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America's "Ten- Gallon Hate 

MARKET.___ MN OM 

THE GREAT SOUTHWEST is America's 

leading market for "ten- gallon" hats, but the 

807,302 WFAA -WBAP "radio families" also 

eat and sleep, drive cars, build and furnish 
homes and have the usual needs of the 

average American family. In fact, in the 

Dallas - Fort Worth area incomes are well 

above the national average and sales in all 

lines are now reaching new highs . . . The 

Southwest's leading -station can do a whale 

of a job for you if you sell "ten- gallon" hats 

but, more important, it can do a "ten- gallon 

hat sized" job for ANY product of merit. 

Our National Representatives, Edward Petry 
& Co., Inc., will gladly supply full infor- 
mation on the special marketing opportun- 
ity in Texas during this Centennial Year. 

50,000 WATTS 

WFAA - wBAP 
DALLAS 

D 

FT. WORTH 
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By direct, audited measure 

Columbia 
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has more listeners than 

any other network 

in the 10 largest cities of the United States 

in the 13 cities where the three basic networks meet in direct 

local competition 

in the 26 cities of the CBS Basic Network 

in ALL the cities of the complete Columbia Network 

New, and audited figures on the size of the 

audience for every network station in these 

cities have just become available ; and may 

be seen, when you wish, at the New York 

offices of the Columbia Broadcasting System. 

But there's still another way of telling. 

More of the country's largest advertisers 

broadcast over Columbia than over any 

other network. These shrewdest buyers of 

advertising facilities know whereof they buy. 

COLUMBIA BROADCASTING SYSTEM 485 Madison Ave., New York 
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for the HARD-TO-PLEASE 
Beyond those more intangible attributes which 
have won for WOR the favor of more than one 
hundred and seventy advertisers during the first 
five months of 1936, are the immediate results 
they obtain at a very low cost per cent. For ex- 

ample, the maker of a household commodity offered 
some fine seeds to listeners during the spring of 
this year. Six times he asked WOR listeners to 
purchase his product and mail a box top to this 
station accompanied by ten cents. In less time 

than it took to make the announcements, 22,489 
dimes and proofs of purchase were received. Ah, 
but that is not all. Our statisticians tell us that 
for every dollar spent for IVOR time by this sponsor, 
he enjoyed a return of $3.74 in cash expenditures by 

listeners for his product. It is little wonder that an 
increasingly greater number of alert advertisers 
are beginning to learn that there exists among the 
inhabitants of the WOR market a spirit of free - 
spending equanimity to be found nowhere else. 

Wo i 
Published semi -monthly, 25th issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC., 870 National Press Building, Washington, 

D. C. Entered as second class matter March 14. 1933, at the Post Office at Washington, D. C., under act of March 3, 1879. 
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WXYZ, with its vast experience in 
showmanship, handles a "big time" 
production schedule of musical, 

dramatic and variety entertainment -producing and 
broadcasting forty -four of its own sponsored pro- 
grams. And that we're doing a whale of a job for 
our advertisers is attested in twenty -two brief case 
histories of WXYZ sales successes. We will gladly 
send them to you upon request. 

WXYZ STUDIO PRODUCTIONS . . 

32 Quarter Hours 
Ann Marth, Housewife ....Baked Goads 
Noonday Comments Hair Restorer 
Livestock Mkt. Reports... Trucks &' Mtr. Cars 
Day in Review Drug Products 
B'yte's Rhythmeers Gasoline 
Sparts Highlights Ale 
Mountaineers Cleanser 

12 Half Hours 

-1/4 hrs. wkly. 
S -I/ hrs. wkly. 
5 -% hrs. wkly. 
6 -1/4 hrs. wkly. 
S -1% hrs. wkly. 
3 -1/4 hrs. wkly. 
3 -1/4 hrs. wkly. 

The Lane Ranger Bread 3 -1/2 hrs. wkly. 
Big Broadcast Cigars I -1/2 hr. wkly. 
Children's Theatre of Aír..Jewe.'ry. 1 -1/2 hr. wkly. 
Michigan Theatre Haur Entertainment 1 -1/2 hr. wkly. 
The Mixing Spaan Faad Manufacturers._6 -1 /r hrs. wkly. 

KING- TRENDLE BROADCASTING CORPORATION 
300 MADISON THEATER BUILDING...DETROIT 

WM. G. RAMBEAU CO_ Representatives. Home Office: Tribune Tower, Chicago 
Eastern Office: 507 Chanin Bldg.. New York Western Office: Russ Baliding. St. Francisco 
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The Western Michigan Market 
belongs to WOOD! Here - in 

Michigan's second biggest market -the wholesale and 
retail business averages more than $200,000,000 annu- 
ally! Can this market be overlooked? Certainly 
not! Can this market be reached through powerful 
network stations in Chicago and Detroit? No. Facts 
prove it. You MUST use WOOD for sales. 

WOOD -WASH -A Must For Sales 

Grand Rapids is 135 miles from Detroit - 
125 miles from Chicago. A recent NBC - 
ROSS Federal Survey in Grand Rapids 
showed more listeners tuned to WOOD 
than all the other stations combined. A 
similar survey by Alka Seltzer -Benjamin 
Soby again showed the same result. Actu- 
ally 3 times as many listeners as any other 
station -including powerful net work sta- 
tions such as: WGN Chicago, WJR De- 
troit, WLW Cincinnati. It is obvious, 
therefore, that in order to win the great 
Grand Rapids Market through the use of 
radio -you MUST use WOOD! 

K ING - TRENDLE BROADCASTING CORPORATION 
300 MADISON THEATER BUILDING...DETROIT 

WM. G. RAMBEAU Co.. Representatives. Home Office: Tribune Tower, Chicago 
Eastern Office: 507 Chanin Bldg.. New York Western Office: Ruse Building. San Francisco 
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100A 'WIM 
IVAY the Lord forgive us, but we're get- 

ting awfully sick of seeing the boys 

rushing around, yammering about million- 

dollar advertising contracts and billion - 

dollar plans and blah blah blab. 

What i.oe're looking for is a few more 

agencies or manufacturers who've got a 

darned good product, a swell personnel, 

and a smallish appropriation to start with. 

We want to work with a few more such 

outfits -help them to plan constructively, 

to spend wisely, to go places and make 

money via radio. 

That's the way our business was built, 

and it's the way we like to work. Do you 

want ns to work for you? 

LI 

FREE, JOHNS & FIELD, INC 
Associated with Free & Sleininger, Inc. 

¿JacIio CJ cthon- ¿7eJresen/aEves 
NEW YORK 

110 East 42nd St. 

Lexington 2 -8660 

W I S . . (NBC) . . . . Columbia 
WHKC Columbus 
WOC . . (CBS) . . . Davenport 
WDAY . (NBC) Fargo 
KTAT . (SBS) . . . . Fort Worth 

CHICAGO 
180 N. Michigan 

Franklin 6373 

DETROIT 
New Center Building 

Trinity 2 -8444 

SAN FRANCISCO 
III Sutter 

Sutter 4353 

WKZO . (MRN) . . . Kalamazoo 

WNOX . (CBS) . . . . Knoxville 

KFAB . (CBS) . Omaha - Lincoln 

KOMA . (CBS -SBS) Oklahoma City 

WDRC . (CBS) . . . . Hartford WMBD . (CBS) .. Peoria 

LOS ANGELES 
C. of C. B,dg. 

Richmond 6184 

WPTF . (NBC) . 

, 

. . Ralei e 

KTSA (CBS -SBS) ..San Antonio 

KTUL . (CBS) Tu's 

KVI . . (CBS) . . . . . Tacots 
and 

Southwest Broadcasting Syste I 
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NAB Staves Off Effort to Split Ranks 
Levy Bolts Convention; Attendance Records Are Broken; 
Myers Elected President; Baldwin Reappointed 

By SOL TAISHOFF 

SUCCESSFULLY resisting the most serious threat to unity 
within the industry it has ever faced, the 14th annual NAB 
convention adjourned July 8 with a stronger organization, 
and charted an ambitious program of expansion for the com- 
ing year. 

Because of the interest aroused by the intra- industry strife, 
the convention broke all records for attendance, with a gross 
enrollment of 816, and with a delegate registration list of 
258. Charles W. "Chuck" 
Myers, operator of KOIN and 
KALE, Portland, Ore., was 
elected president for the en- 
suing year, and James W. 
Baldwin, managing director, 
was reappointed. 

An effort to split the in- 
dustry and create a new 
trade association was made 
by Isaac D. Levy, retiring 
treasurer, coowner of WCAU, 
Philadelphia, and an important 
CBS stockholder. Launched on 
the opening day, Mr. Levy's un- 
dertaking fizzled and the succeed- 
ing sessions evidenced the build- 
ing of a stronger NAB. His de- 
fection was traceable to the music 
copyright issue and his feud with 
Mr. Baldwin, and ten of the 19 
members of the board whom he 
characterized as the "secret ten ". 
Mr. Levy has declared his inten- 
tions are still to form a new trade 
association, which he promised 
would get under way soon. 

Baldwin Unscathed 
THE major networks, likewise 
openly opposed to NAB copyright 
activities and the Baldwin regime, 
did not, however, support the 
Levy move. They had threatened 
to "take a walk" from the trade 
association some months ago, but 
time had its healing effects and 
the networks are still as well iden- 
tified with NAB as before, al- 
though obviously disappointed over 
the turn of events. 

Mr. Baldwin, who as executive 
head of the NAB has been in the 
thick of the bedlam of controversy 
during the last year -his first as 
managing director, - emerged un- 
scathed by the Levy attack and 
other efforts to unseat him. He 
was not only reappointed by the 
new board of directors following 
the convention, but he was given 
a $2,000 increase in salary to 
$13,000. With a few exceptions, 
practically his entire slate of rec- 
ommendations was approved by 
the membership. These included 

his plea to keep copyright nego- 
tiating powers within the NAB, 
whereas CBS, supported by NBC, 
proposed elimination of "all con- 
troversial issues" from the NAB 
purview; his three -point plan for 
a Bureau of Copyright within the 
NAB; and his project for creation 
of a cooperative bureau of radio 
research through subscription of 
NAB funds. 

The new board of directors, fol- 
lowing adjournment of the con- 
vention July 8, promptly voted to 
authorize a fund of $10,000 for 
furtherance of this undertaking, 
looking toward a bureau to au- 
thenticate station coverage and 
listener data in collaboration with 
the Association of National Adver- 
tisers and American Association 
of Advertising Agencies. This 
$10,000 is to be used if, as and 
when needed. A fund of $30,000, 

two -thirds from NBC and $10,000 
from CBS, already is available. 

The only important Baldwin 
recommendation which failed to 
pass -that proposing a 50% in- 
crease in dues to defray contem- 
plated costs for new undertakings 
-was lost by failure to get the 
necessary two -thirds m a j o r i t y 
vote. The convention also rejected 
a series of resolutions and pro- 
posals offered by members at the 
concluding session, including one 
which would have placed the NAB 
on record in opposition to the 
granting of any additional 500,000 
watt applications, on the ground 
that it tended toward monopoly 
and would prove inimical to the 
interests of public and industry. 

Myers on Independent Ticket 

MR. MMYER'S election developed 
from an independent ticket offered 
from the floor, after the nominat- 
ing committee brought in the name 
of Edwin W. Craig, of WSM, 
Nashville, despite Mr. Craig's en- 
forced absence from the conven- 
tion. The latter was en route to 
Europe at the time, having ar- 
ranged the trip prior to the desig- 
nation of the convention time. The 
new president, who takes over the 
gavel held by Leo J. Fitzpatrick, 
of WJR, Detroit, during the last 

year, is well known in industry 
ranks. He was elevated from the 
first vice presidency and for four 
years has sat on the NAB board. 
He has been a broadcaster for the 
past decade, and prior to that 
was in newspaper work 25 years, 
handling circulation, advertising 
management and then business 
management. His name had been 
considered by the nominating com- 
mittee along with that of Mr. 
Craig and John Shepard 3d, presi- 
dent of the Yankee Network. 

Elected along with Mr. Myers 
as officers were John Elmer, owner 
of WCBM, Baltimore, and a for- 
mer newspaper publisher, as first 
vice president; Gardner Cowles 
Jr., president, Iowa Broadcasting 
System, and editor -in -chief of the 
Des Moines Register- Tribune, sec- 
ond vice president, and Harold 
Hough, manager of WBAP, Fort 
Worth, Tex., and circulation man- 
ager of the Fort Worth Star -Tel- 
egram, treasurer. There was no 
opposition to these nominations by 
the official nominating committee. 

Directors elected to fill the six 
vacancies were Edward A. Allen, 
WLVA, Lynchburg. Va., retiring 
second vice president, and presi- 
dent of National Independent 
Broadcasters; Arthur B. Church, 
KMBC, Kansas City, (reelected) ; 

Gene O'Fallon, KFEL - K V 0 D, 
Denver; John F. Patt, WGAR, 
Cleveland, and L. B. Wilson, 
WCKY, Cincinnati, for three -year 
terms; and Frank M. Russell, 
NBC Washington vice president, 

NAB OFFICERS AND BOARD, 1936 -37 -Lower row left to right: John Elmer, WCBM, Baltimore, first vice 
president; C. W. Myers, KOIN -KALE, Portland, Ore., president; Harold Hough, WBAP, Fort Worth, treasur- 
er; Gardner Cowles Jr., KSO -KRNT, Des Moines, second vice president. Directors upper row left to right: Tom 
Symons, KFPY, Spokane; L. B. Wilson, WCKY, Cincinnati; Gene O'Fallon, KFEL -KVOD, Denver; Arthur 
B. Church, KMBC, Kansas City; Ralph Brunton, KJBS, San Francisco; Joe Maland, WHO, Des Moines; Harry 
Butcher, CBS, Washington; W. Wright Gedge, WMBC, Detroit; Edward A. Allen, WLVA, Lynchburg, 
Va.; John Gillin, WOW, Omaha; John Patt, WGAR, Cleveland; F. M. Russell, NBC, Washington. Absent 
when picture was taken were A. J. McCosker, WOR; Edwin W. Craig, WSM, and Gordon Persons, WSFA. 
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reelected for a two -year term. 
The only real fireworks of the 

convention developed at the open- 
ing session. It was then that Mr. 
Levy staged his one -man revolt, 
after lashing out at Mr. Baldwin 
and the board majority; making 
grave charges against Philip G. 
Loucks, former managing director, 
Joseph Hostetler, prominent Cleve- 
land attorney and former NAB 
copyright counsel, and Oswald F. 
Schuette, former NAB copyright 
director, who served jointly as 
trustees of the NAB -organized 
Radio Program Foundation, dis- 
solved several months ago; with- 
drawing WCAU from member- 
ship, and announcing the forma- 
tion of his new "association ". 

The convention opened with an 
address of welcome by Barnet 
Hodes, corporation counsel of Chi- 
cago, and was immediately fol- 
lowed by President Fitzpatrick's 
address. He departed from the 
customary opening festivities by 
loosing an attack upon broadcast- 
ers for slipshod tactics, and con- 
cluding with a plea for unity, 
which was taken up by other 
speakers after Mr. Levy's tirade. 

President Fitzpatrick shamed 
the industry for "airing its dirty 
linen in the public gaze ". He up- 
braided the membership for per- 
mitting a split in the ranks and 
ascribed it to misunderstanding. 

"I have contended from the very 
first that we need someone to 
eliminate the petty bickering or 
strife, to weed out the quarreling 
and to cement broadcasters to- 
gether in their common purposes 
and duty and obligation to the 
listening public," he asserted. 

"It seems to me there are more 
changeable, erratic people, more 
gossips in the radio industry than 
in any other body of sound -minded 
or capable business men in the 
country. That is a strong state- 
ment, but I'll add one even 
stronger -that I have never seen 
so many petty maneuverings, so 
many insidious intrigues, or so 
many political practices as I have 
in this group. And we are not 
going to help that situation any 
as long as we have no more pri- 
vacy in our meetings than a 
county fair. 

"Clean House Mentally" 
"THE NAB was founded for 
progress, I sincerely believe, but 
until we grow up and throw out 
a lot of juvenile proceedings, we 
might as well abandon any idea 
of progress. The most successful 
combatants are always those who 
know the enemy's moves in ad- 
vance. The most vital thing in a 
successful campaign is secrecy of 
movements. We have never had 
that. Every step that we have 
proposed to take, every move that 
we have proposed to make, has 
been exploited or exposed long be- 
fore ever we were ready to ad- 
vance." 

The retiring president concluded 
with the plea that broadcasters 
"clean house mentally, absolve 
ourselves from selfishness and then 
pull for a common cause." 

Introduced next was Chairman 
E. O. Sykes of the FCC Broad- 
cast Division, who addressed the 
convention on FCC activities and 
radio regulation. He urged sta- 
tions to prepare for the hearings 
on reallocation of the broadcast- 
ing spectrum, to begin in Wash- 
ington Oct. 5, and stressed their 
great importance. The whole ques- 
tion of station, power and fre- 
quency allocations, he brought out, 
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1936 -37 Officers and Directors of NAB 

President 
Charles W. Myers, KOIN -KALE, 

Portland, Ore. 
First Vice President 

John Elmer, WCBM, Baltimore 
Second Vice President 

Gardner Cowles Jr., KSO -KRNT, 
Des Moines 

Treasurer 
Harold Hough, W B A P, Fort 

Worth 
Managing Director 

James W. Baldwin 
Directors Continued 

Alfred J. McCosker, WOR, New- 
ark 

Harry C. Butcher, WJSV, Wash- 
ington 

John J. Gillin Jr., WOW, Omaha 
Gordon Persons, WSFA, Mont- 

gomery, Ala. 

Edwin W. Craig, WSM, Nash- 
ville 

J. O. Maland, WHO, Des Moines 
Ralph R. Brunton, KJBS, San 

Francisco 
T. W. Symons Jr., KFPY, Spo- 

kane 
W. Wright Gedge, WMBC, De- 

troit 
New Directors 
(3 -year term) 

Edward A. Allen, WLVA, Lynch- 
burg, Va. 

Arthur B. Church, KMBC, Kan- 
sas City (reelected) 

Eugene O'Fallon. KFEL, Denver 
L. B. Wilson, WCKY, Covington, 

Ky. 
John F. Patt, WGAR, Cleveland 

(2 -year term) 
Frank M. Russell, WRC, Wash- 

ington (reelected) 

will be invaded by the Broadcast 
Division, after which it will decide 
whether alterations are desirable. 

The Levy Attack 

THERE was silence when Mr. 
Levy stepped before the conven- 
tion. At four preceding conven- 
tions he had held broadcasters 
spellbound with his copyright 
discussions. Last year he went 
through a bitter fight for reelec- 
tion as treasurer, on a "vindica- 
tion platform" as he put it. He 
has consistently opposed the "per 
piece" or "measured service" 
method of nayment for music on 
the ground that it not only would 
be more expensive but also cannot 
be procured. The NAB conven- 
tions for three successive years 
has resolved in favor of negotiat- 
ing "per piece" and it reiterated 
that expression in a formal reso- 
lution on the concluding day of 
the convention. 

Almost at the start Mr. Levy 
laid the blame for the copyright 
negotiation fiasco upon the door- 
step of Mr. Baldwin and the "se- 
cret ten" of the board. He an- 

nounced that after he had spoken 
he would resign from the NAB, 
which he did. 

Speaking from prepared manu- 
script for the first time, Mr. Levy 
charged that immediately follow- 
ing Mr. Baldwin's appointment 
last year, the managing director 
ignored instructions of the board 
that a letter be seht to the mem- 
bership urging acceptance of the 
ASCAP five -year contracts under 
the then existing terms of 5% 
of gross receipts. He added he had 
asked for a board meeting but it 
was not called for two months. 
Upon this he blamed the situation 
which later developed with the 
resignation of Warner Bros. pub- 
lishing houses from ASCAP at the 
end of last year, the wholesale 
infringement suits and the neces- 
sity of many stations signing five - 
year Warner contracts. 

Increasing in bitterness as he 
went along, the retiring treasurer 
charged that President Fitzpatrick 
also was ignored by Mr. Baldwin 
and the "secret ten ", despite the 
fact that the president, treasurer 
and managing director constitute 
the executive committee of NAB. 
On Oct. 17, he said, the board 

Our Convention Daily 
IN THE DAILY editions of BROADCASTING Magazine published 
during the NAB convention in Chicago, as in our regular semi- 
monthly issues, we endeavored to maintain the dignity and in- 
tegrity of our industry by confining ourselves to authentic news 
and eliminating the cheap and the petty. That the delegates and 
guests recognized this is attested by the many words and letters 
of commendation received by us from those who attended. 

Our purpose in publishing the daily editions was solely that of 
providing a service to the industry and to the delegates and guests. 
We carried not only complete news reports but accurate notices of 
proceedings, complete and accurate directories of registrations and 
hotel addresses, and full listings of exhibitors and special repre- 
sentatives. We made no charge for any of our listings, and indeed 
rejected numerous offers of advertising in the belief that the cir- 
culation of the daily issue at the convention was too limited to 
make it a profitable advertising buy for anyone. The circulation 
was limited to those attending, plus a few hundred airmailed each 
day to the more important agency executives handling radio 
accounts and to a few others. 

Happy in the commendations received on all hands and some- 
what gratified that other trade journals should have used our 
daily reports almost verbatim as their regular issue reports of 
the convention, we particularly want to express our gratitude at 
this time to Burridge D. Butler, publisher of The Prairie Farmer, 
to Glenn Snyder, manager of WLS, and to their splendid staffs for 
the remarkable cooperation given us in this effort. The daily 
BROADCASTING was published in the Prairie Farmer plant under 
contract, and we especially appreciated the willingness of its com- 
posing and pressroom staffs to give up their holiday and their 
nights for this task. 

passed a resolution instructing the 
managing director to send a letter 
to the membership advising sta- 
tions to accept the ASCAP offer 
of five -year extensions. Had this 
notice gone out, he said, and had 
stations then accepted the ASCAP 
proffer, "you would then have 
guaranteed to you by ASCAP the 
Warner catalog for which a large 
number of you are now paying a 
considerable sum of money." 

It was not until Dec. 3 that the 
telegram went out, Mr. Levy de- 
clared, and then on the following 
day Warner w i t h d r e w from 
ASCAP. And on the following 
day, he said, Mr. Baldwin sent 
out a telegram repudiating the 
first one. 

Claims Confusion 
"THEN," he continued, "came a 
series of telegrams, letters, manu- 
scripts, books, pamphlets and every 
sort of written memoranda, giving 
you advice that no intelligent per- 
son in the world could understand 
-not even the sender; -- hysterical 
ramblings, hopeless . unfusion, to 
which I refused to contribute. 

"The publicity released by Mr. 
Baldwin during the past year tore 
to shreds this association. He was 
a managing director, employed by 
us, who assumed the role of a dic- 
tator. He forgot there was such 
a thing as an executive committee 
with whom he was to consult; he 
forgot there was a president; he 
forgot there was a treasurer; he 
did as he pleased, influenced by a 
number of men who haven't the 
slightest conception of what it is 
all about. 

"Mr. Baldwin appointed his own 
committees, appointing some who 
were not even members of our or- 
ganization. For the miserable mess 
you are in, you can thank these 
ten members of your board." 

After upbraiding members of the 
board and Mr. Baldwin further, 
Mr. Levy outlined his plans for his 
new association, which he declared 
was urged by NAB members who 
had corresponded with him. He 
said the organization would have 
no president or board, but simply 
a managing director and a lawyer 
who would relieve station members 
of the necessity of hiring Wash- 
ington lawyers at "fancy fees" for 
what he described was "work that 
could be done by messenger boys." 

Plunging back into his attack, 
Mr. Levy charged Mr. Baldwin with 
mismanagement and calling of un- 
necessary board meetings at great 
expense to members and ridiculed 
the "program foundation fund" 
which he said Mr. Baldwin is es- 
pousing and which would cost 
$200,000. In this connection he 
mentioned the defunct Radio Pro- 
gram Foundation, and charged that 
it was dissolved with the three 
principals dividing the funds. He 
said Mr. Baldwin did not mention 
the demise of that organization in 
his report. 

Hits Foundation Incorporators 
"THREE gentlemen, Hostetler, 
Loucks and Schuette, formed a cor- 
poration and they acquired a little 
music," Mr. Levy asserted. "You 
were to pay for its use, and some 
of you did. Each of these three 
men was in the employ, at the 
time, of the NAB and being paid 
for his services. If this corpora- 
tion had been a great success, the 
profits would flow to the stock- 
holders, Schuette, Loucks and Hos- 
tetler. When they decided to aban- 
don this project, as a failure, there 
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UNITY-M. R. Runyon. CBS. and A. J. McCookrr. W'OR. tell dole. 
gain their thoughts alter Lay speech. Leo Faapmrick, 
retiring president. who also plead fco unity. look+ on. Note 
SIr. Lesy's brown study r,Bcctrdio muror. 

NEWCOMER -Sam Install (with cigar), ea utility magnate now 
heading hi. Affiliated Broadcasting Co. ne of Midwmtarn 

gets acquainted with broadcaster at NAB banquet. 
.atWith 

him are his sale. , George Roesler, and 
SI... Roesler. 

NIX -Stanley Hubbard. KSTP, right, orgues 
his handicap with club pro Charles Silver. 
11. F. McClanoy, NBC, upper left, look, on 
with Gene Pack. KSL. 

IIOSIE TOW NEB 
Being from L4.Jnn's 
home of Topeka, 
Don Searle, W I B W, 
passu snit hundred. of 
Sunflower butt 
adnpling the G. 0.P 
emblem, 

ßt3 

} 

GOT THE OROER? -David Ballon, Standard Radio, left, and Mil- 
ton Blink, Standard Radio's Chicago vie president, fourth from 
bfr corner three from WHO; nut to Mr. Ballou are William O. 
Wagner. Irving Gruxman, Mr. Blink and Harold Fair. 

PU72LE0- Candid shot of Ed Petry, left, awl Sidney has, (BS 
counsel, in earnest conversation. 

SERIOUS - lu the eo. 
heme were the e 

ddihumion+, athese 
stoup shots indicate . 

Thue are sections of Ili- 
big attendance of snore 
lijan ESO. 

4 

J 

GL ADTOKNOWIUH. lw Boston broad. u.,.., soak,. stow heu se. 
quaintanee at the limit John Shepard, kit, Yankee Network, 
and Bill Pote, WMEX. 

SAN FRANCISCANS -Leh to right: Phil Lasky, KSFO; 
Edward McCallum. KYA; Ralph Brunton, KJBS.KQW. 

\../ 

"BROADCASTING" TROPHY CONTENDERS - 
Leh to right. An Croatian. WWI; Irwin Stoll. 
Michigan Network; C. A. Hill, WIBM; Harry 
Bmdwr. CBS; Bond Geddes. MIA; Andrew 
Cruse. U. S. Dept. of Commerce; Ross Wallace, 
WHO. }winner/ ;44 Felten, Chicago; Howard E. 
Pdl. WSFA: H. R. Spence. KXRO: Don Mather, 
WHIM; C. F. Phillips, WFBL; J. Leslie Fox, 
KSMBC; Tams Bixby. 14.B1X; Ben S. Fisher, Wash - 

ington; Karl Haymond, XMO. Seared: Edw. 
Young, Bnoaocxsymc (loll). Norman Goldman, 
W'LS. 

s 
THE LADIES GO YACHTINCr Aboo rd Comdr. EEugene Kñal B 

ddegatrons enjoy the breezes of Lake Michigan while the conventioneers 
in the misnamed Windy G ` 

JOURNALISTS -From newspaper radie stations u among g my others left to right: H. Duo Fimo, WDAF; Lmbdio Kay, WSB; C. A. McLaughlin, W'HIC;W. J. Scripps WWI. 
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was $5,000 left which they divided 
among themselves, and sent a let- 
ter to the NAB board justifying 
their action." 

And then, to conclude his swan 
song, Mr. Levy said he was for a 
"per piece" method for payment of 
music, but felt it was impossible 
now because it would double or 
triple costs. He revealed he had 
been working with some publish- 
ers to purchase the Warner cata- 
log and put it back in ASCAP, 
but did not elaborate beyond that. 
His final words were: "With the 
`secret ten' and Mr. Baldwin direct- 
ing your affairs you must fail. And 
for that reason I am stepping out." 

Baldwin's Reply- 
Report 

THERE was only a smattering ap- 
plause when Mr. Levy concluded. 
In contrast to this, there was long, 
ringing handclapping when Mr. 
Baldwin stepped before the dele- 
gates. In effect, he ignored his 
critic's speech. He delivered a short 
report covering highspots of the 
year's work and making certain 
recommendations. He said he would 
not answer any statement made 
at the session on copyright beyond 
directing to the attention of the 
delegates his report of Feb. 3 on 
copyright. "There was no question 
raised that could not be answered 
by it," he said. 

Declaring he could talk for hours 
on copyright, the managing direc- 
tor said he did not want to waste 
time on "post morteros". He de- 
clared the Bureau of Copyrights 
within the NAB which now is func- 
tioning with Edward J. Fitzgerald 
as its head, is preparing a library 
of public domain music which 
should tide stations over in any 
future emergency and give them 
an opportunity to bargain in pro- 
curing music rights. He estimated 
that some two years would be re- 
quired to "free you from existing 
inequalities" after which each 
member should be in position to 
use bargaining power in negotiat- 
ing his own contract. When that 
is done, he said, it would be pos- 
sible to eliminate the controver- 
sial copyright negotiation program 
from the NAB. He said he agreed 
wholeheartedly that it should be 
removed from the NAB, but not 
until an industry -owned music sup- 
ply is created. 

Mr. Baldwin concluded with a 
plea for unity, predicting that for 
every one which dropped out of 
the NAB two would enroll. This 
was indirectly an answer to Mr. 
Levy's foray into the trade asso- 
ciation field. 

When President Fitzpatrick 
called for discussion, Samuel Ros- 
enbaum, president of WFIL, Phil- 
adelphia, and head of Alfred H. 
Greenfield Co., Philadelphia bank- 
ers, arose to his feet to make his 
maiden address at an NAB conven- 
tion. In biting terms he criticized 
Mr. Levy for his defection. De- 
claring he had never before heard 
such "tongue- lashing and diatribe" 
as delivered by Mr. Levy, he said 
there obviously was deep feeling 
in Mr. Levy's breast about the 
NAB and copyright, since he pro- 
posed to pull out of the NAB. 
There is no man, he said, who can 
get along better without the asso- 
ciation. That attitude, he conclud- 
ed, is not cooperative, not Ameri- 
can and not the way to get things 
done. 

As CBS spokesman, M. R. Run- 
yon, vice president and treasurer, 
said he was distressed over the 
feeling and divergent views. He 
had concluded, he added, that the 
function of a trade association is 
to deal with non -controversial mat- 
ters upon which the membership 
generally is agreed. He urged that 
copyright, as a controversial issue, 
be removed from NAB jurisdic- 
tion, and that the association deal 
with problems on which there is a 
united front. His resolution to this 
end, offered at the concluding ses- 
sion, was defeated. 

Defense of Mr. Levy was voiced 
by Alfred J. McCosker, past presi- 
dent of NAB, president of WOR, 
Newark, and chairman of Mutual 
Broadcasting System. Mr. Levy, 
he said, was not actuated by per- 
sonal motive s, but his feeling 
sprang from hard work and an 
honest desire to help. He support- 
ed Mr. Runyon's plea for unity,de- 
claring if that can be accomplished 
only by removing copyright from 
the province of the NAB, such a 
step should be taken. Mr. Mc- 
Cosker said he had consistently 
voted against the actions of the 
Levy - labelled "secret ten" as a 
member of the board, because he 
had not been in harmony with their 
views. 

Research Program 
IN HIS routine report, Managing 
Director Baldwin made a strong 
plea for progressive steps toward 
creation of a cooperative bureau of 
radio research, for a continuing 
program of technical research and 
for pushing to completion the plans 
involved in the creation of the Bu- 
reau of Copyrights within the 
NAB. Summarizing the year's ac- 
tivity, he brought out that NAB 
membership is larger than at any 
time in history, totaling 407, a gain 
of 22 in a year. Financially, he 
said, the NAB is in better position, 
having a balance of $17,451.49 as 
of June 30, as against $46.45 on 
July 1 a year ago. Receipts for 
the last fiscal year were $97,043.44 
and expenditures $79,638.51. 

Urging approval of the coopera- 
tive bureau of radio research proj- 
ect, Mr. Baldwin briefly described 
the work of the NAB committee 
of five during the last year, head- 
ed by Mr. Church, who also is the 
commercial committee chairman. 

"The report on radio set figures 
by counties reported last week [see 
July 1 issue of BROADCASTING] is 
the best example of the good' that 
can be accomplished through co- 
operation by the seller, the buyer 
and the agency," he asserted. 
"This is the first time in the his- 
tory of radio that fundamental in- 
formation has been issued with the 
joint approval of the advertiser, 
the agency and the broadcaster. 
There is much that remains to be 
done. 

"New projects will require new 
financing. Thus far NBC and CBS 
have paid the expenses of the com- 
mittee. It is not right for them 
to bear all the expenses. There is 
not a single station that does not 
benefit by all the work that has 
been done and each station should 
bear his proportionate share of the 
expense." 

Mr. Baldwin made a plea also 
for his proposal to increase dues 
by 50%, which was lost at the 
closing session. He said . the in- 
crease was proposed so the NAB 
might arrange for completion of 
research projects - mainly those 
dealing with the cooperative bu- 
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reau and for engineering research. 
In both instances he recommended 
that the program of research and 
study be placed in accredited uni- 
versities which would be recognized 
as unbiased and unprejudiced. 

"It is my recommendation," he 
declared, "that such work be ac- 
complished through arrangements 
with an adequately equipped uni- 
versity. The results of their work 
will be acceptable to all and the 
cost under such an arrangement 
will be considerably less than it 
would be if you set up your own 
organization. 

"There is also a need for re- 
search in the technical field. The 
engineering hearing just concluded 
by the FCC serves as a good ex- 
ample of the need of some ar- 
rangement whereby the industry 
can have available at all times 
quantitative data on technical and 
scientific questions that arise." 

At the close of the first day's 
s e s s i o n, President Fitzpatrick 
named the nominating and resolu- 
tions committees, which reported 
at the final session July 8. On the 
nominating committee were Mal- 
lory Chamberlin, WNBR, Memphis, 
chairman; J. Thomas Lyons, 
WCAO, Baltimore; Burt Squire, 
WINS, New York; Glenn Snyder, 
WLS, Chicago, and Donald Withy- 
comb, WFIL, Philadelphia. The 
resolutions committee comprised 
John J. Gillin Jr., WOW, Omaha; 
Ed Craney, KGIR, Butte; Ralph R. 
Brunton, KJBS, San Francisco; 
Harrison Holliway, KFI, Los An- 
geles, and Mr. Cowles. 

The Business Sessions I 

THE second day's session was 
given over almost entirely to com- 
mercial aspects of broadcasting, 
with several agency men partici- 
pating. A dressing down on main- 
tenance of rates, dual rates, and 
other practices came under the pur 
view of the convention. The ses- 
sion was entirely devoid of discus- 
sion of the intra- industry conflict, 
with business aspects receiving 
practically uninterrupted attention. 

"Maintain published rates" was 
the three -word message brought to 
the convention by Frederick C. 
Gamble, executive secretary of the 
American Association of Advertis- 
ing Agencies. He said this reflect- 
ed the sentiment of the entire agen- 

cy field. His words were echoed by 
C. E. Midgely Jr., of Batten, Bar- 
ton, Durstine & Osborn and by Os- 
born Bond, of Joseph Katz Co., 
Baltimore. Both Mr. Midgely and 
Mr. Bond discussed intimately the 
promotional efforts of stations and 
emphasized that local stations are 
not being overlooked by agency 
radio departments, but rather that 
they fail properly to promote them- 
selves. 

As chairman of the Committee 
of Five, Mr. Church delivered a 
special report on the cooperative 
bureau. He estimated that some 
$50,000 would be needed to carry 
to fruition the exploratory project 
outlined by the Joint Committee 
on Radio Research fostered by the 
three .trade associations represent- 
ing broadcasters, advertisers and 
agencies. He asked that $10,000 
be allotted by the board to carry 
on the work. 

Recommendations on the NAB 
radio research project were out- 
lined by Mr. Church as follows: 

(1) Endorse the general plan 
for completion of the exploratory 
project on the basis we have pre- 
sented to you. 

(2) Authorize your Committee 
on Radio Research to offer this 
plan to the Joint Committee of 
Fifteen as the plan the broadcast- 
ing industry would prefer to have 
employed. 

(3) Increase the number of the 
committee from five to seven mem- 
bers which shall include a repre- 
sentative from each major network 
subscribing to the project, also rep- 
resentatives from local, regional 
and clear channel or high - power 
station classifications. The man- 
aging director shall also be a mem- 
ber of the committee. 

(4) Make available $10,000 for 
use on the project as necessary 
and provide that additional 
amounts be devoted to the project 
at the discretion of the board of 
directors. 

Uniformity in Data 
IN URGING the cooperative bu- 
reau, Mr. Church argued that 
much of the material on station 
coverage and listener habits now 
prepared individually by stations 
is worthless. That, he said, is be- 
cause there is no source of funda- 
mental information which can be 
looked to as official and which re- 
ceives the sanction of the buyer, 
the seller and the agency. Rather, 
he declared, there is a variety of 
source and presentation which is 
sometimes embarrassing and al- 
ways confusing. 

Mr. Church recommended that 
the Wharton School of Finance & 
Commerce be endowed to carry on 
the research project. Herman S. 
Hettinger, research consultant of 
the NAB, is an associate professor 
in that school and is recognized as 
an authority on radio research. 
Mr. Church said the committee 
took into account the success 
achieved by the outdoor advertis- 
ing industry in solving a similar 
problem by placing its explora- 
tory research at the Harvard 
School of Business. 

A university, he said, possesses 
the desired permanence of organi- 
zation, has the equipment and man- 
power to provide facilities and per- 
sonnel adequate to assist Paul F. 
Peter, Joint Committee secretary 
and former chief statistician of 
NBC, in his research; is a non- 
profit organization, and can fur- 
nish facilities at a minimum ex- 
pense; has a purely scientific in- 
terest precluding any special bias, 
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WITH THE CANDID CAMERA 

To Herbert Hollister, general manager of the new KANS, Wichita, and 
an amateur photographic expert, BROADCASTING is indebted for 
these panels of candid shots taken during the convention. In the left 
panel, top to bottom, are James W. Baldwin (NAB); Gardner Cowles 
Jr. (KSO- KRNT), newly elected vice president, and Sidney H. Bliss 
(WCLO); Harry Woodman (KDKA), F. M. Russell (NBC) and Wil- 
liam S. Hedges (NBC); John Patt (WGAR), newly elected director; 
Tom Symons (KFPY) and Arthur B. Church (KMBC) ; Don Withycomb 
(WFIL) with Mr. Baldwin and Harry C. Butcher (CBS). In the right 
panel, top to bottom: C. W. Myers (KOIN- KALE), newly elected presi- 
dent; W. Wright Gedge (WMBC) with Ed Allen (WLVA) and Mr. 
Myers; Earl Glade (KSL) and Mr. Allen; Gene O'Fallon (KFEL- 
KVOD), newly elected director; Mr. Allen and Mr. Myers; Lambdin 
Kay (WSB). 

and finally, possesses prestige and 
unquestioned authority. 

As the second order of business 
at the Tuesday session, the con- 
vention heard an address by C. H. 
Sandage, chief, Division of Com- 
munication, Bureau of the Census, 
on the census of the broadcasting 
industry covering 1935 business 
and employment just being con- 
cluded by the Bureau: He revealed 
that data based on returns from 
517 commercial stations, or 90% of 
the total, showed net revenues, 
from direct sales of time, plus 
sums received from networks of 
approximately $48,000,000. Employ- 
ment figures for the same stations 
showed an average of 11,500 sta- 
tion employes in 1935, with an an- 
nual payroll of approximately 
$19,000,000, more than 90% of 
which went to full time employes. 

There followed a panel discus- 
sion conducted by H. K. Carpenter, 
WHK, Cleveland, and participated 
in by a score of broadcasters and 
agency men, which ran riot over 
the whole field of commercial sta- 
tion operation, other than the pure- 
ly technical phase. Pointed views 
on station rates, representation, 
discounts, promotion and other 
practices were expressed, as re- 
ported elsewhere in this issue. 

Commercial Committee I 

AT THE Tuesday afternoon ses- 
sion, Mr. Church again took the 
rostrum to deliver his commercial 
committee report. He again plead- 
ed for support of an agency rec- 
ognition bureau, which became the 
subject of a subsequent resolution, 
for the research bureau, for the 
adoption by stations of the plan 
for a uniform system of cost ac- 
counting, and for observance by 
stations of the highest degree of 
ethical standards. 

He asked for a place on the gen- 
eral program of the annual ses- 
sions of the Advertising Federa- 
tion of America, rather than a side 
show radio departmental session, 
as a condition precedent to NAB's 
continued affiliation with AFA. 
Pointing out that the NAB did not 
hold a session this year coincident 
with the AFA convention as it had 
for the preceding three years, Mr. 
Church said: "It is the opinion of 
your chairman that the recent pro- 
cedure of the AFA of emphasiz- 
ing a multiplicity of meetings de- 
voted to specialized groups seri- 
ously impairs, if not invalidates, 
the opportunity for a general ap- 
proach to advertising problems 
which an organization such as the 
AFA generally affords. It is the 
recommendation of your commer- 
cial chairman that if the NAB con- 
tinues as a contributing member 
of the AFA that hereafter the 
NAB shall have a place on the 
AFA general program. Only in 
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this manner can the members of 
this association fully benefit from 
affiliation with the AFA and I am 
confident that AFA officials, if 
properly approached, will agree on 
this point and that the cordial re- 
lations which have existed between 
the two organizations can be main- 
tained to the interests of both." 

Mr. Church asked that the new 
sales managers division of the 
NAB created during the conven- 
tion, be supported by the NAB. 
The division, he explained, would 
function alongside the commercial 
committee. He urged a one - rate 
policy, a subject that provoked de- 
bate pro and con. Since the aboli- 
tion of the broadcasting industry 
code, he said, there has been a re- 
turn of rate chiseling practices. 
Stations in some cases are falling 
for "per inquiry" business and con- 
tingent schemes which, he said, 
"cannot but destroy the confidence 
of substantial advertisers whose 
business should comprise the back- 
bone of your income. 

"There is need for another cam- 
paign to shorten the commercial 
announcement portion of programs. 
I am afraid that nearly all of us 
have, through transcription pro- 
grams, let some of the advertisers 
get by not only with an excessive 
amount of advertising copy, but 
also in some cases with copy of an 
objectionable n a t u r e, that you 
would not under any circumstances 
permit to be included in your stu- 
dio -built programs. If you aren't 
hardboiled with your advertisers or 
with the agents who place such 
programs with us, you certainly 
can't expect our governmental reg- 
ulating bodies to be other than 
hardboiled with us." 

In the ensuing debate dual rates, 
merchandising practices, interpre- 
tations of what constitutes a na- 
tional program, and similar ques- 
tions cropped up for gruelling 
cross - fire. Participating were 
Messrs. Church, Carpenter, Harri- 
son Holliway of KFI, E. P. H. 
James, NBC promotion manager, 
Charles Myers of WSUN, St. Pe- 
tersburg, and Mr. Midgely. 

Concluding his rep or t, Mr. 
Church advocated shortening of 
the "summer slump" period by the 
abolition of daylight savings time 
for program schedules. He recom- 
mended also that the convention 
instruct the president to appoint 
a committee of five or seven whose 
responsibility it would be to ex- 
plore during the next year the 
possibilities to the broadcasting in- 
dustry of a bureau of radio promo- 
tion and to report to the next con- 
vention. This suggestion, however, 
was not followed by the resolutions 
committee, and was simply referred 
to the board of directors. 

To close the Tuesday session, J. 
H. DeWitt, chief engineer of WSM, 
Nashville, as chairman of the NAB 
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engineering committee, advocated 
technical improvements in stations 
before the FCC forces them. Good 
engineering, he said, means money 
in the pockets of station owners. 
He told of a station listed at 1,000 
watts which actually radiated only 
200 watts because of engineering 
deficiencies. Some commercial men, 
he explained, believe that the pow- 
er listed on the rate card is what 
counts in s e I 1 i n g, "but more 
thoughtful station owners know 
that clients are held by coverage 
results." 

i 
The Political Day I 

THE FINAL day's session was de- 
voted to "resoluting and politick- 
ing". When it became known that 
Mr. Craig, despite his absence, had 
been nominated for the presidency 
by the official nominating commit- 
tee, and that Mr. Myers was not 
even accorded a board post, sup- 
porters of the latter began work- 
ing Tuesday night. The prime 
movers of the independent slate 
headed by Mr. Myers, were Mr. 
Church, generally regarded as his 
"campaign manager" and a close 
personal friend, Ed Allen as the 
leader of the smaller independents through NIB, and W. Wright 
Gedge, WMBC, Detroit, and an of- 
ficer of NIB. Preparation of the 
NIB slate was not completed until 
early Wednesday morning, after an 
all -night siege of campaigning by 
its sponsors. 

In addition to the substitution 
of Mr. Myers for Mr. Craig, the 
independent ticket proposed Mr. 
Carpenter for reelection for a 
three -year term on the board of 
directors in lieu of Mr. Patt, and, 
if Mr. Craig, a director, were elect- 
ed to the presidency, it proposed 
that Herbert Hollister, of KANS, 
Wichita, be elected to fill his un- 
expired two -year term. as against 
Paul Morency, WTIC, Hartford, 
named on the official slate. 

Three Other Officers Favored 
PRIOR to the voting on the presi- 
dency the membership elected by 
acclamation the slate of three other 
officers, since they were the same 
on both the official and the indepen- 
dent tickets. Mr. Myers gained rec- 
ognition and asked that his name 
be withdrawn, pointing out that on 
the Pacific Coast he is away from 
the seat of activity. 

It was then that Mr. Church 
made the nominating speech, pay- 
ing high tribute to his candidate, 
emphasizing that it was a logical 
step from the first vice presidency 
to the presidency, and pointing out, 
too, that he was an "average" 
broadcaster whose election would 
tend to balance the official slate. 
Mr. Gedge then gained recognition 
and as spokesman for the local in- 
dependents, asked the election of 
Mr. Myers. 

No speeches were made on be- 
half of Mr. Craig, who was not 
aware of the fact that his name 
was considered or that the nomi- 
nating committee had made him 
their selection. There had been no 
campaign for him, but he had been 
regarded as a likely choice after 
last year's convention. When the 
ballots finally were cast on the 
presidency, it was found that 183 
votes were cast, of which 4 were 
void. Myers received 107 votes 
against '72 for Craig. The election 
of Myers promptly was declared 
unanimous. 
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In the balloting for directors Mr. 
Carpenter lost a place on the board 
for the three - year term by one 
vote, having 59 as against 60 for 
Patt. A total of 111 members 
voted, with O'Fallon receiving 92; 
Wilson, 90; Allen 89; Church 87 
and Patt 60. Under the rules 54 
votes were necessary to elect. Mr. 
Russell was unopposed for the two - 
year term. 

