Watt full time station. Write full
particulars. Box 449, BROADCASTING.

For Rent—Equipment

Approved equipment. RCA TMV-75-B
field strength measuring unit (new),
direct reading; GR radio frequency
bridge; radio oscillators, etec. Reasonable
rental. Allied Research Laboratories, 260
East 161st Street, New York City.

Wanted To Buy—Equipment

UZ-4210 R. C. A, transcription turntable.
Address Box 445, BROADCASTING.
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within an Empire...
The Domain of WGY

In the heart of the Empire State, station

WGY dominates not only the rich cen-
tral and eastern New York areas but
also western New England. Its empire -
is the Great Northeast, a particularly
fertile group of markets including
Schenectady, Albany, Utica, Troy.Without

5 o,o o o WATTS majOr CompetitiOD,WGY is a sales "must”
S C H E N E C T A D Y if you would sell this great territory.

WGY is oiie of NBC’s managed and operated stations. Others are WEAF, WJZ, New York + WMAQ,
WENR, Chicago « WTAM, Cleveland « WBZ-WBZA, Boston and Springficld « KIDKA, Pittsburgh
WRC, WMAL, Washington « KOA, Denver + KPO, KGO, San Francisco
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100 WATT U-H-F TRANSMITTER
30 to 41 megacycles |

HY ULTRA-HIGH FREQUENCIES? Because they give you

advantages unobtainable elsewhere in the broadcast bands.
With relatively low power, these frequencies offer a high-level
signal to nearby receivers. There is no fading, no static, no inter- |
ference from distant stations. Stations on this band are received
with complete enjoyment every day and night in the year. Ask us
to prove these strong statements.

RCA'’s 'latest broadcast transmitter, Model 100-F, is designed
for those who wish to take advantage of the remarkable charac-
teristics of 30 to 41 m-c transmission. Its basic pattern is one of
simplicity, flexibility, ruggedness, and high quality, plus many.

new and advanced features.

1 Built to RCA’s rigid and uncompromising standards.

2 Unexcelled quality in transmission. .

3 Very low operating expense.

4 Low installation costs.

5 General High Fidelity performance.

6 Compactness of design entails minimum space
requirements.

Such features as these— plus many others — put the 100-F trans-
mitter in the same class with other RCA broadcasting equipment.
Write for full details.

oy m‘ "7 L 1

—~operates over a frequency band of 30 to 41 mega-
cycles. High fidelity equipment of coordinated design
is employed throughout.

TRANSMITTER SECTION

RCA MANUFACTURING CO., Inc.

CAMDEN, NEW JERSEY e A Service of the Radio Corporation of America

NEW YORK, 1270 SIXTH AVENUE . CHICAGO, 111 N. CANAL STREET |
SAN FRANCISCO, 170 NINTH STREET . DALLAS, 2211 COMMERCE STREET . ATLANTA, 144 WALTON STREET, N. W.
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