On the same ballot a vote was 
asked on the proposal to increase 
dues by 50%. A total of 54 voted 
to increase while 46 voted against. 
A two -thirds vote of 74 would have 
been necessary to amend the by- 

laws and enact the proposal. Thus 
the amendment was lost and can- 
not be considered again until the 
next annual meeting. 

Score of Resolutions 

IN CONSIDERING' more than a 
score of resolutions at the closing 
day's session, the delegates plowed 
through them in rapid succession. 
The anti - 500,000 watt resolution 
offered by T. W. Symons Jr., of 
KFPY, Spokane, was tabled on the 
ground that it was improper for 
the association to take action on 

a question that affected the wel- 
fare of one branch of its member- 
ship against others. It was con- 
cluded that those opposing super- 
power could make their case at the 
reallocation hearings before the 
FCC in October. 

Then came a series of perfunc- 
tory resolutions thanking the guest 
speakers for their appearances; the 
hotel and the local entertaining 
committee. Resolutions also were 
adopted expressing regret of the 
enforced absence from the conven- 
tion because of illness of Edwin M. 
Spence, manager of WBAL, Balti- 
more, who suddenly became ill, and 
of Jim Hughes, manager of WHBF, 

Resolutions Adopted by 1936 NAB Convention . . . 

THREE -YEAR LICENSES 
RESOLVED, That the NAB go on 

record as favoring the issuance of ra- 
dio station licenses for a term of at 
least three years. 

* * * 

BALDWIN ACTS APPROVED 
RESOLVED, That the official acts 

of the managing director since the 13th 
annual convention be and the same 
are hereby approved. 

s s s 

COPYRIGHT PER -PIECE 
RESOLVED, That the Board of Di- 

rectors of the NAB be directed and 
are instructed to carry on negotia- 
tions with copyright owners to the 
end that a per -piece or measured 
service plan be obtained. 

* . * * 
BUREAU OF COPYRIGHT 

RESOLVED, That the NAB ap- 
proves of the action taken by the 
board of directors in respect to the 
Bureau of Copyright and urges the 
wholehearted support by all members 
of the program which has been de- 
scribed in the reports made to the 
membership. 

* * s 

AGENCY RECOGNITION 
BUREAU 

RESOLVED, That the managing 
director be instructed to proceed im- 
mediately with the creation of a bu- 
reau of agency recognition in accord- 
ance with the plan approved and rec- 
ommended by the Commercial Com- 
mittee, with the understanding that 
the said bureau will be finally estab- 
lished only if the cost of its first year 
of operation is underwritten by the 
stations proposing to avail themselves 
of its service. 

* * 

$10,000 FOR RESEARCH 
RESOLVED, That the Committee 

on Radio Research for the year 1936- 
1037 consist of seven members ap- 
pointed by the president, so as to rep- 
resent the following groups, in addi- 
tion to the managing director: (1) 
each major network contributing to 
the project ; (2) local stations ; (3) 
regional stations, and (4) clear chan- 
nel or high powered stations. 

Be it further RESOLVED that the 
committee be empowered to select five 
of its membership to represent the 
broadcasting industry on the Joint 
Committee on Radio Research. 

RESOLVED, that this convention 
approve the activities of the NAB 
Radio Research Committee during the 
past year, and that it commend the 
excellent progress made by the Joint 
Committee on Radio Research spon- 
sored by the NAB, Association of Na- 
tional Advertisers and American As- 
sociation of Advertising Agencies. 

RESOLVED, that the board of di- 
rectors of the NAB be empowered to 
devote for exploratory purposes upon 
recommendation of the NAB Radio 
Research Committee the sum of $10,- 
000, and that additional funds be de- 
voted to the project if necessary, and 
if, in the opinion of the board, this 
can be done without impairing the 
financial position of the association. 

SALES MANAGERS SECTION 
1VHEREAS, it is the sense of this 

convention that the interests of those 
attending are becoming more and more 
varied and 

WHEREAS, there has been an ever 
increasing tendency toward the forma- 
tion of smaller groups within the As- 
sociation, and 

WHEREAS, experience has proven 
this to be a healthy development, 
tending to interest a greater number 
of individuals in the work of the As- 
sociation. and 

WHEREAS, the sales promotion 
problems of the industry and individ- 
ual stations both are becoming in- 
creasingly important 

Now Therefore, Be It RESOLVED, 
1. This Association favors that for- 

mation of a Sales Managers Section 
of the NAB, to be affiliated with the 
Commercial Committee. 

2. This association recommends to 
the board of directors their approval 
of this project. and recommends that 
the board authorize the managing di- 
rector to pay such incidental expenses 
as are necessary for postage. printing 
and similar items out of funds of the 
association. 

s s s 

EDUCATION AND RADIO 
RESOLVED, That the NAB con - 

tinue to cooperate with the FCC and 
educational groups in all practical ef- 
forts to study the application of edu- 
cation to radio. 

* * * 

REGIONAL AND STATE UNITS 
WHEREAS. as the radio broad- 

casting industry continues to grow in 
size it becomes more and more ap- 
parent that if broadcasters are to in- 
telligently handle their state, regional 
and national programs they must be 
organized in state, regional and na- 
tional units. Such organizations will 
also serve to keep the rank and file 
better informed and give the numer- 
ous broadcasters more of a voice in 
the affairs of the industry. 

NOW. THEREFORE, Be It Re- 
solved. the board of directors of the 
NAB be and are hereby instructed to 
bend every effort during the year 
1936 -37 to foster such organizations 
as chapters of the NAB. 

s s s 

COOPERATION WITH RMA 
RESOLVED, That the board of di- 

rectors of the NAB be directed to so- 
licit the cooperative assistance of the 
Radio Manufacturers Association and 
all others interested in the advance- 
ment of the radio art to foster a na- 
tional educational campaign further- 
ing a public appreciation of radio. We 
recommend that if the necessary co- 
operation and funds can be obtained 
that the directors consider the em- 
ployment of a competent person to di- 
rect this program. 

* * s 

ANNUAL AWARDS 
RESOLVED, That the board con- 

sider the continuance of the estab- 
lishment of one or more annual NAB 
awards for conspicuous examples of 
public service rendered by American 
broadcasting stations. 

BUREAU OF PROMOTION 
RESOLVED, That the president of 

the NAB shall appoint a committee 
of not less than five nor more than 
seven members whose specific respon- 
sibility it shall be to explore, during 
the convention year 1936 -1937, the 
possibilities to the broadcasting indus- 
try of a bureau of radio promotion, 
and to report its findings and recom- 
mendations at the 1937 convention. 
( Substitute motion referred to Board 
with power to act.) 

s s s 

PREPARE FOR CCIR 
RESOLVED, That the managing 

director be and he hereby is author- 
ized to take such steps as may be 
necessary adequately to represent the 
best interests of the broadcasting in- 
dustry in the forthcoming conferences 
preparatory to the fourth meeting of 
the CCIR. scheduled for the spring of 
1937. and in the meeting of the CCIR. 

s * s 

CAIRO CONFERENCE 
RESOLVED, That the President be 

and he hereby is authorized and di- 
rected to appoint a committee of 
three, one of whom shall be the man- 
aging director, to determine the pro- 
cedure for most effective presentation 
of the United States position and pro- 
posals to the next administrative in- 
ternational conference scheduled to be 
held in, Cairo early in 1938. 

s, s s 

APPRECIATION RESOLUTIONS 
RESOLVED, That the NAB sin- 

cerely thanks the Hon. Judge Eugene 
Octave Sykes. Chairman of the Broad- 
cast Division, FCC, for the informa- 
tion, practicability and usefulness of 
his message delivered at its 14th an- 
nual convention, and that the mem- 
bership believes that his message will 
serve as a potent aid in assisting the 
licensees of American broadcasting 
stations to cooperate with the FCC. 

s s s 

RESOLVED. That the NAB here- 
by expresses its sincere thanks to C. 
H. Sandage for his contribution to 
the interest and value of the 14th an- 
nual convention of this Association. 

s s * 

RESOLVED, That the NAB hem- 
by extends its hearty thanks to Glenn 
Snyder. Ralph K. Atlass, H. Leslie 
Atlass. H. C. Crowell. Gene T. Dyer, 
W. E. Hutchinson. Quin A. Ryan, F. 
A. Sanford, Niles Trammel and Clin- 
ton R. White of the local convention 
committee, for their admirable serv- 
ices in making the 14th annual con- 
vention an outstanding success. 

s s s 

RESOLVED, That the NAB here- 
by extends its hearty thanks to the 
management of the Stevens Hotel, and 
to Wm. P. Hennessy, director of con- 
ventions. Chicago Association of Com- 
merce, for their splendid service in 
making the 14th annual convention 
of this Association an outstanding 
success; also to the management. of 
other hotels for their courtesies in ac -, 
commodating so many of our guests. 
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TAKE COPYRIGHT OUT 
OF NAB ? - Slanging Di. 

rector Baldwin. right. expounds 
his views to Harry Butcher, CBS. 

as Arthur Church, KMBC listens m. 

PLEASED -Are Managing Director Baldwin (obscured slightly 
by "Broadcasting Jagaaio' trophy. and his capable secretary 
Ben Sieben (scanning). At M. Baldwin. banquet table, left ( 

right: Emilio Ataarrap?:. NAB guest from bleak." City's t 

XEW; C. W. Slyer, KOIX -KALE. new NAB president: Mrs. 
Arc rrapa; Mr. Baldwin; Sirr Meers; FCC Commissioner E. 
O. SI'ke,; J. C McN'ary. Washington consulting engineer. 

IS IT TRUE ABOUT 
DIXIE? - Karl Bickel. 
president of Scripp +Howard% 
radio subsidiary. which o 
WNOX. Knoxville. at left. wills 

+ James C Ilamahan. Cantinentul 
vice p eide n, talking Things oryr 
with Hoyt Wooten. Ú'IIEC, Memphis 

htt ACP.IS ha: 

`} r 

l I 

I 

FARMERS -Strong believers m .tarions appealing to rural audience ore. 

left to right: W. J. Rotbnrhfld, WTAD: Ed Fellers. Chicago agency man: 

Lloyd Thomas. WROK: Herb Hollister, KANS; Jobe Palmer. 

WCAZ; Robert Compton, WCAZ 

PRECISION - Georg< Isaac. 
John Blair risk, 

M o 
meia 

r< Herbert 
ShrmanR7D. 

who shot od gross in golf mammy. P.S. 
iLt. lonunmsly didn't follow through 

rLooking o. left to right: lames L. Reln.ch. 
B'H10; W. R. P'ms.m. WV; Walter Pry.. 

ton. WIND: J. Coac. RIND: Ralph 
AO.oa. Will/ WIND; Art Linn,ch. 

WHO. Joe A16400gh. WHO: S. 
M. A+on. Fmpwn A Aston. 

THESAURANS -At the NBC Thesaurus exhibit. left to right: Harold G. 
Nebo, WSPIB: H. R. Carson. CFAC Calgary. Alta. P. II. Garner. United 
Broadcaster Saks. Toronto; W. S. laurel. KGNC; W. E. Hussman. KC ?IC: 
Dick Mason. WPTF: D. J. Penner. WNDH: Reginald Thomar,lbC; Lloyd 
Eger. NBC; Jantes Kykr ,.WCMIt Frank Chinini, NBC. 

RESEARCHERS Proud of their recent radio census report are 
'them statistical experts. left to right: John Karol. CBS: Herman 
'Hetkage., NAB; Paul Peler. Joint Committee on Radio Research. 

KOII. 
is 

io 

A H 
a t 

r 0 
Tbe 

xrieuNva. 
the 
n 

t o Strom 

- ptedn 

AWgeneral 
manag 

pg ht BìB H. 
bersGtl,on. 

PLUGS UDDER -D. 
E. Kendrirk. WIRE, 
milks y thetie row 
at WIS Barn Dance, 

." gets a quart bottle 
and takes bane the 
mach udder to claim 
the NAB cow.milLing 
thampionshap I r o m 
oe Maland, WHO. 

who 
lengIes 

Stuns he 

:.=..a.. 

TEXANS LN REGALIA - Tesas Broad. 
casters Association Seated left to right T. E. Kirk,. Fort 

Wonb; Diek Nike, KRGY; Milord Jones. KXYZ: Frank Smith. KXYZ; George Crans 
loin WRAP; Martin Campbell. WFAA: B. F. Orr. KTRH:, Austin PSel, San Antonio Chamber of Commerce Standing .eft to right: Kenv-Tier. KPRC: H. L Taylor. KABC: Harold Hough. WRAP: D. A. Kahn._KGKO:- E._I.Roth KONO: 
James R. Curtis, KFRO; R. S. Bishop, KFJT: O. L Tadsa. KGNC: F. W. Fort. KABC; Male Tucker. Texas Centennial.. 

TRANSRADIO'S FACSIMILE - 

Ilcrbert Moore. president of radie: 
n ry. service. point. out detail, of model of Fultongraph lac...mile receiver 
in Tran,radies fully equipped news room to. left to right: Harry Tren. 

WNBF: Harold Gm.., TI'JDI: Oink Warmer. KGA -KHQ: Judge 
John Kendall. Portland attorney; Robert Schuh. WD.\Y. 
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Rock Island, Ill., now confined to 
a sanitarium in that city. 

Of more than ordinary interest 
was the adoption of a resolution 
approving all of the official acts of 
Managing Director Baldwin since 
the last convention. Next came a 
resolution authorizing the president 
to appoint a committee of three, 
one of whom shall be the man- 
aging director to work out plans 
for NAB participation in the 1938 
Interna ti o n a 1 Telecommunications 
Conference in Cairo; another au- 
thorizing the managing director to 
have the association adequately 
represented at the CCIR prepara- 
tory conference for Cairo in the 
Spring of 1937 in Europe. 

When a resolution was read on 
creation of an agency recognition 
bureau, which failed last year be- 
cause of lack of support from 
broadcasters to underwrite the in- 
itial year's cost of $16,000, Mr. 
Church said he was not aware of 
the plan to reintroduce it. He pro- 
posed an amendment under which 
the NAB would finance it, but this 
was lost and the resolution passed 
with the provision that no bureau 
would be created unless the initial 
year's cost is underwritten. 

Favor Annual Awards 

CARRIED next was a resolution 
that the board consider the con- 
tinuance of the establishment of 
one or more annual awards for 
conspicuous examples of public 
service rendered by American 
broadcasting stations. After de- 
bate on it, led by Lambdin Kay, 
WSB, Atlanta, creator of the idea, 
the membership voted passage. 

There was a spontaneous chorus 
of "ayes" when Resolutions Com- 
mittee Chairman Gillen read a res- 
olution that the NAB go on record 
as favoring the issue of three -year 
licenses to stations. 

When the Runyon resolution, 
proposing that the NAB confine its 
activities to the development of 
the industry and the protection of 
members to fields as to which sub- 
stantial unanimity of opinion ex- 
ists, was read, Harry C. Butcher, 
Washington vice president of CBS 
was recognized. Supporting the 
motion, he said that trade associa- 
tions function most efficiently in 
fields where there is a substantial 
unanimity of opinion. A trade as- 
sociation, he said, tends to "com- 
mit suicide" when it works for a 
majority against a minority. He 
mentioned copyright negotiations, 
and pointed out there was no unan- 
imity among members, but on the 
creation of a copyright bureau and 
on legislation to check the on- 
slaughts of copyright owners, he 
declared there is wholehearted 
agreement. 

What Is Unanimity? 
ED CRANEY, KGIR, Butte, fol- 
lowing Mr. Butcher's fervent plea, 
argued that copyright negotiation 
cannot be sidetracked because of 
its fundamental importance. It 
could be done, however, he said, if 
the "networks would assume re- 
sponsibility for music they per- 
form at the source ", and not leave 
affiliated stations liable. He said 
he could not see why copyright ne- 
gotiations should be taken out of 
the NAB when the networks have 
made "deals" which affected the 
rest of the membership. 

Fred Hart, president of KGMB, 
Honolulu, supported Mr. Craney, 
on the ground that it was impos- 
sible to describe what constitutes 
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Independents Met Daily to 
KNOWING full well it held the 
balance of voting power in the 
NAB, even if its elaborate na- 
tional sales plans of last year have 
faltered, National Independent 
Broadcasters Inc. held daily meet- 
ings during the convention under 
the leadership of President Ed- 
ward A. Allen, WLVA, center 
foreground in white. They decided 
to vote as a bloc for officers, and 
apparently did; opposed Washing- 
ton as a convention city; favored 
delegate rather than board selec- 
tion of convention city; asked an 
independent from each zone on 
board; fixed dues at $25 per an- 
num; authorized officers to engage 

Consolidate Power 
technical counsel for FCC reallo- 
cation hearings Oct. 5 and elected 
the following officers: 

Edward A. Allen, WLVA, presi- 
dent; Mallory Chamberlin, WNBR, 
vice president; W. W. Gedge, 
KMBC, secretary; Arthur West - 
lund, KRE, treasurer. Directors 
and alternates by zones they 
named as follows: John Elmer, 
WCBM, and William S. Pote, 
WMEX; Charles A. Hill, WIBM, 
and C. W. Hayes, WHBC; R. S. 
Bishop, KFJZ, and Steve Cisler, 
WATL; William W. Behrman, 
WBOW, and Sidney H. Bliss, 
WCLO; H. E. Studebaker, KUJ, 
and Rogan Jones, KVOS. 

unanimity. Certainly the NAB 
should assist its members in ne- 
gotiations on copyright, he said. 
The resolution was rejected 
promptly afterward. 

The resolution on the Radio Re- 
search Bureau next won approval, 
but, on motion of Mr. Church, the 
resolution on exploration by a com- 
mittee of the feasibility of a radio 
promotion bureau was referred to 
the board of directors with power 
to act, instead of instructing the 
president to appoint such a corn- 
mittee which would report at the 
next session. 

Diametrically opposite to the 
Runyon resolution was one ap- 
proved directing and instructing 
the board to carry on negotiations 
with copyright owners "to the end 
that a per -piece or measured serv- 
ice plan be obtained." 

A cooperative campaign with the 
Radio Manufacturers Association 
and other groups interested in the 
advancement of radio to foster a 
national educational campaign to 
further public appreciation of radio 
also was adopted. Formal recogni- 
tion of the formation of the sales 
managers section of the NAB was 
given in a resolution approving the 
project and recommending that the 
board authorize the NAB to pay 
incidental expenses necessary for 

postage, printing and similar items 
of the new section. 

In a parallel resolution, the mem- 
bership approved the formation of 
state, regional and national units 
within the NAB, and the board was 
instructed to bend every effort to 
foster such organizations. 

Another resolution proposed by 
Mr. Hart that the NAB set up 
legal and legislative departments 
with divisions in each zone, to con- 
tact the FCC and Congress on legal 
and legislative matters, was re- 
ferred to the board at Mr. Hart's 
request for consideration during 
the year. Mr. Hart's final resolu- 
tion dealing with copyright, and 
proposing that the cost for music 
be passed along to advertisers, was 
tabled. Mr. Hart explained he of- 
fered it simply to have it read so 
that the membership might be 
aware of his views. 

The membership also considered 
the two amendments to the consti- 
tution of the NAB proposed by Mr. 
Craney -one to elect directors by 
zones and by station classification, 
and the other to allocate 5% of 
station time for non -profit organi- 
zations. Upon motion of Mr. Butch- 
er they were tabled until the next 
convention. 

SALES MANAGERS 
FORM NAB GROUP 

FORMATION of a Sales Managers 
Division of NAB "to promote the 
sale of broadcasting as a medium 
and establish a round -table dis- 
cussion of all problems that con- 
front the sales manager in his 
everyday routine" was effected at 
a meeting of about 40 commercial 
directors of as many stations July 
7 at the NAB convention. 

The executive committee will be 
headed by J. Buryl Lottridge, 
KOIL -KFAB, as chairman, Mr. 
Lottridge having been chiefly in- 
strumental in promoting the new 
association. Other members are 
Jack Gross, KWKH; Humboldt 
Greig, KFBK; Lewis Avery, WGR- 
WKBW; Harry Trenner, WNBF; 
J. Leslie Fox, KMBC; Hale Bon - 
durant, WHO; Clark A. Luther, 
WOC; C. T. Hagman, WTCN; W. 
J. Rothschild, WTAD; Mort Wat- 
ters, WHEC. E. Y. Flanigan, 
WSPD, Toledo; H. M. Feltis, 
KOMO -KJR, Seattle, and John W. 
New, WTAR, Norfolk, Va., Secre- 
tary. 

The group decided that the chief 
sales executive of any and all NAB 
member stations shall constitute 
the membership and that only one 
man from each station can join. 
The annual meetings will be held 
at each NAB convention, with 
other divisional meetings to be 
called and with every section to 
get circulars regarding every divi- 
sional meeting. 

While the scope of the division 
has not yet been clearly defined, 
Mr. Lottridge said it will divide 
itself, roughly, into two parts. 
First it will endeavor, through 
meetings and direct mail reports 
to its membership, to unify and 
coordinate definite acceptable 
methods of handling national spot 
business, to include such matters 
as rates, schedules. time reserva- 
tions, time availabilities, ,program 
content and actual selling methods. 

The second effort will be to con- 
centrate upon the exchange of 
selling ideas between member sta- 
tions. This will embrace local suc- 
cess stories, local selling methods, 
merchandising, and outlines of 
successful campaigns. 

In the immediate future, the Di- 
vision will concentrate upon secur- 
ing memberships from NAB mem- 
ber stations. There will be no 
different classifications as to sta- 
tion power. The membership drive 
will be conducted by mail direct 
to station owners or managers. 

Sales Managers Organize as NAB Division 
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Stations - Agencies 
Sales Problems of 

Industry Under 
Scrutiny 

ALL of the problems of commer- 
cial station operation, business rep- 
resentation, multiple commissions 
and that old bogey rate - cutting 
that perennially arise to haunt 
broadcasters, received a healthy 
airing July 8 before the NAB con- 
vention in a panel discussion ar- 
ranged, directed and presented by 
H. K. Carpenter, WHK, Cleveland. 

Acting as interlocutor, with a 
hand- picked group of six broad- 
casters whom he called his 
"stooges ", Mr. Carpenter plied 
them with questions on station 
operations that invaded some of 
the finer points of internal station 
sales affairs. Several agency rep- 
resentatives participated and there 
was active discussion from the 
floor. 

The subject of sales promotion 
brought sharp debate. John J. 

i' Gillin Jr., WOW, Omaha, said the 
sales promotion problems of dif- 
ferent classes of stations vary. He 
said the advertiser and the agency 
want factual information, and that 
this should include a good field 
intensity survey, a good listener 
coverage survey, and market data 
showing the station coverage. In 
this connection he called attention 
to the innovation of John Blair & 
Co., station representatives, in 
which they have a motion picture 
"running story" of the market 
served by the particular station. 
Enthusiastic over it, Mr. Gillin 
predicted this method will win 
wide acceptance because "it shows 
the dollars rolling in ". 

Department Stores 
HARRY TRENNER, commercial 
manager of WNBF, Binghamton, 
N. Y., drew applause when he as- 
serted that regional stations in 
their coverage claims invariably 
show they cover four states with 
a string around them, and thereby 
leave the local station at a disad- 
vantage. He participated freely in 
practically all of the discussion 
and told how a local station in a 
small market does an effective 
selling job, even to the point of 
refusing department store busi- 
ness on an "institutional" basis, 
but finally landing it on a strictly 
merchandising basis, so that now 
all four department stores in his 
town are heavy radio users. 

An interest - arousing issue 
proved to be that of outside sales . 
personnel, with I. R. Lounsberry, 
of WGR -WKBW, Buffalo, answer- 
ing Mr. Carpenter's queries. On 
station representation, Mr. Louns- 
berry said, the national repre- 
sentatives are doing a fairly good 
job of presenting stations and 
market facts to agencies, and their 
main effort is to get stations on 
the agency list when advertisers 
decide upon campaigns. He ar- 
gued, however, that they fall down 
when selling in competition with 
the networks on spot campaigns, 
since they do not create program 
ideas or develop transcriptions. A 
healthy sign, he said, is that they 
are now coming closer to the sta- 
tions they represent. 

Hold Panel Discussions 

P A NE L E R- H. K. Carpenter, 
WHK, as he conducts an innova- 
tion in NAB discussions, using a 
panel of six "stooges" to answer 
prepared questions. Agency men 
participated freely in the brisk 
colloquies. 

National representative§, con- 
tinued Mr. Lounsberry in replying 
to further questions of Mr. Car- 
penter, should be regarded as a 
part of the station sales staff, and 
they should be paid selling com- 
missions as part of the sales ex- 
pense. He argued the payment 
should not be from any other 
source. Branch offices for stations, 
he said, cannot be regarded as 
feasible, except in the cases of 
very large stations which can 
stand them financially. He pro- 
nounced himself against payment 
of "third commissions ", declaring 
stations should pay only agencies 
and representatives, but he main- 
tained that on transcriptions or 
syndicated business created by 
such organizations a talent charge 
should be paid but passed along 
by the station to the advertisers, 
and not on a commission basis. 

Wm. H. Cartwright, of William 
G. Rambeau Co., station repre- 
sentatives, raised the question of 
whether agencies regard it proper 
for representatives to contact ad- 
vertisers direct. To this, Osborn 
Bond, Joseph Katz Co., Baltimore, 
responded that his own agency had 
no objections, and he agreed that 
representatives first should let the 
agency know of such contacts to 
avoid any embarrassment to the 
representative or his station. 

Mr. Bond brought out, too, that 
stations load down agencies with 
"books" in fancy covers about sta- 
tions, but that usually there is 
very little in them of value. He 
asserted the agency wants to know 
about ownership and success 
stories of other advertisers, details 
about the wealth of the people in 
the market, and information gen- 
erally along the line of that sup- 
plied by newspapers. 

Facts Not Swank 
ABOUT this time C. E. Midgley 
Jr., Batten, Barton, Durstine & 
Osborn, and Frederick C. Gamble, 
executive secretary of the Ameri- 
can Association of Advertising 
Agencies, were called upon by Mr. 

Next Convention 
WHERE the next NAB con- 
vention will be held will be 
determined by the board of 
directors, probably at its 
October meeting. At that 
time the board will also con- 
sider demands from some 
sources that the convention 
be held either in fall or 
spring rather than in sum- 
mer. Among the cities bid- 
ding for the convention are 
Baltimore, Cleveland, San 
Antonio, St. Paul, Los An- 
geles, St. Petersburg, Du- 
luth and Honolulu. 

Carpenter to give their views. Mr. 
Midgley said he wanted to board 
the same bandwagon as Mr. Bond 
in consideration of data of all sta- 
tions. Agencies like to get market 
information on the smaller sta- 
tions, he said, in the realization 
that the strength in the industry 
lies in the large number of small 
stations rather than the small 
number of large ones. 

Asking that stations send any 
kind of data on their markets or 
activities regularly, Mr. Midgley 
also suggested that they visit the 
agencies at least a couple of times 
a year. Agencies, he declared, are 
not so much interested in "spiral 
bindings and cloth covers" as they 
are in fundamental data. 

Mr. Gamble said that radio is 
heading in the right direction. It 
is quite easy to see, he said, why 
the trends do not proceed more rapid 1 y, with the remarkable 
growth of the industry. Two or 
three years ago, he recalled, the 
problem was that of multiple com- 
missions for sale, and now it 
seems to be no problem at all. 
Then he delivered his three -word 
message in behalf of agencies who 
buy spot radio time - those words 
being "maintain published rates ". 

Published Rates 
PUBLISHED rates also consumed 
a part of the panel discussion at 
another point. Edgar Bill, WMBD, 
Peoria, was the commentator. He 
defined a rate card as a standard 
of rates to be "stuck to" by sta- 
tions. Yet he declared broadcast- 
ers on the whole are rate cutters, 
who "break down very easily ". 
Agencies do not want to break 
rates, but find themselves forced 
to do it when some stations offer 
to sell below card quotations, he 
asserted. Everyone loses confi- 
dence in the station when it sells 
below rates, he added. 

As for dual rates, Mr. Bill de- 
clared that there must be a reason 
for them peculiar to the particular 
station or market. He said there 
is justification for a single rate in 
some cases, and for the dual rate 
in others. Asked about agency 
and selling commissions for tal- 
ent, he said he felt this also was 
a two -sided question, declaring 
such commissions should be paid 
when earned. 

Cash discounts, a subject agi- 
tated in recent weeks by agencies, 
was defended by Mr. Bill and oth- 
ers, and opposed by a greater 
number. Mr. Bill said it was a 

common practice in other media 
to allow a 2% cash discount for 
payment by agencies at a stipu- 
lated time. J. Buryl Lottridge of 
KOIL, Omaha, opposed it on the 
ground that it would mean addi- 
tional expense in setting up an 
auditing system to handle them, 
in addition to the deduction e the 
discount which represents a loss. 
Another view advanced was that 

cash discounts originally were de- 
vised by mercantile companies 
who employed them in their turn- 
over of goods by passing along the 
discount to their customers and 
then taking the same discount 
from those from whom they pur- 
chased goods. 

The way the Iowa Broadcasting 
System does it, according to Craig 
Lawrence, of KSO and KRNT, is 
to follow the method of the Des 
Moines Register -Tribune and add 
10% to the net cost of time, and 
then deduct the 10% if their ac- 
count pays. 

Selling Local Markets 
HOW to sell a local market was 
the topic of Fred Palmer, manager 
of WMMN, Fairmont, W. Va. 
Properly trained salesmen, he said, 
are a requisite, with certain men 
perhaps specializing on certain 
types of accounts. One of the 
greatest problems, he said, is the 
lack of radio knowledge on the 
part of the prospective local ac- 
counts. He said he endeavors to 
educate local prospects by supply- 
ing them with all possible infor- 
mation and success stories from 
other stations, taken largely from 
trade publications. Local accounts, 
moreover, he declared, must be 
sold properly to avoid cancella- 
tions. In selling transcriptions for 
local sponsorship, he said, it is 
necessary to get the client into 
the studio for auditions. The cur- 
rent plan of transcription com- 
panies to send men on the road 
and educate stations in local tran- 
scription sales, he declared, should 
give impetus to closing of local 
transcription accounts. 

Martin Campbell, of WFAA, Dal- 
las, was interrogated on station 
sales personnel. The job of the 
sales manager, he declared, is most 
important and he should be a "one - 
man agency" of knowledge. In 
training salesmen, he declared, men 
with advertising experience should 
be sought. Whether salesmen 
should be permitted to work in any 
other department depends upon the 
station setup, Mr. Campbell as- 
serted. At his own station, he de- 
clared, salesmen simply sell. He 
pronounced himself against pay- 
ment of salesmen on commission on 
the ground that it does not inure 
to the best benefit of the station. 
For example, he said he found one 
instance where a commission sales- 
man, attempted to have the adver- 
tiser place his account direct, rath- 
er than through an agency and 
thereby increase commissions. 

Mr. Bill, on the other hand, said 
he found it desirable to have his 
salesmen double on other jobs and 
that it makes better salesmen of 
them to know something about pro- 
grams and how to devise them. 
Earl Gluck, of WSOC, Charlotte, 
N. C., said he does both, using in 
one case an announcer as the sales - 

(Continued on page 59) 
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Reallocation Hearing of FCC 
Is Based on Progress of Radio 

Judge Sykes Tells NAB of Importance of Oct. 5 
Sessions; Praises High Broadcast Standards 

B ROADCAST- 
ERS were urged 
to prepare for the 
informal realloca- 
tion hearings to 
begin before the 
FCC Broadcast 
Division Oct. 5 
because of the 
great importance 
of the subject to 
the public, the 
industry and the FCC by Judge 
E. O. Sykes, Broadcast Division 
chairman, in the principal address 
July 6 before the opening session 
of the NAB convention. 

Asserting that there has been no 
general allocation since 1928, Judge 
Sykes said the FCC has in mind 
surveying technical broadcasting 
before it decides one way or the 
other upon a reallocation. It has 
in its files the results of the exten- 
sive field survey of the coverage 
and characteristics of stations 
made last year, he brought out. 
With these improvements and this 
knowledge, he said, it should be 
possible to make improvements in 
the allocations. 

Judge Sykes declared a num- 
ber of plans have been advanced 
as to procedure at the hearings. 
One was that the FCC first should 
set up two or three proposed allo- 
cations and await the reaction from 
the industry. The second basic idea 
was to call a conference first and 
not advance any plans. The Divi- 
sion, he said, decided upon the lat- 
ter course and will seek from sta- 
tions advance information as to 
what improvements they construe 
possible, if any, in changing the 
1928 allocations. 

Judge Sykes 

Many Plans Considered 
WHILE Judge Sykes' talk was 
largely on technical broadcasting 
matters, he did pay tribute to the 
NAB and to Mr. Baldwin for the 
collaboration received in improving 
programs and in other work. He 
reviewed steps taken by the FCC 
to improve station operation, and 
concluded with the hope that every 
station in the country 'will become 
a member of the NAB. Excerpts 
from Judge Sykes' address follow: 

Speaking technically, the constant 
effort of tbe Communications Com- 
munications Commission bas been to 
improve broadcast service to the lis- 
tening public. A. great step in tbis 
direction is through betterment of sta- 
tion broadcasting equipment. The Com- 
mission bas no jurisdiction over re- 
ceiving sets and can not prescribe 
standards for tbeir production. I am 
informed, by engineers, that the trans- 
mission quality of broadcasting sta- 
tions now surpasses tbe reception ca- 
pability of a majority of broadcast 
receiving sets I hope and believe that 
the set manufacturers will improve 
the fidelity of receiving sets. 

There have been adopted, within the 
last year. a number of regulations 
dealing with technical aspects of 
broadcast transmission. These are 
aside from the changed rules and reg- 
ulations governing services outside of 
the conventional broadcast band. In 
these new regulations our desire has 
been to help the broadcasters help 
themselves. Very little complaint bas 
been received about these new rules 
and we, therefore, infer, that they 
must be good. 

Some of the greatest improvements 
I tbink are those relating to antenna 
design. It has been learned tbat the 
radiating system of the broadcasting 
station is as important as its trans- 
mitter and tb. t tbougb a station may 
bave the finest modern transmitting 
apparatus. its job will be a poor one 
unless it has the proper antenna sys- 
tem. 

Our new rule No. 131 requires 
broadcasters to meet certain specifica- 
tions respecting antennas. This is in 
order to enable tbe broadcaster and 
the listening public to get the utmost 
available service out of his plant. 
Based on our survey, we believe that 
approximately 50% of the stations, by 
this improvement alone will vastly ex- 
pand their radio coverage without any 
increase in power. 

Rule No. 132 requires broadcasting 
stations to clean up in their transmit- 
ter rooms. This is for the safety of 
employees and visitors and should be 
most carefully followed. 

By rule No. 139 we now require 
tbe installation of modulation monitors 
to improve the coverage and fidelity 
of transmission. These new rules pro- 
vide a gradual improvement in broad- 
casting equipment and are working 
most satisfactorily. 

Mexican Situation 
I REGRET to say tbat we have not 
yet been able to reach an agreement 
with Mexico relating to broadcast 
channels. The result is that we still 
have interference with some of our 
stations. This matter is continuing to 
receive the consideration of the State 
Department and the Communications 
Commission and we trust that some 
time, some day, a satisfactory agree- 
ment may be reached. 

Just a fortnight ago there was held 
in Washington a conference involving 
projected uses of channels in the very 

RCA Opens Television 
RCA's high fidelity television, 
demonstrated only to govern- 
ment officials and to a select 
group of broadcasters and 
newspapermen in the past, 
will be thrown open to in- 
spection of broadcasters in 
September in New York, it 
was announced to the NAB 
convention July 8. I. R. Bak- 
er, chief of transmitter sales 
of RCA Manufacturing Co., 
asked that the announcement 
be made by the chair. 

higb frequency band. The conference 
envisages the development of such 
services as television, facsimile, very 
high frequency broadcasting, and other 
experimental services which you broad- 
casters eventually will be called upon 
to nurture. Outstanding men in all 
phases of radio and communications, 
including the various governmental 
services appeared before tbe Commis- 
sion and presented their views. From 
this testimony the Commission hopes 
to formulate allocation plans govern- 
ing future development of these new 
bands. 

From statements made at tbis con- 
ference we are sure that important 
strides have been made in television, 
although perhaps it is not yet ready 
for general use. Facsimile seems to 
be well perfected and it is possible 
that tbe Commission. in the near fu- 
ture, may make provision for its trans- 
mission. ' This question, however, bas 
not yet been settled. . 

I would also call your attention to 
the importance of your committee com- 
posed of educators and broadcasters 
to bring about a method of coopera- 
tion relating to tbe broadcast of edu- 
cational and other like programs. This 
committee. as you know. is headed by 
Dr. John W. Studebaker, Commission- 
er of Education. It is composed of 
practically an equal number of lead- 
ing educators and broadcasters. It is 
our sincere hope that a plan bringing 
about this cooperation may be worked 
out. I would. therefore, impress upon 

the members of tbat committee tbe 
importance of attending its meetings 
and helping to solve tbis question. 

A good deal bas been said in tbe 
past relating to the program content 
of some broadcasts over stations. I 
congratulate you upon the valuable 
service rendered by your diligent and 
efficient Managing Director, James W. 
Baldwin, in contacting in your behalf 
the Commission, the Federal Trade 
Commission, the Post Office Depart- 
ment and the Department of Agricul- 
ture upon this question. I would call 
your further attention to tbe fact 
that, while an alleged cure -all remedy 
may not be harmful if taken, it might 
be harmful because it prevented a 
patient who was sick from consulting 
a doctor in time to cure or alleviate 
his trouble. 

Praises NAB Growth 

IN CONCLUSION, Mr. President, I 
want to congratulate you,and your very 
efficient Managing Director, and your 
Association upon its growth and de- 
velopment and upon your splendid ad- 
ministration as the head of this As- 
sociation. As an evidence of the value 
to your membership I would refer to 
the excellent preparation and the il- 
luminating testimony presented by 
your Association in the so-called edu- 
cational bearing before the Broadcast 
Division. A like valuable service to 
the country and to your Association 
will be presented in the hearing upon 
the question of proposed changes in 
the allocation of 1928. Also, you have 
grave and serious problems over which 
the Commission bas no jurisdiction 
hut of which we are cognizant and 
which we trust you may bi able to 
satisfactorily solve. 

All of these matters. in my opinion, 
make your Association a most impor- 
tant one, not only to your member- 
ship. but to the entire radio industry 
and to the citizenship of the country. 
This cooperation and collahoration 
among all of us is necessary in order 
that we may improve radio service 
and strive to give to all of the people 
the best public broadcasting service 
in the world. Therefore, I hope and 
trust, Mr. President. tbat ere long. 
every broadcaster in the United States 
may become a member of your Asso- 
ciation. 

Engineers Tell Managers How to Save Money . . 

THE MEN who man the transmit- 
ters, usually regarded as having no 
commercial acumen, sought to dis- 
prove that impression by telling 
NAB delegates certain engineering 
facts in lay language - facts in- 
tended to prove that good engi- 
neering means money in the pocket 
of any station. The speaker was 
Jack DeWitt, chief engineer of 
WSM, Nashville, and chairman of 
the NAB engineering committee. 

Mr. DeWitt began by saying 
that his committee would "take 
modern engineering out of the 
mental red ink class to which many 
in the past relegated it, and show 
it to be the application of sound 
business principles to an exact sci- 
ence." 

The committee, he said, for years 
has pointed out defects in techni- 
cal operation and has attempted 
through its reports to help correct 
these matters. He agreed with 
Judge Sykes' statement the day 
before that 50% of the country's 
stations could improve their cover- 
age without increasing their power. 

Need of Efficiency 
"WE KNOW," Mr. DeWitt, "of a 
station that according to its rate 
card is a 1,000 -watt station, but 
because of certain engineering de- 
ficiencies radiates a signal equiva- 
lent to less than 200 watts. Now 

some commercial men believe that 
the power listed on the rate card 
is what counts in selling, but more 
thoughtful station owners know 
that clients are held by coverage 
results. It can be proved beyond 
any doubt that this station could 
hold customers much easier and 
could do an easier selling job if it 
actually delivered a good healthy 
1,000 watt signal." 

Mr. DeWitt then defined in lay- 
man's terms what radiation effi- 
ciency, distortion, frequency char- 
acteristic, modulation and noise 
level mean. He showed how im- 
portant each of these items was to 
the economy of a station. He men- 
tioned the FCC requirement of 
frequency monitors, declaring that 
many operators grudgingly in- 

stalled these despite the fact that 
exact adherence to frequency has 
increased the coverage of many lo- 
cal and regional stations because 
of the elimination of whistles re- 
sulting from wide frequency dif- 
ferences. Similarly, he said, the 
FCC has required each station to 
purchase a modulation monitor. 

"That which you should have 
done as a matter of good business," 
Mr. DeWitt concluded, "is being 
forced upon you by Commission 
regimentation. What station would 
not be willing to spend $5,000 to 
double its power? Yet many will 
object to spending less than $500 
to accomplish the same result." He 
ended with a plea for technical im- 
provements even before the Corn - 
mission forces them. 

ENGINEERS - In conference with Jack DeWitt, WSM, chairman of 
the NAB engineering committee, left to right: J. J. Long, WHAM; 
Hugh McCartney. WCCO; E. L. Gove, WHK; John Fetzer, WKZO; 
Jack DeWitt, WSM; Harry Harvey, KOIL -KFAB; Paul A. Loyet, WHO; 
S. D. Gregory, Westinghouse stations. 
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FCC Orders Reallocation Hearings 
Oct. 5 Set for Clear Channel Applications, Power 
Boost Proposals; Super -Power Hearing Deferred 

'AFTER MANY months of uncer- 
tainty, the FCC Broadcast Divi- 
sion, at its final regular meeting 
July 2 before its summer recess, 
;set for hearing on Oct. 5 the whole 
'question of broadcast station real- 
locations. Simultaneously, it post - 
honed indefinitely the super -power 
earings on the ten pending appli- 

cations for authority to use 500,000 
watts power. These hearings had 

een set for Sept. 24. 
The Broadcast Division ordered 

the general hearings upon the rec- 
Irmmendation of Chief Engineer T. 
A. M. Craven. They are expected 
to last ten days. Such important 
hquestions as high power policy, 
duplication on clear channels and 
their reduction, horizontal in- 
creases in station power in the re- 
gional and local categories, and 
possibly the setting up of a new 
5lassification of stations in the 
500 - 1600 kc. band, will be con - 

sidered. 
The hearing, along general lines, 

'Fwill be fact -finding insofar as the 
CC is concerned, with all classes 

of stations invited to present testi- 
mony. It will be after the hear- 
ings that the FCC will decide upon 
'formulation of policies. 

i Reallocation Plans 
[ANOTHER important factor in 
connection with the hearings will 
be that of the effect of the recent 
repeal of the Davis Equalization 
Amendment upon future alloca- 
tions. The Davis Amendment, 
which was responsible for the 
mooted quota system of station al- 
'ocations, had been in the law since 
1928. It required distribution of 
facilities among the five radio zones 
and among the states in each zone 
according to population on an equi- 

¡4able basis. With its repeal by the 
ast Congress, the FCC has a free 
and in allocations so long as it 

observes engineering regulations. 
The hearings will parallel after 

t fashion those held for a two- 
week period from June 15 on pro - 
)osed allocations in the ultra -high 
frequencies beyond 30,000 kc., ex= 
ept that they will be confined to 
he range between 550 and 1600 kc. 
Presumably, various plans for 

ealignment of the broadcast spec - 
rum will be taken under advise - nent. There has been great senti- nent for reduction in the number 
if clear channels from the theo- 
etical 40 to perhaps 20 or 25, with 
super -power on them. Also last 
;winter, Andrew D. Ring, FCC as- 
lstant chief engineer in charge of 
,roadcasting, advanced the first 
thase of his reallocation plan to 
cover horizontal increases on cer- 
ain of the regional channels. This 
vas pigeonholed by the Broadcast 
division. 

Last month the Broadcast Divi- 
,ion set for hearing on Sept 4 24 
'everal of the 10 pending appli a- 
ions for authority to use 500,000 
watts on clear channels. There 
were protests against this on the 
;round that the FCC regulations, 
which now specify a maximum 
mower of 50,000 watts, should be 
mended before individual applica- 

'ions for the tenfold boosts are 
,onsidered. The Division heeded 
This sentiment, and as a conse- 

quence de f e r r e d indefinitely the 
super -power hearings. 

The only reallocation proposal 
actually submitted was that offered 
by Mr. Ring under which there 
would have been a horizontal in- 
crease in power to 5,000 watts day 
and night (as against the present 
night maximum of 1,000 watts) on 
seven of the 40 regional channels. 
The remainder of the 40 regional 
waves would have been segregated 
into two classes, one with stations 
which would be protected to the 
one -half millivolt line with power 
of 1,000 watts at night and the 
other affording protection up to 
the 4 millivolt line with powers at 
night from 250 to 1,000 watts. 
There was considerable opposition 
to this plan, notably from CBS, 
which complained its affiliated sta- 
tions would suffer severely by fall- 
ing for the most part in the poor- 
est category. The division then de- 
cided the Ring plan should be held 
in abeyance until the other recom- 
mendations were submitted, so that 
a general hearing on all phases 
might be set. 

Local Power Boosts 
EMBRACED in the preliminary 
reallocation plans also was a pos- 
sible horizontal increase in the 
power of local stations from 100 

NAB on Sidelines 
THE NAB will not partici- 
pate in the forthcoming re- 
allocation hearings, to begin 
before the FCC Broadcast 
Division Oct. 5, it was de- 
cided by the Association's 
board of directors following 
the NAB convention in Chi- 
cago July 6 -8. The board 
concluded that the NAB 
should not participate be- 
cause of the clashes of inter- 
est of NAB members, but 
should be on the side lines 
to handle any emergent situ- 
ation. 

to 250 watts night, and proposals 
to set up a new class of stations 
in the 1500 -1600 kc. range, in 
which only three channels now are 
provided. Use of identical radiat- 
ing systems was planned as a 
means of minimizing interference. 

As part of the hearings, the FCC 
Engineering Division is expected 
to introduce the results of its far - 
reaching clear channel survey 
showing reception results of sta- 
tions throughout the country, which 
was conducted last year. This sur- 

'Broadcasting' - Trophy Won by Wallace 
As NAB Competitors Display Low Scores 
SHOOTING both the lowest gross 
(76) and net (72) on the sporty 
Briar Hill Country Club course in 
Deerfield, Ill., Ross Wallace, of the 
staff of WHO, Des Moines, took 
top honors in the NAB golf tourna- 
ment Sunday and easily walked 
away with the BROADCASTING Mag- 
azine trophy. A close runner -up 
for net score was S. M. Aston, of 
Fergason & Aston, while five 
shared third place with identical 
net scores. One of the five was 
Karl Haymond, KMO, Tacoma, who 
won the cup last year. 

Declared handicaps were elimi- 
nated in the contest this year, and 
the handicaps for each player were 
calculated by Charles Silver, club 
pro, on the basis of play for nine 
holes picked at random for each 
player. The score for these nine 
holes was multiplied by two and 
then subtracted from the gross 
score for the 18 holes to determine 
handicap. This, according to Mr. 
Silver, is accepted tourney method 
for players belonging to a diversity 
of clubs or having no club handi- 
caps. It was accepted as a satis- 
factory method by practically all 
the participants. who preferred it 
to individual declarations of handi- 
caps. 

Handi- 
Gross cap Net 

Ross Wallace, WHO 76 4 72 
S. M. Aston, Fergason &Aston 82 9 73 
Joe Allabough, WJJD 84 10 74 
Karl Haymond, KMO 84 10 74 
Bond Geddes, RMA 88 14 74 
Howard Pill, WSFA 84 10 74 
Art Linick, WJJD - 84 10 74 
Walter Preston. WIND 92 17 75 
Herbert Sherman, WIND 90 15 75 
Ben S. Fisher, Washington 92 17 75 
Don Mather, WIBM 90 15 75 
Robert Convey, KWK 92 17 75 

ROSS WALLACE 
G. F. Isaac, J. Blair & Co.__ 98 22 76 
H. R. Spence, KXRO 94 18 76 
Tams Bixby, Jr., KBIX 94 18 76 
William Rambeau, Chicago 96 20 76 
B. Presbra, Chicago 98 22 76 
Paul Barron. WPEN -WHOM 96 20 76 
Gene Pack, KSL 96 20 76 
Ed Fellers, Chicago 100 23 77 
J. Leslie Fox, KMBC 102 25 77 
Paul Raymer, New York 102 35 77 
Ralph Atlass, WJJD- WIND 104 26 78 
J. Carey, WIND 114 36 78 
Art Croghan. WDGY 106 28 78 
C. F. Phillips, WFBL 104 26 78 
G. A. Hill, WIBM 104 26 78 
Stanley Hubbard, KSTP 110 32 78 
Harry Butcher, CBS 97 18 79 
H. L. Reinsch. WHIO 112 32 80 
Paul LaStayo, WAAT 112 32 80 
W. R. Watson, WLS 118 36 82 
D. E. Kendrick, WIRE 118 36 82 
Irvin Stoll. Mich. Network 126 36 90 
B. M. McClancy, NBC 136 36 100 

vey, it is believed, may disclose the 
advisability of reducing the num- 
ber of clear channels, nine of which 
already have been "broken down" 
through East - West coast duplica- 
tions in violation of the existing 
regulations. 

The pending applications for au- 
thority to use 500,000 watts, hear- 
ings on which now are indefinitely 
deferred, are those of WHO, KNX, 
WJZ, WGN, KDKA, WJR, KFI, 
WSM, WHAS and WBZ. Others 
expected to file shortly for that 
power include WOAI and WBBM. 

The theme behind the Oct. 5 
hearings is that developments since 
the last allocation in 1928 make 
desirable a realignment of the spec- 
trum. Engineering advances, it is 
felt, have been such as to warrant 
a shifting of stations to procure 
maximum benefits from available 
facilities. 

REGIONAL CHANNEL 
GROUP ORGANIZED 

REGIONAL channel stations 
formed a tentative organization at 
the NAB convention July 8 simi- 
lar to the so- called "clear channel 
group ", and named Walter Damm, 
WTMJ, Milwaukee, as chairman; 
Dean Fitzer, WDAF, Kansas City, 
as secretary, and Stanley Hubbard, 
KSTP, St. Paul, as treasurer. They 
decided to meet formally in Chica- 
go in a few weeks to set up a regu- 
lar organization, their purpose in 
banding together being mutual 
protection and preparation of the 
case for the regionals at the Oct. 
5 reallocation hearings ordered by 
the FCC in Washington. 

Like the clear channel group, it 
is proposed to engage legal and 
technical counsel. Among the first 
proposals expected to emanate 
from the group will be one favor- 
ing horizontal increases in regional 
powers from the present 1,000 watt 
night limit to 5,000 watts nights. 
Most of the regionals are now 
operating or seeking authority to 
operate with 5,000 days, which the 
FCC permits. 

Besides the temporary officers 
chosen, among the sponsors of the 
regional channel group idea were 
Henry Slavick, WMC, Memphis; 
William J. Scripps, WWJ, Detroit; 
Hoyt Wooten, WREC, Memphis, 
Tom Symons, KFPY, Spokane and 
Hugh Feltis, KOMO -KJR, Seattle. 

Runyon Is Promoted 
CONTINUING in the post of 
treasurer, Mefford R. Runyon has 
also been elected to a CBS vice 
presidency, Edward Klauber, CBS 
executive vice president, an- 
nounced July 7. Mr. Runyon, how- 
ever, will have an assistant treas- 
urer assigned to him, Wilfred H. 
Sigerson, new to radio and coming 
from the accounting field, who will 
have the title of senior assistant 
treasurer. J. M. Seward remains 
as assistant vice president and S. 
R. Dean as controller. The Run- 
yon vice presidency is the fourth 
promotion in recent months, other 
vice presidents named being Harry 
C. Butcher, Washington; Herbert 
Akerburg, station relations, and 
Robert V. Thornburgh, Pacific 
Coast division. 

PLANTER'S EDIBLE OIL Co., 
Suffolk, Va., is conducting a six - 
month series of half -hour Sunday 
evenings on two Yankee stations, 
WEAN, Providence, and WICC, 
Bridgeport, with pickup from 
WOV, New York. Petinella Adv. 
Co., New York, has the account. 
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WEBR Is Added to NBC -Blue 
As More Outlets Are Planned 

Buffalo Station Joins Net July 15; Tentative Plans 
Embrace Superpower and More Stations 

HAVING placed its Pacific - Blue 
Network in operation last Jan. 1 
and linked it into the transcon- 
tinental Blue, NBC indicated its 
intention of further expanding its 
Blue and supplementaries by add- 
ing WEBR, Buffalo local, to that 
network effective July 15. WEBR, 
which operates with 100 watts 
nights and 250 watts days on 1310 
kc., was recently purchased from 
H. H. Howell by Buffalo Evening 
News interests, who also own 
WBEN, basic NBC - Red outlet in 
Buffalo. 

The addition of the Buffalo sta- 
tion to the Blue Network is one 
of various moves contemplated by 
NBC to build up that chain dur- 
ing the remainder of the year. 
First of all, by Sept. 1, the new 
antenna of WJZ, Blue Network 
key in New York, is expected to 
be working, improving that sta- 
tion's 50,000 watt signal and ready 
also to go to 500,000 watts if au- 
thorized by the FCC. 

In addition, KDKA, Pittsburgh, 
operated by NBC under lease from 
Westinghouse, which for a number 
of years has been experimenting 
with 50,000 to 400,000 watts after 
midnight only, may shortly apply 
to the FCC for full -time operation 
with 500,000 watts on the same ex- 
perimental basis by which WLW 
operates full time with 50,000 
watts regular power and 450,000 
watts additional experimental 
power. 

Both WJZ and KDKA are FCC 
applicants for 500,000 watts, along 
with WBZ, Boston, a Blue outlet 
also operated by NBC under lease 
from Westinghouse. These along 
with seven other 500,000 -watt ap- 
plicants were first expected to go 
to hearing next September, but the 
hearings were indefinitely post- 
poned by the FCC early this month 
when it called the general reallo- 
cation hearing Oct. 5. The 10 su- 
perpower applications, plus other 
clear channel applicants expected 
soon to file for superpower, may 
be considered at the Oct. 5 hear- 
ings, or afterward. 

Other Plans for Blue 
OTHER expansion plans of the 
NBC -Blue Network, some still in 
the contemplation stage but ready 
to go through the moment obstacles 
are removed, include: 

Definite addition of WEAN, Provi- 
dence, and WICC, Bridgeport. to the 
Blue Network as of Jan. 1, 1937, un- 
der an arrangement with John Shep- 
ard 3d, operator of those stations and 
of WNAC, Boston, which on Sept. 27 
will join NBC -Red in lieu of WEEI, 
which goes CBS. [See complete story 
on this page.] 

Addition of WNBR, Memphis. op- 
erating with 500 watts night and 1,000 
day on 1430 kc., acquired with FCC 
approval early this mouth by the 
Memphis Commercial Appeal. which 
also operates WMC, regularly on the 
NBC South Central group. WMC 
may become basic Red when WNBR 
goes Blue. 

Addition of WTFI, authorized earli- 
er this month to move from Athens, 
Ga.. into Atlanta. where WSB is the 
NBC outlet. WTFI operates with 500 
watts on 1450 kc. Its licensee is Leon- 
ard K. Winston, who is understood to 
be backed by Arde Bulova. New York 

watch manufacturer. WSB may be- 
come basic Red when WTFI (whose 
call will probably be changed), goes 
Blue. 

Addition of KGKO, Wichita Falls. 
operating with 250 watts night and 
1,000 day on 570 kc., which recently 
was purchased by Amon Carter, pub- 
lisher of the Fort Worth Star -Tele- 
gram. who still has pending before the 
FCC an application to move it into 
Fort Worth. This station will become 
the Blue outlet in the Fort Worth - 
Dallas area if and when it is moved, 
with the likelihood that WFAA. which 
shares times with Mr. Carter's WBAP. 
will buy out WBAP and operate that 
station as a basic Red outlet while 
KGKO goes basic Blue. 

Addition of KXYZ, Houston, oper- 
ating with 1,000 watts night and 5.000 
day ou 1440 kc., and owned by the 
Jesse Jones interests, which also own 
KPRC, the NBC Houston outlet. 
KPRC may become basic Red and 
KXYZ basic Blue. 

Addition of WDSU. New Orleans. 
operating with 1,000 watts on 1250 
kc., now an independent. In New Or- 
leans WSMB is at present the NBC 
outlet, which means that it may go 
basic Red while WDSU goes basic 
Blue. 

RADIO PICKUP 
200 FT. AHEAD 
START PLAYING 
APPROVED K . BER 

AVOIDING SUITS - To keep pa- 
rade bands from playing restrict- 
ed numbers on WGY, Schenectady, 
during the mammoth G. E. Jubilee, 
the WGY shortwave car flashed 
this sign when there was danger 
of restricted numbers going on 
the air. 

FTC Stipulation 
THE Federal Trade Commission 
announces the following stipula- 
tions with advertisers: J. W. Mar- 
row Mfg. Co. Inc., Chicago, agrees 
to revise claims for Mar - O - Oil; 
Indo -Vin Inc., Cincinnati, agrees to 
change representations for Indo- 
Vin tonic; Health Products Corp., 
Newark, agrees to revise claims for 
Dillards Aspergum. Allura Inc., 
Sacramento, has been charged with 
unfair competition in sale of an 
eye lotion. 

Accord on Sale of WOV to Paulists 
Gives CBS New York Outlet in WLWL 
AN ACCORD on the sale of WOV, 
New York, to the Paulist Fathers, 
operating WLWL, New York, for 
$300,000, was reached July 3 af- 
ter several months of heated nego- 
tiations, and likely will be con- 
summated shortly with the sign- 
ing of the purchase contract. 

When the transaction is finally 
closed, it will be the first step in 
a series of frequency shifts and 
power changes, which will see 
WLWL go to CBS under a lease 
arrangement as a full -time 5,000 
watt outlet in New York, while 
WOV will close down in the New 
York area. The new clear channel 
station will be on 1100 kc. This will 
give CBS a second outlet in New 
York which will be used to sup- 
plement WABC, key station of the 
network, and also would be avail- 
able in the event CBS ever devel- 
oped a second network. There is 
also possibility of sale of the new 
WLWL to CBS, it was indicated. 

Approval of the WOV sale by the 
FCC Broadcast Division is regard- 
ed as virtually automatic, since 
it is known that consent was indi- 
cated beforehand. The Paulists 
have been militant critics of com- 
mercial broadcasting, and, among 
other things, sponsored legislation 
for an investigation of broadcast- 
ing by Congress. 

How It Will Be Done 
WHILE details were lacking, it 
was ascertained that the sales 
transaction had been agreed upon. 
If the original plans are carried 
out, WLWL will lease the station 
to CBS and procure, among other 
things, guaranteed time for its re- 
ligious programs. WLWL now 
operates the equivalent of two 
hours daily on the 1100 kc. clear 
channel and has fought vigorously 
for several years for additional 

ors 

time. The channel is a clear wave 
assigned to WPG, Atlantic City, 
as the dominant station. 

The lease plan is for CBS to 
take over the station and increase 
its power to 50,000 watts. paying 
the Paulists about $30,000 per 
year for five years, renewable at 
five -year intervals, with a provi- 
sion for the lease to run as high 
as $60,000 after the fourth year, 
depending on WLWL earnings. A 
proposal to lease along the same 
lines was made to the Paulists by 
John Iraci, owner of WOV, but 
was rejected, and as a consequence 
he sold the station outright. 

Here is the plan under which 
the Paulist station will become a 
fulltime clear channel CBS outlet, 
by virtue of the WOV sale: 

WOV, operating limited time on 
1130 kc., clear channel with 1,000 
watts, sold to WLWL for $300,000 
cash. 

WLWL, now operating the equiva- 
lent of about one day per week on 
1100 kc., clear channel with 5,000 
watts, to get full time operation on 
that channel. 

WPG, Atlantic City municipally 
owned station. to relinquish six -sev- 
enths time 1100 kc. to WLWL and 
accept WOV facilities with 1,000 
watts on 1130 kc. 

KSL, Salt Lake City. 50.000 watt 
station. and dominant ou the 1130 kc. 
clear channel. to consent to full -time 
operation by WPG on its channel. 

Boston & Maine Spots 
BOSTON & MAINE RAILROAD 
is using WNAC, WBZ and WEEI 
in an intensive radio and news- 
paper campaign to promote new 
low railroad rates. Spot announce- 
ments numbering more than 50 a 
week are broadcast from 7 a. m. 
to 11 at night and include WEEI 
weather reports and a quarter 
hour of the WBZ Musical Clock. 

Shepard Planning 
Two Regional Nets 
WNAC and WEEI Shifts Move 
Forward to September 27 
REALIGNMENT of New England 
outlets of the major networks, 
beginning with Boston, will be ef- 
fected earlier than anticipated as 
a result of agreements between 
the interested parties to shift 
WEEI to CBS and WNAC to 
NBC -Red when daylight savings 
time ends Sept. 27. At the same 
time, or at least before the end 
of the year, John Shepard 3d, 
operator of WNAC, expects to 
have two new regional networks in 
operation to replace the Yankee 
Network and the New England 
Network. 

WEEI will be taken over by 
CBS under lease on Aug. 16 by 
authorit -- of the FCC. For the 
first five weeks it will continue as 
an NBC -Red outlet, but on Sept. 
27 WNAC will exchange places 
with it. 

In the meantime, preparatory to 
hooking up one of his projected 
new New England chains with 
Mutual Broadcasting System, Mr. 
Shepard announced that on July 
1 his other Boston outlet, WAAB, 
had formally joined MBS to take 
a number of its accounts. 

New Regional Network 
WAAB, according to Mr. Shep- 
ard's plans, will become the key 
station of a new regional hookup 
to be known as the Colonial Net- 
work, which will later hook up 
with MBS. Its other affiliates are 
expected to be WLLH, Lowell; 
WNBH, New Bedford; WATR, 
Waterbury; WTHT, new 100 -wat- 
ter about to be placed on the air 
by the Hartford Times, and pos- 
sibly WFEA, Manchester. 

With WEEI going to CBS the 
old New England Network col- 
lapses, just as the present Yankee 
Network breaks down with 
WNAC's defection to NBC -Red. 
Mr. Shepard's plans contemplate 
reorganizing the Yankee Network 
to embrace NBC affiliates and to 
continue it under that name for 
regional business. The hookup will 
be keyed by WNAC and will em- 
brace WEAN, Providence; WICC, 
Bridgeport; W T I C, Hartford; 
WTAG, Worcester, and possibly 
WCSH, Portland. The latter three 
were formerly associated with 
WEEI in the cooperative New 
England Network. None of these 
stations, it is understood, will line 
up with MBS. 

WEAN and WICC, both now on 
CBS and both operated by Shap- 
ard, will not sever their CBS con- 
nections before Jan. 1, 1937, in ac- 
cordance with existing contracts, 
but after that date they will join 
the NBC -Blue Network. The com- 
plete lineup for the proposed new 
Yankee Network has not been fin- 
ally arranged, but at the NAB 
convention Mr. Shepard definitely 
agreed with WTIC to make it one 
of the links. 

20 to Get Mueller 
C. F. MUELLER Co., Jersey City 
(macaroni) has started placing a 
series of live spot announcements 
on about 20 stations as far West 
as Chicago. It is the plan of the 
sponsor to stagger the use of sta- 
tions, which means that the list 
will be constantly changing. E. W. 
Hellwig Co., New York, has the 
account. 
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Public Utility Industry Discovers Radio 
Executives of Big Electric and Gas Companies Explain 
Why Air Waves Provide Them With an Ideal Medium 
ELECTRIC and gas utilities have 
really discovered radio! 

That was the outstanding con - 
elusion of the radio roundtable 
held by the Public Utilities Adver- 
tising Association conference, held 
at Boston in connection with the 
convention of the Advertising Fed- 
eration of America early this 
month. 

Having found out what radio 
' can do, utilities now are taking to 
the air more and more, not only 
individually but on an industry- 
wide basis. The two outstanding 
examples are the campaign of the 
American Gas Association, through 
its Regional Advertisers Inc. and 
the General Electric Co.'s Melody 
Master series on an NBC -Red net- 
work last winter, with a number 
tof local electric companies partici- 
pating. 

Gathered together at the AFA 
session were leading advertising 
executives of utility companies. [A 
summary of some of their com- 
ments and an article on the co- 
operative gas campaign were 

Eprinted in BROADCASTING July 1.] 
nthusiastic about radio, they dIs- 

isected it minutely to see what 
made it tick and to devise ways of 
lusing it still more effectively. 

9 The 1936 "Better Copy" awards 
of the Public Utilities Advertising 
Association covering "Radio Ad- 
vertising for All Public Utility 
Companies" were as follows: 

Premier Award - Consolidated 

0. 
dison Co. of New York Inc., New 
ork City. 
Awards of Excellence- Philadel- 

Ghia Co., Pittsburgh Rochester 
as & Electric Corp., Rochester. 
In the belief that utilities, agen- 

t ies and advertisers generally are 
deeply interested in what utility 
advertising executives as well as 
agencies think about radio, BROAD- 

' CASTING herewith digests the views 
)f a number of those who partici- 
pated in the Boston roundtable. 
Following are condensed versions 
)f comments at the roundtable as 
well as prepared speeches which 
were not delivered due to lack of 
;ime: 

Clarence L. Davis 
Vice President, 

Batten, Barton, Durstine cf 
Osborn Inc. 

í THINK you might like to know 
.vhy the General Electric Co. 
ilelody Master program was start- 
?d -why it took the particular 
'orm that it did -what we hoped 

g t would accomplish and what ac- 
ually happened. 

Most of you in this room know 
he story of the Better Light -Bet- 
er Sight movement -how it has 
;rows from sporadic scattered ef- 
'ort to a national program with 

tY be participation of almost every 
e 'electric utility in the country. A 

its ,rear ago this spring there began 
Est ',o be evidence of a need for some 
:he 'cooperative vehicle for the indus- 
te. try -something that would put the 
ist movement on a truly national 
I% scale. There had been plenty of 
the the printed word about Better 

':.fight- Better Sight in magazines, 

newspapers, booklets, and bill en- 
closures by the million. It was 
argued that a cooperative effort 
introducing the persuasive quali- 
ties of the human voice should be 
the next forward step. And then 
General Electric did a very cour- 
ageous thing. 

Fully aware of the headaches 
and the heartaches in the spon- 
soring of any new radio program 
they undertook to start the ball 
rolling by presenting to the indus- 
try a definite plan into which indi- 
vidual utility properties might tie 
their local effort. And as if it 
weren't bad enough to be "daddy" 
of any cooperative program, they 
deliberately suggested a show at 11 
o'clock at night when all the world 
is neatly tucked in bed -at least 
that was the opinion of some of 
the prospective sponsors. 11 o'clock 
had a couple of advantages. Time 
on the air cost only half as much 
as earlier in the evening. And 
networks can be split at that time 
of night. And someone even had 
the temerity to suggest that every - 
time you got a family to stay up to 
listen to an 11 o'clock show you 
increased lighting load. 

So a program was recorded and 
submitted as a sample to utilities 
whose properties were located with- 
in the radius of the basic NBC -Red 
network. And if any of you think 
that it's differences of opinion that 
makes horse racing possible you 
ought to try to sell a cooperative 
program. It was swell! It was 
lousy! Why didn't we do this! 
Why didn't we do that! The 11 
o'clock time was a great idea! It 
was a terrible idea! But back of 
it all was a belief that it was time 
for the utilities to get together - 
time to do a cooperative job, and 
so after many auditions and many 
discussions the Melody Master 

MR. DAVIS 

went on the air sponsored by ap- 
proximately 43 utility properties 
in the area covered by 13 of the 
21 stations of the basic red net- 
work of NBC. 

Those of you who listened to the 
entire series know that the pro- 
gram changed materially as it 
progressed. And it is a fact that 
a successful radio program has to 
be built on the air just as a Broad- 
way play is revised, rewritten, and 
rebuilt many times during its try- 
out period. 

We started with the formula 
of a musical group meeting each 
Sunday evening in the home of 
John Clemens, The Melody Master. 
An excellent small orchestra and 
choir provided the music and there 

Television Not to Replace Broadcasting 
But Be Supplementary, Says Mr. Sarnoff 
IN ONE of the main addresses at 
the AFA Boston convention, de- 
livered on the opening day, David 
Sarnoff, RCA president, predicted 
that television will supplement 
rather than supplant or detract 
from present day broadcasting. 
Mr. Sarnoff, during his address, 
stated: 

"When television broadcasting 
reaches the stage of commercial 
service, advertising will have a 
new medium, perhaps the most ef- 
fective ever put at its command. 
It will be a new challenge to ad- 
vertising ingenuity and a stimulus 
to advertising talent. 

"The new medium will not sup- 
plant or detract from the impor- 
tance of present day broadcasting. 
Rather, it will supplement this 
older medium of sound and add a 
new force to the advertisers' arma- 
ment of salesmanship. Television 
will add little to the enjoyment of 
the symphony concert as it now 
comes by radio to your living 
room. Sound broadcasting will re- 
main the basic service for the pro- 

grams particularly adapted to its 
purposes. On the other hand, tele- 
vision will bring into the home 
much visual material -news events, 
drama, paintings, personalities - 
which sound can bring only par- 
tially or not at all. 

"The benefits which have result- 
ed from the industrial sponsorship 
of sound broadcasting indicate that 
our major television programs will 
come from the same source. It re- 
quires little imagination to see the 
advertising opportunities of tele- 
vision. Broadcasting an actual 
likeness of a product, the visual 
demonstration of its uses, the add- 
ed effectiveness of sight to sound 
in carrying messages to the human 
mind -these are only a few of the 
obvious applications of television 
to merchandising. Commercial an- 
nouncement can be expanded 
through television to include dem- 
onstration and informational serv- 
ices that will be of value to the 
public as well as to the advertiser. 

"Television is now in the ear - 
(Continued on page 55) 

was considerable plot and action 
among the characters, Very early 
we discovered through telephone 
surveys that most of the radio fans 
liked the music but very few of 
them gave a darn about the drama. 
So little by little drama went out 
and more music came in. 

Curiously enough not all the 
world goes to bed at 11 o'clock. 
Our first telephone,,survey made in 
the city of Buffalp'showed that 8% 
of all radio sets in town were tuned 
into the Melody Master program - 
and if you know anything about 
listening habits you'll know that 
8% is a very significant audience. 
Not all communities have the same 
go -to -bed habits. Metropolitan New 
York stays up later than metro- 
politan Philadelphia. But upwards 
of 5,000 telephone calls proved two 
significant and interesting facts: 

1. People were up and listening 
to their radios at 11 o'clock in 
every community. 

2. With practically no chain com- 
petition at 11 o'clock the Melody 
Master show always got a huge 
percentage of the actual listeners. 

Quite early in the program Car- 
rie Jacobs Bond, author of "The 
End of a Perfect Day" and many 
other songs, appeared on the pro- 
gram. Her songs were sung and 
she recited a poem of her own com- 
position. 3,350 listeners (and that's 
a lot for 13 stations) requested 
copies of this poem. At the end 
of the series when we offered a 
souvenir booklet of the program 
4,437 listeners asked for it. 

Just how was the commercial 
side of it handled ? First there 
was a dramatic presentation of the 
Better Light -Better Sight story. A 
Sight Light Demonstrator was ac- 
tually brought into the studio and 
the eyes of guest stars and others 
were tested then and there for the 
benefit of the radio audience. 

This dramatic spot in the center 
of each program paved the way for 
a strictly local announcement at 
the end in which the local utility 
sponsor, through the local station 
announcer brought home its mes- 
sage to the community. This hap- 
pened 26 times with an audience 
which surveys show was as high as 
800,000 homes per broadcast. 

What It Cost 
PROBABLY you are interested in 
what the program cost. I'll give 
you the figures briefly. Time and 
talent for 26 shows, 13 stations, 
cost $102,697. This figure does 
not include promotional material, 
window signs, newspaper mats, 
and newspaper space used to ad- 
vertise the program. The expense 
was met jointly by utilities and 
the Incandescent Lamp Department 
of General Electric, and the cost 
to each utility property was based 
as closely as possible on the actual 
meters covered in the broadcast 
area. 

Surveys showed that approxi- 
mately '7.7% of urban residential 
meters were reached throughout 
the network, which brings the cost 
per radio home reached per pro- 
gram to about 4 mills. 

The Melody Master never got to 
be a avow, It wasn't on the air 
long enough for one thing, al- 
though there was evidence in the 
lait few weeks that the audience 

(Continued on page 52) 
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Pacific Radio Group Organizes 
To Boost Status of the Medium 

Seeks Greater Place on Coast Advertising Session; 
Radio's Creative Achievements Praised by Gerber 

(By Special Correspondent) 
SEATTLE, July 9 - With more 
than a thousand attending, the an- 
nual convention of the Pacific 
Coast Advertising Clubs Associa- 
tion held here July 6 -9 included a 
radio departmental but radio - 
minded delegates decided that the 
medium had not done its part in 
telling its story to the convention 
and an organization was formed 
to promote broadcasting at the 
1937 session. 

Heading this group is Henry 
Jackson, of KFRC, San Francisco. 
Other members are George Chand- 
ler, CJOR, Vancouver; Loren B. 
Stone, KIRO, Seattle; Ed Jansen, 
KVI, Tacoma; W. Carey Jennings, 
KGW, Portland; Carleton Coveny, 
KJBS, San Francisco; Sidney 
Dixon, NBC, Hollywood; Tom 
Symons, KFPY, Spokane; E. B. 
McClatchey, KSL, Salt Lake City; 
Roger Houston, KGB, San Diego; 
Brick Miller, KTAR, Phoenix; 
Howard Lane. 

The organization is to build a 
schedule of departmental meetings 
on radio "that will put it on its 
rightful basis of equality with 
other major media." 

Doing a Good Job 
OF ALL MEDIA, radio has done 
the best creative job in the devel- 
oping of new accounts, declared 
Joseph R. Gerber, president of 
Gerber & Crossley Inc., Portland, 
Ore., agency. He deplored lack of 
development work on the part of 
most media. Advertising agencies 
themselves are doing only a fair 
job, he said. 

"Our newest medium, radio, had 
to find a place for itself, and has 
probably employed more advertis- 
ing salesmen that knew less about 
advertising than any other me- 
dium ever employed. But they 
knew more than the prospects 
they called on. And knowing more 
than the dog, after all, is the first 
law in teaching the dog new tricks. 

"The result has been that radio 
advertising is tremendously sold 
to a great number of advertisers 
today. Radio, I will say, has done 
a fine job of creative selling." 

Radio Departmental 
TELLING the story of how Golden 
State Dairy Products Co., San 
Francisco, built Golden State of 
the Morning Air, a morning quar- 
ter -hour program broadcast twice 
weekly over KPO, San Francisco, 
to the largest mail -puller on that 
station in the comparatively short 
period of less than one year, Na- 
than Danziger, general sales pro- 
motion and advertising manager 
of Golden State, gave an informa- 
tive discussion of the value of 
proper use of radio's morning 
hours. Golden State's program, 
first built around the character of 
Joan Andrews and Golden State 
Menu Flashes, a series of menus 
offered to housewives through the 
radio program supplemented by 
newspapers and bottle collars, was 
thoroughly merchandised to the 
trade both before the program 
took to the air and during its 
tenure of the air. Mr. Danziger 
told then of the injection of new 

features into the program. The 
organization of the California 
Women's Menu Flash Guild and 
the offer of a diploma to house- 
wives sending in recipes for use in 
Menu Flashes. Then the introduc- 
tion of Henry Ames Abbott, world 
traveller, who gave authentic de- 
scriptions of trips to interesting 
parts of the world, describing 
foods and diets in those places. 

Of particular interest was the 
response of San Francisco house- 
wives to this program, broadcast 
only two mornings each week at 
10 o'clock in the morning, the mail 
reaching a volume of 2,856 letters 
in one day. 

Mr. Danziger was followed by 
Sidney Dixon, sales manager, Hol- 
lywood, with a talk on "Radio Ad- 
vertisers Guest List ". Other talks 
were given by H. J. Quilliam, gen- 
eral manager, KIRO, Seattle, on 
the "Independent Radio Station's 
Picture "; Ben Tipp, Seattle jew- 
eler, on "My Experience in Selling 

BELOW -Charles Bulotti Jr., Don 
Lee director of program opera- 
tions, dons diving suit and micro- 
phone for a trip below the surface 
to view submarine gardens off 
Catalina Island. Capt. Tinch, diver, 
is fixing him up for the descent. 
On July 11 Ted Bliss, KHJ an- 
nouncer, went on CBS at the same 
spot for a sub -surface broadcast. 
He was accompanied by Capt. 
Tinch. 

Diamonds by Radio "; Herbert 
Poole, Seattle radio dealer, on 
"Selling Radios by Radio ". 

These rather serious discussions 
of radio advertising were followed 
by a series of skits, "So This Is 
Heaven ", produced by KOMO -KJR 

Transfer of KNX, Los Angeles 
To CBS To Get FCC Approval 

Sale at Record Figure of $1,250,000 Seen Okehed 
And Program Violation Charges to Be Dropped 

OWNERSHIP OF KNX, Los An- 
geles 50,000 wetter, will pass from 
Western Broadcasting Co. to CBS 
with the expected approval by the 
FCC Broadcast Division of the 
record $1,250,000 station sale. The 
Division planned a special meeting 
on July 14 or 15 to consider the 
case. 

Approval of the transfer will 
come coincident with an FCC de- 
cision renewing the KNX license 
which had been in temporary stat- 
us since last year because of al- 
leged commercial program viola- 
tions by the station under its pres- 
ent management. The Broadcast 
Division will approve renewal on 
the basis of additional testimony 
given by Guy C. Earl at a hearing 
June 29. At the same time a sec- 
ond hearing was held on the terms 
of the transaction. 

When CBS programs will begin 
on KNX has not yet been definite- 
ly determined, since the network 
is contracted for service to the 
Don Lee Broadcasting System un- 
til Dec. 27. It is possible that the 
change in service will begin prior 
to that time. 

Rogers Named Manager 
MEANWHILE, Donald Thorn- 
burgh, new CBS vice president in 
charge of Pacific Coast activities, 
took up his new duties in Los An- 
geles, arriving on July 4. One of his 
first announcements will be that 
Naylor Rogers, vice president and 
general manager of KNX, will re- 
main in the managerial capacity 
at KNX. Simultaneously, it was 
learned that Philip G. Lasky, gen- 
eral manager of KSFO, San Fran- 
cisco, which will become a CBS 
outlet in lieu of the Don Lee 
owned KFRC, will remain as gen- 
eral manager of that station. 

At the June 29 hearing, Mr. 
Earl, Edward Klauber, executive 
vice president of CBS, and Mef- 
ford R. Runyon, CBS treasurer 
and vice president, testified con- 
cerning the station sale. Mr. Earl 
also testified on the KNX license 
renewal with respect to so- called 
medical and other programs 
against which there had been com- 
plaint. He brought out that vir- 
tually all of the accounts against 
which complaints had been made 
had been dropped. The Commis- 
sion had set the renewal matter 
for rehearing along with the origi- 
nal hearing on the transfer of 
license. 

Among other things, Mr. Earl 
brought out that five of the ac- 
counts in the original group 
against which complaint had been 
levied were still being broadcast 
over the station. In each case, how- 
ever, he brought out that all of 
them were investigated by the 
Federal Trade Commission, Post 
Office Department or Better Busi- 
ness Bureau and given the sanc- 
tion of one or more of these organ- 
izations. He brought out that in 
several instances stipulations had 
been entered into with the Trade 
Commission by the advertisers. 

Mr. Earl said Western Broad- 
casting Co., licensee of KNX, was 
owned primarily by himself. Other 
stockholders included Paul Hoff- 
man, president of the Studebaker 
Motor Car Co., Edward Earl, a 
relative, and Naylor Rogers, sta- 
tion manager. 

Exhibits were introduced to 
show that KNX has earned a 
profit practically since Mr. Earl 
operated it beginning in 1925. In 
1935, the profits were approxi- 
mately $138,000 and Mr. Earl esti- 

(Continued on page 44) 

aided by other Seattle stations. 
Mr. Dixon said in part: "It is 

my belief, backed by a number of 
years experience in broadcasting, 
that if a program is good adver- 
tising, it is good entertainment. 
The two must go together. How- 
ever, I am not denying that it is 9 

possible to present a program of 
wonderful entertainment, which 
would be very bad advertising for 
a particular advertiser. 

"The days in radio are num- 
bered when an advertiser can 
tack a commercial announcement 
onto a poorly produced program 
and expect the radio audience to 
take him seriously. At least, they 
are numbered for the man who 
wants to continue to enter the 
American home with this type of 
program to put over his advertis- 
ing message. You, both the radio 
advertiser and the radio operator, 
have educated the radio listening 
audience to the point where they 
are no longer satisfied to hear a 
national celebrity come on the air 
and say, `Hello friends' and noth- 
ing else. The radio audience has 
been educated by you to the point 
where they are no longer excited 
with novelties either mechanical or 
vocal. They make up their guest 
list from the radio programs pre - 
sented which they have found 
worthy of inviting into their living 
room and their family circle. 

"Both radio broadcasters and 
the advertising profession must 
think of the future. Radio men 
must continue to discharge their 
obligation to the American people 
by presenting good, clean pro- 
grams. Responsibility for protect- 
ing the public interest will con- 
tinue to rest upon the shoulders 
of the broadcasters. The broad- 
casters in turn must look to the 
advertisers and ask their coopera- 
tion in the discharge of this duty. 

Some Ingenuity Needed 

"RADIO men, advertisers and ad- 
vertising agencies must use as 
much ingenuity and imagination in 
developing the entertainment part 
of their program as has been used 
in the past in developing newspa- 
per, poster and magazine copy. Re- 
member, the type of program you 
present and the advance thought 
and preparation that you give to 
it, determines to a great extent, 
whether or not you and your sales 
message receive regular weekly 
listings on the advertiser's guest 
list in the homes of Mr. and Mrs. 
America." 

Selection of Salt Lake City as 
the scene of next year's convention 
and election of next year's officers 
was carried out at the general 
business session on the final day. 
Lou E. Townsend, advertising 
manager of the Bank of America. 
with headquarters in San Fran- 
cisco, was elected president. Other 
officers: Mary McDonald, Tacoma, 
vice president at large, in charge 
of women's and junior affairs; 
Louis R. Koch, Foster & Kleiser, 
Long Beach, Calif., senior vice 
president; James Lightbody, pub- 
licity manager, British Columbia 
Electric Railway Co., Vancouver, 
B. C., vice president, District No. 
1; Ed Thomas, Salem Statesmen, 
Salem, Ore., vice president, Dis- 
trict No. 3; Maurice Penter, as- 
sistant manager, Union Tribune, 
San Diego, vice president, Dis- 
trict No. 5; Charles Pritchard, 
San Francisco, vice president, Dis- 
trict No. 5, and C. K. Graham, 
Spokane, vice president, District' 
No. 2, holdover for another year. 
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A Spot to Cultivate --The Pacific Coast 
Only 10% of West Coast's Spot Business Gets Across 
The Rockies, Although Bookings Are Increasing 

By LINDSEY SPIGHT 
Vice President and Pacific Coast Manager 

John Blair & Company 

SOME $900,000 national and re- 
gional spot business originated on 
the Pacific Coast in the past year. 
This fairly respectable total; 
amounting to about 5% of the na- 
tional volume, represents a gain 
of at least 30% over the preced- 
ing year. Furthermore, the imme- 
diate outlook is even brighter for 
the fall of 1936 and 1937. 

There is only one catch in this 
optimistic outlook. Little more 
than 10% of this business is placed 
on stations East of the Rocky 
Mountains. In other words, the 
great bulk of Far Western business 
is regional rather than national in 
scope. When we consider that more 
than three -and -a- half -million dol - 
lars space in national magazines 
was used by Pacific Coast adver- 
tisers in 1935 and hardly $100,000 
spot radio on Eastern stations, it 
is time that some of us making 
our living from this field, analyze 
the situation to find out why. 

Here a Spot, There a Spot 
THE COAST'S truly national ac- 
counts, the big magazine users, 

[haven't used enough spot radio, 
figuratively speaking, to pay a 
week's power bill on a 50 kilowatt 
transmitter. Sunkist, handled by 
the Los Angeles office of Lord & 
Thomas, has been an occasional 
exception. With the big Valencia 
orange crop last summer, they 
used a spot announcement cam- 
paign in about 20 major markets 
of the East early last fall. As a 
possibility for extending the use 
of this medium this year, they also 
tested two transcription programs; 
one on a station in the Midwest 
and one in the East. The outlook 
for more Sunkist activity this year, 
however, is not good. For one 
thing the crop is smaller. 

Del Monte, handled by the San 
Francisco office of McCann- Erick- 
son, has only used spot radio once 
in its entire advertising experience. 
That was the True Stories of the 
Sea series of night quarter -hour 
transcriptions twice per week in 
the spring of 1934. This was for 
canned salmon of which Del 
Monte's subsidiary, Alaska Pack- 
ers, has three different trade marks. 
Here was a case where a uniform 
program, but with different com- 
mercials, was used in selling three 
different brands of salmon. 

Some of our other accounts fall- 
ing in this classification of major 
national media users are: Hawai- 
ian Pineapple, N. W. Ayer & Son, 
San Francisco; Van Camp Sea 
Food (Chicken of the Sea and 
White Star Tuna), Emil Brisacher 
& Staff, San Francisco; Southern 
Pacific, Lord & Thomas, San Fran- 
cisco; Duarte and its new cos- 
metic, Creme of Milk, Howard Wil- 
liams, San Francisco; All Year 
Club, Lord & Thomas, Los Ange- 
les; Californian's Inc., Lord & 
Thomas, San Francisco; Clorox, 
Erwin Wasey & Co., San Fran- 
cisco; S.O.S. and the Walnut Grow - 

, ers Association, McCann- Erickson, 
f San Francisco; Salmon Industry 
! Campaign, J. Walter Thompson 

THEY have weather and spots out West. Lindsey Spight, 
who has the usual nose for spots that marks the success- 
ful rep, sees business everywhere, but not much that 
will get beyond the regional classification. Something 
ought to be done about the situation, thinks Mr. Spight, 
so he has bared his files for the benefit of those who 
like to do things about situations when they arise. 

Co., Seattle; Jantzen, Botsford, 
Constantine & Gardner, Portland; 
Calo Dog Food, Emil Brisacher & 
Staff, San Francisco; Iron Fire- 
man, Gerber & Crossley, Portland; 
and Libby's Pineapple Juice, J. 
Walter Thompson, San Francisco. 

It's a fine list of prospects and 
we native advertising men out here 
are very proud of their success in 
national markets, but to date the 
combined spot radio commissions 
from all these accounts hasn't been 
enough to pay the traveling ex- 
penses of the national station rep- 
resentatives who maintain offices 
on the Coast. 

A more consistent source of spot 
business and in some respects a 
better list of immediate prospects 
are those firms with only partial 
or spotty national distribution. 
From this list comes most of the 
$100,000 spot billing on Eastern 
stations this past year, ended 
July 1, 1936. Alaska Pacific Sal- 
mon (Skinner & Eddy), Gardner 
Nurseries, Washington Boxed 
Apples, Northwest boxed pears, 
Mapleine and Carnation Albers, all 
out of Seattle. Los Angeles has 
Tree Sweet Orange Juice, White 
King Soap, Bireley's Orange Juice, 
Strasska Toothpaste, Dr. Ross Dog 
Food, Green Spot Orange Juice, 
McCloskey Varnish and the Hem- 
phill Diesel Engine School. Head- 
quarters of the Knox Co. (Cystex) 
is also in Los Angeles. San Fran- 
cisco has Hills Bros. and M. J. B. 
Coffee, Cardinet Candy, and . Tea 
Garden products in this classifica- 
tion. 

Occasional Users 

THERE is also another small list 
of accounts, by no means complete, 
which contributes occasional spot 
billing to the Coast's total volume. 
This includes D'Arrigo Bros., the 
R o s i c r u c i o n Order, Sunsweet 
Prunes and the Barron Gray Pack- 
ing Co. (Eveready Fruit Cocktail) 
all of San Jose; Breast O'Chicken 
Tuna from San Diego and the 
Ward Refrigerator Co., and the 
Townsend Plan Promotion out of 
Los Angeles. 

The above list of accounts pro- 
duces almost the entire volume of 
Eastern station spot business and 
contributes a generous share to 
stations in the 11 Western states. 
However, the great bulk of re- 
gional spot business is from West- 
ern firms. 

Standard Oil Co. of California 
is starting its fourth year of domi- 
nant use of time signals on lead- 
ing Western stations. Richfield 
Oil Co. has found the Jimmy Allen 
transcriptions a real producer of 

U BROADCASTING Broadcast Advertising 

SPIGHT WORK -Here is the au- 
thor consulting a well -known ency- 
clopedia of broadcast advertising. 

sales. Associated Oil Co. sponsors 
direct from the field and occasional 
wire report broadcasts of amateur 
sports. 

General Mills and its Western 
subsidiary, Sperry Flour Co., has 
had Jack Armstrong transcriptions 
and baseball broadcasts in all the 
major Pacific Coast markets. This 
business is placed by the Westco 
Agency of San Francisco. General 
Brewing (Lucky Lager) is using 
time signals, Safeway Stores has 
recorded dramatized announce- 
ments, and other regional accounts 
such as Roman Meal, O. M. Lab- 
oratories, Moon Glow Cosmetics 
and Wilson and George Meyer use 
announcements, participating pro- 
grams and occasional live talent 
shows. 

It it rather interesting to learn where this business originates 
from a geographical standpoint. If 
you take 65% as coming from the 
San Francisco Bay district, 25% 
from Los -Angeles, and 10% from 
the Pacific Northwest, you won't 
be far wrong. Los Angeles and 
Seattle each contribute more East- 
ern spot business than San Fran- 
cisco, but San Francisco's big re- 
gional accounts more than make 
up the difference. As a check on 
these percentages, NBC's actual 
Pacific Coast billing (regional 
chain business) for the first quar- 
ter of 1936 showed 62% from San 
Francisco, 32.7% from Los Ange- 
les, and 5.3% from the Northwest. 

This Pacific Coast country is an 
interesting spot to work in. We 
have to travel a lot from Seattle 
to San Jose to get our business 
and most of it comes in small 

Scope Is Indicated 
By Trans -American 
Reiter & Jaeger, Chicago Rep 
Firm, Acquired, Says Clark 
AS THE first step in its project 
to engage in an all- purpose broad- 
casting business, Trans -American 
Broadcasting & Television Corp. 
announced July 6 its acquisition of 
the station representation organ- 
ization of Reiter & Jaeger, Chi- 
cago. The announcement was made 
by John L. Clark, president of 
Trans- American, at the NAB con- 
vention. 

Trans -American, it was dis- 
closed, will enter the station rep- 
resentation and associated fields 
on a substantial scale. In addi- 
tion it proposes to engage in pro- 
gram producing, selling and tran- 
scribing, as well as station man- 
agement and operation. The com- 
pany, according to Mr. Clark, has 
financial backing amounting to 
$2,000,000. No formal announce- 
ment yet has been made of its 
backers or scope of activity, how- 
ever, beyond the purchase of the 
Reiter organization. 

With the acquisition of the rep- 
resentation firm, which heretofore 
has functioned only in Chicago, 
Mr. Clark announced that Virgil 
Reiter will be transferred to New 
York to handle Trans -American 
representation. Offices are at 521 
Fifth Ave., New York. C. P. 
Jaeger, he said, will continue as 
head of the Chicago office at 333 
N. Michigan Ave. In the Chicago 
area the company has handled time 
placements for WCAU, Philadel- 
phia, WHAM, Rochester, and 
WIBX, Utica, and formerly rep- 
resented WLW. 

Possible Disc Service 
FORMATION of Trans -American 
was announced last month by Mr. 
Clark, but details of the organiza- 
tion were not disclosed. It is 
known that the company has been 
in negotiation with Associated 
Music Publishers Inc. in connec- 
tion with possible representation 
and sale of its transcription li- 
brary service and also with regard 
to possible arrangements for tran- 
scription recordings. 

Several station owners, it has 
been indicated, are identified with 
the company but their names will 
not be revealed until later. E. J. 
Rosenberg, formerly general man- 
ager of the Society of European 
Stage Authors & Composers, has 
been made executive vice presi- 
dent of Trans -American, with Sol 
A. Rosenblatt, former NRA divi- 
sion administrator in charge of the 
radio code, as counsel. After the 
NAB convention Mr. Rosenblatt 
departed for Los Angeles on an 
undisclosed mission while Mr. 
Clark returned to New York. 

TED HUSING, chief CBS an- 
nouncer, and H. V. Kaltenborn, 
CBS political commentator, are 
both in Europe this summer on va- 
cations, and both are scheduled for 
special relay broadcasts. 

chunks, but we call each other by 
our first names, most of us are 
good friends as well as business 
associates, and we believe that 
there will be more business next 
year than this, ad infinitum. Oh 
yes, and there's the climate. If you 
don't believe it, come out and see 
for yourself. But don't expect to 
make expenses on the business you 
will pick up while out here. 
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Blackett Heads GOP Public Relations; 
KirchhoferAppointedPublicityDirector 
TWO publicity 
directorships - 
both significant in 
their bearing up- 
on the prospec- 
tive use of paid 
radio time during 
the presidential 
campaign - were 
made by Chair- 
man John D. 
Hamilton of the Mr. Blackett 
Republican National Committee in 
Chicago July 3 and were exclu- 
sively reported in . the first daily 
convention issue of BROADCASTING. 
They were later verified, on July 
8 and 9, by Mr. Hamilton in re- 
leases to the press. 

The first was the naming of Hill 
Blackett, president of Blackett- 
Sample- Hummert Inc., Chicago ad- 
vertising agency, as director of 
public relations in charge of radio, 
paid advertising copy in publica- 
tions and newsreels. The other was 
the selection of Alfred H. Kirch- 
hofer, managing editor of the Buf- 
falo .Evening News, as publicity 
director in charge of news releases 
and other campaign matter. 

Both men have been prominently 
identified with radio, Mr. Blackett 
as head of the agency placing the 
largest volume of radio business 
during the last two years and Mr. 
Kirchhofer as directing head of his 
newspaper's station WBEN. The 
Buffalo Evening News, incidental- 
ly, also on July 2 acquired WEBR, 
Buffalo local, largely through Mr. 
Kirchhofer's efforts, that station on 
July 15 being scheduled to join the 
NBC -Blue network. 

Entertains Broadcasters 
THAT their duties will somewhat 
overlap, is regarded as likely, but 
both have the full confidence of 
Chairman Hamilton and Gov. Lan- 
don, the G.O.P. nominee. Mr. Black - 
ett has been a confidante of Mr. 
Landon's for many years, and dur- 
ing the pre - convention campaign 
was largely instrumental in coach- 
ing Gov. Landon as a radio speak- 
er, having sent one of his experts 
to Topeka to work with Landon. 

Mr. Kirchhofer handled publicity 
for Herbert Hoover in the 1928 
campaign. His appointment is be- 
lieved to have been suggested by 
Roy Roberts, managing editor of 
the Kansas City Star. a college 
mate of Landon's, and a former 
fellow Washington correspondent 
and Gridiron Club member with 
Mr. Kirchhofer. Mr. Roberts' news- 
paper, operator of WDAF, was one 
of the original sponsors of the Lan- 
don boom. 

During the NAB convention in 
Chicago on July 8 Mr. Blackett was 
host to about 100 station owners 
and managers at a dinner in the 
Racquet Club there, the invitees 
having been called together through 
their representatives by Robert 
Barrett, of the radio division of the 
Blackett- Sample -Hummert agency. 
Mr. Blackett spoke shortly, advo- 
cating complete freedom of speech 
on the radio and later advising a 
representative of BROADCASTING 
that he saw no reason why the net- 
works should be criticized for plac- 
ing the Communists on the air. 

Earlier assurances have been re- 
( from Gov. Landon, as from 

President Roosevelt, that he favors 

Page 22 July 15, 1 936 

freedom of the radio and believes 
the American system of free, com- 
petitive enterprise was the best. 

After Gov. Landon's notification 
speech on the combined networks 
July 23, both the networks and 
stations will begin charging regu- 
lar commercial rates for all politi- 
cal broadcasts, affording the can- 
didates and their spokesmen an 
"equal opportunity" to utilize their 
facilities in accordance with the 
radio law. Despite Mr. Blackett's 
appointment, it is not expected 
that either his agency or any other 
will place the Republicans' radio 
accounts but rather that these will 
be handled direct with stations and 
networks. 

Both Republicans and Democrats, 
according to advance reports, ex- 
pect to make unprecedented use of 
radio during this campaign, each 
spending perhaps $1,000,000 for 
network, transcription and spot 
time as against approximately 
$500,000 which each spent in 1932. 
Republican radio headquarters will 
be located in the Railway Exchange 
Bldg., Chicago, with Mr. Blackett 
in charge, and with offices also in 
New York and Washington. 

William B. Dolph, director of 
radio for the Democratic National 
Committee, who is also manager 
of WOL, Washington, announces 
that he will maintain his head- 
quarters in Washington, with Rob- 
ert Berger, at one time with NBC 
and later with Carl Byoir & Asso- 
ciates, publicity counsel, as head 
of the New York office in the Bilt- 
more Hotel. 

NEW CHIEF NAMES 
G.O.P. RADIO STAFF 

THE FIRST radio appointment 
made by Hill Blackett, president 
of Blackett -Sample -Hummert Inc., 
Chicago agency, and newly ap- 
pointed director of public relations 
of the Republican National Com- 
mittee, was that of Theodore F. 
Allen as head of the radio division 
of Eastern headquarters at 1 E. 
57th St., New York. Mr. Allen, 
formerly on the sales staff of 
NBC, has been serving as radio 
head of the publicity offices of the 
G. O. P. in Washington. 

With Mr. Allen's appointment, 
Thomas G. Sabin and John Elwood 
are to be transferred to Chicago 
headquarters in the Railway Ex- 
change Bldg. under the direct su- 
pervision of Mr. Blackett, accord- 
ing to telegraphic advices to 
BROADCASTING from Mr. Blackett. 
Mr. Sabin since last July has been 
radio director of the committee 
and Mr. Elwood has been Eastern 
program manager, the former di- 
viding his time between Washing- 
ton and New York and the latter 
bei ̂  - stationed in New York. Mr. 
Sabin formerly was on the NBC 
sales staff in Boston, and Mr. El- 
wood, a nephew of Owen D. Young, 
is a former NBC vice president. 

Mr. Blackett also announced 
that Fred R. Kerman, Landon's 
publicity director in the Western 
headquarters during the precon- 
vention campaign, would hereafter 
act as his assistant. Harry J. 
Brown, Washington correspondent 
of the Providence Journal, has 
been named assistant to Mr. Kirch- 
hofer. 

Col. Frank Knox Lauds Radio 
NOT ONLY do the party platforms of both the Democrats and Repub- 
licans declare themselves favorable to the maintenance of freedom of 
the radio along with the press, but President Roosevelt and Candidate 
Alf Landon have expressed themselves unequivocally in favor of a free 
radio, as reported in previous issues of BROADCASTING. 

Freedom of the radio, to the broadcasting industry, means more than 
free speech -it means also the maintenance of radio as a free competitive 
American enterprise - and thus the new reassurances that come to us 
in a letter from Col. Frank Knox, Republican vice presidential candidate 
and publisher of the Chicago Daily News, are further heartening to the 
broadcasting industry. 

In the light of President Roosevelt's message to the NAB convention 
sent through BROADCASTING [see July 1 issue] and the words of confi- 
dence in the broadcasters expressed previously by Gov. Landon, and list 
week by Hill Blackett as Gov. Landon's director of public relations in 
charge of radio, the following highly laudatory message from Col. Knox 
in reply to an inquiry from BROADCASTING is particularly significant: 

"I am very happy to avail myself of your kind invitation to express 
my appreciation publicly of the splendid work performed by the broad- 
casters both before and during the Republican National Convention. I 
mean to include in my appreciation the many courtesies shown me in the 
preconvention campaign in all sections of the country by those who were 
associated with me in broadcasting my own speeches. I have in my own 
files many testimonials from the listeners -in which afford ample evi- 
dence of the successful work done by the broadcasting industry in bring- 
ing to the great American public the important political speeches and 
events throughout the nation. 

"In my opinion the broadcasting industry is now about to perform the 
most stupendous job of political broadcasting yet attempted. During the 
next few months speakers on behalf of all parties, including the candi- 
dates themselves, will be repeatedly before the radio public through the 
medium of radio broadcasting. In this respect the industry is serving 
a national educational purpose and contributing much to the American 
method of solving the national problems through the medium of verbal 
contact. 

"The Republican platform upon which Governor Landon and I stand 
has again reiterated the fundamentals expressed in the Constitution it- 
self, that no people are free who do not enjoy the right of public assem- 
bly, of free speech and of free press. It is the duty of the press and all 
other mediums of public expression, including the radio industry, to pro- 
tect their own rights in these respects in order that the people themselves 
may intelligently protect their own liberties guaranteed them by the 
same document." 

H. Preston Peters 
Buys Rep Interest 
Purchases Holdings With Free; 
Firm Name Will Be Changed 
COINCIDENT with the disclosure 
that H. Preston Peters, vice presi- 
dent of Free & Sleininger Inc., and 
Free, Johns & Field Inc., radio sta- 
tion representatives, has become a 
substantial stockholder in the two 
firms, it was learned authorita- 
tively July 9 that the name of the 
former firm will be changed to 
Free & Peters Inc. 

While no formal statement was 
made, it was indicated that the 
change will take place this fall. 
Mr. Peters for several years has 
been vice president in charge of 
the New York office of both of the 
organizations, which represent dif- 
ferent lists of stations. 

Mr. Peters, it was learned, has 
acquired a substantial stock inter- 
est in the organization. Thus, 
along with James L. Free, presi- 
dent of both companies, he is the 
only active stockholder in the man- 
agement of the business. 

Clifford Sleininger, one of the 
founders of the firm, left the or- 
ganization several months ago and 
established a station representa- 
tive business of his own under the 
name Sleininger Inc. 

Coast Expansion 
LAST MONTH Mr. Free, as presi- 
dent of both concerns, announced 
the reorganization of the Pacific 
Coast setup which gives the two 
firms their own offices on the Coast. 
John Livingston, formerly of the 
Chicago office, as sales promotion 
manager, has established head- 
quarters at 111 Sutter St., San 
Francisco. He has been on the 
West Coast for the last three 
months completing arrangements 
for the office. 

Mr. Livingston is in direct charge 
of the Pacific Coast operations but 
both organizations will continue to 
be represented in Los Angeles by 
the Walter Biddick Co. with whom 
Mr. Livingston will work closely. 

In announcing the new offices, 
Mr. Free said he had felt for some 
time that the Coast area should be 
productive of more spot business. 
Mr. Livingston at one time sold 
Baldwin locomotives in Europe, and 
afterward for five years was on 
the advertising staff of the Satur- 
day Evening Post. He left the ' 

Curtis Publishing Co. to join Free 
& Sleininger four years ago. 

First Political Buy 
FIRST purchases of radio time for 
political purposes on a network 
are reported from New York 
where the state Republican Corn - 
mittee, through Brooke, Smith & 
French Inc., New York agency, 
has contracted with NBC for a 
special hookup of New York sta- 
tions for eight weeks. Broadcasts 
will be heard Mondays, starting 
Aug. 3, from 10:30 to 10:45 p. m. 
Programs will be keyed from 
WEAF and fed to WHAM, Roch- 
ester; WGY, Schenectady, WSYR, 
Syracuse, and WBEN, Buffalo. 

GRAHAM McNAMEE, NBC an- 
nouncer and the original Talking 
Reporter of the newsreel, has just 
signed his third long -tern contract 
with Universal Newsreel. 
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Total Time Sales of Stations 
I Are Estimated Near 48 Million 

C. H. Sandage, of Census Bureau, Gives Data for 
Nation Based on Returns Covering 90% of Industry 

' A STATISTICAL picture of the 
broadcasting industry as it stacked 
up last year, showing revenue from 
the direct sale of time by stations, 
employment figures, breakdowns of 
revenue from networks, national 
spot and local sales and other per- 
tinent data was given the NAB 
convention July 7 by C. H. San - 
dage, chief, Division of Communi- 
cation, Bureau of the Census. 

While unable to give the official 
results for the country as a whole, 

t Mr. Sandage supplied information 
. 

covering 90% of the industry, 
based on responses to question- 
naires from stations. All but four 
stations now have responded to the 
questionnaires, and within a fort- 
night he expected that final in- 
formation would be available. 
Moreover, no information has been 
released on receipts of networks. 

Local Advertising 
THE results of returns from 517 
commercial stations, or 90% of the 
total, redeclared, showed net reve- 
nue from direct sale of time plus 
the sums received from networks, 
of $47,957,501. This represents net 
time sales, or gross billings after 
time and quantity discounts had 
been deducted. The breakdown 

I shows that of this aggregate, about 
half or $24,000,000 was received 
from local advertising. Of the re- 
mainder almost one -half was de- 
rived from national and regional 
spot advertising, and an equal 
amount from networks as payment 
for carrying network commercials. 
The network revenue for these 517 
stations amounted to $11,920,643. Total non - network time sales 
amounted to $36,036,958, which was 

i. 
$308,465 less than the estimate of 
station times sales for 1935 made 
by Dr. Herman Hettinger, NAB 
research advisor. 

"The breakdown of broadcast 
station revenue clearly indicates 
that local advertising was the back- 
bone of their 1935 business," Mr. 

j, Sandage said. He pointed out that 
I the importance of local advertising, 
i however, varies by geographical 

areas. 
I Respecting employment and pay- 
! rolls, Mr. Sandage said: 

"Employment data for broad- 
" cast stations outside Illinois and 
1 Louisiana show that an average of 
¡ 11,446 persons were employed in 

1935. They received an annual 
1 I pay roll of $18,972,845. More 
l 

J than 90% of this sum was paid to 
6 1 I full -time employees. The total pay- 
L''` roll amounted to more than 40 per- 

cent of the advertising revenue of 
those stations. 
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"Employment and payroll figures 
include only those persons in the 
direct employ of broadcast stations. 
Many persons appearing before the 
microphone are employed and paid 
by the advertisers and by net- 
works. The latter are to be shown 
separately, in our final report as 
network personnel. Direct employ- 
ees of advertisers are not reported. 

"A more detailed analysis of em- 
ployment for a representative 
week shows that station talent, in- 
cluding artists and announcers, 
make up the largest number of em- 

ployees and receive a greater por- 
tion of the annual payroll than any 
other functional group. Station 
technicians are second, both in 
number and payroll." 

Regional Sales 
TOTAL receipts of 63 broadcast 
stations in the West North -Central 
States, from sale of radio time 
during the year 1935, amounted to 
$5,689,765, the U. S. Census Bu- 
reau announced in its seventh re- 
port of the new Census of Busi- 
ness series on the broadcasting 
business. 

The report covers all broadcast 
stations in the seven West North - 
Central States which sold time dur- 
ing 1935, except one small station 
in Nebraska. It includes 14 sta- 
tions in Missouri. 10 in Nebraska, 
10 in Iowa, 9 in Kansas, 8 in Min- 
nesota, 6 in North Dakota, and 6 
in South Dakota. 

Lafount Joins WBS 

Mr. Lafount 

HAROLD A. LA- 
FOUNT, who 

' served five years 
on the old Feder- 
al Radio Commis- 
sion, on July 1 
was appointed 
Washington rep- 
resentative of 
World Broadcast- 
ing System, spe- 
cializing on polit- 

ical accounts and government busi- 
ness. Percy L. Deutsch, WBS pres- 
dent, in announcing the appoint- 
ment, stated that Mr. Lafount will 
continue his private activities in 
addition to his WBS representa- 
tion, making his headquarters at 
the Wardman Park Hotel, Wash- 
ington. 

More than one -half (54.4 %) of 
the time sales of stations in the 
seven states was derived from lo- 
cal advertisers. The remainder was 
received from national and regional 
advertisers who purchased time di- 
rectly from the stations, and from 
national and regional networks as 
payment for network commercial 
programs carried by the stations. 

More than one -third (37.5Ç) of 

REVENUE FROM SALE OF TIME 
Area No. 

Sta. 
WEST NORTH -CENTRAL . 63 

Iowa 10 
Kansas 9 
Minnesota S 
Missouri 14 
Nebraska 10 
North Dakota 6 
South Dakota 6 

SOUTH ATLANTIC' 63 

Delaware 

I 

o 
3 

Maryland 6 
District of Columbia 4 739,530 
Florida 10 579,698 
Georgia 11 577,282 
North Carolina 9 665,866 
South Carolina . 5 185,964 
Virginia 10 539,068 
West Virginia 6 344,358 

Total 
$5,659.765 

100% 
1,172,235 

381,830 
1,106,738 
2,133,105 
y 509,709 

255,780 
130,368 

$4,505.167 

873,401 

Nat'l and 
Reg. Adv. 1 

$2,595.571 
45.62% 
745,678 
172,864 
364,621 
858,553 
289,332 
126,691 
37,832 

$2.001,457 
44.42% 

Locol 
Ad v. s 

9 $3.094,1-1 
5438% 
426.557 
208,966 
742.117 

1,274,552 
220,377 
129,089 
92,536 

$2,503.710 
55.5S%a 

426,383 447,018 

293,704 
275,447 
321,541 
262,560 
52,512 

251,547 
117,763 

445,826 
304,251 
255.741 
403,306 
133,452 
287,521 
226.595 

'National and regional advertising represents the amount received by stations from 
networks as payment for network commercial programs carried by the stations, as well 
as time sold directly by stations to national and regional advertisers. Network and 
non -network time sales are combined to avoid disclosure of individual figures. 

2 Local advertising revenue was received from local advertisers who purchased time 
directly from stations. 

s Data other than number of stations are combined to avoid disclosure of individual 
figures. 

1 Analysis of Employment and Pay Rolls 
WEST NORTH CENTRAL STATES 

All Employes R Full-time Employes Part -time Employes 
(One Week) Pay Roll Pay Roll 

Classification No. Pay Roll No. Total Avg. No. Total Avg. 
Total 1,727 $44,188 1,247 $39,384 $32 480 $4,804 $10 
Executives 57 4,162 51 3,972 78 6 190 32 
Supervisors 88 4,800 88 4,800 55 
Office and Clerical 270 6,141 262 6,079 23 8 62 8 
Station Technicians 252 7,752 244 7,688 32 8 64 8 

_Station Talent : 
Artists 739 11,941 302 7,593 25 437 4,348 10 
Announcers 194 5,160 182 5,058 28 12 102 9 

Other' 127 4,232 118 4,194 36 9 38 4 
SOUTH ATLANTIC STATES 

Total 
Executives 
Supervisors 
Office and Clerical 
Station Technicians 
Station Talent : 

Artists 
Announcers 

Other' 

1,018 $30.679 901 $29,217 $32 
66 4,256 65 4,206 65 
63 3,352 61 3,237 53 

185 4,324 178 4,273 24 
257 8,786 254 8,766 35 

160 
176 
111 

2.738 
4,484 
2,739 

75 
168 
100 

1,640 
4.420 
2,675 

117 $1,462 $12 
1 50 50 
2 115 
7 51 
3 20 

5S 

22 85 1,095 13 
26 S 64 S 
27 11 64 6 

1 Figures are for week ending Oct. 26, 1935, except where such period was not rep- 
resentative. In such cases one week of representative employment is given. 

2 Does not include employes such as entertainers and other talent supplied by adver- 
tisers, nor employes of radio networks. 

3 "Other" includes employes not otherwise classified. Persons performing a variety of 
functions where no one function requires a major portion of the employé s time, and 
continuity writers, are included here. Salesmen are also listed as "other ". 

the total time sales in this geo- 
graphic division is accounted for 
by the 14 stations in Missouri. This 
state led all others with sales of 
$2,133,105, of which $1,274,552 
(59.8 %) was local advertising. 
Iowa was second with $1,172,235, 
of which $426,557 (or 36.4 %) was 
local advertising. Thus Missouri 
and Iowa stations together account- 
ed for 58.1% of the total time sales 
of stations in the seven states. 

Revenue as reported by the sta- 
tions is the net billings for adver- 
tising time on the air, including 
the stations' proportion of network 
billings. It is computed after de- 
ducting quantity and time dis- 
counts. The 63 West North -Central 
stations employed a total of 1,593 
persons (monthly average) with an 
annual pay roll in 1935 of $2,153,- 
268. More than 92% of this was 
paid to full -time employes. 

The monthly fluctuation in sta- 
tion employment in 1935 ranged 
from 1,507 persons in January to 
1,773 persons in December. The 
larger number of employes in the 
last few months was partly be- 
cause of the opening of four new 
stations during the year. Monthly 
employment figures indicate a 
gradual increase in number of per- 
sons employed through the year, 
with the exception of the months 
of July and August. 

South Atlantic Area 
TOTAL receipts of 63 broadcast 
stations in the South Atlantic 
States, from sale of radio time 
during the year 1935, amounted to 
$4,505,167. 

The report covers all broadcast 
stations in the nine South Atlantic 
States which sold time during 
1935, except one small station in 
Georgia. It includes 2 stations in 
Delaware, 4 in the District of Co- 
lumbia, 10 in Florida, 11 in Georgia, 
6 in Maryland, 9 in North Caro- 
lina, 5 in South Carolina, 10 in 
Virginia, and 6 in West Virginia. 

More than one -half (55.6 %) of 
the time sales of stations in the 
nine states was derived from local 
advertisers. The remainder was 
received from national and regional 
advertisers who purchased time di- 
rectly from the stations, and from 
national and regional networks as 
payment for network commercial 
programs carried by the stations. 

Sta. Station Pay Roll 
West Em. (in dollars) 
North- No. (Avg. Full- Part - 
Central Sta. No.)' Total time time 
States---_63 1,593 2,163.268 1,997,452 155.816 

100% 92.76% 7.24% 
Iowa ____10 344 408,878 355,297 53,581 
Kansas __ 9 148 172,319 159.187 13,132 
Minn. ___ 8 214 337,138 325,286 11.852 
Miss. ____14 588 873,797 805,277 68.520 
Nebr. ___10 163 195,769 194,122 1,647 
N. D.____ 6 66 84,791 78,111 6,680 
S. D. ____ 6 70 80,576 80,172 404 

South 
Atlantic _63 963 1,541.433 1,480,818 60.615 

100% 96.07% 3.93, 
Del. 2 

Md. 6 
D. of Col. 4 112 264,568 257,405 7,163 
Florida __10 150 202.826 198,987 3.839 
Georgia _11 121 180,301. 177,476 2,825 
N. Car. _ 9 116 182.837 179.955 2,882 
S. Car. _ 5 58 63,075 59,165 3.910 
Va. ..____10 166 194.703 184,385 10,318 
W. Va. _6 74 125,086 121,490 3,596 

1 Monthly average, based on number of 
full -time and part -time employes on pay 
roll nearest the 15th of each month. (Total 
man- months divided by 12.) 

1 Data other than number of stations are 
combined to avoid disclosure of individual 
figures. 

166 328.037 301,955 26,082 

KOVC are the call letters issued 
by the FCC for the new 100 watt 
full time station on 1500 kc. au- 
thorized for Valley City, N. D. and 
headed by George Bairey. 
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FCC Authorizes 
Ten New Stations 
Prior to Recess 
Sets Record for One Meeting; 
Important Power Boosts 
TO THE 22 new broadcasting sta- 
tions authorized by the FCC Broad- 
cast Division during the first six 
months of 1936 [see July 1 BROAD- 
CASTING], 10 more were added at 
the division's July 2 meeting just 
before the partial recess during the 
summer. In addition the Commis- 
sion granted various important 
power boosts and ordered the dele- 
tion of KWEA, Shreveport, La., 
full -time 100 -watter licensed for 
1210 kc., owned by the operators 
of KWKH and KTBS, who have 
kept it silent for several years. 
The deletion order is effective 
Aug. 1. 

The granting of 10 new station 
construction permits in one sitting 
was a record for both the FCC 
and the old Radio Commission. All 
of the projected new stations fall 
in the local category, some securing 
only daytime operation, and five of 
the 10 are backed by newspaper 
interests. With the exception of 
Sacramento, the communities se- 
curing the stations do not now have 
outlets. 

New Stations Authorized 
FOLLOWING are the new stations 
authorized, together with call let- 
ters assigned by the FCC: 

KROY, Sacramento, Cal. - Con- 
struction permit for 100 watts day on 
1310 kc. issued to Royal Miller, auto- 
mobile dealer. 

KVEC, San Luis Obispo, Cal. - 
Construction permit for 150 watts day 
on 1200 kc. issued to Christina M. 
Jacobson, doing business as Valley 
Electric Co., electric contractor and 
dealer. 

KYOS, Merced, Cal. - Construction 
permit for 250 watts day on 1040 kc. 
issued to Merced Star Publishing Co., 
publishers of Merced Sun -Star, with 
33 -1/3% of stock each held by Ray, 
Hugh and Peter McClung. 

KWAT, Watsonville, Cal. - Con- 
struction permit for 250 watts day on 
1310 ke. to F. W. Atkinson, publisher 
of Watsonville Pajaronion and Reg- 
ister. 

KOCA, Kilgore, Tex.- Construction 
permit for 100 watts full time on 
1210 kc. to Oil Capitol Broadcasting 
Association, of which James G. Ul- 
mer is president. Mr. Ulmer is man- 
ager of KGKB, Tyler, Tex., owning 
32% of its stock. Directors of new 
corporation include Roy G. Terry, 
studio manager of KGKB, and Tom 
E. Foster. 

KTEM, Temple, Tex. - Construc- 
tion permit for 100 watts day on 
1370 kc. to Bell Broadcasting Co. 
Officers are : Ruth Mayborn, presi- 
dent. owning 85% of stock ; Walter 
R. Humphrey, publisher of Temple 
Telegram, secretary - treasurer, 10%; 
J. C. Mitchell, vice president. 5 %. 

WEXP, Clarksburg, W. Va. -Con- 
struction permit to the Exponent Co., 
publisher of the Clarksburg Expon- 
ent. Officers are John A. Kennedy, 
president, who with Mrs. Kennedy 
owns 85% of stock ; W. Guy Tetrick, 
secretary -treasurer and general man- 
ager. Olandus West is 10% stock- 
holder. 

WOLS, Florence. S. C.- Construc- 
tion permit for 100 watts day on 
1200 kc. to O. Lee Stone, outdoor ad- 
vertising man. 

KGLO, Mason City, Ia.- Construc- 
tion permit for 100 watts full time 
on 1210 ke. to Mason City Globe - 
Gazette. of which E. P. Adler, head 
of the Lee Syndicate of Newspapers, 
is president. 

KBHB, Rapid City, S. D. -Con- 
struction permit for 100 watts full 

What Time Is It? 
THERE was one delegate at 
the NAB convention who in- 
sisted upon keeping his watch 
on Pacific time and main- 
taining his daily regimen ac- 
cordingly. He was Walter 
Biddick, the station repre- 
sentative, who ate, slept and 
awakened according to Los 
Angeles time despite the 
three hour differential which 
kept him up three hours later 
each night. Mrs. Biddick, 
there with him, insisted on 
using Chicago time -and so 
they seldom if ever saw one 
another. 

Montgomery -Ward Tests 
A 15- STATION test campaign 

in the Midwest, which may result 
in a nationwide spot campaign 
c o v e r i n g two years, will be 
launched in September by Mont- 
gomery Ward & Co. To use World 
Broadcasting System transcrip- 
tions, the campaign will be spotted 
in Missouri, Kansas, Iowa and 
South Dakota, 15 minutes daily six 
times a week for 13 weeks. The 
results of the initial 78 programs, 
it was indicated, will govern ex- 
pansion of the campaign on a two - 
year basis, cancelable at 13 -week 
intervals. Ferry -Hanly Co., Kan- 
sas City agency, is handling the 
campaign. 

Further Increase in Total Advertising 
Expected for Latter Half of the Year 
WITH gains for the first half of 
the year surpassing expectations, 
advertising volume for the coming 
six months will register even sharp- 
er increases and bring the total 
close to that of the early days of 
the depression, writes William J. 
Enright in the New York Times, 
on the basis of predictions of ad- 
vertisers and agency executives. 

"Circulation of the bonus money, 
benefit payments to farmers in the 
fall, diversion of some funds to ad- 
vertising to beat the new tax 
on corporate surpluses, continued 
gains in business activity, with re- 
sultant larger purchasing power for 
consumers and the steady resur- 
gence of the heavy industries, are 
a few of the reasons cited why ad- 
vertising volume should rise a min- 
imum of 15% for the remainder of 
the year," he continues. 

Media Prospects 
"FOR the first half of the year na- 
tional advertising in newspapers is 
leading the upward surge, with 

time on 1370 ke. to Black Hills 
Broadcasting Co., headed by Robert 
Lee Dean, and including H. C. Jew- 
ett Jr. and C. A. Quarnberg. 

Power Boosts Granted 
FOLLOWING are the more im- 
portant power increases authorized 
at the Broadcast Division's last ses- 
sion: 

WMCA, New York, granted day 
and night power increase from 500 to 
1,000 watts with directional antenna. 

WIP, Philadelphia, granted in- 
crease from 500 to 1,000 watts day, 
500 night. 

WEEI, Boston, granted daytime 
power increase from 1.000 to 5,000 
watts. 

WEAN, Providence. granted in- 
crease from 500 to 1,000 watts, with 
directional antenna. 

WFBR, Baltimore, granted in- 
crease in power to 1,000 watts day and 
500 night. 

WDBO, Orlando, Fla.. granted in- 
crease in power from 250 to 1,000 
watts. 5R0 ke. unlimited time. 

WIRE, Indianapolis, granted in- 
crease from 500 watts night. 1,000 
watts day. to 1,000 watts night and 
5.000 watts day. 

WASH, Grand Rapids, Mich., grant- 
ed increase to 1.000 watts day and 
500 night. along with WOOD. Grand 
Rapids. with which it shares time. 

WKRC. Cincinnati, reconsidered 
and granted application to increase 
day power to 5.000 instead of 2.500 
watts, using directional antenna day 
and night. 

WTAG, Worcester, Mass., granted 
increase in power to 1.000 watts. us- 
ing directional antenna day and night. 
and transmitter move. 

magazines a close second. Nation- 
al copy in newspapers will wind 
up the first half about 13 to 14% 
ahead of the like period in 1935, 
while magazines will run about 
12% ahead in linage gains. 

"Newspaper volume as a whole, 
including all classifications, will 
show increases for the first half of 
the year of 'about 9 per cent. The 
retail linage gains have been 
spotty, but in the last month have 
shown signs of improving steadily. 

"Magazines are expecting par- 
ticularly sharp increases in the 
second half because of the decline 
in the latter part of 1935. Start- 
ing in June of last year, magazine 
linage gains over the correspond- 
ing period of 1934 were cut sharply, 
with the result that the year as a 
whole showed an increase of only 
about 5 %. A 15% rise for the 
next six months is expected by 
magazine publishers. 

"The sharp gains by one radio 
chain have more than offset the 
losses of another, with the result 
that the total revenue for the first 
six months will rise about 9 to 10% 
for the three major groups. The 
next few months are expected to 
show larger increases because a 
number of the leading programs, 
ordinarily discontinued during the 
summer, remain on the air. 

"The predictions of sharp in- 
creases have been confirmed by the 
announced plans of a number of 
large organizations. Practically all 
of the leading automobile manufac- 
turers, whose volume for the first 
half of this year is only slightly 
ahead of 1935 because of the 
change in the date for the showing 
of new models, are planning ag- 
gressive campaigns on their 1937 
styles. Radio, refrigerator, oil 
burner and other companies whose 
products go into the home have an- 
nounced advertising campaigns, 
which in many cases contemplate 
twice as much space as those for 
the latter half of 1935. 

Cigarette Advertising 
"WITH increased cigarette produc- 
tion, the large manufacturers have 
stepped up schedules for the next 
six months. Expanded budgets for 
several manufacturers who are go- 
ing after new markets with in- 
creased vigor presage a rise in ad 
volume all along the line. 

"Although retail linage in news- 
papers is running only about 5 per 
cent ahead of 1935, most stores ex- 
pect a substantial increase in sales 
volume for the second half of the 
year and are budgeting their news- 

Eight Station Sales 
Approved by FCC 
Westinghouse Acquisition of 
WOWO and WGL Sanctioned 
EIGHT broadcasting stations went 
into new hands during the last 
fortnight as a result of FCC 
Broadcast Division decisions July 
2. The biggest deal represented 
was approval of the transfer of 
WOWO and WGL, Fort Wayne, 
Ind., from Frederick C. Zeig to 
the Westinghouse Electric & Mfg. 
Co., which recently negotiated a 
deal for their purchase at a price 
said to be in excess of $150,000. 
WOWO is a 10,000 -watt half time 
clear channel station on 1160 kc., 
and WGL is a 100 watter on 1370 
kc. They will be operated by West- 
inghouse itself. 

The other transfers authorized 
were: 

WEBR, Buffalo, from H. H. 
Howell to the Buffalo Evening 
News, operator of WBEN. WEBR 
operates with 100 watts nights and 
250 watts days on 1310 kc. 

WNBR, Memphis, from Memphis 
Broadcasting Co. to Memphis Com- 
mercial Appeal, operator of WMC. 
WNBR operates with 500 watts 
nights and 1,000 days on 1430 kc. 

WMBH, Joplin, Mo., controlling 
stock transfer from W. N. Robert- 
son and W. H. Spurgeon to the 
Joplin Globe Publishing Co. WMBH 
operates with 100 watts night and 
250 watts day on 1420 kc. 

KMMJ, Clay Center Neb., from 
M. M. Johnson to IMMJ, Inc., 
whose president is Don Searle, 
manager of WIBW, Topeka; H. A. 
Searle, vice president, and K. S. 
Stangler, secretary. KMMJ oper- 
ates with 1,000 watts daytime on 
740 kc. 

WRDW, Augusta, Ga., from J. 
J. Powell, Louise Powell and A. E. 
Groom to Arthur Lucas, William 
K. Jenkins and Frank J. Miller, 
theatrical men. WRDW operates 
with 100 watts full time on 1500 kc. 

KIUJ, Santa Fe, N. M., from 
W. R. Irvin to J. Lawrence Martin. 
KIUJ operates with 100 watts full 
time on 1310 kc. 

In addition, the Broadcast Divi- 
sion authorized the transfer of the 
four 'McClatchy stations in Cali - 
fornia-KFBK, Sacramento; KMJ, 
Fresno; KWG, Stockton, and 
KERN, Bakersfield - to the newly 
formed McClatchy Broadcasting 
Co., subsidiary of the big publish- 
ing concern. Eleanor McClatchy 
was named president of the new 
company, G. C. Hamilton vice pres- 
ident and secretary -treasurer, and 
L. R. Matushak, assistant secretary. 

Taking Over WOWO 
WESTINGHOUSE E. & M. Co., 
authorized by the FCC July 2 to 
purchase WOWO and WGL, Fort 
Wayne, Ind., will formally take 
over those stations Aug. 1, accord- 
ing to Walter C. Evans, the com- 
pany's broadcasting manage r. 
George Jasper will be sent from 
headquarters to help organize the 
station, with Ward Dorrell to be 
named acting manager. The sta- 
tion's personnel otherwise will be 
kept intact. 

paper copy accordingly. 
"Therefore, advertising execu- 

tives are confident that the second 
half of the year will witness a siz- 
able gain in advertising volume, 
bringing the total close to the 1930 
figures." 
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The House That Radio Built- -With Profit 
By WARREN P. WILLIAMSON, JR. 

President, WKBN, Youngstown, O. 

Promotional Project Brings Clients and Much Good Will 
To Station and Performs a Notable Public Service 

Mr. Williamson 
broadcasters. 

Using a regular daily sustaining 
dramatic program -a firmly es- 
tablished feature involving the 
everyday experiences of an aver- 
age American family -and in con- 
junction with the Federal Housing 
Administration - we of WKBN 
conceived the novel idea of having 
our radio family build a home over 
the ether waves and at the same 
time actually construct this dwell- 
ing as a model FHA project. 

This plan took root and there 
sprouted therefrom such an accum- 
ulation of promotion as could not 
possibly have been foreseen. 
WKBN first contacted a builder 
who was willing to enter the 
scheme for its promotional value 
and who was further agreeable, if 
it could be worked out to his sat- 
isfaction to reserve to WKBN 
complete control of the selection of 
cooperating concerns. 

The Power of Radio 
THE prospect of making a com- 
mercial project out of what had 
been conceived as a pure station 
promotion at an early point sug- 
gested itself. Numerous plans by 
which this could be accomplished 
were immediately developed. 

Each advertiser who could be 
made a part of this project would 
be a potential customer for radio 
time. He might be permitted to 
provide his part of the construction 
and furnishing at the regular re- 
tail rate with a certain specified 
appropriation to go toward the 
maintainence of the radio pro- 
gram. Or he might be induced to 

IN THE late 
spring of 1935, 
WKBN, Youngs- 
town, hit upon a 
promotional idea 
which, because of 
its cooperative 
appeal and the 
fine results ob- 
tained therefrom, 
should be of vital 
interest to all 

provide material at a minimum of 
profit and share in the radio fea- 
ture gratis. 

In this latter manner the final 
cost of the house might be kept 
at a minimum so that it would be 
readily saleable, would clinch ne- 
gotiations with the builder, pro- 
vide to said builder a possible fund 
to cover depreciation during the 
display period and the same time 
create a new host of WKBN cli- 
ents who would have a generous 
proof of the power of radio adver- 
tising. There were other sugges- 
tions as to how this project might 
be turned to commercial advantage 
but they were all discarded in 
favor of these two. 

Here then were two schemes. 
The first would provide immediate 
financial return. The second would 
at first offer only a large list of 

chosen in Boulevard Park, one of 
Youngstown's finest residential dis- 
tricts, and immediately the WKBN 
radio family began the trials and 
tribulations of building a home. 

Each step in the construction 
was closely followed by these radio 
performers and it may be readily 
imagined that hundreds of intense- 
ly amusing incidents - indirectly 
commercial in their nature and of- 
ten involving actual names of 
leading participating firms and 
members thereof, often cast at the 
scene of the construction, were 
woven into the radio script which 
not only provided hilarious enter- 
tainment but also served to call 
close attention of WKBN listeners 
to the actual home as the scene of 
these pit -falls and triumphs. 

As the project progressed, hun- 
dreds of people began to drive to 

THE WOES of home builders are numerous. WKBN 
got itself into a lot of them when it decided to sponsor 
erection of an FHA home. But all this was turned into 
fodder for the kilocycles, and better still, a swarm of 
sponsors who scrambled for WKBN time. It developed 
into a radio "natural" and Mr. Williamson passes along 
his experiences for the benefit of other stations as well 
as all who are interested in radio as a medium. 

potential clients -but clients who 
had had a first class exposure to 
this radio thing and who were "red - 
hot prospects" for the further use 
of WKBN's facilities. After due 
deliberation, the latter course was 
chosen, was readily accepted by the 
builder and other commercial in- 
terests involved and the idea of a 
model home construction took defi- 
nite form. 

FHA officials were enthusiastic. 
The Youngstown Electric League 
agreed to make it a complete elec- 
tric project. The plans were drawn 
and approved, a location was 

BUILT BY RADIO - Here is the house that WKBN built in Youngs- 
town, to the accompaniment of many sponsors and much interest. 

BROADCASTING Broadcast Advertising 

the scene of activities and adver- 
tisers by the score began to ap- 
proach the station with a variety 
of offers to cooperate in the gen- 
eral promotion. From the build- 
ing contractor to the landscape 
architect - dozens of concerns in 
Youngstown soon wanted a share 
in this general promotion. A broad- 
casting natural had presented it- 
self where a radio couple could go 
through the pertinent process of 
choosing the best brick manufac- 
turer, the finest electrician, the 
most beautiful or timely appoint- 
ments, etc. as a part of the regu- 
lar entertainment. 

The type of indirect advertising 
which resulted was considered in- 
valuable to all who participated. 
A committee was formed of rep- 
resentatives of all cooperating 
concerns which met with WKBN's 
representatives at a luncheon 
meeting once each week throughout 
the construction period and worked 
out the various promotional steps 
and details of the final showing. 

Through the FHA the newspa- 
pers were solicited for support 
which was immediately forthcom- 
ing and flood lights, a large bill 
board and road pointers directed 
an ever increasing throng to the 
FHA Electric Home of WKBN's 
entertaining radio family. 

Arrangements were made at the 
completion of this home to hold it 
open for public inspection for a 
period of two weeks before it was 
offered for sale. 

SPEAKER -A loudspeaker in 
every room is part of the equip- 
ment of the house that WKBN 
built in Youngstown. 

Mrs. Charlotte Wolley, director 
of FHA Women's Relations in 
Northeastern Ohio, was at this 
point dispatched to the scene of 
WKBN's model home and organ- 
ized the women of Youngstown and 
the vicinity. Prizes were offered 
for the largest club attendance 
during the open house period. A 
series of broadcasts was ar- 
ranged directly from various parts 
of the home featuring scores of 
these prominent women's club 
leaders. These broadcasts were 
largely of the interview type de- 
scribing the particular part of the 
home in which the pick up was 
made. An imposing list of host- 
esses was drawn up in order that 
the showing could be made as or- 
derly and dignified as possible. 
The names of hundreds of promi- 
nent women found a place on the 
pages of Youngstown's newspapers. 

The most interesting and im- 
portant commentary on the success 
of the entire project may be found 
in the fact that during this two 
weeks inspection period, by actual 
count, over 10,000 citizens of 
Youngstown and a wide vicinity 
visited the home. One of ..the 
leading newspapers in the Mahon - 
ing Valley was at this point in- 
vited to cooperate with the result 
that a ten -page section in their 
regular Sunday edition was devot- 
ed to an explanation and complete 
development of the project. Com- 
ments were enthusiastic. 

Truly a Radio Home 
ONE OF the most impressive 
phases of this strictly modern 
project was its unusual radio sys- 
tem. In the original construction 
of the home telephone cables, out- 
lets, etc. were installed in each 
room to accommodate any plan of 
radio reception which might be 
chosen. When the time came it 
was decided to have permanent 
speakers in each room to be fed 
from a master receiver and operat- 
ed by remote control. Visitors 
were amazed in their tour of in- 
spection to find that by merely 
pressing buttons on a tiny remote 
control box the various stations of 
their choice would fade in and 
could be regulated to the desired 
volume and that any or all speak- 
ers in the house could be either 
cut on or off at will although the 

(Continued on page 30) 
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At'etchianáißin y ¿ AG/nation 
From Park to Parlor -To Market -Free Sports News- 

Candy Promotion -Beach in Summer 

THE Feen -a -mint National Ama- 
teur Night on Mutual, sponsored 
by Health Products Corp., was 
broadcast outdoors July 5 direct 
from Palisades Park in New Jer- 
sey. The program, featuring 
Benny Rubin, Arnold Johnson and 
a group of amateurs, was wit- 
nessed by 3,000 people in the im- 
mediate audience, and heard by 
15,000 others in the park, through 
the medium of loud speakers. It 
was heavily publicized throughout 
the New York area. Palisades 
Park is also conducting a series 
of amateur elimination contests, 
the winner to be broadcast over 
Feen - a - mint's nation -wide hook- 
up. Similar tie -ups have been ar- 
ranged with other leading amuse- 
ment parks throughout the coun- 
try, as well as with theatres and 
theatre -chains in many states. 

In conjunction with the Brook- 
lyn Daily Eagle, and RKO, Skou- 
ras, and Prudential theatre -chains, 
an extensive amateur elimination 
contest is being held throughout 
New York. The winners will ap- 
pear on a future Feen -a -mint 
broadcast. 

* * * 

SUNSHINE RADIO CAB Co., 
new New York firm, sponsoring a 
unique twice weekly half -hour pro- 
gram on WMCA, New York, which 
recently placed 2,500 newly de- 
signed taxis on the streets, is of- 
fering free to listeners a minia- 
ture Sunshine Cab which can be 
used as a paper weight. The first 
week's response totaled over 2,000 
requests. 

The company also is merchan- 
dising the program by inserting 
in its cabs neatly printed cards 
telling about the program. The 
cards are prominently placed and 
can be easily read by all the cab's 
customers. It has been estimated 
that over 100,000 persons must 
use these 2,500 taxis every day, 
since they are operated 24 hours a 
day. 

* * * 

WOR, Newark, has issued a 40- 
page booklet titled To Market -To 
Market, which presents in an un- 
biased fashion and without the aid 
of charts and graphs, the fact that 
radio sells. This marks the first 
time the rubber plate process has 
been used in an advertising book. 
It has been used for years on the 
Continent, more particularly in 
France, and is an offshoot of the 
old Jean Berte process of water 
color reproduction. Though rep- 
resentative of Continental adver- 
tising in make -up and color, it is 
essentially American in the story 
told. 

* * * 

ROMAN MEAL Co., Tacoma, 
Wash., is giving listeners to its 
KVI series a pie juice- retainer for 
a box top of its Speed -I -Mix pie 
crust mixture and 10 cents. Dis- 
play and promotion material are 
given dealers and a Roman repre- 
sentative sets up dealer displays. 
The product was placed on North- 
west shelves June 5 and a concen- 
trated radio campaign began on 
KVI three days later, using a 
thrice weekly morning quarter - 
hour. 
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CHRISTIAN FEIGENSPAN 
BREWING Co., Newark, sponsor- 
ing Stan Lomax sports comment 
on WOR, Newark, nightly, has 
formed a Sports Information Bu- 
reau as a service to the radio audi- 
ence. The bureau, which will be 
open from 10:30 a. in. to 6 p. m., 
will answer all sport questions ex- 
cept racing results. The bureau 
also handled listener votes in the 
All -Star baseball team ballotting. 
The office will use the same phone 
number as WOR and will be lo- 
cated in the WOR building, 1440 
Broadway, New York. 

* * * 

WHEN the million dollar Rexall 
Convention train, advertising proj- 
ect of the Rexall drug stores, vis- 
ited Lincoln and Omaha, the Cen- 
tral States Broadcasting System, 
operators of KFAB, KOIL, and 
KFOR, broadcast special programs 
direct from the train on sidings at 
each town's Burlington station. 
The train is touring every state 
in the Union in the interest of 
Rexall dealers and will continue 
the journey until fall. 

* * * 
AFTER midnight broadcasting is 
proving profitable for Parkview 
Pharmacies and T erre Haute 
Brewing Co., according to 
W9XBY, Kansas City. The two 
sponsors broadcast hour musical 
frolics every night starting at 
midnight. 

EDGAR P. LEWIS & SONS Inc., 
Malden, Mass. (Viva candy), 
which recently completed a 19- 
week contract on WCOP, Boston, 
with Viva Juvenile Parade, took 
the program to WCSH, Portland, 
Me., where it is listed as the Viva 
Opportunity Parade. Using an 
amateur talent formula, the spon- 
sor invites listeners to send in 
wrappers from its candy. More 
than 10,000 wrappers were re- 
ceived after the first WCSH pro - 
?ram, a 17 -jewel wrist watch be- 
ing given to the boy and girl who 
sent in the largest number. Be- 
sides, the friend who sends in the 
most wrappers in voting on ama- 
teur performances, receives a 
watch. Programs are staged by 
remote control from Lewiston. 
Louis Glaser Inc., Boston, now has 
the account. 

* * * 

WOAI, San Antonio, has begun a 
file of sponsor reference sheets. 
These give prospective WOAI cli- 
ents, as well as present clients, 
case histories on WOAI campaigns 
similar to their own. On mimeo- 
graphed forms a regular file is 
being tabulated which states the 
following: Product; length of cam- 
paign; program; distribution; prob- 
lem presented; how solved; mer- 
chandising and sales promotion; 
results and other comments. 

* * * 

A BROCHURE titled Found - 
The Lost Tribes, defining the ex- 
tent of the Jewish market in New 
York City has been issued by Ad- 
vertisers Broadcasting Co., New 
York, which produces programs 
designed to reach the 2,500,000 
Jewish listeners in that city. Suc- 
cess of a number of programs on 
WMCA is described. 

Adamo Drus 
Presents -- 
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Drug Chain and Stations Cooperate in Boston 
IN A BOSTON drugstore - radio 
cooperative advertising tiein, WBZ 
& WBZA, Boston and Springfield, 
are planting displays in local 
agencies of the Adamo Drug Co., 
nationwide hotel drug syndicate. 
Separate displays have thus far 
appeared in Adamo windows in the 
Hotel Statler in Park Square. 

Another (entirely different in 
design and set -up) is currently 

attracting attention in the Brad- 
ford Hotel unit. The hotel is the 
home of WBZ in Boston. Nation- 
ally advertised products, "brought 
into your homes by your favorite 
radio artists ", include: Horlick's 
Malted Milk; Eno Salt; Jergen's 
Lotion; Alka - Seltzer; Pepsodent 
Antiseptic; Woodbury's; V i n c e, 
etc. Photographs of talent are in- 
cluded. This is the Statler display. 

BROADCASTIN 

e000=CO 
WORL Auction MONEY 
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AUCTION -Fumy MON. WED. FRI.. mer WORT. 

WORL Uses Auction Money 
THIS is a reduced facsimile of the 
auction money that merchants par- 
ticipating in the auction series of 
WORL, Boston, give to customers. 
The reverse side says: "This cer- 
tificate is worth its face value in 
the WORL Auction Sale. Tune in 
every Monday, Wednesday and Fri- 
day, and send in your bid by mail 
or wire. Do not send in your auc- 
tion money until notified that your 
bid is the highest accepted bid. 
The merchandise will be awarded 
to the highest bidder each 'day. 
You can buy everything from the 
merchants who give WORL Auc- 
tion money. Look for the window 
card in the merchant's window be- 
fore making your purchases." 

NOT SATISFIED with being a 
winter r es or t, Daytona Beach 
(Fla.) Chamber of Commerce has 
been promoting the city as a sum- 
mer resort, using a series of pro- 
grams on WSB, Atlanta. June 
found 30,000 motorists visiting the 
world -famed beach and 10,000 hear- 
ing the opening summer band con- 
cert. 

For four years Daytona Beach 
has been using WSB in its sum- 
mer promotional work and each 
year the returns have been mount- 
ing. An office is maintained in At- 
lanta by the resort. 

* * * 

PRIZES amounting to $15,500 are 
being offered to car owners and 
their families by Esso Marketers 
in a unique picture- naming contest, 
the details of which are given three 
times daily, except Sunday, on 
WPTF, Raleigh, N. C. Entry 
blanks describing the contest and 
giving the simple rules are avail- 
able at all Esso stations and deal- 
ers. 

* * * 

BESIDES their radio appearances 
on KLZ, Denver, for Montgomery 
Ward & Co., Denver branch, the 
Capt. Ozie troupe makes daily per- 
sonal appearances in the refrigera- 
tor department of the S out h 
Broadway store, an innovation in 
Montgomery Ward merchandising. 
The radio program is broadcast 
thrice weekly at noon. 

* * * 

WBS is conducting a A Tour of 
Transcription Headquarters by 
means of a two - color brochure, 
nicely illustrated. A description of 
recorded radio, "from microphone 
to listener ", is given as well as a 
list of WBS subscribers, pictures 
of studios and talent and a list of 
WBS clients. 

* * * 

MARGARET SCHEETZ, Washing- 
ton beauty parlor, participating in 
the Betty Hudson fashion pro- 
grams on WJSV, Washington, 
awards tickets to local Warner 
Bros. theatres to listeners who 
send Miss Hudson best beauty 
hints. 

DR. HUMPHREY BATE, leader 
of the Possum Hunters and recog- 
nized dean of the WSM Grand Ole 
Opry performers, died in June at 
his home in Castalian Springs, 
Tenn. 

G Broadcast Advertising 
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A DISTINGUISHED BROADCASTING STATIO 

AIR MEDIUM 
of the 

BILLIONAREA 
the GREATER ST. LOUIS MARKET 

-. r:... ;1im,yr^- ó.ís . - 

.w ' :. . 'y. - a.; e . :i:', 

NOW OPERATING 
ON THE LATEST 

HIGH -FIDELITY TYPE 
5000 -WATT 
TRANSMITTER 

Since 1922 KSD Has 

Been Pioneering 
Successful experiments made by KSD 
when radio was young are the common 
practices of broadcasting today. KS D's 
auxiliary short wave station W9XPD, the 
first ultra short wave station west of the 
Mississippi River, now is carrying on ex- 
perimental work in the short wave field. 

When KSD Began Accepting 
Commercial Programs 
A rigid censorship was established and 
has been maintained to protect both lis- 
teners and advertisers from the unworthy. 
Many of KSD censorship rulings have 
been confirmed later by Federal Trade 
Commission decisions. 

KSD's Guarantee in 
Rs Advertising Contracts 
Sponsors on KSD have this assurance 
which KSD writes in its contracts: It is 

unequivocally guaranteed that no adver- 
tiser using the facilities of KSD is given 
a secret rate, rebate or privilege." 

On the Red Network of the National Broadcasting Company Since the First Hookup 

Station KSD The St. Louis Post -Dispatch 
POST -DISPATCH BUILDING, ST. LOUIS, MO. 

FREE & SLEININGER, INC., NATIONAL ADVERTISING REPRESENTATIVES 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
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DAYS 

Once upon a time the heat of mid -summer meant dog 

day doldrums for radio advertisers and radio stations. 

Not now. 

THIS YEAR THESE STATIONS ARE CARRYING THE 

HEAVIEST SPOT BROADCASTING SCHEDULES IN 

THEIR HISTORIES. 

This is partly because advertisers have found by experi- 

ence that they can get phenomenal results from well 

planned, practical, summer Spot Broadcasting. 

But it is also due in no small measure to the fact that ad- 

vertisers are concentrating their radio schedules on the 

stations that experience has taught them are the biggest 

producers. 

Fall schedules will be even fuller. Foresighted buyers are 

making definite reservations on these stations now. 

WSB 

WFBR 

WAAB 
WNAC 

WICC 

WBEN 

WGAR 

WFAA 
WBAP 

WJR 

KPRC 

WFBM 

WDAF 

KFI 
KECA 

WHAS 

WLLH 

WTMJ 

WSM 

WSMB 

WTAR 

WFIL 

KGW 

KEX 

WEAN 

KSL 

WOAI 

KOMO 

KJR 

KHQ Spokane NBC 
KGA 

WMAS Springfield CBS 

KV00 Tulsa NBC 

KFH Wichita CBS 

Also 

The YANKEE NETWORK 

TEXAS QUALITY NETWORK 
The NORTHWEST TRIANGLE 

Represented throughout the United States by 

EDWARD PETRY & COMPANY, INC. 

1 

1 

i 

Atlanta .. NBC 

Baltimore NBC 

Boston ....... .... CBS 

Bridgeport 
CBS New Haven .. . . . 

Buffalo ...... . ... NBC 

Cleveland NBC 

Dallas NBC 

Fort Worth NBC 

Detroit CBS 

Houston NBC 

Indianapolis CBS 

Kansas City NBC 

Los Angeles NBC 

Louisville CBS 

Lowell YN 

Milwaukee NBC 

Nashville NBC 

New Orleans NBC 

Norfolk NBC 

Philadelphia NBC 

Portland NBC 

Providence CBS 

Salt Lake City CBS 

San Antonio NBC 

Seattle NBC 

NEW YORK DETROIT 
CHICAGO SAN FRANCISCO 
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Specific Charges 
For Merchandising 
Services Advised 
Elaborate Service a Sign of 
Weakness, Says Mr. Harlow 
ELABORATE 
merchandising 
service by a sta- 
tion is a tacit ad- 
mission by the 
owners of .the 
station's weak- 
ness, in the opin- 
ion of R. L. Har- 
low, assistant to 

I th e president, Mr. Harlow Yankee Network, 
who addressed a group at the Ad- 

I vertising Federation of America 
I session in Boston on June 30. 

Speaking on "Merchandising the 
{I Radio: National and Spot ", Mr. 

Harlow said: 
"Based on engineering studies it 

is possible to know definitely cer- 
tain determinable facts, namely: 
Where such station can be heard 
satisfactorily and how many lis- 
teners are located within that par- 
ticular area. And today we have 
some means to determine how 
many are actually listening at a 
given time. The successful station, 
however, has a certain premium to 
offer which can be measured to a 
large extent and which repre- 

' sented by its reputation in the 
community over the period of its 
existence because of the popu- 
larity of its programs over those 
of its competitors; a certain good- 
will which makes that station a 
better medium potentially than its 

' neighbors. And it is this goodwill 
which guarantees the largest audi- 
ence to which your particular pro- 
gram either contributes or de- 
tracts. 

Are Rates Correct? 
"FUNDAMENTALLY, t h e n, we 
maintain that if the rates for time 
on this better station are correct 
and just, that in delivering its fa- 
cilities and by maintaining at all 
times its high standards both in 
its programs and transmission, 
there is no further obligation on 
the part of that station for any - 
thing in the way of merchandising 
service. 

t "In fact, any elaborate merchan- 
1 dising service offered as a part of 
9 the station's service is a tacit ad- 

mission of the weakness of that 
station by the owners themselves. 
If it is necessary for a station to 
make all kinds of promises of mer- 
chandising service, in order to get 
the account, something is wrong 
either with the station itself or its 

a card rate. 
i "In the final analysis the adver- 

tiser pays the bill and it would be 
a lot more equitable to reduce the 
card rates for the station facili- 

i ties to a fair figure, with specific 
charges for specific merchandising 

1 

services, than to make the user of 
time who doesn't know of the serv- 
ice, or desire it, pay part of the 
cost for those who do avail them- 
selves of such service. 

"The fact that radio programs 
should be properly merchandised is 
indisputable. The better the job 
of properly following through with 

r a carefully developed merchandis- 
ing plan, whatever be the medium 

i u s e d for the advertising, the 

1 

greater the possibility of the suc- 
cess of that campaign. 

"But the merchandising is your 
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More on Freedom of the Radio 
DOES freedom of radio exist in America ? Some would have the net- 
works and stations debar the Communists and Socialists, but they have 
had their say on the radio, thus preserving a principle precious to Amer- 
ican radio. Now hearken to this comment from a noted liberal journal- 
ist, Dorothy Thompson, wife of the novelist Sinclair Lewis, writing in 
her daily syndicated column to newspapers of Jul 9: 

"There is one highly ironic facet to Mr. Lewis' [John L. Lewis, presi- 
dent of the United Mine Workers of America] denunciation of the eco- 
nomic tyrants who control our world and prevent democracy. Mr. Lewis 
issued his call to the workers of America over a nation -wide hookup 
on time provided him. free. The NBC is an affiliation of the Radio 
Corporation of America. And at this moment Mr. Lewis is at grips 
with this company in a strike which he has called in the Camden plant. 

"The circumstances of that strike do not quite bear out Mr. Lewis' 
picture of the workers in relation to corporate industry. In this con- 
flict and frOm the outset and before the strike began the company of- 
fered to proceed in accordance with the principles of the Wagner labor 
act. It offered to respect the decision of a majority of the workers, as 
expressed in a free and secret ballot, to be taken under the auspices, 
not of the industry but of the Government, and to recognize whomever 
the workers might elect as the representative of all of them for col- 
lective bargaining. Mr. Lewis rejected this offer for obvious reasons. 
Not thus would he win the fight. 

"The RCA has not called in strikebreakers, it has not called out 
troops, nor armed the workers, the majority of whom have not re- 
sponded to the strike summons. But there has been violence and a 
great deal of it has been committed by the "peaceful picketers" whose 
methods of persuasion have been to add the blackjack to the argument. 
The RCA has not yielded to Mr. Lewis. But it has also remained true 
to its policy of keeping the air free for public discussion. 

"There is something to be said for this democracy, even with its eco- 
nomic tyrants." 

responsibility; the direct and per- 
sonal job of the advertising agen- 
cy. It is not the responsibility of 
the radio station. 

"The fact that the purpose of 
any advertising campaign is to sell 
goods is recognized by the radio 
station quite as much as by spon- 
sor and agency. We have known 
of stations furnishing car cards, 
window cards, personally signed 
letters, use of a billboard, trade 
solicitors, house to house canvas- 
sers, window displays, extra time 
on the air, usually in the form of 
announcements, small ads in the 
newspapers or telephone calls. It 
is true that such service depended 
usually upon either a given num- 
ber of broadcasts being purchased 
or a certain amount of money be- 
ing involved. 

"The use of the station studios 
by the local distributor, the send- 
ing of a representative to sales 
meetings to explain the radio pro- 
gram and close watch as to public 
reaction as near as it can be de- 
termined are matters which bring 
goodwill to the station as well as 
to the advertiser and rightfully 
should be carried out. With the 
advent of television, an entirely new 
technique will be required. I hope 
the advertiser is thinking as seri- 
ously about it now as is the station. 

"The future for this medium is 
decidedly bright and those stations 
who best cooperate with the adver- 
tisers in their contacts with the 
public will be the torch bearers of 
tomorrow." 

New Hartford Outlet 
WTHT, Hartford, will become the 
tenth member of the Inter -City 
Group when the new transmitter 
goes into operation about the mid- 
dle of July. It also will be a mem- 
ber of John Shepard's New Colonial 
Network. WTHT is a newly au- 
thorized 100 -watt daytime station 
owned by the Hartford Times, a 
Gannett newspaper, and will oper- 
ate on 1200 kc. The transmitter 
and studios are located in the 
Times building. 

W1XAL School Series 
To Be Offered on Discs 
A LIBRARY of nearly 200 fif- 
teen- minute transcriptions of edu- 
cational programs that have been 
broadcast over W1XAL, interna- 
tional shortwave station located in 
the University Club, Boston, and 
supported largely by the Rocke- 
feller Foundation, will shortly be 
made available to broadcasting 
stations for the fall and winter 
school season, according to Walter 
S. Lemmon, president of the 
World Wide Broadcasting Founda- 
tion, l i c en s e e of the station. 
W1XAL operates non- commercial- 
ly, and features educational pro- 
grams, with its "staff" largely 
drawn from professors of the lead- 
ing New England colleges. 

Since most of the programs 
when broadcast were de s t i n e d 
largely for the foreign audience, 
Mr. Lemmon believes they have 
great domestic possibilities, being 
so balanced as to give "the lis- 
tener in the home the same type 
of instruction as though he were 
privileged to sit in the lecture 
halls within college walls." Mr. 
Lemmon expects to offer the discs 
on a cost basis since his organiza- 
tion is non -profit in character, and 
reports that he will send sample 
discs for a nominal fee of $1 each 
to insure bona fide interest. The 
transcriptions are standard 16- 
inch discs and may be played on 
any turntable equipment designed 
for 33% r.p.m. records. 

New Duluth Station 
A SECOND broadcasting station 
in Duluth, Minn., will go into 
operation Sept. 1 when KGFK, 
100 -watter now operating at Moor- 
head, Minn., across the Red River 
from Fargo, N. D., is moved into 
that city in accordance with a re- 
cent FCC decision. Dalton La- 
Masurier, operator of KFJM, 
Grand Forks, N. D., heads the 
group which purchased KGFK 
from the Earl Reinecke and Fargo 
Forum interests. The FCC an- 
nounced that the station's call let- 
ters will be changed to KDAL. 

Craig &Hollingsbery Inc. j 

Is Organized by Merger ' 

Of Representative Firms 
A MERGER of the station repre- 
sentation organizations of Norman i 
Craig Inc. and Geo. P. Hollings- 
bery Co., and formation of Craig 
& Hollingsbery Inc., was announced 
in Chicago July 7 during the NAB , 

convention. Heretofore the Craig .. 

organization has functioned -only in 
the New York area, while Mr. Hol- 
lingsbery, former advertising man- . 
ager of the Chicago Herald -Exam- 
iner, only recently entered the rep -. 
resentation field in the Chicago 
area. 

Under the arrangement Mr. 
Craig will remain in charge of New 
York headquarters at 250 Park , 

Ave. and Mr. Hollingsbery will 
maintain Chicago headquarters at 
307 N. Michigan Ave. An office in 
Kansas City will be headed by Tom 
Flannigan, formerly of the Herald - 
Examiner staff, and one will be es- 
tablished in Detroit. 

The score of stations represent- 
ed by Craig in the New York area, 
it is expected, will form the nucleus 
of the new organization. Mr. Hol- 
lingsbery now represents WREN, 
Laurence, Kan., and WWJ, Detroit, 
in Chicago, while Mr. Craig has a 
considerably larger list of stations. 
The plan is to concentrate on rep- 
resentation of stations in major 
markets. 

Previously, Mr. Craig had planned 
that James King, of his New York 
office, would open offices in Chicago. 
With the fusion of the two firms, 
however, Mr. King will remain in 
the New York office. Mr. Hollings - 
bery's assistant in Chicago is Tom 
Keelan, former advertising agency 
man in Chicago. 

House Radio Built 
(Continued from page 25) 

master control was in another 
part of the dwelling. 

At the close of the open house 
period this home found a ready 
sale and when it was all over it 
hadn't cost any of the participants 
one penny of actual cash except 
the time which had been provided 
by WKBN to promote the scheme. 

The final chapter was for 
WKBN to capitalize on the good 
will and friendliness which had r 
been developed with a group of 
fine potential advertisers of its 
own choosing who had heretofore 
been merely lukewarm to radio.,4 
Again WKBN's expectations have 
been more than fulfilled. Not only 
has there been a considerable 
amount of intermittent and sea 
sonable business attributed to this 
project but right at the time of 
this account one of Youngstown's 
largest advertisers, one who played, 
an important part in the FHA 
model home of WKBN, has signed 
a contract for a regular weekly 
half -hour program_ for 52 weeks. 

WKBN recommends this promo- 
tional idea to all broadcasters and,', 
since the completion of this project,` 
is more firmly convinced than ever; 
that there is something new under. 
the sun and that pure station pro -, 
motion pays attractive dividends. 

LINCOLN Memorial University,'1 
Harrogate, Tenn., recently author- 
ized by the FCC to erect a new 

Ì 

100 -watt station in Middlesboro,' 
Ky., has been assigned the call 

WLMU by the FCC. 
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Associated Oil Secures 
'r Football on West Coast 

Eleventh Straight Year 
' ASSOCIATED OIL CO. of Cali- 

fornia, for the eleventh consecutive 
¡ear, will sponsor broadcasts of all 

' major Pacific collegiate football 
games, Harold R. Deal, advertis- 
ing and sales promotion manager 
of the organization in San Fran- 

r 

t 

il 

cisco, announced following the 
signing of an exclusive contract 
for those privileges with the Pacific 
Coast Conference and major inde- 
pendent schools. With P. E. Allan, 
sales manager of the Associated 
Oil Co., Deal attended the Confer- 
ence meeting at Spokane, Wash., 

' where details were completed. 
Nearly 100 major games will be 

presented over 36 stations by As- 
sociated's staff of 22 trained sports 

' announcers. Both NBC and CBS 
t as well as independent stations 
' will be used. Deal pointed out that 

the task of arranging for the 1936 
season broadcasts will be more dif- 

'ficult than ever because the Con - 
ference's new schedule will find 
every major team playing each 
other. Three and sometimes four 

\' important games will be played on 
the same Saturday, he stated. 

"There will be more games than 
ever on the air this season," he 
said. "The schedule really calls for 
four networks on some days. Un- 
fortunately there are only three 
(2 NBC and CBS -Don Lee), so we 
will have to do some intricate 
schedule -juggling. However, as in 
the past, we will make every effort 
to insure the fans of every section 
of the Coast hearing the games 
they are most interested in." 
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Two for General Foods 
GENERAL FOODS Corp., New 
York, has signed two fall pro- 
grams to be heard on the NBC - 
Blue network. The first program, 
in the interest of Sanka coffee, 
will get under way Sept. 28, Mon- 
days, 8 -8:30 p. m., on the basic 
network with a rebroadcast at 
12:30 a. m. The program will 
star Helen Hayes in a dramatic 
series and is signed for 52 weeks 
through Young & Rubicam Inc., 
New York. The second broadcast 
will promote Log Cabin syrup. 
The series will start Sept. 29, 
Tuesdays 8 -8:30 p. m. on the basic 
Blue network. The northwestern, 
mountain, KLO, and Pacific Blue 
network will carry the program 
at 11:30 -12 midnight, featuring 
Louis Massey and The Westerners 
in a broadcast entitled Log Cabin 
Bar Z Ranch. The program will 
run for 26 weeks. Benton & Bowles 
Inc., New York, has the account. 

6,300 at WIP Picnic 
THE Sixth Annual Picnic of the 
WIP, Philadelphia, Homemakers' 
Club, held June 23, at Clementon 
Lake Park, N. J., was attended by 
over 6,300 women. Tickets were 
50e and included ferry and train 
fare, lunch, a six -ring circus, free 
amusement rides at the Park, and 
a chance of winning one of the 50 
gifts which were awarded to the 
holders of the winning ticket num- 
bers. Gifts, which included a trip 
to Bermuda, a radio, typewriter, 
electric washing machine, a Top - 
Ieer, three trips (week - ends) to 
Atlantic City, and many others 
valued at a total of slightly over 
$1,000. Gifts were donated by 
sponsors. 

t4 

Summer? 
GOOD ! 

30 new contracts in 32 days! 

From April 29 to June 1 

WOAI added 30 new con- 
tracts.... (This does not 
include renewals or NBC 
advertisers). 

r 
WOAI reaches with 
1 Power 50,000 watts, cleared channel, full time. 

2 Coverage Over 1,000,000 regular listeners 
in primary area. 5% to 50% coverage in 48 counties in 4 other 
states. Most listened to American station in Mexico. 

3 Markets $2,000,000,000.00 Texas Centennial 
Market, adding wealth to the 5th state in population. 

4 Programs Finest NBC, TQN and LOCAL, 
with highest ranking in national and local surveys. 

5 Prestig e Our list of national and local ad- 
vertisers (furnished on request) would form a nucleus of the 
"Who's Who" of the business world in their respective fields. 

6 Experience One of the South's first 
stations, having continuously served the Southwest for over 
14 years. 

7 Services World Broadcasting System tran- 
scription library. Complete International and Universal News. 
Excellent production and merchandising facilities. 

50,000 WATTS CLEARED CHANNEL. 
1190 KILOCYCLES Represented nationally by Edward Petry & Co. 

Affiliate » National Broadcasting Company 
Member »Texas Quality Network 
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J. L. Hudson Co., 
Big Detroit Store, 
Sells With Radio 
Conservative Methods Used by 
Leading Retailer of City 
GROWING SUCCESS with i t s 
morning radio program over WWJ 
has led J. L. Hudson Co., Detroit's 
largest store, to continue well into 
its third year of broadcasting 
without a break. The program 
originated in February, 1934. It 
is heard over WWJ from 8 to 9 
a. m., and in the winter months a 
half -hour earlier. Boasting sev- 
eral unusual elements, both in its 
presentation and the type of com- 
mercial used, it has enjoyed an in- 
creasing audience which has served 
to build up a satisfactory return 
of business, both direct and indi- 
rect. 

Observers have noted that each 
program is a fairly complete en- 
tity in itself, well constructed 
about a central theme. This build- 
ing of the programs is in charge 
of Miss Barbara Brooks, who is in 
charge of the store's promotional 
efforts, and who announces her 
own programs. 

Records are used for the music 
which comprises the pr o g r a m. 
Classical music prevails, popular 
records accounting for only about 
20% of the total used. About six 
announcements are average for 
each program. 

Conservative Continuities 
THE COMMERCIALS follow the 
same strictly- edited style of Hud- 
son's newspaper advertising. No 
comparative prices are used, and 
language is conservative. All ref- 
erences to competitive merchan- 
dise and competitors are omitted. 

Instead an effort is made to "get 
behind the merchandise ", and dig 
out interesting facts about the 
goods on sale. Thus, in a promo- 
tion of Hudson's grocery depart- 
ment, Miss Brooks is apt to be 
heard talking about the history of 
tomatoes as a vegetable, or the 
methods of best cultivations, wind- 
ing up with the observation that 
tomatoes representing the finest 
traditions of cultivation and agri- 
culture may be found in Hudson's 
grocery department. 

Similarly, a sale of dresses is 
apt to be highlighted by a descrip- 
tion of the silkworm which was 
the source of the silk used in the 
dresses. 

Merchandise for the program is 
selected with the same care and 
careful checking as that which is 
featured in newspaper copy. On 
the whole, items which are more 
apt to lend themselves to a vivid 
word picturization are those most 
likely to be featured on the daily 
program, which comes on every 
shopping day. 

No particular type of merchan- 
dise has been found successful 
above others in the radio presen- 
tations. Everything from kitchen- 
ware to expensive fur coats has 
been featured on the hour from 
one time to another, but Hudson's 
checking system has apparently 
noted no appreciable difference in 
results over the long run, for the 
range of advertised items con- 
tinues as wide as ever. 

The program is d i r e c t e d to 
women, although men's apparel 
and accessories often are featured. 
Experience at Hudson's, it is said, 

STROKE BY STROKE -A demonstration of spot news broadcast with 
KMBC's short -wave Newscaster Car, the occasion being the exhibition 
golf tournament in Excelsior Springs, Mo., with Lawson Little, Johnny 
Goodman, Jimmie Thompson and Horton Smith competing. 

RESORT PROFITS BY RADIO 
Excelsior Springs Enjoys Business Boom Following 

Series of Events Covered by KMBC 
A GROUP of broadcasts planned 
originally for novelty and public 
interest value has turned out to 
be an unusually productive source 
of publicity for Excelsior Springs, 
enterprising Missouri health resort 
near Kansas City. An elaborate 
Spring Festival, sprinkled with 
celebrities and special events, early 
in June was completely covered in 
a number of spectacular broad- 
casts by KMBC, Kansas City and 
according to officials . of the city 
and its representatives, Beaumont 
& Hohman Inc., and Thompson & 
Lichtner Inc., the broadcasts cre- 
ated such an impression that trade 
and patronage at the Springs has 
far suprassed the usual spring 
season. The officials attribute the 
result to the KMBC broadcasts 
since nearly all visitors mention 
that they heard the broadcasts. 

The Festival was opened with 

has demonstrated that women do, 
a large proportion of the shopping 
for men's wear. No definite limi- 
tations as to price ranges are ob- 
served, and occasionally no price 
whatsoever is featured. 

Institutional copy often is heard 
over the radio program. Such ac- 
tivities as Hudson's model kit- 
chens, child health institutes, 
housewares expositions and other 
such promotions are well covered 
on the air when they occur. 

Newspaper advertising will from 
time to time amplify the radio 
broadcasting. When Miss Brooks 
is scheduled to present some im- 
portant bit of shopping news, at- 
tention is called in the preceding 
day's advertising to the fact that 
"Miss Barbara Brooks will have 
an important announcement to- 
morrow morning . . . " on what- 
ever the subject mab e. 

In accord with Hudson's fixed 
policy, no statement is obtainable 
from the store's officials concern- 
ing the success of the program. 
Its constancy, however, is the best 
barometer of the regard in which 
it is held. 

A PULLMAN car completely out- 
fitted as broadcasting studio is the 
novel new equipment that has been 
added by Radio - Strasbourg for 
mobile services, particularly tour- 
ist broadcasts. 

a shortwave broadcast from a 
plane flying over the city in which 
golfing stars surveyed the ground 
on which they later were to meet. 

The Newscaster Car later estab- 
lished broadcast history by trans- 
mitting a running account of the 
Exhibition golf tòurnament with 
Lawson Little, Horton Smith, Jim - 
Tournament on subsequent days 
was also broadcast by the KMBC 
Car with far greater success 
than the pack transmitters used 
by networks on golf matches. 

Progress in the Midwest Bridge 
Tournament was reported nightly 
in broadcasts by director Oswald 
Jacoby. who also gave representa- 
tive hands played. Other broad- 
casts included the Governors' Ban- 
quet, a street carnival dance, a 
massed bands concert, and ceremo- 
nies honoring native Missourians 
in which KMBC's own Téd Malone 
served both as guest of honor and 
master of ceremonies. Other radio 
celebrities present were Leith Ste- 
vens, Willard Robison, and Hale 
and Derry of "The Three Cheers." 

Charles Puffer of Beaumont and 
Hohman Inc.. and Alan Branting- 
ham of Thompson and Lichtner, 
Inc., are enthusiastic in their 
praise of KMBC's complete cov- 
erage of the event and of the 
positive results obtained. 

Churches Control KMBC 
CONTROL of Midland Broadcast- 
ing Co. Inc., operating KMBC, 
Kansas City, has been acquired by 
the Church family, according to 
Arthur B. Church, president and 
general manager of the station. 
Cicely I. Church, Mr. Church's 
wife, has acquired the 34% interest 
held by the estate of F. B. Blair, 
who died last November, and to- 
gether with Mr. Church's interest, 
the family now holds 68% of the 
stock. The balance is held equally 
by M. H. Siegfried, Kansas City 
realtor and insurance man, and C. 
R. Smith, president of the Ford 
distributing agency of that name. 
Simultaneously it was announced 
that Roland Blair, son of the late 
KMBC president, has resigned as 
vice president and director of 
KMBC, and on July 15 will leave 
his post as retail sales manager. 

Educational Group 
In Chicago Lists 
Progress in Year 
University Council Sees Need 
Of Improved Programming 
T H E University Broadcasting 
Council of Chicago, experiment in 
cooperation between commercial 
radio and education, reports 912 
broadcasts from July 1, 1935 to 
June 1, 1936, in its first annual 
report just issued. Programs pre- 
sented included the University of 
Chicago Round Table, weekly over 
NBC, and the Titans of Science 
half -hour dramatizations, weekly 
over Mutual. Other features ranged 
from educational lectures, conver- 
sations, and dramatizations, to spe- 
cial features, including college 
sings and interviews by professors 
with industrial executives and po- 
litical figures. 

Allen Miller, director and foun- 
der of the Council, commenting on 
the first year's efforts, stated that 
"by and large, the cooperative pol- 
icy of universities and broadcasters 
has been highly successful. What 
difficulties have occurred can be 
expected when two powerful inter- 
ests which have not always under- 
stood each other are thrown into 
almost daily contact." 

The Council includes the Uni- 
versity of Chicago, DePaul Uni- 
versity and Northwestern Universi- 
ty, representing education; and 
CBS, Mutual and NBC, as well as 
affiliated Chicago stations, plus the 
independents, WLS, WJJD and 
WIND, as the commercial radio in- 
terests. Additional support is given 
the Council by Carnegie Corp. and 
Rockefeller Foundation. 

Improved Quality 
FINANCIAL responsibilityhasbeen 
divided equitably among broad- 
casters, universities and the two 
educational foundations, to provide 
a yearly budget of $55,000. The 
three universities furnish $13,000; 
the broadcasters, $16,500, and the 
foundations $25,000. 

The Council aims first to serve 
a cultured audience, frequently 
neglected by commercial radio it be- 
lieves, and at the same time meet 
the needs of as large a mass audi- 
ence as possible in the general in- 
terest in adult education. UBC 
programs are designed to inform 
interestingly, and to stimulate." 
The board of trustees of the Coun- 
cil, comprising two representatives 
from each university? takes an ac- 
tive part in discussions with the 
council staff and with the broad- 
casters in developing new features. 
While Mr. Miller predicts a con- 
siderable increase in the number 
of educational broadcasts from his 
organization during the next year, 
he feels more than ever, that the 
prime consideration of the Uni- 
versity Broadcasting Council and 
educational radio is improvement 
of programs rather than increased 
quantity. 
CONSOLIDATED GAS Co., New 
York, will resume its Echoes of 
New York Town, musical program 
on WJZ New York, Sept. 13, 6 -7 
p. m. Contract is signed for 39 
weeks through McCann -Erickson 
Inc., New York. The program was 
on WEAF last season. At the re- 
cent AFA convention in Boston 
the Public Utilities Advertising 
Association gave an award to the 
program. 
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NATIONAL REP.RESENTATIV,ES 
PAUL. H. RAYMER- COMPANY 
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FINESTÏADIÖ.STATION AFFILIATED 
ITHCOLUMBIA BROADCASTING SYSTEM 

A PLUS VALUE FOR ADVERTISERS... AT NO INCREASE IN RATES 
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MERCHANDISING PROGRAMS 
How One-Man Broadcasts 

Sponsors and Hold 
How One -Man Broadcasts 

Sponsors and 
By FRED BOCK 

Sales Manager, WADC. Akron 

SALES MANAGERS of broad- 
casting stations are faced today 
with a paramount problem, that 
of evolving enough new, effective, 
distinctively different types of fea- 
tures to provide the sales organi- 
zation with an endless lineup of 
program ideas which will stand 
the test of comparison with na- 
tional programs. 

Briefly. the problem is one of 
merchandising. Some sales mana- 
gers, though, have overlooked the 
most important job of merchandis- 
ing, that of merchandising their 
station's service with the right 
kind of merchandisable programs. 

It is truly a problem to provide 
an array of programs which can 
be locally produced and yet will 
stand up with the high -priced fea- 
tures. With the exception of the 
very large stations, which claim 
somewhat national coverage, it is 
out of reason to attempt an exten- 
sive variety program in competi- 
tion with the big shows. It re- 
quires more men than the local 
advertiser can afford. However, 
the sponsor is quite likely to be 
able to hire one or two good men. 
Thus, if we find the right one - 
man feature, we can still present 
the best. 

One -Man Programs 
ONE -MAN programs are usually 
"personality" or "service" fea- 
tures, or combinations of both. A 
point to remember in developing 
program ideas is that any feature 
which uses names has possibilities, 
and is subject matter which has 
no outside parallel. For what they 
may be worth as ideas or as seed 
for other ideas, here is a list 
of "one -man" programs, most of 
which have been successfully test- 
ed by the writer: 
NEWS -If a good announcer is at 
the "mike ", and he has good news 
facilities, he will be just as good as 
any man in Oshkosh, New York City, 
or Mingo Junction. 
BASEBALL SCORES- Widely used 
and need no comment. 
SPORTS REPORTER -A form of 
news. Devoting half or more of the 
broadcast to local sports is advisable. 
The material is usually available and 
interesting and it provides names. 
SOCIETY REPORTER - Neglected 
by most stations but has some of the 
best possibilities. It has proved very 
successful for some sponsors. A daily 
feature, five minutes or more. A 
wealth of names. Strongly recom- 
mended. 

RADIO SPEEDWAY -Successful in 
selling used cars. An opening an- 
nouncement with crowd noise in back- 
ground. It is the great event of the 
evening ; interest is keen - the cars 
are ready -the flag is up -the cars are 
off and the motors roar -Car number 
one is so and so. Car number two is 
this and that - each described as it 
flashes by - motors roaring all the 
time. A five minute program. 
STREET OPINIONS -A man -on- 
the- street type of program used by 
auto dealers very successfully. Also 
in connection with this is an employ- 
ment exchange service. Persons seek- 
ing employment leave name with 
sponsor and persons needing service 
of men or women call sponsor for 
name and address of appU2ant. 
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Can Be Utilized to Ah 
Listening Audience 
Can Be Utilized to Attract 
Listening Audience 

REVIEWS AND PREVIEWS -A 
program corresponding somewhat to 
the radio column of a newspaper. 
Gives comments on programs that 
have passed and more comments on 
the programa to be heard in the near 
future. Gives intimate stories about 
the radio stars. Tells what they like 
or do not like. Tells of new develop- 
ments in radio. Brings in local en- 
tertainers, announcers, etc. for inter- 
views -also out of town stars. 
RAMBLING REPORTER -Informal 
comments on a couple of news topics 
of the day. Works in a human in- 
terest story. Chiefly comments, in a 
free and rambling style about things 
of civic interest and people who are 
doing things for the community. Be- 
cause of the frank and rambling style, 
the commercial copy works in very 
smoothly for department stores or any 
retailer. 
LIARS CLUB -There are organiza- 
tions of liars clubs in some cities and 
there are numerous men who have a 
prize yarn. A prize for the best yarn. 
GREETINGS TO BRIDES -A song 
program, during which congratula- 
tions are extended to the new brides 
and grooms each day. Might be un- 
wieldy in large cities but a good fea- 
ture in medium or small cities. An- 
other feature with names. Appeals to 
women. A friendly and personal ges- 
ture to the newlyweds by furniture 
company or some such sponsor. 

ANNOUNCERS CONTEST- Forget 
the old appeal about a job for the 
winner. Appeal to the mass. Get all 
men who think that they could be 
better than the announcers they have 
heard. Offer a sizable cash prize for 
the winner . . the man who thinks 
he is good and is good. This gets the 
nien who are of higher caliber and not 
looking for jobs. It uses names and 
personality. It also affords unusual 
advertising possibilities because the 
entire program can be advertising. 
with each contestant reading a piece 
of copy, and yet hold interest. 
ANNOUNCERS CONTEST- Similar 
to above contest, except for women. 
Appeal is that sponsor has faith in 
the ability of women to fill a place in 
radio. He feels they have better mer- 
chandising sense than men and that 
they can present their stories sin- 
cerely. To give the women a chance 
to prove this the sponsor allows the 
women to visit the store, write their 

GARAGES UNITED 
KDYL Lines Up the Trade For 

Cooperative Series 
LINING up over 50 of the local 
garages and accessory stores, 
KDYL, Salt Lake City, has brought 
the entire group under the banner 
of the Utah Automotive Trades 
Association and is now presenting 
a weekly half -hour program under 
the sponsorship of this organiza- 
tion. 

The purpose is to call attention 
of the motoring public to the wis- 
dom of having all automotive work 
done by established, reliable, local 
service men. And to further the 
interests of the program, attrac- 
tive display cards have been fur- 
nished all participants in the 
broadcast. Copy in the radio pro- 
gram calls attention to these cards 
and urges that motorists look for 
the emblem of a member of the 
Utah Automotive Trades Associa- 
tion when seeking repair or serv- 
ice work. 

own one -minute copy and present it 
on the air. Small prize for winner on 
each broadcast and grand prize such 
as shoes supplied for three years. 
TEST YOUR MEMORY - Piano or 
organ program. No titles of tunes 
are announced, although clues may be 
given in continuity. Those who guess 
correct titles of all tunes are given 
prizes, usually theater tickets. Can be 
used by most any type of sponsor. 
FISHING PROGRAM - Authorita- 
tive figures show that more people are 
interested in fishing than in any other 
sport. The Fishing Reporter is a 
very appealing feature. The reporter 
tells where and what the fish are 
biting. He tells why they will or will 
not be biting in future days. He gives 
tips on how to fish and includes in 
his program a list of the good catches 
each day, as reported by the fishermen 
themselves or by the keepers of re- 
sorts. 
A MAN'S TASTES - Most stations 
will be able to find a man who is a 
professional cook. or at least, a good 
amateur cook. There are a surpris- 
ingly large number of men who like 
to dabble in the kitchen. They do not 
all make a practise of cooking, but 
they have a hobby of preparing cer- 
tain dishes and have considerable rep- 
utation for the recipes and skillful 
preparation of their favorite concoc- 
tions. The program takes on a little 
humorous slant, reminds the women 

From Detective Mysteries 
"We'll jes' take th' cash -we can't touch th' music without permission 

of th' copyright owners." 

that there are many ways of prepar- 
ing the same ingredients and that 
there is no need for serving the same 
menu day after day. The man in 
charge tells what men like and why 
they like it, and teases the appetite 
with a tempting description. Each 
program he tells the favorite recipe 
of some well -known local man. 

BIRTHDAY GREETINGS -A mu- 
sical program. Best handled by an 
m.c. type of personality singer who 
cheerfully announces the names of 
t'.ose people whose birthdays are on 

,f he day of the program. 

AMATEUR PROGRAMS - There is 
no need to comment on these. How- 
ever there are many different groups, 
such as the general type of show, ju- 
venile shows, and strictly colored en- 
tertainment shows. 

KITTY AT THE SWITCHBOARD 
-Good straight merchandising feature 
which holds interest. Operator keeps 
cutting in and out all the time -bits 
of chatter with her boy friend in be- 
tween calls - short lines about mer- 
chandise and prices and dates of sale 
events, in answer to calls- gossip with 
girls who call her, between business 
calls. Name of sponsor repeated every 
time the phone is answered. Fast 
moving and can be made very inter- 
esting. 

The above programs are only a 
few of many ideas with which the 
sales manager can merchandise 
the station time which he is try- 
ing to sell. Most of them require 
the services of only one or two 
good men, yet, if these men are 
really capable, the programs can 
be made as effective in one locality 
as another. Many of these pro- 
grams have regional restrictions 
and thus have no national paral- 
lel for comparison. Locally, some 
of them have as much appeal as 
expensive national programs. 

Merchandising is very import- 
ant and that it is especially im- 
portant to merchandise station 
time with programs that attract 
listeners and consequently deliver 
the sales message at the smallest 
cost per listener. The program 
must also be adaptable to an ef- 
fective presentation of the mes- 
sage. With this combination 
placed before him, the prospective 
advertiser can often see reason 
for becoming a customer. 

Special 18 -Hour Service 
Planned by United Press 
A NEW 18 -hour daily leased wire 
news service into subscriber. sta- 
tions in 15 cities, chiefly Eastern, 
was disclosed by United Press 
July 7. Twenty of the 75 or more 
stations now being served by Unit- 
ed Press will get the new service, 
it was stated, and it probably will 
be expanded gradually. 

The service, to start July 27, 
will bring UP reports specially 
written for broadcasting and ready 
to go on the air directly into the 
stations. It will also include spe- 
cial radio features. It will run 18 
hours a day, with UP absorbing 
the line costs. Webb Artz will be 
editor. 

Following are the stations sched- 
uled for the service : WEAF, WJZ 
and WHN, New York; WCAU and 
KYW, Philadelphia; WBAL, Balti- 
more; WBAX, Wilkes- Barre; WRC 
and WJSV, Washington; KDKA, 
Pittsburgh; WWVA, Wheeling; 
WJAY, Cleveland; WSPD, Toledo; 
WXYZ, Detroit; WGR and WKBW, 
Buffalo; WHAM, Rochester; WGY, 
Schenectady; W E E I, Boston; 
WDRC, Hartford. 
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WKY is known far and wide for its thorough, enthusiastic way of doing things 

In the grand manner WKY planned and 

built the largest, finest, most modern stu- 

dios in the South or Southwest. 

In the grand manner WKY has embel- 

lished its transmitter site with trees, flow- 

ers, shrubs and pools and dedicated it to 

public enjoyment. 

In the grand manner WKY entertains 

and serves its audience with standout NBC 

features and scores of local programs of 

network calibre. 

"In the grand manner" is the WKY 

manner. Doing things in a big way . . . 

with enthusiasm, thoroughness and show- 

manship . has made WKY the most 

listened -to, most written -to, most talked - 

about station in Oklahoma ... and, quite 

naturally, the station in Oklahoma that 

pays out in the grand manner for its pro- 

gram sponsors. 
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In its thorough -going manner, 
WKY has developed its 25 -acre 

transmitter site into an estate -like 
public park that for sheer scope and 

beauty is perhaps unsurpassed any- 
where. 

Views here show, above, the 
formal rose garden and one of the 
rustic. flower -fringed lily pools; 
right, broad expanses of lawn dotted 
with trees, shrubs and flower beds; 
right above, one of the many scenic 
spots to be found throughout the 
park. 
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How Good You Are! 
BY STATION BREAK 

USUALLY the world asks hourly ; ... "How good are you ?" . . and 
seemingly fails to appreciate your 
reply. 

* * * 

WE'RE reversing the process to- 
day ... and telling you how good 
you are. 

* * * 

INDIVIDUALLY, broadcasters ... goodness knows ... suffer no 
lack of ego. Collectively, the in- 
dustry often exhibits an almost 
excessive modesty. 

* * * 

WE'LL grant that it's probably 
the modesty of ignorance . but ... how good are you really? 

* * * 

YOU'RE sufficiently good that 
nearly 23,000,000 families laid out 
cash to buy sets to hear your pro- 
grams ... 3,000,000 families 
thought enough of them to have 
more than one set in their home, 
and 3,000,000 car owners were so 
anxious to hear your offerings 

that they put receiving sets in 
their autos. 

* * * 

THREE out of every four families 
have radios ... or about 75,000,000 
listeners ... for you buy a set to 
listen to it ... not to look at it. 
More than twice as many radio 
families as residence telephones 
. . . over 5,000,000 more radio 
families than families having 
automobiles . . . nearly 2,000,000 
homes that have battery sets, be- 
cause their homes aren't wired for 
electricity. 

* * * 

NO WONDER one marketing au- 
thority has said that radio owner- 
ship has permeated American life 
more completely than has any 
other commonly accepted standard 
of living factor . . . and ixll be- 
cause of the programs you pre- 
sent. 

* * * 

OTHER industries depend on you 
almost more than they realize. 

A set manufacturing industry with 
an investment of more than a 
quarter -billion ... to be added to 
your own investment of probably 
$100,000,000 . . . comprising sev- 
eral hundred manufacturers, sev- 
eral thousand distributors and 
more than 30,000 dealers . ex- 
ists by reason of your service. 

* * * 

ADVERTISERS will spend more 
than $90,000,000 this year for your 
facilities, and will add at least 
$25,000,000 to that for program 
material, because you enable them 
to speed up and extend the sale of 
goods ... keeping people employed 
in hundreds of industries. 

* * * 

SOME of your technical develop- 
ments, STATION BREAK iS told, 
have influenced the entire field of 
communications and improved it 
materially. 

AND if some ,learned gentleman , 

asks you about what he may call 
your "social service ", you can an- 
swer him this: 

* * * 

YOU have . brought the concert 
hall, opera, stage, world events, 
great athletic contests, musical 
comedy stars and the world's lead- 
ing entertainers to every town and 
hamlet in the country and into al- 
most every home, no matter how 
modest! 

* * * 

PLEASE remember that nearly 
45% of our population lives on the 
farm or in towns of less than 
2,500 population ... and that with 
the exception of the South, where 
rural radio ownership is compara- 
tively low ... nearly three out of 
five farm homes, in all probability, 
have radios. Also pause to re- 
flect . that two -thirds of the 
population live in towns under 
100,000 in size. 

* * * 

THERE'S no Metropolitan Opera 
in these towns ... no Philadelphia 
Orchestra ... no Fannie Brice or 
Jack Benny ... no Boake Carter. 
There's only limited national and 
foreign news in the local paper, be- 
cause its space is limited. Even the 
movies can't duplicate you 
and one trip to the movies each 
week for an .average family of 
four would cost over $50 a year 

whereas you can run your ra- 
dio for from four to nine dollars 
a year ... some estimate at maxi- 
mum cost of 2% cents a day. 

* * * 

FIGURE that last item of the 
three- quarters of us who make less 
than $3,000 a year. Figure how 
much that group can spend for 
books, lectures, concerts, the the- 
ater, travel, the movies, and all 
of the things which radio brings 
them. Do you still wonder why the 
radio audience is so appreciative 
and responsive? 

* * 

YOU'VE made one great town 
meeting out of the entire Ameri- 
can nation . . . and given demo- 
cratic, representative government 
new vitality and meaning. 

* * * 

IN A BRIEF time your facilities 
changed the psychology of the 
American people from hopeless- 
ness and confusion to confidence 
and energy . . . in the banking 
crisis of 1933. 

* * * 

THIS SPRING . . . in flood and 
disaster ... you demonstrated 
again that the broadcaster is an 
irreplacable means of communi- 
cating with large numbers of peo- 
ple in time of emergency. 

* . * * 

YOU'VE become a new medium 
for the dissemination of news . . . 

giving rise to an even greater 
thirst for news and information 
by the public. You've humanized 
the news. 

You are Approaching 
GREATER GRAND FORKS 

TUNE YOUR CAR RADIO TO 

FOR MOTORISTS - All highways 
approaching Grand Forks, N. D., 
are marked with these signs so 
tourists with auto radios will know 
about KFJM. 

AND YOU'VE done it all with an 
amazing prodigality of output . . . 

more than 8,500,000 programs a 
year, it has been estimated by one 
inquisitive pencil -pusher. The aver- 
age full time station alone pre- 
sents about 300 or more programs 
a week, and the national network 
key stations do over 50,000 of them 
a year. 

* * * 

THIS is how good you are ... an 
ample basis for healthy self -re- 
spect and militant self- confidence! 
Gentlemen of the Fifth Estate . . . 
we salute you! 

Mutual Holds Luncheon, 
WAAB Latest Affiliation 
MUTUAL Broadcasting System, 
represented by a large delegation 
at the NAB convention, held a 
routine business meeting there out 
of which came no official report 
beyond the announcement that 
WAAB, Boston, had joined the 
network on July 1. On July 6 W. 
E. Macfarlane, business manager 
of the Chicago Tribune, operator 
of WGN, who is president of MBS, 
was host at a luncheon in Studio 
1 of WGN's building on Michigan 
Ave. to Judge E. O. Sykes, chair- 
man of the FCC Broadcast Divi- 
sion, at which the following were 
guests: 

Quin A. Ryan and Carl J. 
Meyers, WGN; A. J. McCosker, 
chairman, and Fred Weber, gen- 
eral manager of Mutual; T. C. 
Streibert, WOR; Louis G. Cald- 
well, Washington; Lewis Crosley, 
John Clark, Frank Smith and Don 
Becker, WLW; John Shepard,Yan- 
kee Network; Frank Ryan,CKLW; 
Owens Dresden, Don Lee Net- 
work; John Gillin, WOW; Gardner 
Cowles Jr., KSO - KRNT - WMT; 
Don Withycomb and F. R. Rosen- 
baum, W F I L; Ford Billings, 
WCAE; John Patt, WGAR; I. R. 
Lounsberry, WGR - WKBW; Eu- 
gene O'Fallon, K F E L; Harry 
Stone, WSM; C. T. Lucy, WRVA. 

More Barbasol 
WASEY PRODUCTS Inc., New 
York (Barbasol) has announced a 
Monday, 10:15 -10:30 D. m., series 
on NBC -Blue beginning Aug. 31, 
in addition to the Friday night 
series announced in BROADCASTING 
July 1. The same network will be 
used for both programs, but the 
new series will not have a re- 
broadcast. Singing Sam, the Bar- 
basol Man, will be the talent, the 
program originating at WLW, 
Cincinnati. Both contracts are 
signed. for 39 weeks. Erwin, 
Wasey & Co., Inc., New .York, 
placed the account. 

Independents Contracted 
By United Disc Service 
For Transcription Sales 
AN AGREEMENT with National 
Independent Broadcasters Inc., as- 
sociation of some 100 local inde- 
pendents, was entered into July 8 
by United Broadcasting System, 
new Hollywood transcription or- I 

ganization, whereby the stations 
will be delivered transcription 
programs on a group basis at card 
rates. The letter of agreement 
was signed by W. Wright Gedge, 
WMBC, Detroit, secretary of NIB, 
and presented by Harry Green, 
former film actor, who is identi- 
fied with the new transcription - 
sales enterprise. 

While the amount of commission 
to be paid United on any business 
was not disclosed, Mr. Green on 
the preceding day had outlined an 
arrangement w h e r e b y stations 
would pay 50% of card rate for 
sponsored programs secured and 
handled by his organization, part 
of which would be paid to the 
Actors Fund of America as pay- 
ment for talent. The fund was 
founded to help old, infirm and 
sick actors. 

Mr. Green said that in Septem- 
ber it is planned to launch a 52- 
week 15- minute transcription cam- 
paign once a week over NIB sta- 
tions as well as other stations. In 
larger cities, he said, live talent 
will be used. For the first half 
of the campaign he declared some 
$150,000 would be expended for 
time, talent and production. 
United, Mr. Green said, is a part- 
nership comprising himself, M. W. 
Ayres, Forrest Johnston and Ivan 
Conn. Offices are at 9125 Sunset 
Blvd., Hollywood. 

Salute to WBT 
A SALUTE to WBT, Charlotte, 
N. C., honoring its 15th anniver- 
sary of continuous broadcasting 
and the opening of its new stu- 
dios, will be presented during the 
Tomorrow's Headliners program on 
CBS July 16, 9 -9:30 p. m. A fur- 
ther celebration of the occasion, at 
which the Governors of North and 
South Carolina, the Mayor of Char- 
lotte and other dignitaries have 
been invited to speak, will be broad- 
cast over WBT. WBT's new stu- 
dios and offices, which occupy an 
entire floor in the heart of down- 
town Charlotte, are constructed and 
equipped along the most modern 
lines, the studios being replicas, in 
the modern manner, of those at 
CBS New York headquarters. 

AIRS Keeps Status Quo 
ASSOCIATED Independent Radio 
Stations Inc., group of independ- 
ents aligned primarily on the issue 
of copyright, held a meeting in 
Chicago July 6 to consider future 
policy and decided to continue its 
organization on the same basis 
with the same officers and trus- 
tees. Officers are Powel Crosley, 
WLW president, and John L. 
Clark, formerely WLW general 
manager and now president of 
Trans -American Broadcasting and 
Television Co., secretary. The 
board comprises John Shepard 3d, 
Yankee Network; Edwin W. Craig, 
WSM; James C. H a n r a h a n, 
WNOX; Edward A. Allen, WLVA. 
Sol Rosenblatt continues as coun- 
sel. 
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Miracles of Sport 
65 iló fc4rcen y 

[in person] 

A Natural For Local Sponsorship 

A dramatized sports program written by 

BOB EDGREN, the celebrated sports 

writer, in his own inimitable style. 

MIRACLES OF SPORT is everything 

the title implies. 

Write for Rates and Details. 

MAX GRAF PRODUCTIONS 
Recordings by TITAN 1040 Geary St., San Francisco 
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Ban on Advertising 
Retained by British 
Government Bars Sponsoring 
Even of Visual Broadcasts 
DESPITE efforts of industrial in- 
terests to secure a relaxation of 
the no- advertising rule on the 
British Broadcasting Corp. net- 
work and stations, the British gov- 
ernment has decided to ban spon- 
sored programs for at least ten 
more years. Postmaster General 
Tryon, in an official memorandum 
accepting most of the recommenda- 
tions of the recent Ullswater re- 
port, ruled even against proposals 
that the experimental television 
programs about to get under way 
be supported by advertising spon- 
sors. Such a proposal was sug- 
gested in the Ullswater report but 
the government statement asserted 
that "there is no good ground for 
making any exception." 

The BBC's present charter was 
extended for ten years, giving it 
a monopoly of British broadcast- 
ing under license from the Post - 
office Department. The BBC's rev- 
enues will continue to be three - 
fourths of the receiving set taxes 
of about $2.50 per year collected 
from set owners, the other one - 
fourth going to the government. 

Receipts From Taxes 
IT IS calculated that approxi- 
mately $21,000,000 in set taxes 
and revenues from other sources 
will be collected from broadcast- 
ing in Britain this year, of which 
$5,250,000 will thus go the govern- 
ment, which also taxes the BBC 
like any other private corporation 
for income. The chairman of the 
BBC under the charter gets a sal- 
ary of $15,000 and the governors 
get $5,000 a year. 

Still disturbed by advertising 
broadcasts heard from Continen- 
tal Europe, sponsored in many 
cases by British industries, the 
government promised to extend its 
influence to prevent such broad- 
casts by foreign stations when 
they are obviously designed for 
British reception. What steps will 
be taken was not indicated. 

One of the BBC's big sources of 
revenue is its publications divi- 
sion, which publishes three maga- 
zines of extremely wide circula- 
tion -World - Radio, Radio Times 
and The Listener. These carry 
great amounts of advertising and 
have been profitable almost since 
their inception. The new decree 
prohibits these publications from 
editorializing on current events. 

Gannett Would Expand 
PROPOSED expansion of its ra- 
dio interests, already wide, was in- 
dicated by the Gannett Newspapers 
when they applied this, month to 
the FCC for authority to erect a 
new 250 -watt daytime station on 
1500 kc. in Danville, Ill. to be op- 
erated in connection with the Dan- 
ville Commercial -News, one of its 
chain of 18 newspapers. The Gan- 
nett newspapers now have interests 
in WOKO and WABY, Albany; 
WHEC, Rochester; WESG, Elmira 
(leased from Cornell University) ; 

WHDL, Olean, N. Y., and WHTH, 
new 100 -watter shortly to go into 
operation in Hartford to be oper- 
ated in connection with the Hart- 
ford Times. 
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GILLETTE TRYOUT 
CBS Series Given an Advance - Test on Yankee Net 

GILLETTE SAFETY RAZOR Co., 
Boston, is trying out its new series 
of Community Sings programs 
from the Repertory Theatre in 
Boston and broadcast over WNAC 
and the entire Yankee Network 
10 - 10:45 p. m. Sundays, starting 

THE VANDK'CE .vE:TN'ORK 

Repertory Theatre 
. oENT.OTO., .,T.. BO"O.. ..,,.. 

JULY ° : . ó 
cdOm, <.ia, 9u-, W GdLx. BW Blades 

" Lommnib Slog" s`~ ,.- w L o. s T. 

SU110EIEVE IBA.1lR ro,Winu,i 
01= 
119361° 

July 5. The contract calls for four 
three - quarter - hour programs and 
is handled through Ruthrauff & 
Ryan Inc., New York. 

.The Gillette company believes 
the program will carry an especial 
appeal for the radio audience of 
New England as the original lo- 
cale of the old fashioned commu- 
nity sing around the melodian. 
Approximately two thousand par- 
ticipants will be invited to take 
part in the main "sing" at the 
Repertory Theatre. This is a try- 
out of the program soon to start 
on CBS. The illustration shows 
one of the tickets distributed to 
the public. 

BBC TO CANADA? -Most promi- 
nently mentioned for the post of 
director general of Canadian broad- 
casting, replacing the present Com- 
mission control as authorized by 
Parliament recently, is Maj. W. E. 
Gladstone Murray, Canadian - born 
executive of the British Broadcast- 
ing Corp., former Canadian news- 
paperman, Rhodes scholar and 
army officer. Maj. Murray several 
years ago wrote a report for Par- 
liament on the regulation of Do- 
minion radio. 
C. W. CORKHILL, manager of 
KSCJ, of the Sioux City (Ia.) 
Journal, has applied to the FCC 
for a new 100 watter in Sioux City 
to operate on 1200 kc. 

Race for Superpower Stations in Europe 
Noted as Nations Aim Across Frontiers 
WHILE ten American stations 
seek 500 kilowatts, European sta- 
tions also are going in for super- 
power, according to Wireless World 
of London, which finds that total 
power of European stations will in- 
crease by 1,700 kw. to attain a 
total of 8,000 kw. in 1937. 

The number of 100 kw. stations 
is to increase from 26 to 44 during 
the year while the number using 
more than 50 but less than 100 kw. 
will jump from 46 to 64. 

In the medium and longwave 
groups the following boosts are 
expected: Athlone, 60 to 100 kw.; 
two Brussels stations from 15 to 
100 kw.; Kaunas, Lithuania, 7 to 
100 kw.; a new 100 kw. station in 
Southern Sweden; new 100 kw. sta- 
tion at Vakarel, Bulgaria; two new 
120 kw. stations at Rome; Prague 
II from 5 to 60 kw., and new 60 
kw. station near Kosice; two 120 
kw. stations, one near Bordeaux 
and the other to be near the center 
of France; new 200 kw. longwave 
transmitter to replace the 80 kw. 
Radio- Paris, and to be called Poste 
National. All are now under con- 
struction. 

In Other Countries 
SPAIN is said to be planning to 
modernize its station with a 150 
kw. longwave transmitter at Ma- 
drid. Yugoslavia talks of increas- 
ing power of present transmitters. 
Warsaw is to build a 20 kw. sta- 
tion and a new 100 kw. transmitter 
is planned near Cracow. Czecho- 
slovakia contemplates two 100 kw. 
stations in 1938 and a British firm 
is said to have received an order 
for an Estonian station. Russia, 
believed to have 50 stations, is un- 
derstood to be planning addition of 
five more in 1937. 

In the shortwave field France is 

building four 100 kw. transmitters. 
Germany is completing four power- 
ful transmitters and Great Britain 
is embarking on shortwave develop- 
ment. Germany is understood, al- 
so, to be building a "mystery" su- 
perpower Deutschlander to be in 
operation next year. 

Direct broadcasting to foreign 
listeners is increasing in Europe, 
with Italy taking the lead. Il Duce's 
stations broadcast to the world in 
18 foreign languages last year, and 
received nearly 60,000 letters from 
foreign listeners. 

The Wireless World writer, dis- 
cussing the broadcasts aimed across 
frontiers, says: 

"There is no reason to be alarmed 
at the present race for power in 
the ether. Stimulated by interna- 
tional competition, and probably 
also by the ever -increasing amount 
of electrical interference, countries 
are at present bringing their broad- 
casting services up to date. Work 
is proceeding in most places with 
an eye to the possibility of reach- 
ing out to listeners across the bor- 
ders. From the very fact that 
broadcasting wavelengths do not 
recognize frontiers we must accus- 
tom ourselves to an entirely new 
conception of international broad- 
casting. 

"Strictly speaking, the require- 
ments of a national service are also 
the requirements of national pres- 
tige. If considered in this light, 
the necessity to be able to reach 
out and to broadcast to the man 
on the other side of the wall will be 
understood. But in the interests 
of peace it is to be hoped that 
some really binding agreement 
may be reached, at least in Europe, 
to prevent recurrence of unfortu- 
nate cases where broadcasting has 
been used for aggressive propa- 
ganda." 

Europe Leads U. S. 
In Total Receivers 
A TREMENDOUS boom in radio 
set sales has been in progress in 
Europe during the last year, ac- 
cording to figures made available 
by the International Broadcasting 
Union at Geneva, which show that 
Europe as a whole is now ahead 
of the United States in the num- 
ber of radio -equipped homes. Un- 
til a few years ago this country 
had more radios than all of the 
other countries of the world com- 
bined. 

The Geneva office has compiled a 
census of European radios as of 
Dec. 31, 1935, which gives a grand 
total of 24,875,095 as against the 
22,869,000 estimated for the United 
States as of July 1, 1936. Accord- 
ing to the Geneva report, based 
largely on official license figures 
but excluding Russia, 3,644,825 
more radio homes were added dur- 
ing 1935 and 3,312,127 during 1934. 
Soviet Russia is excluded, but ac- 
cording to recent reports it has at 
least 2,000,000 radios and is con- 
stantly expanding their use beyond 
assembly halls and clubrooms and 
official homes which were the first 
to get them. 

The census of European radio 
homes as of Dec. 31, 1935, exclusive 
of Russia, is reported by the I.B.U. 
as follows: 
Great Britain 7,403,109 
Germany 7,192,952 
France 2,625.6 77 
Holland* 946,844 
Sweden 834.143 
Czechoslovakia 847,955 
Belgium 746,395 
Denmark" 609.226 
Austria 560,120 
Italy 530.000 
Poland** 491,823 
Switzerland 418,499 
Hungary 352,907 
Spain** 303,983 
Norway 191,378 
Finland 144,721 
Romania 127,041 
Yugoslavia 81,385 
Latvia 82,175 
Irish Free State 78,627 
Algiers 41,344 
Portugal 40,409 
Danzig 29.000 
Egypt 41,370 
Lithuania 26,763 
Morocco 23,079 
Estonia 24,193 
Luxembourg 15,000 
Iceland 12,183 
Bulgaria 17,213 
Tunis 10,582 
Turkey 6,175 
Palestine 12.200 
Greece 6,317 
Syria and Levant 4,307 

s No Licensee. 
Incomplete Information. 

Canadian Licenses 
ADVERTISERS can interpret the 
increase in radio licenses in Tor- 
onto and vicinity, at least, as a 
sign of more response to radio ad- 
vertising. In Toronto during the 
first three months of the fiscal 
year, starting April 1, the take in 
licenses has been doubled over that 
of the previous year, and 60,000 
sets have been licensed. In the en- 
tire 12 months of last year only 
93,000 sets were licensed in Toronto 
area. Montreal led during the past 
fiscal year with 137,695 licenses, 
showing an increase of 219 %. Van- 
couver, Winnipeg and Ottawa fol- 
low as the most licensed radio cen- 
ters. In all 862,109 licenses were 
sold in Canada last year, 50,000 
more than the previous year. Ca- 
nadian -made receivers to the tune 
of $190,289 were sold last year 
valued at $16,513,520. 
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FEATURES 
Wide Range Frequency Response - 
High permeability core -Special coil construction 
for low distributed capacity and leakage reactance. 

Maximum shielding from external fields through case 
design. (Additional shielding cases unnecessary.) 
Electrostatic shielding between primary and second- 
ary coils. 

Capacitively and Inductively balanced for use on 
equalized transmission lines. Effect of stray fields 
neutralized. 

Line coupling transformers reflect proper impedance 
on ALL taps, reducing line reflection. 

Ingenious mounting permits above panel -sub -panel 
or combination wiring -single hole mounting bushing 
permits rotation without disturbing connecting leads. 

MOST SENSATIONAL 
AUDIO DEVELOPMENT 

SINCE the DYNAMIC SPEAKER 
STUPENDOUS! HISTORY MAKING! 
TRU- FIDELITY by THORDARSON. 
For the first time, full range - clear -yes 
PERFECT audio reproduction is available. 
Others have tried, THORDARSON 
has succeeded and brings you laboratory 
perfection in commercial production with 

TRU -FIDELITY. 

Ask your jobber for catalog No. 500 for complete 
listing and data of models, or write factory. 

THORDARSON ELECTRIC 
500 West Huron St., Chicago, Ill., U.S. A,. 

BROADCASTING Broadcast Advertising 
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The DICK TRACY program, 
sponsored by Sterling Prod- 

ucts, Inc,, to advertise "Cal- 

ifornia Syrup of Figs, " is 

the most popular show for 

children on the air today, 
according to a number of 

unbiased radio surveys. 

WBS facilities include: expert production assistance, 

when desired, for program building; station relations 

division, an aid in clearing time; shipping division, for 

punctual distribution of discs; in addition to the 

WBS sound engineers who produce your WBS 

recordings by the Wide Range Vertical process. 

WORLD BROAD 
NEW YORK CHICAGO ATLAN7 
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A major market 

hat was "built to order" 
To promote sales for "California 

Syrup of Figs ", Sterling Products, hic., 
chose a "network" of 13 stations in 
widely- separated major markets. After 

careful deliberation, they picked mar- 
kets where distribution and selling con- 
ditions required forceful radio broad- 
casting. And today they cover exactly 
those markets through the facilities of 

World Broadcasting System. No wasted 
effort-no uneconomical selling activi- 
ties- coverage only where coverage 
counts! ... You can specify practically 
any marketing requirement -and get 
what you want through WBS selective 
broadcasting. A few other examples: 

Drano, 1 station (test in important mar- 
ket); Niagara -Hudson, 7 stations (in- 
tensive New York regional coverage); 
Allis- Chalmers, 17 stations (complete 
farm area coverage); Ford, 200 stations 
(nationwide coverage for dealers) . . . 

In its highly selective marketing, its un- 
limited marketing flexibility, its market- 
ing economy, the WBS method closely 
resembles the tried and true practice 
of setting up your own newspaper list. 
And your WBS recordings - wide - 
range vertical discs made at Transcrip- 
tion Headquarters -are promptly, effi- 

ciently shipped to the stations on your 
selected "network." 

Let us send you, on request, our new illustrated brochure describing 
the scientific technique of putting your program on WBS discs at 

Transcription Headquarters, 711 Fifth Avenue, New York. 

q[STING SYSTEM 
LOS ANGELES SAN FRANCISCO 
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DCA$4oN6 
and 

Broadcast Advertising 
MARTIN CODEL, Publisher 
SOL TAISHOFF, Editor 
F. G. TAYLOR, Advertising Manager 
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Reconstruction Year 
THE NAB has weathered the worst storm of 
a rather squally voyage begun when it under- 
took to navigate in trade association activity 
14 years ago. The industry is still held together 
with a bigger membership than ever before. 
But it is foolish to blind one's eyes in the 
belief that everything is "jake ". There are 
plenty of sorespots remaining, even though 
these were not all apparent on the surface at 
the convention beyond the bolt of Isaac D. 
Levy from the membership. 

Everything depends upon what happens dur- 
ing the ensuing year. The new slate of officers 
looks good. In C. W. "Chuck" Myers, the 
NAB acquires a president who is not inclined 
to indulge in flag -waving. John Elmer, first 
vice president, Gardner Cowles Jr., second vice 
president, and Harold Hough, treasurer, are 
all well - known figures in broadcasting who 
command the highest respect. With the aid 
of the newly constituted board, it is up to 
these men, along with Managing Director 
Baldwin, to dispel the fears and suspicions 
that still prevail within the industry. 

"Ike" Levy's walkout on the NAB was not 
unexpected. He had been threatening it for 
months, and he tried unsuccessfuly to get the 
networks to walk out with him. His single 
membership out of the NAB's 400 won't be 
missed. His entire address, in our opinion, 
was misconceived. He made too many per- 
sonal charges; he became too intense in the 
righteousness of his position, even though 
there was admittedly some semblance of rea- 
son for his opposition to Baldwin. But he dis- 
played doubtful propriety, when, as a member 
of one trade association he urged forming 
another from the rostrum and invited stations 
to bolt the NAB. 

Perhaps Mr. Levy figured there would be 
a stampede to join his organization which 
would, as he outlined it, be all things to all 
broadcasters. We haven't heard of a single 
additional defection. And we predict that there 
won't be another association worthy of the 
name this year. 

Next year it can be another story. The 
major networks realize they need the NAB. 
But so do the independent stations and the 
NAB need the networks. The networks say 
they cannot be expected to remain in the as- 
sociation and take it on the chin at every 
turn, as they did during the last twelve months. 

In retrospect, it now appears that Mr. Levy 
possibly was right in urging the signing of 
the five -year contracts with ASCAP before the 
first of the year; that the industry should have 
stood solid against Warner Bros. on the legal 
promise of ASCAP to guarantee substantially 
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the same catalog; that Warner Bros. have 
been soundly trounced by the networks and 
non -signing stations so far as proving the dis- 
pensibility of their music is concerned; that 
the leadership in copyright, on all sides, has 
been deplorably weak, and that the solution 
of copyright is yet to be found. 

The NAB must be maintained for the larger 
battles of the industry -for copyright legisla- 
tion that will be basic protection against all 
copyright groups; for protection against the 
usual run of Congressional onslaughts upon the 
industry motivated by grasping, self - seeking 
groups; for three -year licenses; for basic re- 
search, and for general development and sta- 
bilization of the industry. 

There is an industry job to be done by the 
new administration of the NAB. The conven- 
tion just ended disclosed a greater awareness 
on the part of broadcasters of their commer- 
cial problems. The quality of men running 
stations has measurably improved during the 
last few years. Such men will not tolerate 
internecine warfare for the mere sake of 
fighting. We look forward hopefully to 1936- 
1937 as the reconstruction year for the NAB. 

Selling Political Goods 
RADIO sells goods - of that there can be no 
doubt - but we've often wondered whether it 
really sells "political goods ". This third party 
movement may really test radio's power as a 

political salesman, for much of it will be 
fought out via the wave lengths. If the Union 
Party is duly registered, the Lemke- O'Brien 
ticket will inevitably rely heavily upon radio 
appeals to the electorate, for one of the prime 
movers in the disaffected third party is the 
extremely radio -wise Father Coughlin. 

Though we hate to see regular program 
schedules so greatly disrupted by political de- 
mands for time, what with Democrats and 
Republicans and Unionists all planning enor- 
mous war chests for the purpose, the stations 
and networks will be obliged to make favor- 
able periods available for these candidates 
and their spokesmen on an equal basis, pre- 
sumably according to their ability to pay. All 
we can say now is we hope the fight from now 
until November, so far as what is said over 
the wavelengths is concerned, is as fair as we 
know the non -partisan broadcasters will be fair 
in their allotments of time. And we hope the 
party leaders don't overlook the fundamental 
fact of radio -that what the American people 
want first of all is entertainment via the loud 
speaker and that the less they disturb regu- 
lar schedules the less resentment they arouse. 

Welcome to Our Home 
OF ALL industries, public utilities and de- 
partment stores need most of all the "come 
in and sit down" intimacy of the fireside to 
develop cordial relations with the public. So 
it was not surprising that the Advertising 
Federation of America sessions in Boston this 
month heard highest praise from highest 
sources in these industries for the efficacy of 
the broadcast message. 

Strangely, both of these branches of the 
nation's commercial life have been slow in 
adopting radio. Though the ice was broken 
long ago, many timid companies still hesitate 
to follow the steps of such successful radio 
users as Macy's, , Bambergers, Gimbels, Mar- 
shall Field and J. L. Hudson, to mention just 
a few department stores; and Cities Service, 
Philadelphia Co., Niagara Hudson Power, 
Rochester Gas and Electric, Lone Star and 
American Gas Association, to mention just a 
few utilities. 

Perhaps the idea can best be expressed by 
a utility advertising executive. Here was the 
closing statement delivered at the AFA utility 
roundtable by Henry Obermeyer, of Consoli- 
dated Edison Co. of New York: "It is my 
opinion, gentlemen, that radio advertising is 
the best available medium for a closer and 
more intimate contact with the consumer." 

Reallocation Hearings I 

HEARINGS that may change the entire tech- 
nical structure of American broadcasting are 
slated before the FCC Broadcast Division in 
October. These are the long- awaited delibera- 
tions in anticipation of a possible general 
broadcast reallocation. 

The FCC is wise in scheduling the general 
sessions. Originally there was sentiment in 
favor of first ordering a reallocation and then 
hearing the complaints. That would be like 
sentencing a man before he had a trial. The 
FCC's decision to follow open hearing proce- 
dure, is the better part of discretion, even 
though the radio law conceivably permits a 
sentence first and a trial afterward. 

The Broadcast Division will take testimony 
on the advisability of realigning the broad- 
casting spectrum; on allowing super - power, 
and on horizontally increasing the powers of, 
stations in the regional and local categories. 
Too much is at stake to undertake a task of 
such magnitude without full, free and con -1 

sidered judgment. 
There are flaws in the present broadcast 

band. Most of them have resulted from politi- 
cal machinations. Broadcasters themselves ill 
many cases are responsible for grants which 
flew in the face of technical regulations and 
engineering limitations. They applied the pres- 
sure that resulted in the destruction of sound 
engineering allocations. The result is far from 
scientific allocations. 

We have confidence in the FCC Engineering 
Department and believe that in whatever rec- 
ommendations it may make as a result of the 
October hearings will be based purely on sci- 
entific conclusions. Broadcasters should be pre- 
pared to make the most of the opportunity at 
the hearings and present data that will help 
in the formulation of a technically perfect 
plan for realignment . of broadcasting, if it is 
concluded a reallocation is necessary. 

BROADCASTING Broadcast. Advertising: 
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CHARLES WILLIAM MYERS 

THIS YEAR organized broadcast- 
ing goes into a "reconstruction pe- 
riod" after a siege of internal 
strife that threatened unity in the 
ranks of the National Association 
of Broadcasters. To lead it out of 
this morass of factional disturb- 
ance, the membership of the NAB 
has called upon Charles William 
Myers, wheelhorse of the associa- 
tion's board of directors for the 
last four years and operator of 
KOIN and KALE, Portland, Ore. 

In electing "Chuck" Myers to 
the NAB presidency, the nation's 
broadcasters chose a man with a 
quarter - century experience in the 
newspaper field and more than a 
decade in broadcasting. They se- 
lected a man who long has com- 
manded the respect and confidence 
of those with whom he has been 
thrown in contact, and whose rise 
in this workaday world has been 
no less spectacular or meteoric than 
the rise of radio itself. 

Chuck Myers was practically 
drafted for the helm of the NAB. 
Even though he declared himself 
not a candidate for the post, a 
stalwart group of friends and ad- 
mirers placed his name in nomina- 
tion. Thus he finds himself at the 
top of the NAB ladder after an 
inconspicuous start at the bottom 
rung. In 1933 he was elected to 
the NAB board following several 
years as a member. He served for 
two years, and then was elected 
second vice president for the 1934- 
35 term. Last year he was elevated 
to the first vice presidency, and 
this year won the presidency. 

The operator of two "average" 
stations, Mr. Myers represents no 
class group in broadcasting. His 
stations are independently owned, 
and are outlets for CBS. He owes 
no allegiance to any class of sta- 
tions and always has been inde- 
pendent in his views. 

Chuck Myers has a whimsical 
sense of humor. It is appropriately 
reflected in the call letters of his 
two stations - KOIN and KALE. 
While he refers to them as a "gag ", 
he neverthless had in mind when 
he devised the call combinations 
that they spelled words and words 
are much more easily committed to 
memory than a series of tongue - 
twisting consonants and vowels. 

Horatio Alger would have found 

an apt subject in Charles William 
Myers. He was born on a farm 
near Muscatine, Ia., on Jan. 25, 
1881, and attended country school 
on a catch -as- catch -can basis until 
he was 13. The only child in the 
farm family, "Chuck" left home at 
19 and took a job in the mailing 
room of the Clinton (Ia.) Herald. 
For seven years he toiled on the 
newspaper, successively serving in 
the circulation department, as cir- 
culation manager, then advertising 
manager, and finally business man- 
ager. 

It was in 1910 that Chuck Myers 
left Clinton for more fertile fields 
and became advertising manager 
of the Bay City (Mich.) Tribune. 
One year on that newspaper con- 
vinced the important Scripps 
League of newspapers that he was 
capable of bigger things and he 
was selected for the advertising 
department of the Des Moines 
News. 

The trek to the country's "last 
frontier ", as Chuck describes it, 
began in 1913, when Scripps as- 
signed him to the advertising 
managership of the Portland 
( Ore.) News. There he served con - 
spicuously for 16 years. The first 
six were as advertising manager 
and the last decade as business 
manager. During that period the 
News increased its circulation 
from 14,000 to 65,000. 

Recognizing broadcasting as an 
important projection of the news- 
paper, Mr. Myers in 1925 organ- 
ized a group of business men and 
established KOIN, himself pro- 
curing a minority interest. Six 
years later, as the station devel- 
oped under his capable manage- 
ment, along with its sister outlet, 
KALE. which was acquired after- 
ward, iMr. Myers left the business 
management of the News to de- 
vote full time to broadcasting. 
Meanwhile he had acquired con- 
trolling interests in the corpora- 
tions operating the two stations. 
He made an affiliation with the 
Portland (Ore.) Journal and the 
newspaper acquired minority in- 
terests in the stations. 

Throughout his broadcasting 
operations his close associate has 
been C. Roy Hunt, general man- 
ager and stockholder of both sta- 
tions. Mr. Hunt's efficient man- 
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PERSONAL NOTES 
WILLIAM S. PALEY, CBS presi- 
dent, and Mrs. Paley sailed July 1 

aboard the Xorma.ndie for a two- 
month sojourn in Europe. 

JAMES C. HANRAHAN, vice presi- 
dent of Continental Broadcasting Co., 
Scripps - Howard Newspapers radio 
subsidiary, has taken offices in the 
National Press Bldg., Washington, 
D. C. Continental headquarters are 
in New York. 

PHILLIP G. HENNESSEY Jr.. 
NBC Washington Attorney, planned 
to spend the second and third weeks 
in July in Nova Scotia with Mrs. 
Hennessey on a fishing trip. 

DR. FRANKLIN M. DOOLITTLE, 
operator of WDRC, Hartford, has 
taken delivery of his new Fairform 
yacht. which he has named Decibel, 
at Jacksonville, Fla., and plans to 
spend his summer vacation by taking 
a cruise with his family and friends 
via the inside route from Florida. 

HAROLD KEHLET. recently with 
Bankers Trust Co., Muskegon, Mich., 
has joined the commercial staff of 
WKBZ, Muskegon. 

DONALD FLAMM, president of 
WMCA. New York, sailed aboard the 
Conte Di Savoia from New York on 
July 2. 

H. A. SEVILLE, formerly a salesman 
of WJEJ, Hagerstown. has joined 
WBAX, Wilkes- Barre, Pa. 

PETER A. KIRKEY has been ap- 
pointed commercial director of CFCO, 
Chatham, Ont., a post formerly held 
by Jack Murray. Ilr. Kirkey was 
connected with CKCL and CKOC. 

RICHARD FISHELL has been pro- 
moted from the special events depart- 
ment of WMCA, New York, to be 
station relations manager for the In- 
ter -City Group. 

EUGENE THOMAS, sales promo- 
tion manager of WOR, Newark, on 
July 3 was promoted to assistant 
sales manager, with his assistant, Jos- 
eph Creamer, succeeding to his post. 

DR. GEORGE HALLEY, has re- 
signed from the sales staff of Affiliated 
Broadcasting Co., Chicago, to rejoin 
KMBC, Kansas City, of which he 
was formerly commercial manager. 
He will be special representative in 
charge of program sales in Chicago. 
KMBC originated Easy Aces, Phe- 
nomenon and other features that lat- 
er went national. 

agement of the stations will en- 
able Mr. Myers to devote consid- 
erable time to NAB affairs. 

Just before Chuck Myers left 
his native Iowa for Michigan he 
married Gertrude E. Nichols of 
Clinton. Both are ardent fisher- 
men and get out to the trout 
streams around Oregon and Wash- 
ington regularly. Chuck also is an 
enthusiastic amateur photographer 
and goes in seriously for color 
movies. For the entertainment of 
his friends, he carried to the Chi- 
cago convention of the NAB sev- 
eral hundred pounds of equipment 
and films and put on his own 
movie show. Mrs. Myers, a gifted 
writer and composer, conceives the 
titles for the movies. Many of her 
compositions have been heard on 
network and local productions. 

The Myers reside on a beautiful 
estate on the outskirts of Portland. 
Mr. Myers is a Mason, Shriner 
and Jester, the last named an 
honorary Shrine organization. He 
is a member of the Portland 
Chamber of Commerce, the Adver- 
tising Club and other civic clubs 
of the city. He attends the Pres- 
byterian church. 

EARLE C. ANTHONY, owner of 
KFI and KECA, Los Angeles, accom- 
panied by Mrs. Anthony and their 
guest George McManus, cartoonist, 
sailed June 29 from Seattle, Wash., 
on a six -weeks cruise of the British 
Columbia coast. He chartered the 
150 -ton British Columbia yacht Yorsì 
for the outing. 
MERLE JONES, regional sales man- 
ager of KMBC, Kansas City. re- 
signed early in July to become assist- 
ant to James D. Shouse, newly named 
manager of KMOX, St. Louis. 

BEHIND 
THE MICROPHONE 
TED MALONE, production man of 
KMBC, Kansas City, who is author 
of the Phenomenon series of drama- 
tizations of the power industry now 
being transcribed by AMP for local 
public utility sponsorship, had his 
Between the Bookends program re- 
turned to CBS starting July 13, to 
be heard Mondays through Fridays, 
2 -2:15 p. m., EDST. 
LLOYD GRIFFIN is the latest ad- 
dition to the Chicago CBS announc- 
ing staff. He began his broadcasting 
schedule at WBBM June 28. 
MARCUS BOYDEN, chief announcer 
and continuity director of WKBZ, 
Muskegon. Mich., was married in June 
to Miss Margaret Snyder of that city. 
TRUMAN BRADLEY, who has been 
a WBB\I. Chicago, announcer since 
the 1935 Worlds Series baseball games, 
became news commentator of that sta- 
tion on June 30. He helped Boake 
Carter, WTAM, Cleveland. for CBS. 
and Quin Ryan, WGN, Chicago, for 
MBS. in pre -game color descriptions 
of the game setting in Detroit in 1935 
under the sponsorship of the Ford 
Motor Co. 

ROBERT WALDROP, former NBC 
San Francisco announcer now at Ra- 
dio City, and Irvin Kennedy, tenor, 
drove across the continent to spend 
their vacations in San Francisco. 
KENNETH BAXTER, blind an- 
nouncer of KIRO, Seattle, prepares 
announcements and commercials on a 
braille typewriter. Seated before the 
microphone, he runs his fingers over 
the characters as he announces his 
program. 
KEN McCLURE, news editor of 
WOAI, San Antonio. was one of the 
speakers July 1 at the official open- 
ing of the Pan- American Highway at 
Laredo, Tex. 
DON LOGAN, continnity writer and 
vocalist at KROW, Oakland, Cal., 
has been made radio editor of the 
Oakland Post - Enquirer. during the 
five weeks vacation of Paul Nathan, 
RUSS LAMB, formerly of KFJZ, 
Fort Worth, has joined the annonne- 
ing staff of WBAP, that city. 
EDWARD KRUG, announcer of 
WCAU, Philadelphia, is the father of 
a baby girl born in June. 
BETTY HUDSON, fashion commen- 
tator of WJSV, Washington, will sail 
for Paris in August to review fall 
and winter fashion openings. 
CLAUDE SWEETEN, musical diree 
for of KFRC, San Francisco, is the 
father of a boy, Michael Andre, born 
June 21, in that city. 
BOB BENCE, chief announcer at 
KFRC, San Francisco, and Murray 
Bolen, station studio engineer, have 
teamed up for The County Fair, which 
is broadcast over 8 CBS - Don Lee 
network stations, Fridays, 8:30 -9:00 
p. m. (PST), under sponsorship of 
Golden Glow Brewing Co., San Fran -. 
cisco. 

SIDNEY P. MORSE, radio artist 
agent of Chicago, has joined the Wil- 
liam Morris Agency to handle local 
and national talent and shows. He 
takes with him Helen Bartush, Carol 
Whamond, Lona Terry, Honey Silver 
and other acts he has been handling, 
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GEORGE D. HAY, veteran announ- 
cer of WSM, Nashville, known as the 
Solemn Old Judge, was appointed a 
Texas Ranger by the Governor of 
Texas, and was also made an hon- 
orary deputy of Fort Worth, while 
opening the WSM exhibit known as 
the "Texas- Tennessee Hall of He- 
roes" at the Centennial. 
RUSSELL BAKER, announcer of 
WOW, Omaha, for two years, re- 
signed July 1 to join a dramatic com- 
pany playing in Colorado towns. 
LLOYD GRIFFIN, formerly with 
KYW and the old WIBO, Chicago. 
and during the last year with WLW, 
Cincinnati, and WXYZ, Detroit, on 
June 28 joined the announcing staff 
of WBBM, Chicago. 
ED CURTIN, NBC press department 
in Radio City, went to Plattsburg, 
N. Y., for two weeks' training in 
June with the army reserve corps, 
in which he bolds a commission. 
Upon completion of this training as- 
signment he joined Mrs. Curtin and 
sailed to Bermuda for another two 
weeks before returning to New York. 
JOHN ECCLES, chief announcer of 
WIR, Detroit, commutes to New York 
weekly to announce the Ferde Grofe 
transcription series for Ford Motor 
Co. 
DAVE DRISCOLL, who has been 
doing Transradio news broadcasts 
over WOR, Newark, has been added 
to the WOR special features depart- 
ment. 
HERMAN NEUMAN, musical direc- 
tor, WNYC, New York City munici- 
pal station, is on a three -month leave 
of absence to study radio education 
in Europe. He will conduct concerts, 
of American music, in several foreign 
capitals. 
J. DONALD WILSON in June be- 
came narrator for the His Strange 
as It Seems program on the Don Lee - 
CBS network on the West Coast as 
a live talent program and in the East 
via transcriptions for Ex -Lax. 
EARLE KALUSCHE, program di- 
rector and chief announcer of KFRO, 
Longview, Tex.. was married June 16 
to Miss Marie Hammons, of Jackson, 
Miss. Jack Bonner, local minister 
who takes the role of the "Friendly 
Old Commentator of KFRO ", per- 
formed the ceremony. 
HARRY PECK. announcer and news- 
caster of KFBI, Abilene, Kan., was 
married June 20 . to Miss Susan 
Smothers, of Abilene. 
MAURICE CONDON, formerly con- 
tinuity director of WGAR, Cleveland, 
returned to the station on July 1 after 
several months of free lance radio 
writing and announcing in Chicago 
and St. Louis. Hal Hubert, WGAR 
announcer, resigned from the station's 
program staff to accept a position with 
The Great Lakes Exposition Radio 
staff. He assumed his new duties on 
July 10. 
W. J. COSTELLO. formerly of 
KGVO, Missoula, Mont.. has joined 
the announcing staff of KFBB. Great 
Falls, Mont. 
CARLOS BORCOSQUE, Hollywood 
Spanish language reporter, will soon 
add broadcasting to his activities. For 
many years Borcosque has acted as 
Hollywood reporter for leading news- 
papers of Latin America. He recently 
signed a contract with Broadcasting 
Abroad, Ltd., New York transcription 
company, which states that a sponsor 
has been secured for the first series 
of 26 programs which will be shortly 
released throughout Latin America. 
JOHN HAYES of WNCW. Newark, 
is writing a novel on radio to be 
titled "Both Sides of the Mike ". 
ELWYN QUINN, of Idaho Falls. Id., 
has joined the announcing staff of 
KDYL, Salt Lake City. 
EUGENE STEPHEN HALEY, 21 
year old page boy in the NBC stu- 
dios in New York, is author of a his- 
torical radio play "Storming of the 
Bastille'. which the NBC -Blue carried 
on Bastille Day, July 14. 

Yarmouth Outing 
INTERNATIONAL RADIO 
CLUB of which Jack Rice, 
Florida ex- broadcaster, is the 
major - domo, will hold its 
1936 meeting at Yarmouth, 
Nova Scotia, Aug. 24 -28. 
There will be an election of 
officers, according to Mr. Rice. 
The last party was held in 
Havana last winter. 

HOWARD WAY, musician, composer 
arranger and one of radio's first con- 
tinuity writers, was added to the Tex- 
as Centennial Exposition radio staff 
this month to write and produce a 
series of half -hour variety shows to 
be offered transcontinental networks 
on a sustaining basis. 
MARY CARSON. assistant program 
director of WIP, Philadelphia. has re- 
signed. Her place was taken by Mar- 
garet Hanley of the publicity staff. 
Joe Weeks, formerly of WIP, who 
recently joined the announcing staff 
of WGN, Chicago. is back at WIP. 
HAROLD ISBELL, who appears in 
the Broadcast Rhgmster programs on 
WBBM, Chicago, is teaching three 
classes in radio production, writing 
and marketing this summer as head 
of the radio division of the speech 
courses at Northwestern University. 
LOIS LAVERS. for the last 18 
months in the continuity department 
of KFRC in San Francisco, has re- 
signed effective July 15. 

JENNISON PARKER. well - known 
Pacific Coast script writer, who re- 
cently returned to San Francisco from 
the East where he appeared on the 
Rudy Vallee show and with the Al 
Pearce Gang. has joined KFRC. in 
that city. as comic and continuity 
writer. Parker is also preparing a 
series of scripts for Al Pearce's use 
this fall when he returns to the air 
under sponsorship. 
RICHARD HOLMAN. former pro- 
gram director of KYA. San Francisco 
and now writing and acting in the 
Cub Reporter serial for MacGregor 
& Sollie Inc., Hollywood transcription 
producers, and Miss Ruth Fisher of 
San Francisco, eloped to Ynma. Ari- 
zona and were married on July 6. 

DONALD (IURRLIN. after a tonsil 
operation which kept him away from 
his duties more than two weeks. has 
returned to the KSFO, San Fran- 
cisco. announcing staff. 
RALPH EDWARDS. for the last six 
months on the announcing staff of 
KFRC. San Francisco. resigned effec- 
tive Jnly 15 and leaves this month for 
New York. His successor at KFRC 
is Tobe Reed who has been relief an- 
nouncer for the past couple months. 
LESTER GOTTLIEB, publicity di- 
rector in New York for the Mutual 
network. on July 12 was married to 
Miss Henrietta Wiston of Cincinnati. 
They are honeymooning in Atlantic 
City. 
*ED BERMAN. formerly the Globe 

Trotter for the Oakland (Cal.) Post - 
En.quirer. on KSFO. that city, has 
been added to the announcing staff 
of KROW's auxiliary studios in San 
Francisco. He succeeds Bert Winn. 
trnnsferre'l to the main studios of 
KROW. Oakland. in a similar canac- 
ity. Mercedes Prosser has been added 
to the station's nrodnetion deportment 
as assistant to Scott Weakley. KROW 
production manager. 
El) FRANKLIN. for the past two 
years on the announcing- production 
staff of KIES. San Francisco. has 
been appointed program director of 
the station, succeeding Frank Cope, 
who resigned to join NBC July '1 in 
that city as western division produc- 
tion manager. Franklin's apnoint- 
ment was announced by Harry Wick- 
ersham. production manager. 

FAIR MANAGER -To the gallery 
of portraits of women station man- 
agers published in our July 1 is- 
sue should be added that of Mrs. 
W. J. Virgin, for the last ten years 
owner - operator of KMED, Med- 
ford, Ore., whose picture arrived 
too late for inclusion. 

BILL DAVIDSON, writer and pro- 
ducer at KFRC, San Francisco, has 
been made assistant production man- 
ager of the station, succeeding Arnold 
Maguire, who resigned to join NBC 
in that city as a producer. Davidson 
has been associated with KFRC for 
one year, coming from the Don Lee 
network station, KHI in Los Angeles. 
where he appeared in dramatic pro- 
ductions. 

CHET CATHERS. formerly program 
director of KOMO and KJR. Seattle, 
Wash., has moved to San Francisco 
where he plans to continue his radio 
activities. 
LUCY CUDDY. at oue time dramatic 
producer at KFRC. San Francisco, 
has been appointed head of the dra- 
matic production department of KSFO 
in that city. George Robinson and 
Arthur Devine have also been added 
to the staff of KSFO as junior an- 
nouncers. 
CLIFF ENGLE and Dick Ellers, 
NBC announcers in San Francisco. 
proved their versatility on June 28 by 
oualifying as first rate smoke eaters. 
Stopped by a highway brush fire near 
Redwood City, Cal., while returning 
to the studios. both Engle and Ellers 
were pressed into service as fire fight- 
ers. A bit mussed up. they returned 
to the studios just in time to take 
over their air assignments. 
PAT KELLY. on the production staff 
of NBC in San Francisco since 1930. 
resigned July 15 and after an ex- 
tended vacation will announce his 
new affiliation. 

FRANK MANOV. new to radio. has 
joined the announcing staff of KRE. 
Berkeley. Cal. He succeeds George 
Stuart who resigned to become an- 
nouncer- operator at KJBS. San 
Francisco. 
HERB LEWIS has been shifted from 
the announcing - operating staff of 
KJBS. San Francisco, to KQW, San 
Jose. Cal. 

CLINTON (Buddy) TWISS, NBC 
announcer in San Francisco, will be- 
come commentator for the Langen- 
dorf Pictorials during the six weeks 
vacation of Rush Hughes which 
starts July 18. The quarter hour 
feature, sponsored by - Langendorf 
United Bakeries; Inc.. is heard over 
4 NBC -KPO stations five days weekly 
at 3:45 p. m. (PST). 
MARJORIE GIBSON, girl announcer 
of WLS, Chicago, is spending part of 
her vacation having her tonsils. re- 
moved. - _ 

KNX Transfer 
(Continued from page 20) 

mated that in 1936 the earnings 
would reach $200,000. 

Mr. Klauber testified that CBS 
has found from experience that it 
is beneficial to own local outlets 
in major cities which serve as pro- 
gram originating points for the 
network. KNX, he brought out, 
would be the nucleus of the CBS 
expansion on the Pacific Coast. He 
explained that CBS intends to es- 
tablish Pacific Coast headquarters 
under Vice President Thornburgh 
and originate many pr o g r a m s 
from Los Angeles. He brought out 
also that the existing CBS arrange- 
ment with Don Lee Broadcasting 
System is unsatisfactory, since 
CBS does not have its own organi- 
zation on the Coast and has been 
dependent upon Don Lee for prac- 
tically all service. 

Use or Coast Talent 

REGARDLESS of whether the 
FCC permitted CBS to take over 
KNX, he testified, the network in- 
tended to build an organization on 
the Coast both to serve the listen- 
ers in that area and to tap the 
talent and other resources of the 
Coast. He said CBS will set up a 
complete sales program, sales pro- 
motion and publicity organization 
under the direct management of 
Mr. Thornburgh and the supervi- 
sion of New York headquarters. 

Mr. Klauber emphasized that 
CBS endeavors to keep the local 
identity of the stations it owns and 
operates. These stations, he said, 
usually are placed under the man- 
agement of an individual who be- 
comes the head of the subsidiary 
corporation. All matters of civic 
welfare, local causes and civic bet- 
terment are espoused by such sta- 
tions, he said. 

Questioned by CBS counsel, 
Duke M. Patrick, Mr. Klauber de- 
scribed the program policies of 
CBS. He brought out that these 
bar advertising of laxatives, de- 
pilatories, deodorants and similar 
products which are not construed 
to be in good taste. Moreover, he 
said, definite rules have been set 
up covering broadcasting of chil- 
dren's programs. 

Mr. Runyon testified he felt the 
KNX purchase was a good one for 
CBS not only from the standpoint 
of the network 's development 
plans on the Coast but also as an 
investment. He said he advised 
acceptance of the purchase after 
making a thorough -going analysis 
of the financial structure. He cor- 
roborated Mr. Klauber's testimony 
concerning desirability of having 
ownership of a local station as the 
nucleus of the network expansion. 
Among other things, he brought 
out, a network requires the same 
sort of staff used by a station and 
that it is good economy to operate 
a station along with the network 
activities. He said the CBS staffs 
on the Coast would be augmented. 

George P. Adair, senior engi- 
neer of the FCC Broadcast Sec- 
tion, testified that the KNX esti- 
mate of the value of its transmit- 
ter and studios, placing it at $167; 
982, was a reasonable one. Of 
this, he said $15,000 represented 
cost of the antenna. He estimated 
the depreciated value of the equip- 
ment and studios at $63,762, and 
the replacement value at $115,000 
for the transmitter and $4,900 for 
the antenna. 
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FRAME YOUR SALES PICTURE 

WITH DOLLARS 
Only KDKA covers the complete Pittsburgh 
market - the tri -state area. And today there is a 
greater demand for goods than in years due to re- 
construction activity. There's your sales picture. 
Let KDKA give it a handsome frame of profits. 

NBC Blue Network KDKA PITTSBURGH 
Completely programmed by NBC 
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New York, Capital Fete 
WSB Scholastic Group 
TWENTY children, winners among 
Georgia's 300,000 grammar and 
high school enrollment, were guests 
of the Atlanta. Journal School of 
the Air the second week in July 
on a trip to Radio City in New 
York and to Washington headed 
by Louis T. Rigdon, of the staff 
of WSB, Atlanta, who founded and 
conducts the . school, and accom- 
panied by Mrs. Rigdon. Each of 
the children won a scholarship to 
a Georgia college or university in 
district contests during the last 
year covering declamation, recita- 
tion, piano, voice, violin, etc. 

In New York they were greeted 
by NBC officials and in Washing- 
ton they were welcomed by FCC 
Commissioner E. O. Sykes, himself 
a Southerner from Jackson, Miss., 
after which they visited the White 
House. WSB conducted the con- 
tests in cooperation with WMAZ, 
Macon; WTOC, Savannah, and 
WRDW, Augusta. 

Wow 
WOW not only are the call 
letters of an Omaha station, 
but they spell the name of a 
race horse recently acquired 
by an Omaha sportsman. 
The station, incidentally, has 
just closed the broadcast 
season for the local Ak -Sar- 
Ben races, sponsored by the Fontenelle Brewing Co. 
Michael Mahoney, WOW 
handicapper, had an excep- 
t i o n a l season for picking 
winners. 

UNIVERSAL Radio Features is a 
newly organized concern in San Fran- 
cisco which is servicing radio news 
and program schedules to newspapers. 
Headed by Richard F. Guggenheim as 
president and general manager, the 
organization sponsors the copyrighted 
feature known as the "Radio Chart" 
which is a differentiated classifying 
system of program schedule presenta- 
tion. A radio program production 
and continuity department will short- 
ly be added, according to Guggenheim. 

Transradio Press Plans 
Facsimile News Service 
TRANSRADIO PRESS SERVICE 
launched a drive for regular com- 
mercial broadcasts of news by fac- 
simile during the NAB convention, 
with Herbert Moore, its president, 
predicting that facsimile broad- 
casting will be inaugurated well 
before the first of the year. 

A model home facsimile receiver 
was demonstrated in Transradio's 
fully equipped newsroom exhibit. 
The system demonstrated was that 
being introduced by Fultograph 
Inc., 342 Madison Ave., New York, 
and invented by Capt. O. Fulton, 
British inventor who asserts that 
his 60 -pound transmitter -scanner 
unit can be built for less than 
$5,000 and can be attached to any 
regular broadcast transmitter re- 
gardless of wave length. 

Steadily increasing demand for 
news broadcasts was reported by 
Mr. Moore, who stated that Trans - 
radio now serves more than 260 
stations in 46 states. 
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DON LEE 

KGB's popularity among listeners 

is constantly reflected in substan- 

tial budget increases by advertisers 

who have learned how to reach 

and Jell San Diego buyers ... For 

bettet results include KGB in your 

next Pacific Coast spot campaign. 

BROADCASTING SYSTEM 

Los Angeles Office, 1076 West 7th Street - 
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Ohio Applications 
Prove Conflicting 
Examiners Urge Denial Scripps 
Petitions on Money Grounds 
DENIAL of the applications of 
Continental Radio Co., Scripps - 
Howard Newspapers subsidiary for 
new local broadcasting stations in 
Toledo and Columbus, O., was rec- 
ommended to the FCC in separate 
examiner's reports made public 
June 29. In both cases the exam- 
iners, among other things, found 
that Continental was not financial- 
ly qualified to operate the stations. 
This provoked considerable sur- 
prise, since Continental is a 100% 
subsidiary of Scripps - Howard 
newspapers, which publish 24 news- 
papers throughout the country. 

The Toledo application sought 
assignment on 1200 kc., with 100 
watts power, daytime. In his re- 
port Examiner P. W. Seward raised 
a question about an item of $127,- 
000 in the Continental financial 
statement designated as "good- 
will". Moreover, the examiner held 
no need for additional service had 
been shown, and that objectionable 
interference would result. Com- 
munity Broadcasting Co. also has 
applied for the same facilities in 
Toledo, as has the U. S. Broad- 
casting Co. The latter, however, 
has not been heard. 

WALR Recommendation 
IN A REPORT made public July 
11, Examiner Ralph L. Walker 
recommended to the FCC that it 
either revoke its order of Sept. 25, 
1934, granting the application of 
WALR, Zanesville, O. to move to 
Toledo or modify that order so 
as to permit the operation of the 
station in Toledo during daylight 
hours only. WALR operates on 
1210 kc., with 100 watts, unlimited 
time. Examiner Walker brought 
out that the two pending appli- 
cations for stations in Toledo seek 
the 1200 kc. assignment and that , 

in event WALR moves to that 
city, the granting of these applica- 
tions would be precluded because 
objectionable interference would 
result. 

In another report, made public' 
July 11, Examiner Walker covered 
the application of the Community 
Broadcasting Co., for a station on 
1200 kc., with 100 watts, daytime, 
in Toledo. He recommended that 
in the event the applications of 
WALR and of Continental are de- 
nied, then the Community applica- 
tion should be granted. 

In the case of the Columbus ap- 
plication, seeking a station on 1310 
kc., with 100 watts, full time, Ex- 
aminer Robert L. Irwin, also raised 
the question about the $127,000 
"good -will" item. He held the ap- 
plicant was legally, technically and 
financially qualified to construct 
the station, but it is not shown 
that it is "adequately financed to 
successfully operate the station." 

Beyond this, Examiner Irwin 
concluded it was not shown that 
there is need for the new station's 
service and that interference would 
result to certain stations. In this 
case also there is the competitive 
application of U. S. Broadcasting 
Co., which has not yet been heard. 

It was indicated that motions to 
remand the cases to the examiner 
for the taking of additional testi- 
mony will be made by Continental, 
particularly to clear up the ques- 
tion of financial responsibility of 
the company. 
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From EVERY point of view, WLW is 

one of the Nation's outstanding 

broadcasting stations. 

From EVERYpoint of view of WLW's 97 

national advertisers, however, it 

is the key avenue to sustained 

and additional sales throughout 

the wide and wealthy "LAND OF 

THE NATION'S STATION ". 

T H E C R O S L E Y R A D I O C O R P O R A T I O N C I N C I N N A T I 
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sells all things to 
all men in the South 

I T may seem a far cry from the country cross roads mer- 

chant to the executive in a sophisticated urban depart- 
ment store. Grocers, Druggists and Automobile dealers may 
seem faced with selling problems as widely diverse as the poles. 
An agent for Motor Oil and Gas would hardly parallel merchan- 
dising experiences with the president of a famous work garment 
factory. Their consumers differ as greatly as their products. 
Yet they must all find a means of moving goods. 

And the fact that WSM has proved itself the most efficient and 
economical selling aid to so varied an array of industry lends 
itself to an unmistakable conclusion! 

WSM SELLS ALL THINGS TO 

ALL MEN IN THE SOUTH 

Wise advertisers will also take note of the fact that the South 
is the Nation's fastest growing section. 

lou R'ATTS V 
National Representatives, Edward Petry & Co., Inc. 

Owned and Operated by 

THE NATIONAL LIFE & ACCIDENT INSURANCE CO. 
ncorporated 

Nashville, Tennessee 

Broadcast Income 
Decreased Slightly 
In Seasonal Trend 
National Nonnetwork, Regional 
Network Records Increase 
BROADCAST advertising in May 
totaled $8,545,594, showing a drop 
of 3.2% from April, the usual sea- 
sonal trend. Regional network and 
national non - network advertising 
rose, contrary to the usual season 
downswing, while local broadcast 
advertising declined instead of ris- 
ing as usual. 

Non -network advertising gained 
2.3% in May, due to a national 
non- network increase of 5.1 %. Lo- 
cal station volume showed the most 
pronounced gain, increasing 14 %, 
while clear channel non - network 
volume declined slightly. Non -net- 
work advertising on the Pacific 
Coast showed the greatest gain 
over April while that in the South 
declined the most markedly. 

The outstanding development of 
importance in the rendition field, 
was . an increase of 21.4% in na- 
tional live talent volume. Local 
non - network advertising by type 
of rendition remained practically 
unchanged from the preceding 
month. 

Financial Sponsors 
PRINCIPAL gains for May in- 
cluded: In the national network fi- 
nancial advertising; national non - 
network soap, radio, tobacco and 
food volume; regional network to- 
bacco and beverage sponsorship; 
local gasoline and accessories, 
drugs, and beverages. 

Broadcast advertising recorded 
a somewhat greater gain in May 
as compared to the corresponding 
month of 1935 than was the case 
in April. The May increase over 
the same month of last year was 
13.2% as against 9.5% in April. 
Regional network and national non - 
network volume continued to reg- 
ister the most marked increases. 
National magazine advertising con- 
tinued to gain more rapidly than 
radio, rising 19.0% above the pre- 
vious May's level. 

Non - network advertising as a 
whole rose 17.7 %. The most marked 
gain occurred in the local station 
field, where non - network volume 
increased 53.5% over the preceding 
May. Non -network business in the 
South gained 41% as compared to 
last year, while New England - 
Middle Atlantic volume alone de- 
clined, dropping 3.8 %. 

A material increase was regis- 
tered in the national field by both 
transcriptions and live talent busi- 
ness, the latter after several 
months of comparative sluggish- 
ness. In the local field, transcrip- 
tion volume continued to exceed 
last year's level to a material de- 
gree. Announcement volume de- 
creased both locally and nationally. 

Broadcast advertising by various 
sponsoring groups was generally 
strong when compared to last May, 
few declines of importance taking 
place. National network drug, food 

THE SOBY YARDSTICK 
OF AUDIENCE VALUE 
Impartial and comparable data about 
the size and location of the audience 
of radio programs and stations. 

Write for information and prices. 
BENJAMIN SOBY ANI) ASSOCIATES 
1023 Wallace Ave. Wilkinaburg, Pa. 

P. O. N. Spreads OverEast 
In Extensive Campaign 
CHRISTIAN F E I G E N S P A N 
BREWING Co., Newark, (P. 0. 
N. beer) in addition to using a 
six -weekly program on a three - 
station network (WMCA, WNEW, 
WAAT) and a nightly sports pro- 
gram on WOR is using programs 
on 15 other stations in New Eng- 
land, New Jersey and New York 
plus the Yanleee network. The 
complete schedule follows: 

WHOM. Jersey City has quarter - hour 
programs in Jewish, Polish, German, and 
Italian, a total of 12 programs each week, 
three in each tongue; WCAP, Asbury Park, 
N. J. has three announcements Mondays 
through Fridays, at various times; WBRB, 
Red Bank, N. J., two announcements daily, 
Mondays through Saturdays; WPG, Atlan- 
tic City, Transradio news Mondays through 
Saturdays, 12 -12:15 noon, with special 
news flashes throughout the day; WCAM, 
Camden, Mondays through Fridays with 
15- minute organ recitals; WTNJ, Trenton, 
four announcements a day, two daytime, 
two at night, five days a week. WICC, 
Bridgeport, Town Topics, 150 word an- 
nouncements, twice a day, six days a week, 
and 100 - word announcements hefore and 
after news reports seven days a week; 
WDRC, Hartford, three 15 minute tran- 
scriptions, Tuesdays, Thursday and Satur- 
day mornings; WNAC, Boston, Shopping 
Around the Town, 150 word announce- 
ments, participation program, six days a 
week. Yankee network news hroadcast, 
100 -word announcements, once daily, seven 
days a week; WORC, Worcester, one - 
minute announcements, Mondays through 
Saturdays, in the morning; WLBZ, Ban- 
gor, Me., 200 word announcements, five 
days a week ; WCSH, Portland, Me., same 
schedule as WLBZ; WNBF, Binghamton, 
five minute hroadcast featuring Letita Lyon 
every morning, five days a week; WSYR, 
Syracuse, news program, 7:30 -7:40 a. m., 
Mondays through Saturdays; WEAN, Prov- 
idence, 150 -word announcements in Around 
the Town participation program, six days 
a week. 

and housefurnishing volume, na- 
tional non - network clothing, bev- 
erage and confectionery advertis- 
ing and local drug and pharma- 
ceutical advertising constituted the 
principal declines. On the other 
hand important gains were experi- 
enced in all phases of automotive 
advertising, in national network 
beverage, confectionery and tobac- 
co business, regional network ac- 
cessory and gasoline, food, bever- 
age and soap advertising, national 
non -network gasoline, drug, food . 

housefurnishing and tobacco vol- 
ume and in local beverage and fi- 
nancial advertising. 

Income for five months of 193E 
follows: 

Cumulative 
May Apre7 Jan. -May 

Nat. Net__$4,445,346 $4,830,251 $24,202,21: 
Reg. Net__ 124,648 113,647 538,61; 
Nat.Nonnet 2,035,680 1,937,800 9,644,031 
Local 1,939,920 1,947,790 8,499,591 

Total____$8,545,594 $8.829,488 $42,884,441 

WWNC 
ASHEVILLE, N. C. 

Full Time NBC Affiliate 1,000 Watts 

Asheville's 
Biggest Summer 

Business in Years! 

THOUSANDS here from 
everywhere. And the trade 
stimulus from this increased 
tourist population will be felt 
for many weeks to come. Rush 
your sales messages over 
WWNC - and "cash in "! 
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T HAT'Swhere these great National 

Broadcasting Company outlets 
carry the sales drives for spot and local 

advertisers. Nine rich markets stretch- 

ing out, and these stations are just the 

clubs you need to send your story 

"straight to the pin." 

If you are an advertiser bent on 

cracking par over local sales courses, 

select your stations with care. These 

listed have topflight rankings- they 

are powered with all the prestige of 

the world' s largest radio organiz ilion. 

These are the stations. . . the pick of the pack: 

NEW YORK 

WEAF . . 50,000 watts 

WJZ . . . 50,000 watts 

THE GREAT NORTHEAST 

WGY . . . 50,000 watts 

NEW ENGLAND 

W BZ- W BZA 
51,000 watts 

NORTHERN OHIO 

WTAM . . 50,000 watts 

DISTRICT OF COLUMBIA 

PITTSBURGH AND THE 

TRI -STATE MARKET 

KDKA 50,000 watts 

CHICAGO 

WMAQ . 50,000 watts 

WENR . 50,000 watts 

DENVER AND THE 

ROCKY MT. REGION 

KOA . . 50,000 watts 

SAN FRANCISCO 

WRC . 1000 -500 watts KGO . . 7,500 watts 

WMAL . 500 -250 watts KPO . . 50,000 watts 

Completely Programmed by NBC 

{ For full information about one or all of these stations, contact the one nearest you. Each 
station represents every other station, and the sales offices of NBC represent them all. 
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GOLD 
STARS! 
Out of a clear sky comes 
this very much appreciated 
comment from a well known 
New York radio executive: 

"I want to thank you and 
congratulate you f or an 
hour of exceptionally good 
radio entertainment. 
"I was driving through the 
Pennsylvania mountains on 
Memorial Day and heard 
your hour program, over 
my car radio, dedicated to 
the Fifth Anniversary of 
your joining the Columbia 
Network. 
It was a swell show, bril- 

liantly conceived and per- 
formed. In fact, if a copy 
of the continuity is avail- 
able, I would like very 
much to have it. 
"Everybody who had a 
hand in the show deserves 
a couple of gold stars." 

First of all, this letter indi- 
cates a most important cov- 
erage fact -that WWVA 
can be heard in the Penn- 
sylvania mountains, a very 
difficult area to penetrate. 
Second, it emphasizes our 
program policy of original 
radio showmanship -a fac- 
tor which has attracted an 
enormous WWVA follow- 
ing. 
NOW is the time to select 
your choice times for that 
coming fall and winter ra- 
dio campaign. 

West Virginia 
Broadcasting Corp. 

Hawley Building 
WHEELING, W. Va. 

Representatives: 
J. II. McGILLVRA 

485 Madison Ave.. New York 
JOHN KETTLEWELL 

Palmolive Bldg., Chicago 

Columbia Station 

5,000 WATTS 

WWVA 
1160 KILOCYCLES 

4 

BurkeBoyce,FrankChase 
Aid Federal Workshop 
BURKE BOYCE, 
former continuity 
director of NBC, 
and Frank Chase, 
formerly pro- 
gram manager 
of the NBC tran- 
scription depart- 
ment, on July 6 
joined the WPA 
Radio Workshop 
staff, now offer- Mr. Chase 
ing a special course in radio tech- 
nique in cooperation with New 
York University. William Dow 
Boutwell, director of the educa- 
tional radio project for which 
$75,000 in federal relief funds were 
allocated and which is now head - 
quartering in New York, announced 
that Mr. Boyce will supervise script 
writing and Mr. Chase will super- 
vise production and program build- 
ing, each directing groups of stu- 
dents. The students are drawn 
from college, university or school 
employes already engaged in cre- 
ating and producing educational 
radio programs. 

WBBM Moves Studios 
FOLLOWING an overnight move 
of the entire WBBM program of- 
fices, construction began July 7 on 
studio No. 9 and CBS Chicago ex- 
ecutive offices, two units in the 
complete rebuilding of the Chicago - 
CBS studios. Plans call for the 
completion of the offices and two 
new studios before the fall radio 
season begins. Complete rebuild- 
ing of the present Wrigley building 
studios will follow. Work also has 
begun within a week on the new 
400 seat WBBM Air Theater to be 
located on the first floor of the 
Wrigley building. Contracts have 
already been signed for several 
large local audience shows to make 
their debut in the theater before 
October 1. 

ANDREW LOVE, NBC continuity 
editor in San Francisco, will give 
a course in radio continuity writ- 
ing at the University of California 
Extension Division, that city, start- 
ing September 16. First of its 
kind to be included in the exten- 
sion curriculum, the course will 
cover all phases of radio continuity 
writing. 

0605 News Reporter 

1-46%,T. 

th 
in 

Nationwide 
Radio Guide Poll 
Julian Bentley, WLS News Reporter, is 6th among 
all news commentators in Radio Guide's Annual 
Nationwide Listener Vote - 1st among single - 
station newscasters. Only Lowell Thomas, Boake 
Carter, Edwin C. Hill, Walter Winchell and Jimmy 
Fidler led him. 

Bentley's only work is on WLS - his broadcasts 
daytime exclusively. His standing is a tribute to his 
own ability and to the loyalty of the WLS audience. 

His commercial record rivals his popularity. One 
advertiser has used announcements in conjunction 
with WLS newscasts three years; another, four 
years. One period is available now. Ask about it. 

Wifs, 
THE PRAIRIE FARMER STATION 

50,000 Watts 870 Kilocycles 

Burridge D. Butler, Pres. Glenn Snyder, Mgr. 
C H I C A G O National Representatives: John Blair and Co. 

PAYMENT OF BILLS 
Credit Bureau OfficiaÍs Find 
-Radio Best Medium 

Credit Experts Credit Radio 

RADIO is the best medium foi 
promotion of credit bureaus, ac 
cording to two credit managers of 
Pittsburgh department stores, Col Franklin Blackstone (left), of 
Frank & Seder, and Leon Mich 
aels, of the Harris Stores. 

In a joint talk delivered over 
WOW during the recent Nationa 
Retail Credit Association Conven 
tion, Omaha, Col. Blackstone said 
"Mr. Michaels and I believe tha 
broadcasts are not only helpful it 
selling, but impress upon individ 
uals the value of paying bill. 
promptly to create and maintain 
good credit rating that will b 
helpful in time of necessity." 

Mr. Michaels said: "I am con 
vinced that radio is the best me 
dium for publicizing our credi 
bureau. It does more to make cus 
tomers realize the value and ne 
cessity of maintaining a good credi 
rating than any other means a 
tempted." 

Speaking of new business, Mr 
Michaels stated: "An actual tes 
conducted by Harris Stores proved 
its real value. Of a number of cus 
tomers who came in and obtainer 
new accounts, radio brought it 
8% more customers than newspa 
pers." 

Studios in San Francisco 
BeingRemodeled byNB(. 
MODERNIZATION of all techni 
cal equipment in the San Francisc 
headquarters of NBC is under way 
New microphones, new amplifiers 
a new mobile unit and other typ 
of modern equipment are being in 
stalled. A. H. Saxton, western di 
vision engineer in that city, state 
that within the next ten days th 
San Francisco studios will be full:. 
equipped with the same type 
equipment as that found at Radi 
City. All microphones not of th 
velocity or "ribbon" type will b 
replaced. 

New 40C studio amplifiers wi. 
be installed in all studios and th, 

switching system is be 
ing outfitted with new relays an 
jacks - about a thousand separat 
items of equipment, which wi 
make the panel in the control roor 
standard with the type used i 

Radio City and Chicago. Mobil 
Unit No. 5, has been ordered an 
will be in operation shortly, an 
will be the last word in modernize 
tion. 
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Rep. Uses Films, Discs 
To Sell Station Market 
A NEW type of station market 
presentation was shown at the 
NAB convention for the first time 
by John Blair & Co., station rep- 
resentatives. AFA slide films and 
RCA transcriptions are coordinat- 
ed to present an audible and visual 
picture of a station's market. Pre- 
pared by Murray Grabhorn, chief 
of the New York office, presenta- 
tions are 11 minutes long and fea- 
ture the KIRO,Seattle,and KWHK, 
Shreveport, markets. It is believed 
that this new type of market study 
adapts itself to all except the few 
largest and best -known markets, 

r1 and the presentations will be ex- 
tended to include all Blair stations. 

This visual and audible presen- 
tation is limited solely to such mar- 
ket information as population, 
number of communities, wealth of 
communities, types of industries. 
The regular run of station data, 
aside from market information, is 
reserved for separate presentation. 

(, 

i:. 

.: 

:{ 

Loose -Wiles Campaign 
LOOSE - WILES BISCUIT Co., 
Long Island City, N. Y., on July 6 

began a series of one - minute live 
announcements on eight New En- 
gland stations, placed mostly dur- 
ing evening hours. Contract runs 
to Jan. 1, 1937. Stations included 
in the campaign are: WICC. 
Bridgeport; WTIC, Hartford; 
WCSH, Portland; WEEI, Boston; 
WTAG, Worcester; WJAR, Provi- 
dence; WMAS, Springfield; WAGM, 
Presque Isle, Me. Newell- Emmett 
Inc., New York, placed the account. 

Kleenex Plans Fall Series 
INTERNATIONAL CELLUCOT- 
TON PRODUCTS Co., Chicago 
(Kleenex), which recently discon- 
tinued the Story of Mary Marlin 
on CBS will sponsor a new pro- 
gram on a coast-to -coast NBC -Red 
network beginning Sept. 14, Mon- 
days through Fridays, 12:15 -12:30 
p. m., for 52 weeks. The basic Red 
with the exception of WTAG and 
WCSH, plus Group B, KSTP, 
WAVE, and the Red Mountain and 
Pacific Coast groups make up the 
network. 

Big Squibb Campaign 
E. R. SQUIBB & SONS Inc., New 
York, on July 1 started a radio 
campaign for its new toothpowder. 
Stations carrying a daily an- 
nouncement schedule include 
WJSV, WNAC, KMOX, WFBL, 
KFRC. On WJZ Squibb is broad- 
casting a quarter -hour program 
Tuesday mornings for six weeks. 
On Mutual Network the basic four 
stations are used for a thrice 
weekly morning quarter hour, al- 
though WLW uses only two pro- 
grams weekly at present. Geyer, 
Cornell & Newell Inc., New York, 
is the agency. 

KGGC, San Francisco, has remodeled 
its studios, business and executive of- 
fices installing modernistic furniture 
hroughout and adding a new indirect 
ighting system. 

200,000 
Votes 

Cast for Amateurs 
in 13 Weeks 

W L B C - NIuncie 

You Can 
Blanke 
This Rh 
Markel] 

KFBK is the only 5,000 -watt broadcasting station 
operating in interior California! 

You can blanket this vast area completely and 

effectively with the new and greater KFBK. 

Here is an extraordinary market embracing in- 

come's that are steady and substantial and which 

respond readily to radio advertising. 

KFBK reaches 2,000,000 people. No other me- 

dium in this territory does that. You get com- 

plete coverage at low rate cost. Your sales 

costs go down and your inquiries go up. 

The facts can easily be substantiated by a trial 
campaign on the new powerful KFBK. Ask one 

of our representatives for complete details of 

the rich Sacramento Valley market. 

THE, rRAMENto BEE ;' 
=':! _ 

SACRAMENTO 
CALIFORNIA 
1490 KC 

The Capital Station 

of California 

Joseph 31eGíilvra 

185 Madison Avenue 
919 N. Michigan Avenue 

Chicago, Ill 

Walter Biadlck Company 
568 Chamber of Commerce 

1358 Russ Building 
San Francisco. Calif. 

1088 Exchange Bldg., Seattle 
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Public Utilities Discover Radio 
(Continued from page 19) 

will. Through the medium of radio 
you can tell your story just as you 
want to tell it. It is true that you 
can do the same thing with paid 
newspaper space and you should, 
but radio affords an opportunity to 
supplement this activity with add- 
ed dramatic effectiveness. 

Of course, you can't get any- 
where by merely buying radio 
time and spouting institutional 
messages. Nobody would listen to 
them. In order to make your mes- 
sages effective they must be an in- 
cidental part of a program that 
in itself has the elements of popu- 
lar appeal and it is in the crea- 
tion of such a program that the 
local utility faces its greatest prob- 
lem. 

Today chain programs dominate 
the air waves. The three major 
chains go into practically every 
community. A chain broadcaster 
will spend thousands of dollars on 
a single program where a local 
advertiser cannot afford more than 
a few hundred. It is, therefore, 
folly to attempt to compete locally 
with chain programs. By attempt- 
ing to compete I mean presenting 
the same type of program that is 
featured on the chain broadcasts. 

What then is the local radio ad- 
vertiser to do ? His best oppor- 
tunity lies in the presentation of 
programs that have a distinct local 
appeal through a glorification of 
local pride. 

Every utility company wants the 
good will of the community it 
serves. It wants to be considered 
an integral part of the life of the 
community and when it hitches its 
radio program on to some civic ac- 

was steadily growing both in size 
and in appreciation of the program. 
But two things do stand out. First, 
on the basis of cost laid against 
the homes actually reached, the 
performance was creditable. But 
the big achievement in my mind 
is that the ice is broken. A size- 
able group of electric utilities have 
gotten together at last in a co- 
operative program aimed at a com- 
mon objective. 

Arthur P. Kelly 
Public Relations Department, 
Rochester Gas d Electric Corp. 

RADIO'S greatest value to the 
public utility right now lies in its 
opportunities for creating good 

NEW 
WROK - Rockford 

Full Time Operation 

240' Vertical Radiator 

New Speech Input 
Equipment 

Intense Coverage 

NORTHERN ILLINOIS 

SOUTHERN WISCONSIN 

°Take It Eas 
Don't worry and fret about keeping your sales up. Just get 
in touch with us, tell us what your problem is and leave the 
rest to us. 

From then on you can sit back and take it easy and watch 
your sales go up. 

THOMAS PATRICK INCORPORATED 
HOTEL CHASE ST. LOUIS, MO. 

REPRESENTATIVE PAUL H. RAYMER CO. 
NEW YORK CHICAGO SAN FRANCISCO 
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VOX POPPED - E. H. McReyn- 
olds, new president of the Adver- 
tising Federation of America, vice 
president in charge of advertising 
and public relations of the Mis- 
souri Pacific Railroad, radio user, 
and former president of the Ad- 
vertising Club of St. Louis, in 
front of the NBC and Inter -City 
network microphones as he was 
interviewed by Jerry Belcher 
(left) and Parks Johnson (right), 
the NBC - VOX POP radio inter- 
viewers, at the general sessions 
luncheon of the 32d annual AFA 
convention, Boston. The Vox Pop 
quiz team demonstrated their 
unique radio program at the con- 
vention by interviewing a group of 
officials and delegates. 

tivity; when it devotes its radio 
efforts to promoting the interests 
of active groups in the community 
it has taken a step in the right 
direction. 

All Types of Programs 
WE HAVE sponsored all types of 
radio programs, from the vocalist 
with small orchestra to the large 
ensemble but the type we have 
found to be most successful is the 
program that is sufficiently differ- 
ent from chain offerings to remove 
opportunity for too unfavorable 
comparison on the basis of enter- 
tainment value. 

One of the most successful of all 
our programs, and we have spon- 
sored many, was a series of serv- 
ice stories, dramatized. These stor- 
ies dealt with actual dramatic hap- 
penings in our own routine of 
service. We used the names of 
our own men and in those cases 
where they had any ability we let 
them play their own particular 

roles. Of course, we ran out of 
material for effective dramatic 
presentation but while the series 
lasted it found an interested and 
receptive audience. 

Each one of these stories, of 
course, touched some particular 

1 event in the life of the community 
that brought it home to the lis- 
teners-a terrific storm, a bad, 
flood, a cold wave that kept the 
gas men working long stretches to 
maintain supply and various hap- 
penings of which the public would 
never hear because our men 
through herculean effcrt were able 
to prevent a break in service. Each 
of these tales was a tale of service 
to the community and had a real 
community interest. 

On the Air 21 Months 
THE most popular series we have 
ever sponsored is our present State 
Trooper series over WHAM, Roch- 
ester. The dramas have now been . 
on the air for 21 months and there 
is no apparent slackening of pub- 
lic interest. 

With a following established 
through the human interest and 
popular appeal of our presenta- 
tions we have at hand a friendly' 
audience and one receptive to our 
messages. We get a hearing for 
our commercial announcements un- 
der the most favorable auspices 
And we do not abuse the oppor- 
tunity. We do not subject the lis- 
tener to a series of commercial 
plugs. We include just one com- 
mercial and it takes about one 
minute and a half -never more 
than two minutes. The commen- 
tator is one of our own men, Fred 
W. Fisher, Director of Public Re- 
lations. Mr. Fisher has a deep, 
friendly voice that carries sincerity 
and conviction and we try to make 
our institutional announcemen 
little stories of genuine interest. 

Here are a few of the subjects 
just to give you an idea of the 
way we treat the big audience that 
has been built up by the popular 
ity of our program. 

1. A chat with the man of the 
house on the working hours and tools 
of the wife. 

2. Service. How far should util- 
ity service go and how much shout, 
it encompass - President Russell's 
own definition. 

2. Eyesight - man's most precious 
possession, yet subjected to most 
abuse. 

4. Answering eight questions come 
monly asked. 

5. The hazards of poorly lighted 
highways in connection with a dem) 
onstration installation of sodiur 
lights. 

6. A Christmas talk on the bless 

N. A. B. CONVENTION VOTES 

YEA 
"IT IS TRUE what they say 

about Lang- Worth" 
FOR DETAILS WRITE TO 

LANG -WORTH FEATURE. PROGRAMS, Inc. 
420 Madison Avenue, New York City 

1 
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ings of rural electrification and the 
joys of the first electric Christmas 
for many families. 

î. How we handled the big sleet 
storm. 

S. Call the R. G. & E. Inhalator 
Crew ! Story of the community safe- 
ty service rendered by our Inhalator 
Crews. 

9. The story behind the gas range. 
Drama of gas production. 

10. Meter readers. Accuracy. Tests 
and so forth. 

Selling Service 

IN THESE talks we do not try 
to sell appliances directly. We try 
to sell the company, its service, 
its place in the community. I am 
convinced, however, that with this 
audience we could get amazing re- 
sults if we could offer say a small 
Appliance from time to time at a 

,vE: 'pecial price. Because of our re- 
lit ations with the dealers, however, 
'6.1 he company has turned thumbs 

down on this proposition and so 
long as they withhold that per- 
mission I can continue to claim 
that we would get an astonishing 
response without running the risk 

to . f having my predictions knocked 
1 'as cold as Joe Louis was. 
]r Recently we began sponsorship 
r;lof another program of our own 
st i reation, which we call the Roch- 
} s ster Spotlight and which has a di- 
t ect and close civic tieup. We call 
a. t the Rochester Spotlight on the 
is. theory that it throws the spot- 

: light on Rochester groups, solo 
artists and personalities. There is 

a.¡nothing new nor original about this 
rogram but it does have the merit 

a. of enlisting the active cooperation 
Er óf various influential 
't,Igroups. We have signed up for 
p013 weeks with a local choral group 
g,jfeaturing each program. These 
f ;choral societies represent all the 
t ¡different racial groups- Germans, 

Irish, Italians, Poles, Ukrainians, 
' Jews, as well as various fraternal 
h organizations, such as the Masons, 
s; Knights of Columbus and others. 
n In introducing the various groups 

we tell something of their contri- 
elbutions to community life. In this 
way we are directly benefiting the 
singing groups - first by giving 

IAN them an opportunity to demon- 
strate their talent to a large audi- 

!' ence and second, in fostering de- 
velopment of choral music in the 

'community and thereby making a 
real contribution to its cultural life. 

The commercials on these pro- 
grams are dramatized merchan- 

y1 dising announcements, played by L1 
two able local actors, whom we 

n i 

call John and Mary Rochester. And 
again, we do not thread commer- 
cials throughout the program. We 
take one spot and let it go at that. 
This spot comes early in the pro- 
gram and there are no further 
company announcements except 
perhaps a closing tag line. 

I do not want to be interpreted in 
anything that I have said as sug- 
gesting use of radio to the exclu- 
sion of newspaper advertising. That 
would be folly. The utilities need 
newspaper advertising, both mer- 
chandising and institutional, and 
they should do much more than 
they have done in both these fields. 
Where radio has an advantage is 

e 
!1E 

tb. 

td 

WTCN 
St. Paul - Minneapolis 

FREE & SLEININGER, INC. 
National Representatives. 

that you can say what you like 
about current happenings if you 
have a good program to carry your 
announcements. When you try to 
answer in the news columns, some 
misleading or unfair propaganda 
your copy naturally is subject to 
editorial blue pencil or to the edi- 
tor's judgment of how much news 
value there may be in it. 

On the air, so long as your state- 
ments are kept within reasonable 
bounds - and they should never 
dei'iate in the slightest degree 
from the truth -you can say what 
you like. You can answer unjust 
attacks upon your company or in- 
dustry, you can explain your prob- 
lems, you can stress your service 
and you can consistently and con- 
tinuously drive home the low cost 
of gas and electricity when com- 
pared with other items in the fam- 
ily budget. 

Radio has become a great nation- 
al force for moulding public opin- 
ion. The public takes it for grant- 
ed that progressive institutions will 
use it. Radio is a most potent tool 
in building better public relations. 
Telling their story of community 

service truthfully and sincerely - 
and interestingly- through radio - 
public utilities can and do much 
to reduce clamor for unwarranted 
rate reductions. Radio helps to 
keep employes better informed on 
company activities and policies. It 
enthuses them to render better 
service. Radio makes friends and 
it is axiomatic that a friendly cus- 
tomer is easier to sell than a hos- 
tile customer, and causes less trou- 
ble through unreasonable demands. 
And to sum it all up, our experi- 
ence convinces us that the return 
from radio advertising, whether it 
be merchandising or institutional 
in character, is almost directly pro- 
portional to the intelligence, care, 
time and sincerity that are put into 
its production. 

Will C. Grant 
Advertising Director, 

Lone Star Gas System, Dallas 

THE CHIEF and possibly the only 
interest to be found in my few re- 
marks about the use of radio is 
from a geographical standpoint. 

Our company, the Lone Star Gas 
System, supplies natural gas to 300 
cities and towns in Texas and 
southern Oklahoma. These cities 
and towns are scattered over a 
territory of approximately 160,000 
square miles, an area about twenty 
times the size of the State of 
Massachusetts. Several of our cities 
are separated from the main pipe- 
line system, one of them being a 
distance of 650 miles away from 
the headquarters in Dallas. 

Our towns range 'n size from 
'70,000 meters down to less than 
100 meters, and in more than 200 
of them we have no company of- 
fice because the number of meters 
is too small to justify the mainte- 
nance of an office. 

This geographical picture is giv- 

WASHINGTON'S CHOICE! 

WO L 
ANNAPOLIS HOTEL 
WASHINGTON, D. C. 

OWNED AND 
BY 

WARNER BROS. 

MOTION PICTURE STUDIOS 

KFWB's listening audience is not a matter 

of guess work. Year after year a study of 

listening habits in the $700,000,000 Los 

Angeles market reveals that KFWB is con- 

sistently a top station. 

KFWB's cost per thousand listeners in Los 

Angeles alone is from 30% to 75% lower 

than any other major station ... and it de- 

livers in addition a wide bonus coverage 

outside the metropolitan area. 

KFWB 
FREE & SLEININGER Exclusive 1`Zepresentatives 
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Nolmnol Repre:entan.e: 
EDWARD PETRY & CO. 
NEW YORK CHICAGO DETROIT 

SAN FRANCISCO 

en in order to present a back- 
ground for our problem and how 
we are attempting to solve it by 
means of the radio. 

Covering a 'Wide Area 
PERSONAL contact with our more 
than 300,000 customers scattered 
over this wide territory is vitally 
important to the company. The 
customers in these small towns 
have only occasional and remote 
contact with any company repre- 
sentative. They pay their monthly 
gas bills generally at the local 
bank and when they have service 
difficulties an appliance adjuster is 
sent out from the nearest district 
office. Before the introduction of 
our radio series, their opportuni- 
ties for receiving up -to -date educa- 
tion and information about gas ap- 

ADVERTISERS 
ON 

WNOX 
Know It's True 
What They Say 

About Dixie 

* * * 
W N O X 

KNOXVILLE, 
TENNESSEE 

pliances and their gas service were 
limited. From the standpoint of 
time and money it was impossible 
to keep home service workers on 
the march constantly to go into our 
customers' homes. Just one 15- 
minute visit in only half the homes 
we serve (150,000) would be a full 
time job for a home service work- 
er for 16 years. 

Radio is answering our problem. 
Through its use we can visit in the 
homes of the majority of our cus- 
tomers at a time when we are ex- 
pected and the housewife is pre- 
pared to welcome us. 

Having found an entrance into 
our customers' homes, our next 
problem was to make our visits as 
effective as possible. To do this, 
our programs must answer three 
main purposes: (1) Establish con- 
sumer confidence in the company 
and its service, essentially a prob- 
lem of creating friendly public re- 
lations and good will; (2) educate 
our customers in the value and 
benefit they personally can enjoy 
from the service we sell; (3) create 
a desire in the minds of our cus- 
tomers for improved types of home 
equipment which give the customer 
the most satisfactory and efficient 
use of our service. 

We experimented with several 
types of programs before we 
evolved our present 15- minute pro- 
gram which seems to be accom- 
plishing our aims in a gratifying 
manner. 

Our first venture into radio was 
by means of participation in a co- 
operative cooking school, sponsored 
by the station and several food ad- 
vertisers. The school was conduct- 
ed in the auditorium of our head- 
quarters office building before an 

"AK - et 0 e , 4 Oe e qee0' 
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f,, BALTIMORE they to- 
MARYLAND'S PIONEER BROADCAST STATION 
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Political Discs 
DURING the close of the 
state nominations in Florida, 
Gilbert Freeman, president 
of WTAL, Tallahassee, used 
transcriptions around the 
state for J. M. Lee, running 
for state comptroller under 
Mr. Freeman's management. 
Local speakers "introduced" 
the candidate's transcribed 
addresses and followed with 
closing remarks. A series of 
four 10 - minute discs was 
routed over six stations in 
the last six days of the cam- 
paign. Stations were WMBR, 
Jacksonville; WQAM, Miami; 
WDBO, Orlando; WDAE, 
Tampa; WFLA, Clearwater. 

actual audience, with half an hour 
being broadcast. While the pro 
gram aroused interest over our ter- 
ritory, we found that it was hard 
to achieve an equitable pace be- 
tween the actual demonstration be- 
fore the audience and the broad- 
cast. Interest in one could be 
maintained only at the expense of 
the other. Too, the demonstrator's 
mention of products made it im- 
possible to include many of the 
points in which our company was 
particularly interested. 

Our next experiment was with 
a series of 5- minute spots on a 
woman's program, which proved 
unsatisfactory principally because 
we felt the program had no unity 
of purpose or continuity of thought. 

Profiting by the reactions we re- 
ceived from our various experi- 
mental programs, in February of 
1935 we began our present series 
of broadcasts Tuesday mornings 
over WFAA, Dallas, which reaches 
practically every radio - equipped 
home on our territory. (See BROAD- 
CASTING, May 15.) 

Good Results 
WE CONSIDER our home service 
radio program an integral part of 
the company's general sales pro- 
motion and public relations plan. 

Each prográm is carefully de- 
signed to offer housewives infor- 
mation which will smooth the dif- 
ficulties of daily living and create 
a desire for a higher living stan- 
dard and more comfortable homes. 
In addition we remind our cus- 
tomers of the advantages of the 
merchandise being featured by our 
affiliated companies during that 
particular period. 

The result of this type of pro- 
gram has been particularly grati- 
fying to us. A satisfactory stream 
of requests for recipes and bulle- 
tins flows in each week in direct 
response to that week's broadcast. 
In addition, there are requests 
from young brides for simple in- 
structions on cooking in general, 
numerous questions as to what 
temperatures are best for specific 
oven dishes, how to make the best 
use of new ranges or refrigerators, 
how to remove stains, how much 
food it takes to feed varying num- 
bers of people, why biscuits won't 

Electrical Transcriptions 
for STATIONS and SPONSORS 

HOLLYWOOD * CHICAGO 

brown properly, what material is 
best for oven utensils, and a host 
of others, ranging from the simple, 
to the complex. These requests 
come from every town on our sys- 
tem, and even from many others 
beyond the limits of our pipelines. 
The best indication we have of the 
success of our radio work is this 
constantly growing number of cus- 
tomers who have come to regard 
the Home Economics Department 
as an accommodating friend and a 
reliable authority on any phase of 
household activities. 

Thus we have found that the ra- 
dio is the only solution we have to 
the problem of reaching a large 
number of customers in scattered 
towns over a wide territory. The 
requests thus far achieved lead us 
to desire expansion of this activity 
as soon as the personnel and facil- 
ities can be provided. 

Henry Obermeyer 
Consolidated Edison Co. of 

New York 

MR. OBERMEYER, assistant to 
the executive vice president, 
stated "I sincerely believe radio is 
the best medium for reaching the 
customer in his home." 

Consolidated Edison sponsors 
programs in seven languages on 
New York stations to establish inJ 
timate contact with all its con, 
sumers. The programs are de- 
signed to show consumers - th 
majority of whom believe Consoli- 
dated is a billion dollar corpora- 
tion -that it is not and that it i. 
confined to New York City. 

A program titled Echoes of Neu 
York Times, on WEAF, broadcast 
6:30 -7:30 Sunday evenings, was' 
cut to a half hour because of com 
petition with Jack Benny, but the 
hour program is to be resumed in 
the near future, Mr. Obermeyer, 
said. 

Feeling that the sales messages 
on many programs are "thrown at 
the listener ", Consolidated adopt- 
ed dramatized commercials. Con- 
solidated employes take part int 
programs, illustrating their par- I 
titular jobs with the idea of help 1 
ing the consumer to understand 
the utility's operations. 

A survey by Consolidated's sales 
department, Mr. Obermeyer point.' 
ed out, showed that the program 
reached 250,000 persons. He con- 
cluded : "And so, gentlemen, from 
that reaction of the customer we 
have come to the conclusion that 
radio is the most effective adver-' 
tising medium we have today." 

Rich SPO=TS fór ~'- 

wspoT 
HAMPTON 

PHOEBUS NEWPORTWEWS 

PORTSMOUTH 
SUFFOLK 

VP 

/R GIN 

NEWPORT NEWS NORFOLK 
VIRGINIA 

Affiliated with the 
Virginia Broadcasting System 
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Television Won't Replace Broadcasting 
(Continued from page 19) 

'.hone stage of radio. As a coin- 
árercial operation, television has 

Eliot yet arrived. It is not around 
: -. he corner, nor even around the 
:T-dock. But we have advanced suf- 

iciently far to say that the tech - 
eical obstacles are not insuperable. 
rile Radio Corporation of America 
as invested millions of dollars 

tnd an incalculable sum of scien- 
ific genius in bringing television 

.o the point where it can be moved 
,1írom the seclusion of the labora- 

r ;fory to the freedom of experimen- 
al service in the field. 

In fact, on this very day, we are 
;writing a new page in the history 
of radio development. Today, we 
pened for field tests, our new 

1 elevision station on top of the Em- 
--Tpire State Bldg. in New York City. 

he test period may be a long and 
ostly one. Critical technical prob- 

lems must still be solved." 
Radio as a Medium 

pISCUSSING the advantages of 
.bbroadcasting as a medium, Mr. 

`:Sarnoff declared: 
"Probably more than in any other 

. nedium, the success of radio ad- 
- : ertising depends on its command 
. )f the subtle but decisive elements 
.. ,f public confidence and good -will, 

:nd the direct moral responsibility 
)f the advertiser for his claims. 

"Its relation to the individual 
istener is not a casual and acci- 
iental one, but a continuous, deep- 

: 2ning process in which the public 
earns to look forward to its sched- 
aled meeting in a favorite program 
and becomes familiar with a par - 

,r;.:icular voice or a particular group 
.pf personalities. Radio cannot thus 
,i_iappeal with inert abstract facts. 
?,-,It must find its materials in life 
n;itself and establish a friendly and 
Xjunbroken contact with living in- 
7 4ividuals. 
e "Already modern advertising has 
r'Llfelt the impact of this radio tech - 
xInique. Broadcasting has encour- 
, ,Ilaged a type of advertising which 
lnot only permits but requires a 
plmass appeal, couched in the most 
fllindividual terms. It speaks to 

;.2nembers of a crowd not as a crowd 
IIon the street, but as to a friend 

_-lin the seclusion of his home. The 

ti;verpti ernisyof the highe t value in 
,,salesmanship, but it is also an op- 
çortunity whose abuse would be a r particularly serious offense. For 
iI'the advertiser must come to his 
dtradio listener as an individual and 

I !speak to him on the basis of a 
(friendly mutual confidence which 

not betray. The most con- 
proof that industry and 

usiness have found these factors 
seful is provided by the extraordi- 
ry growth of radio advertising. 

'In fifteen years it has reached an 
annual expenditure for broadcast- 
ing time of eighty seven million 
dollars. 

"Another proof may be found in 
the fact that the largest majority 
of radio advertisers tend to become 
7ermanent users of this medium. 
Last year, for instance, less than 
lb% of radio's commercial sponsors 

7f 

c 

were new to the networks. More 
than 85% had been on the air in 
1934 and the vast majority of them 
had used radio in the preceding 
years as well. 

"Nor has radio waxed fat at the 
expense of older forms of advertis- 
ing. Occasionally superficial ob- 
servers set up a false antagonism 
between radio and the newspapers 
and magazines. The facts do not 
support this assumption, for the 
regular users of the networks have 
maintained their newspaper and 
magazine advertising two and three 
times as well as have the advertis- 
ers who did not use radio. 

"I am pleased to have an oppor- 
tunity to say a word to you con- 
cerning the contribution which the 
advertising agencies have made 
toward the remarkable growth of 
radio. For their advertising clients 
they have contributed much of the 
quality and variety of the pro- 
grams which have made American 
broadcasting supreme, and with the 
funds of these advertisers they 
have commanded, for American 
audiences, the finest orchestras, 
the greatest singers, the stars of 
stage and opera, and the services 
of outstanding personalities in 
every field of American endeavor." 

WCCO and WTCN, rival Minneapo- 
lis stations, were hooked together 
to carry the play -by -play July 10 
of the all -star American Associa- 
tion League baseball game, with 
Byrum Saam of WCCO and George 
Higgins of WTCN taking turns at 
the mike. 

Performing Artists Sue 
NATIONAL Association of Per- 
forming Artists, recently organized 
group created for the announced 
purpose of preventing "unauthor- 
ized use of phonograph records 
over stations," early this month 
sued three New York stations in 
the courts of that city alleging in- 
fringements. The suits were against 
WNEW, in Federal Court, by Paul 
Whiteman, and in the New York 
State Supreme Court against 
WEVD by Lawrence Tibbett and 
against WHIN by Frank Crumit. 
Actions also were begun against 
Teleflash, wired radio service to 
restaurants and other public places 
by Walter O'Keefe and Louis 
James of the Revellers. 

KGFW In New Hands 
WITH the purchase of KGFW, 
Kearney, Neb., from local inter- 
ests, including the publisher of the 
Kearney Hub, Clark Standiford, 
president and manager, announced 
July 3 that he would continue the 
management of the station, with 
Roy H. McConnell as chief engi- 
neer and M. E. Thelen as program 
director. Mr. Standiford's partner 
in the purchase, approved June 12 
by the FCC. is Kate S. Fisher, wife 
of Ben S. Fisher, Washington ra- 
dio attorney. 

GENERAL BAKING Co., (Bond 
bread) New York, on July 1, 
signed Guy Lombardo and his 
orchestra to a 52 -week contract, 
for a half -hour musical program 
each Sunday afternoon starting 
Sept. 6 on a nationwide CBS net- 
work, replacing _Tea Time Tunes. 

tost vAR Vowel 

r eN t 

t 

b as 

g 

ob 
ta lr e d 

4et stor ft254ae 
V.C.C. 

up i s 

meY Vora 
to 1 c 

atts 

power 
lld a20'N 

dtuaveouttld 

t . 

'Boost 
goes iro 

e{tecUsoon 
as 

a Wtarsrjt 
aC4tside, 

ca be eted 
á Cog 

aCn 
ere 

SWta 
org 

$a0 
N v e d 

imal rs,y 
tot oteat 

oreCag 

is 

In 
éstation 

Nred bóStand- 

ard 
CaU d o4eCar 

tar 

rteté,tedules 

YCOgY 

well 

td Ntt ;Ceigr 
g 

tatter 

being 
bCOadca 

r 10 languages. 

SPEAKS THE 

LANGUAGE 

OF YOUR 

31,600 PROSPECT 

R DI ATIN 
\RE S E NTAT ES 

LOSANÌÌELESSCATTS SAN FRANCISCO 

BROADCASTING Broadcast Advertising 

Advertisement 

Out Here 
In Chicag© O O 

Some Random Thoughts, 
Most of Which Concern 
WGES, WCBD and WSBC 

By GENE T. DYER - 
This column will appear fre- 
quently. It is YOURS as much as 
it is ours. Come on and use it! 

MUCH has hap- 
pened since this 
writer (1918) 
helped youngsters 
learn "wireless 
code" at the Har- 
'.ard University 
radio school (U. 
S. N.) and the 
same year heard the first tests of 
radio telephone between ships of 
the Atlantic Fleet. A monotone 
voice a few miles away repeating: 
"This is Pup Two Oboe calling 
Able Three Cat. Can you hear me ?" 

* * * 

As a former newspaper publisher, 
our pet peeve: The Sunday news- 
papers that prostitute the chil- 
dren's comic sections with cigar- 
ette ads showing the heroes who 
win by smoking, ads promoting 
cure -alls for booze -hangovers and 
the success ads of women who 
wash their underthings! 

* * * 

Illinois WPA executives experi- 
enced difficulty in getting over their 
message to Chicago's foreign mil- 
lions. An appeal to WGES, WSBC 
and WCBD-and the message was 
in the homes and ears of these 
millions in their own languages 
almost instantly after we learned 
of the emergency. A mighty nice 
letter front WPA was our un- 
solicited reward. 

* * * 

A Chicago daily newspaper's sur- 
vey for the most popular Polish 
radio program (there are more 
than 600,000 Polish -Americans in 
Chicago) showed WGES the out- 
standing winner with a 7:00 a. m. 
show called the "Early Birds." 

* * * 

SALES 
Is this a record? 
T he commercial 
sales of WGES 
ha v e increased 
every month 
(over correspond- 
ing month the 

a period 
before) 

six 
years! 

* * * 

We're proud of Joe Rudolph, 
WCBD program director. Joe, for- 
merly of the "Three Doctors" (Ru- 
dolph, Pratt and Sherman) of NBC 
and CBS is one of radio's program 
pioneers. His roster of call letters 
in his dozen years of radio would 
use up a couple of alphabets. He's 
one of America's best k-iion'n radio 
pianists. 
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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 

WJSV, Washington 
Noxzema Chemical Co., Baltimore 

(cosmetics), weekly sa, thru Ruth- 
rauff & Ryan Inc., N. Y. 

C. F. Mueller Co., Jersey City (mac- 
aroni, spaghetti), daily sa, thru 
E. W. Hellwig Co., N. Y. 

G. Washington Coffee Refining Co., 
Morris Plains, N. J.. weekly sp, 
thru Cecil, Warwick & Cecil Inc., 
N. Y. 

Richardson & Robbins Inc., Dover, 
Del. (canned chicken), 5 daily sa, 
thru Charles W. Hoyt Co., N. Y. 

Globe Brewing Co., Baltimore (Ar- 
row beer), 7 daily sa, thru Joseph 
Katz Co., Baltimore. 

Pennzoil Co., Oil City, Pa. (Penn- 
zoil) 2 weekly sa, thru Fuller & 
Smith & Ross Inc., Cleveland. 

Wildroot Co., Buffalo (shampoo), 3 
weekly sa, thru Batten, Barton, 
Durstine & Osborn Inc., N. Y. 

Lever Bros. Co., Cambridge (Spry), 
daily sa, thru Ruthrauff & Ryan 
Inc.. N. Y. 

Gulf Refining Co., Pittsburgh (oil), 
weekly sa. thru Young & Rubicam 
Inc., N. Y. 

WHK, Cleveland 
Milan Brewing Corp., Milan, O., 3 

weekly t, thru Richardson - Oswald 
Inc., Cleveland. 

Maybelline Co., Chicago (cosmetics), 
2 weekly sa, thru Cramer -Krasselt 
Co., Chicago. 

Gardner Nurseries, Osage, Ia., 6 
weekly t, thru Northwest Radio 
Adv. Agency, Seattle. 

M. & N. Cigar Mfrs. Inc., Cleveland 
(LaZella cigars), 2 weekly sa, thru 
Ohio Adv. Service, Cleveland. 

McKesson & Robbins Inc., Bridge- 
port (Calox), 2 daily sa, thru N. 
W. Ayer & Son Inc., N. Y. 

Griffin Mfg. Co., Brooklyn (shoe pol- 
ish), 3 daily sa, thru Bermingham 
Castleman & Pierce Inc.. N. Y. Procter & Gamble Co., Cincinnati, 6 
sa, direct. 

NOR, Newark 
Pure Oil Co., Chicago, weekly t, thru Freitag Adv. Agency, Chicago. 
General Foods Corp., New York (Sa- 

tina) , 3 weekly sp, thru Young & 
Rubicam Inc., N. Y. 

Standard Brands Inc., New York 
(Royal baking powder), 2 weekly 
sp, thru J. Walter Thompson Co., 
N. Y. 

Standard Brands Inc., New York 
(Royal gelatine), 3 weekly sp, thru 
J. Walter Thompson Co., N. Y. Procter & Schwartz Electric Co., Philadelphia (electric irons), `! 
weekly sp, thru John Falkner Arndt 
& Co., Philadelphia. 

Skol Products Co. Inc., New York 
(sunburn lotion), weekly sp, thru 
Kimball, Hubbard & Powel Inc., 
N. Y. 
WOOD -WASH, Grand Rapids 

Kalamazoo Stove Co., Kalamazoo, 3 
weekly sa, direct. 

Chamberlain Laboratories Inc., Des 
Moines (cosmetics), 151 ta, thru 
Coolidge Adv. Co., Des Moines. 

Reid, Murdoch & Co., Chicago (Mon- 
arch food), 156 sa, thru Rogers & 
Smith Adv. Agency, Chicago. Ala b a s t i n e Co., Grand Rapids 
(paint), sa, thru Stevens Inc., 
Grand Rapids. 

Tegge -Jackman Cigar Co., Detroit, 52 
sa, direct. 

Hemphill Diesel Schools, Chicago, 6 
weekly sa, thru Roy H. Alber Co., 
Los Angeles. 

Page 56 July 15, 1936 

KRLD, Dallas 
Webster - Eisenlohr Inc., New York 

(Tom Moore cigars), 6 weekly sp, 
thru N. W. Ayer & Son Inc., N. Y. 

Dr. W. D. Caldwell Inc., Monticello, 
Ill. ( Syrup of Pepsin) , 5 weekly t, 
thru Cramer - Krasselt Co., Mil- 
waukee. 

Lucky Tiger Mfg. Co., Kansas City 
(scalp treatment), 3 weekly sp, 
thru Midland Adv. Agency, Kansas 
City. 

Pilcher Mfg. Co., Louisville (wooden 
compacts), 26 sa, direct. 

Falstaff Brewing Corp.. St. Louis, 1 
weekly sa, thru Gardner Adv. Co., 
St. Louis. 

B. C. Remedy Co., Durham, N. C. 
(proprietary), 7 weekly sp, thru 
Harvey- Massengale Co., Atlanta. 

Willard Tablet Co., Chicago (proprie- 
tary), 5 weekly sp, thru First 
United Broadcasters Inc., Chicago. 

San Antonio Drug Co. (Heyer's heat 
powder), 18 weekly ta, thru Pit - 
luck Adv. Co., San Antonio. 

KNX, Los Angeles 
Knox Co., Los Angeles (Cystex) , 

weekly t, thru Allan C. Smith Adv. 
Agency, Kansas City. 

Lever Bros. Co., Cambridge (Life - 
buoy), 5 -min. spot one year, thru 
Ruthrauff & Ryan Inc., N. Y. 

Safeway Stores, Oakland, Cal. (re- 
tail chain), 20 sa, 10 sa, thru J. 
Walter Thompson Co., San Francisco. 

WBZ -WBZA, Boston -Springfield 
Procter & Gamble Co., Cincinnati 

(Ivory) , 6 weekly sp, thru Black- 
man Adv. Inc., N. Y. 

Kendall Mfg. Co., Cambridge (Soap - 
ine), 6 weekly sp, thru Dowd & 
Ostreicher, Boston. 

Boston & Maine Railway, Boston, 6 
weekly t, thru Doremus & Co. Inc., 
Boston. 

WHIO, Dayton 
Lever Bros. Co., Cambridge (Spry), 

6 weekly sa; (Lifebuoy), 5 weekly 
t, thru Ruthrauff & Ryan Inc., N. Y. 

WBT, Charlotte, N. C. 

American Oil Co., Baltimore (Amoco), 
13 ta, thru Joseph Katz Co., Balti- 
more. 

Dodge Bros. Corp., Detroit (autos), 
16 t. thru Ruthrauff & Ryan Inc., 
N. Y. 

Pure Oil Co., Charlotte (Purol) , 

weekly t, thru Freitag Adv. Agency, 
Atlanta. 

Celo Co. of America, Tampa, Fla. 
(Celo), 6 weekly sa, direct. 

Kay Jewelry Co., Charlotte (re- 
tailer), 6 weekly sa, thru Simons - 
Michelson Co., Detroit. 

Morris Plan Bank, Charlotte (loans), 
î sa, direct. 

E. R. Partridge Inc., Atlanta (over- 
alls), 26 sa, direct. 

Procter & Gamble Co., Charlotte 
(Crisco), 3 sa, direct. 

Pure Oil Co., Charlotte (Yale tires), 
daily sa, thru Freitag Adv. Agency, 
Atlanta. 

KYA, San Francisco 

Chamberlain Laboratories Inc., Des 
Moines (hand lotion), 3 weekly sp 
and 3 weekly sa, thru Coolidge 
Adv. Co., Des Moines. 

Therapy Ltd., Pasadena, Cal. (Thera - 
diet), 5 weekly sa, thru Heintz, 
Pickering & Co. Ltd., Los Angeles. 

Reay Laboratories, San Mateo, Cal. 
(Otox- poison oak remedy), 5 
weekly sa, direct. 

KDKA, Pittsburgh 
Standard Oil Co. of N. J., New York, 

624 sp, thru Marschalk & Pratt 
Inc., N. Y. 

E. L. Knowles Inc., Springfield, 
Mass., 91 sa, thru Lawrence M. 
O'Connell, Springfield. 

WIS, Columbia, S. C. 

Gulf Refining Co., Pittsburgh (oil), 
weekly sp (news), thru Young 

Rubicam Inc., N. Y. 

From Brooklyn Eagle 
"Pretty lucky we got these seats near this fellow's radio. He says Louis 

just landed a stiff left to Schmeling's jaw." 

WLS, Chicago 
Gillette Rubber Co., Eau Claire, Wis. 

(tires), weekly sa, thru Cramer.), 
Krasselt Co., Milwaukee. 

G. E. Conkey Co., Cleveland (poultry' 
feed), weekly sa, thru Rogers & 
Smith Adv. Agency, Chicago. 

Chemical Control Eastern Division 
Inc., New York (Moth- Surance), 
12 sa, thru Neisser -Meyerhoff Inc., 
Chicago. 

McKenzie Milling Co., Quincy, Mich. 
(pancake flour) 78 sp, thru Rogers 
& Smith Adv. Agency, Chicago. 

Ball Bros., Muncie, Ind. (jars), 26 
sp, thru Applegate Adv. Agency, 
Muncie. 

Griffin Mfg. Co., Brooklyn (shoe pol- 
ish), 312 sa, thru Bermingham, 
Castleman & Pierce Inc., N. Y. 

Altorfer Bros., Peoria. Ill. (ABC 
washers, ironers), 39 sp, thru 
Lamport -Fox & Co., South Bend, 
Ind. 

Allis- Chalmers Mfg. Co., West Allis,. 
Wis. (tractors, harvesters), 13 t, 
thru Bert S. Gittens Adv., Mil- 
waukee. 

Walker Remedy Co., Waterloo, Ia. 
(poultry tablets), 6 weekly sa, 
thru Weston- Barnett Inc., Water- 
loo. 

Gardner Nursery Co., Osage, Ia., 6 
weekly sp, thru Northwest Radio 
Adv. Co., Seattle. 

Willard Tablet Co., Chicago (pro -, 
prietary), weekly sp. thru First 
United Broadcasters Inc., Chicago. 

Union Pacific Railroad, Chicago, 2 
daily sa, thru Caples Co., Chicago. 

S. W. Hayes Hatcheries, Blooming- 
ton, Ill., 39 sp, thru Mace Adv. 
Agency, Peoria, Ill. 

Keystone Steel & Wire Co., Peoria,: 
weekly sp, thru Mace Adv. Agency,: 
Peoria. 

Morton Salt Co., Chicago. 13 sp, thru, 
Wade Adv. Agency, Chicago. 

Pines Co., Fort Wayne, Ind (cold 
remedy), 22 sp and 110 sp, thru 
Sellers Service Inc., Chicago. 

WEAN, Providence 
Ironized Yeast Co., Atlanta (proprie- 

tary), 2 weekly t, thru Ruthrauff 
& Ryan Inc., N. Y. 

Procter & Gamble Co., Cincinnati 
(Lava soap), 7 weekly sa, thru H. 
W. Kastor & Sons Adv. Co. Inc., 
Chicago. 

Gulf Refining Co., Pittsburgh (oil, 
gasoline), weekly sa, thru Young & 
Rubicam Inc., N. Y. 

WMCA, New York 
Christian Feigenspan Brewing Co., 

Newark, 6 weekly sp, thru Sheck 
Adv. Agency, N. Y. 

General-Foods Corp., New York (Dia- 
mond salt), weekly s , thru Adver- 
tisers Brdcstg. Co., N. Y. 

Dentists Supply Co. of N. Y.. New 
York, 2 weekly sp, thru A -W Adv. 
Inc., N. Y. 

WNAC, Boston 
C. F. Mueller Co., Jersey City (mac- 

aroni). 78 sa, thru E. W. Hellwig 
Co., N. Y. 

Dodge Bros. Corp., Detroit (autos), 
5 weekly ta, thru Ruthrauff & 
Ryan Inc., N. Y. 

Studebaker Sales Corp.. Boston, 6 ta, 
2 t, thru H. B. Humphrey Co., 
Boston. 

KFRC, San Francisco 
McKesson & Robbins Inc., Bridgeport, 

Conn. (Calox Tooth Powder). 6 
weekly ta. thru N. W. Ayer & Son 
Inc., N. Y. 

E. W. Bennett & Co., San Francisco 
(metal polish) , weekly sp, thru 
Emil Brisacher & Staff, San Fran- 
cisco. 

KJBS, San Francisco 
McCloskey Varnish Co., Los Angeles 

(varnish) , 3 weekly sa, thru Bert 
Butterworth Agency, Los Angeles. 

Golden State Co. Lt., San Francisco 
(ice cream) 6 weekly ta, thru N. 
W. Ayer & Son Inc., San Francisco. 

WMEX, Boston 
Eldredge Brewing Co., Portsmouth, N. 

H.(ale), 6 weekly sp, direct. 
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ETWORK ACCOUNTS 
I times EDST unless otherwise specified ) 

New Business 
R. SQUIBB & Sons Inc., New 
k (toothpowder) on July 3 start- 
Calendar Melody on 4 RIBS sta- 
r (WLW, WOR. WGN, CKLW), 

n., Wed., Fri., 10:30 -10:45 a. m. 
nu: Geyer, Cornell & Newell Inc., 

' Y. 

K CHEMICAL Co.. New York 
bugh remedies) on Sept. 27 starts 
son Eddy on entire CBS network, 

1.1ndays, 8 -8:30 p. m. Agency: Morse 
,rernational Inc., N. Y. 

iITTSBURGH PLATE GLASS Co.. 
tsburgh (institutional) on Sept. 6 
its the Pittsburgh Symphony Or- 

, stra on 45 CBS stations, Sundays, 
! :45 p. m. Agency : Batten. Barton, 
rstine & Osborn Inc.. N. Y. 

! LGATE- PALMOLIVE -PEET Co., 
'rsey City (Palmolive soap) on July 
ptarted Come On. Let's Sing on 67 
tS stations, Wednesdays. 9:30 -10 

,an. Agency: Benton & Bowles Inc., 
Y. 

4EAT ATLANTIC & PACIFIC 
A Co., New York (coffee) on Oct. 
tarts Hate Smith's Variety Hour 
39 CBS stations, Thursdays, 8 -9 
m. Agency: Paris & Peart Inc., 
Y. 

I 

?;PUBLICAN STATE COMMIT - 
(,.E, New York (political talks) on 
lg. 3 starts guest speakers on spe- 

ÁBC network (WEAF, WGY, 
BEN. WSYR, WHAM), Mondays, 
1:30- 10 :45 p. in. Agency : Brooke, 
-pith & French Inc., N. Y. 
TERNATIONAL CELLUCOT- 

13N PRODUCTS Co., Chicago 
leenex) on Sept. 14 starts unan- 

,,t 

ins, 
inced pro 

l Ion. 
gram 

thru 
on 

F ri29 ., 12:15 -5R-Red :30 
sta- 

mt. 

ITLWSON'S BREWERY Inc., New 
'dford, Mass., on June 22 started 52 

i lyticipations in Yankee Network 
Iws Service, thrice weekly, 6 p. m. 

f Lem': Dowd & Ostreicher, Boston. 
NEFICIAL MANAGEMENT 
p., Newark (personal loans) on 

,.t. 4 starts unannounced program 
44 CBS stations, Sundays. 5 -5:30 

ilm. Agency: Albert Frank -Guenther 
w Inc., N. Y. with Neff - Rogow 
ie., N. Y. serving as advertising 
Ansel. 

:)RD MOTOR Co., Detroit (insti- 
1 'tional) on Sept. 20 starts Ford Sun - 

,j' Evening Hour on 94 CBS stations, 
r 

Andays, 9-10 p. m. Agency: N. W. 
er & Son Inc., N. Y. 

I 1 YLOR'S CHOCOLATES. INC., 
T. ilameda, Cal., (candy), on June 30 

,trted for 13 weeks, Sailing With 
4ylors, song and chatter, with Clar- 
ce Hayes and John Wolfe, on NBC - 

r PO, Tuesdays and Thursdays, 7:45 - 
t 100 a. m. (PST) . Agency : Doremus 

1 Co., San Francisco. 

1 

+ffi 

n{ 

elected hq 
:H EVROLET- FORD 

i 
and Other Nationals 

This is that popular station 
' with the big voice, large enough 

to cover the rich realm of East 
Texas. Used by the big fel- 
lows! If YOU want to harvest 
some of the wealth from East 
Texas, and cover this section, 
you can do so effectively and 
economically with KFRO. In- 

o vestigate! KFRO 
"VOICE OF LONGVIEW" 

LONGVIEW, TEX. 

WASEY PRODUCTS Inc., New York 
(Barbasol) on Aug. 31 starts Singing 
Sam on 25 NBC - Blue network sta- 
tions, Mondays, 10 -10:15 p. m. Agen- 
cy: Erwin, Wasey & Co., Inc., N. Y. 
REAL SILK HOSIERY MILLS Inc., 
Indianapolis (hosiery, lingerie) on 
Sept. 13 starts unannounced program 
on 19 NBC - Blue network stations, 
Sundays 9-9 :30 p. m. Agency : Leo 
Burnett Inc., Chicago. 
PACKARD MOTOR CAR Co., Detroit 
(motor cars) on Sept. 8 starts Fred 
Astaire on 62 NBC -Red network sta- 
tions, Tuesdays, 10 -11 p. m. Agency : 

Young & Rubicam Inc., N. Y. 
J. W. MARROW Mfg. Co., Chicago 
(Mar -O -Oil shampoo) on Sept. 6 be- 
gins an unannounced program on 
NBC-Red network, Sundays, 3 - 3 :30 
p. m. Agency : Sellers Service Inc., 
Chicago. 
KELLOGG Co.. Battle Creek, Mich. 
(cereals) on July 13 started Girl 
Alone on 8 NBC -Red network sta- 
tions. Mondays through Fridays, 12- 
12 :15 p. m. Agency : N. W. Ayer & 
Son Inc., N. Y. 
GENERAL MOTORS Corp., New 
York (institutional) on Sept. 13 starts 
General Motors Symphony Concerts 
on 63 NBC - Red network stations, 
Sundays, 10-11 p. m. Agency : Camp- 
bell -Ewald Co. of N. Y. 
GENERAL MILLS Inc., Minneapo- 
lis (Wheaties) on Aug. 31 starts Jack 
Armstrong on 15 NBC -Red network 
stations, Mon. thru Fri.. 5 :30 - 5 :45 
p. m. Agency : Blackett- Sample -Hum- 
mert Inc., Chicago. 
GENERAL FOODS Corp., New York 
(Sanka Coffee) on Sept. 28 starts 
Helen Hayes in an untitled series on 
NBC -Blue network, Mondays, 8 -8:30 
p. m. with rebroadcast at 12:30 a. m. 
Agency : Young & Rubicam Inc., N. Y. 
GENERAL FOODS Corp., New York 
(Log Cabin syrup) on Sept. 29, starts 
Louise Massey and Westerners on 
NBC -Blue network, Tuesdays, 8 -8:30 
p. m., with rebroadcast at 11:30. 
Agency: Benton & Bowles Inc., N. Y. 
SPERRY FLOUR Co., San Francisco 
(cereal), on July 22 starts for six 
times only -July 22, 24, 31 ; Aug. 3, 
7, 14- participation in Feminine Fan- 
cies on 12 CBS -Don Lee network sta- 
tions. 3:20 -3:30 p. m. (PST). Agen- 
cy : Westco Adv. Agency, San Fran- 
cisco. 
SPERRY FLOUR Co., San Francisco 
(Drifted Snow flour), on July 20 
starts for six times only -July 20, 24, 
29, 31 ; Aug. 5 and 12- participation 
in Woman's Magazine of the Air on 
5 NBC-KPO stations, 2:15 -2:30 p. m. 
(PST). Agency: Westco Adv. Agen- 

cy, San Francisco. 
VAN CAMP SEA FOOD CO., Inc.. 
Terminal Island, Cal., (Chicken of 
the Sea Brand Tuna Fish), on July 
10 started for 13 weeks participation 
in Woman's Magazine of the Air on î NBC -KPO stations, Fridays, 2:45- 
3:00 p. m. (PST). Agency : Emil 
Brisacher & Staff, San Francisco. 

Renewal Accounts 
AMERICAN TOBACCO Co., New 
York (Lucky Strike cigarettes) on 
Aug. 1 renews Lucky Strike Hit Pa- 
rade on 93 CBS stations. Saturdays, 
10 -11 p. m. Agency : Lord & Thomas, 
N. Y. 
DR. MILES LABORATORIES Inc., 
Los Angeles (Alka Seltzer), on July 
13 renewed 13 weeks in Frank Watan- 
abe, on 8 NBC -KPO stations, Mon- 
days thru Fridays, 8 :15-8 :30 p. m. 
(PST). On Fridays only KFSD and 
KTAR, 7:45-8 p. m. (PST) . Agency: 
Associated Advertising Agency, Los 
Angeles. 

WESSON OIL & SNOWDRIFT 
SALES Co., San Francisco, (Wesson 
salad oil & Snowdrift shortening), on 
July 27 renews for 52 weeks in Haw- 
thorne House on 6 NBC -KPO sta- 
tions, Mondays, 9 -9:30 p. m. (PST). 
Starting September 28, Mondays, 7 :30- 
8 p. m. (PST). Agency: Fitzgerald 
Adv. Agency Inc., New Orleans. 

DUART SALES Co. Ltd., San Fran- 
cisco, (Creme of Milk Facial Cream 
& Permanent Waves), on July 26 re- 
news for 52 weeks in The Passing 
Parade, with John Nesbitt, commen- 
tator, on 5 NBC -KPO stations, Sun- 
days, 9 -9:15 p. m. (PST). Agency: 
Howard E. Williams Advertising, San 
Francisco. 

Network Change 
RALSTON -PURINA Co. Inc., St. 
Louis (Ry- Krisp) on July 3 shifted 
Marion Talley to Fridays, 10 -10:15 
p. m., Fridays, on NBC -Red network. 
Agency: Gardner Adv. Co., St. Louis. 
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101.9% s 
over JQ 
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Louisville isn't like some ulation plus an 

which have a big urban pop 
o ulatan 

almost equally rich and thickly -p P 

suburban concentration. 
Here we have a good 

urban market -then miles and miles of open 

Station WAVE can't give you the largest total 

But Station WAVE 

coverage hereabouts 
reaches more real, honest -to -go her sstast 

airea 
in 

listeners per dollar nthhe fact 
Kentucky 

National Representatives: 

FREE & SLEININGER, 
INC. 
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RADIO ADVERTISERS 
W. F. McLAUGHLIN & Co., Chicago 
(White House coffee) is advertising 
through Earle Ludgin Inc., Chicago. 
6HICAGO MAIL ORDER Co., Chi- 
cago, has named Gale & Pietsch Inc., 
Chicago. as its advertising counsel. 
DE ROOS -STERNHEIM Co. Inc., 
Chicago (Normandie cosmetics) is ad- 
vertising through G u n d I a c h Adv. 
Agency, Chicago. Radio and other 
media are used. 

wig 
THE PIONEER COMMERCIAL 

STATION IN ST.LOUIS 

FIRST in St. Louis 

to broadcast direct 

from Police Court! 

PARROTT & Co., San Francisco, 
has been appointed exclusive distribu- 
tors by Malvitose Laboratories (man- 
ufacturers of Malvitose, powdered 
food concentrate), and the Sidney 
Garfinkel Advertising Agency, that 
city, will continue to handle the ac- 
count. An intensive campaign is be- 
ing planned and radio will again be 
used along with other media. 

S. GUMPERT Co. Inc., Brooklyn 
(Gumpert's Butterscotch Cream Des- 
sert) has appointed the Gardner Adv. 
Co., New York, to handle its account. 
Spot radio is a part of the fall plan 
now under consideration. 
CYCLE TRADES OF AMERICA 
Inc., New York (institutional) has 
named Greenleef Co., Boston, as its 
advertising agents. 
EASY WASHING MACHINE Corp., 
Syracuse, has named Batten, Barton, 
Durstine & Osborn Inc., New York. 
as its agency. 
UNIVERSAL PHARMACEUTI- 
CALS, New York (B -9 mouth wash) 
is placing advertising, including radio, 
through Arthur H. Fulton Co. Inc., 
N. Y. 

Larson In New Job 
G. BENNETT LARSON, formerly 
radio director of J. Stirling Getch- 
ell Inc. New York, has joined the 
radio production staff of Ruthrauff 
& Ryan Inc., New York. Mr. Lar- 
son at one time was radio director 
of Joseph Katz Co., New York, and 
was also connected with NBC. 

WHAT A PARADE OF DOOR -OPENERS! 

G GrAfD SLAm 

INDIO SERIE/ 
15 comme. 

i 

This Radio Bridge Folio Sent FREE 

Only OFFICIAL 
CULBERTSON 
Contract Bridge 
Radio Series 
40 Radio Broadcasts 
transcribed by "World" 
giving latest developments 
in Contract Bridge by Mr. 
and Mrs. Ely Culbertson. 
The only radio presenta- 
tion of the Culbertson 
System authorized and 
presented personalty by 
these internationally rec- 
ognized authorities. Copy- 
righted reproductions of 
all lessons for weekly dis- 
tribution to listeners give 
definite tie -up between ra- 
dio programs and direct 
sales for sponsor. 

Managers or salesmen of Radio 
Stations, who want to sell 40 
quarter hours in less time than 
it takes to tell, are invited to 
write for this complete sales 
f olio - sent free. 

THIS new Culbertson Contract Bridge 
radio series, with the sensationally 

close tie -up that provides week -to -week 
welcome door -openers, is without question 
the easiest way to sell 40 quarter hours, - day or night time, - to laundries, 
dairies, etc. 

The sales folio gives the radio station 
salesman a complete presentation that 
covers: 1. The transcribed programs. 2. 
The complete tie -up between broadcasts 
and definite sales. 3. The forms for test- 
ing results of campaign, etc. 

Write for particulars immediately as 
this series is contracted on an exclusive 
basis. 
RADIO BRIDGE AD SERVICE 
1339 42nd Street Des Moines, Iowa 

AGENCIES AND 
REPRESENTATIVES 
R. W. SERVICE, formerly in insur- 
ance work, has been named sales pro- 
motion manager of H. K. Conover 
Co., new station representative firm 
in Chicago. The Conover company 
announces its appointment to repre- 
sent XEPN and XELO, Mexican- 
licensed border stations at Piedras 
Negras, opposite Eagle Pass, Tex. 

BURT McMURTRIE, of the radio 
department of Lennen & Mitchell Inc., 
New York, handling the Paul White- 
man Musical 'Varieties for John H. 
Woodbury Co. on NBC - Blue, is in 
Fort Worth supervising auditions for 
children who compete on the program. 

ROBERT BURLEN, production man- 
ager of WEEI, Boston, for seven 
years, has joined the radio depart- 
ment of N. W. Ayer & Son Inc., New 
York, to be in charge of radio pro- 
duction on the Atlantic Family CBS 
program. He replaces Brewster Mor- 
gan who recently resigned. Mr. Bur - 
len is a graduate of Dartmouth and 
at one time was connected with NBC 
Artists Service. 

FRED W. REA ADV. AGENCY and 
the Dake Adv. Agency, both of San 
Francisco, lave merged under the firm 
name of Dake Adv. Agency Inc., with 
offices established at 121 Second St., 
that city. L. W. Dake is president and 
Fred W. Rea, vice- president. Rea as- 
sisted by A. C. Painter, heads the ra- 
dio department. 

DON C. ROBBINS, for the last year 
San Francisco manager of the Walter 
Biddick Co., station representatives, 
has resigned effective July 31. 

SCOTT HOWE BOWEN, recently 
associated as consultant with the As- 
sociated Network of New York, a re- 
gional chain, has resigned to join 
James Rand 3d, head of the newly 
formed Pan American Radio Sales 
Co., as one of its radio executives. 

EDWARD PETRY, head of the rep- 
resentative firm bearing his name, and 
Mrs. Petry are parents of a daughter, 
born in Long Island College Hospital 
July 3. 

GEORGE W. DIEFENDERFER, 
formerly of the San Francisco Ex- 
aminer and Ziff Co., Chicago, has 
joined the Chicago sales staff of Wil- 
liam G. Rambeau Co. 

WTAR 
NORFOLK.VIRGINIA 
NBC .NationalRepresentatives -EdwWd Petry á Co: 

Chevrolet Disc Program: 
Enter Into Sixth Quartei 
WHEN Chevrolet Motor Co. em 
barked on its sixth 13 -week WB; 
transcription series on 381 sta 
tions, the sponsor already ha 
broadcast more than 71,500 prc 
grams. The campaign covers 32 
markets in the United States, an 
includes Honglulu also. 

Over a 65 -week period Chevrc 
let has staged more than 1,10 
broadcasts a week and when th 
present 13 -week series is conclude 
the total will exceed 86,000. Rub: 
noff, Jan Peerce and Virginia Re; 
Chevrolet talent, have been hear 
in more than 14,000 WBS tray 
scription programs, in addition t 
the NBC half -hour sponsored la; 
winter by Chevrolet. Campbel_ 
Ewald Co. handles the Chevrolt 
account. 

The 
TARHEEL 

STATI 
Why North Carolina is known as tl 
Tarheel State remains a matter t, 

dispute . . . but there is no questic 
as to the standing of the Tarhe 
territory as a market place! 

Among the southern states, Nor 
Carolina ranks FIRST in the min, 
of manufacturers of a wide variety 
products who are familiar with tl 
"above the average" buying desir 
and buying power of the Tarhe 
population. 
With "above the average" income d 
rived from well balanced agriculruri 
commercial and industrial sources, t! 

people of North Carolina are wor 
cultivating as customers. 

As many sectional and national a 
vertisers have found, the most efft 
rive and economical way of reachit 
the Tarheel territory is over WPT 
the Capital City station, which sere 
over 180,000 North Carolina hoa 

and thousands more in adjace 
territories. 

Write Free, Johns 6' Field, Inc., o 

direct for data and coverage mal, 

133 

WPTF 
RALEIGH NORTH CAROLII 

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 NEW YORK, N. 
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iRANSCRIPTIONS 
;bDITIONAL transcription ac- 
I1uts placed on various stations are 
)orted as follows by National Ad- 

: rising Records, these being supple - 
ntal to the lists carried in previous 

i ue of BROADCASTING : 

l$nnsylvania Rubber Co., Jeannette, 
a. (tires) 

Il ast - to - Coast Radio Corp., New 
(York (auto accessories) 
ff-Norton Mfg. Co. Inc., Pittsburgh 

e. 1(jacks) 
rCameron & Co. Inc., Waco, 

ex. (lumber) 
G. Sullivan Inc., Manchester, N. 

t(cigar store products) bster - Eisenlohr Inc., New York 
El(Henrietta, Girard & Tom Moore 
Cigars) 
,IJ. Fox Inc., New York (furs) 
Anton Pharmacal Co., Covington, 

AKy. (Brownatone hair tonic 
t Inc., Chicago (depilatory) 

tter Drug & Chemical Co., Malden, 
ass. (Cuticura prep.) 

erless Dentists, Spokane, Wash. 
(dental clinic) 

foerapy Ltd., P a s a d e n a, Calif. 
(health foods) 
usehold Finance Corp., Chicago 
(loans) 
mson -United Corp., Rochester, N. 
Y. ( electric fans) 
r stitute of Applied Science, Chicago 
(courses) 

áeen Quality Shoe Co., St. Louis 
-ums Inc., Detroit (cleaner) 

SERIES of 26 talks covering 
'I rything from youth problems to 
i u m b i n g, by Howard Vincent 
Brien, commentator and author, 
Is been recorded by NBC for its 
íaesaurus transcription service, and 
.s been programmed as part of the 

1 inner Hour series or five-minute 
bt programs. They are said to be 
liable for sponsorship by book- 
ores, banks, building and loan so- 
nies, etc. 
CANDARD RADIO Inc., announces 
it KTSM, El Paso; WNBC, New 
hitain; WSGN, Birmingham, and 
,BNO. New Orleans have subscribed 

the Standard Program Library. 
i 

HREE June broadcasts em- 
ended exceptional audiences, ac- 
Irding to the Cooperative Analy- 
Is of Broadcasting (Crossley re- 
Drts) operated by Association of 
rational Advertisers. About 21% 

'" set owners interviewed reported 
' aring the Republican convention 
'eynote speech, 23% the Demo- 
atic. About 10% heard opening 
epublican ceremonies, 5% the 

,lemocratic. The Louis -Schmeling 
ght, sponsored on NBC Red and 
'lue networks by Buick Motor Co., 
ytracted 57% of set owners inter - 
iewed and 88% of families who 
13ed their sets after 8 p. m. 
EDST) reported listening to the 
put. 

rp 

if 

FRIENDLY- Though competitors 
in the transcription library field 
are Jerry King, president of 
Standard Radio Inc. and manager 
of KFWB, left, photographed with 
Percy L. Deutsch, president of 
World Broadcasting System at the 
NAB convention. 

Frank Presbrey Co. Will 
Sell Local Disc Service 
FRANK PRESBREY Co., New 
York and Chicago advertising 
agency, has announced the forma- 
tion of a radio transcription sub- 
sidiary, Frank Presbrey Syndicated 
Features, to handle a program and 
merchandising service for local sta- 
tions. Leroy A. Kling, vice presi- 
dent in charge of the Chicago office, 
is in charge of the service. 

Complete five - minute program 
series as well as merchandising 
and premium campaigns will be 
provided, with a dozen or more 
series designed for particular types 
of businesses. The Presbrey serv- 
ice will include a clearing house of 
success and experience s t o r i e s 
which will be circulated among all 
clients. All details of premium 
and merchandising campaigns will 
be handled for stations. First pro- 
grams were recorded by Titan Pro- 
ductions Inc., San Francisco. 

RAYMOND L. SERVATIUS, of 
WESG, Elmira, N. Y., has started 
a course in radio dramatics in con- 
nection with the Mohawk Drama 
Festival on the Union College cam- 
pus. He will also write and direct 
weekly broadcasts for the festival. 

COVERING 

TACOMA 
SEATTLE 
MARKETS 

Sell Tacoma -Seattle 
Economically 

Mail in almost equal percentages 
from Tacoma, Seattle and towns 
and farms in the Puget Sound area, 
shows economy of using KVI-at 
ONE low cost. 1000 watts, 570 kc. 

Pioneer CBS Station in 
Pacific Northwest 

R O A D C A S T I N G Broadcast Advertising 

Panel Discussion 
(Continued from page 15) 

man for the particular participat- 
ing program he conducts. 

Dr. Herman S. Hettinger, of the 
Wharton School of Finance & 
Commerce, University of Pennsyl- 
vania, had the subject "The Mar- 
ket for a Station's Services as an 
Advertising Medium." He brought 
out that one -fourth of the total 
revenue of stations is from network 
business, one -fourth from national 
and regional spot, and about one- 
half local. It is significant, he add- 
ed, that the most business comes 
from the station's own efforts. 

Asked about the trend as to the 
relative growth of national and lo- 
cal business, he brought out that 
national has gone up about 45% 
during the last year and that local 
business is lagging. Products which 
are the most important in the na- 
tional spot field, he declared, are 
drugs, representing about one- 
fourth, food products about one- 
fifth and automotive about one- 
eighth of the total. In 1934, he 
said, the latter group represented 
only 5 %. In the local field, he de- 
clared that there are some 200 
miscellaneous products which rep- 
resent the bulk of the business. 
Clothing and food, and household 
goods each represent about 14 %, 
and department stores only 7.6 %. 
Local advertising follows t h e 
trends of retail trade, he declared. 

The trend toward programs and 
away from announcements was 
hailed as significant by Hettinger. 

Jack Van Volkenberg, assistant 
to H. Leslie Atlass, CBS Chicago 
vice president, wound up the panel 
with a discussion of preparing pro- 
grams for sales. He said it was 

his view that preparation of pro- ' 

grams should be a program depart- 
ment rather than a sales depart- 
ment responsibility. However, he 
added that the sales department's 
collaboration is an advantage. A 
good salesman, he declared, knows 
what to do in presentation. He ad- 
vised consultation of the program, 
sales and other departments in de- 
vising a presentation to an account. 

Mr. Van Volkenberg said he re- 
garded as unsound the theory of 
the saleability of sustaining pro- 
grams. Local advertisers, he de- 
clared, do not like anything old; 
they want something brand new. 
Moreover, he said, the lack of time 
available these days makes it un- 
economical to build sustaining pro- 
grams earmarked for commercial 
sponsorship. 

l f l Will 1 ?7 U ! Y J y I' YO !/ 011- 
NO l A f iO A D 70 PASS oft l/ Y E 
LARGEST INDEPENDENT 
STATION HI CHICAGO !- 
201 N.WELLS ST, CHICACO,ILL, 

.7 %. +r erunsnenn as 
MFFD 0 CO. 350 MADISON AVE , M.Y.C. 
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In walking a wire, it's Balance! 

In buying time it's 

Balanced Coverage 
... and the key to that 

in Northern California is 

SF 
560 KILOCYCLES 
1,000 watts full time 
SAN FRANCISCO - OAKLAND 

WE could talk a lot more than we 
do about audience mail, because 
we've a lot to talk about. But here's 
the BIG point. From all over North- 
ern California, mail comes in pro- 
portion to the distribution of radio 
homes. Let your John Blair man 
tell you aboutit! 

KSFO -Russ Building, San Francisco 
Philip G. Lasky, General Manager 

National Representatives: 

JOHN BLAIR & CO. 

Agreement on Warner Return 
To ASCAP Is Believed Near 

Reunion Seen Not Later Than Autumn; Mills Fos- 

tering Plan to Pass Copyright Fees to Advertisers 
AGREEMENT upon terms under 
which Warner Brothers music pub- 
lishing houses would return to the 
ASCAP fold may develop any day, 
it is indicated in music circles. 
The board of directors of ASCAP 
during the last fortnight had held 
what amounted to a continuing 
session to discuss plans under 
which Warner Brothers would be 
allowed to return to the ASCAP 
organization which it left at the 
end of last year on the grounds 
that it was not receiving a suf- 
ficiently large "cut" of royalties. 

Reunion of ASCAP and Warner 
publishing houses can be expected 
by autumn, it is said. There is a 
strong possibility, however, that 
the agreement will be effected in 
advance of that time. Warner 
Brothers publishing houses have 
not fared well since the defection 
from ASCAP and the motion pic- 
ture productions of the company 
have suffered because of the lack 
of performance of Warner num- 
bers featured in those pictures. 
Herman Starr, vice president of 
Warner Brothers and head of its 
music activities, was in Chicago 
during the NAB Convention July 
6 -8. He did not discuss the music 
situation with NAB officials, how- 
ever, so far as known. 

The next regular meeting of the 
ASCAP Board will be held the last 
Thursday in September. E. C. Mills, 
ASCAP general manager, is em- 

The Missouri Triangle 

KC MO 
KANSAS 
CITY 

WTM V 
"-I E. ST. LOUIS 

AT ONE LOW RATE ! ! 

These 3 stations are doing a real selling job 
for advertisers who buy RESULTS - that's why 
most of our present advertisers are running on 

renewed contracts. 

We can do an outstanding job for -your product 
too! 

FOR RATES AND COVERAGE DATA WRITE TO ANY STATION BELOW 

KWTO-KGBX KCMO WTMV 
SPRINGFIELD, MO. KANSAS CITY, MO. E. ST. LOUIS 
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powered to call a special meeting 
prior to that time to handle any 
emergency business. 

ASCAP spokesmen indicate that 
they are keeping the door "wide 
open" for Warner Brothers. It is 
entirely likely that an arrangement 
may be made whereby Warner will 
return to ASCAP in advance of 
September. As things stand now, 
it can happen almost any day be- 
cause ASCAP is not throwing up 
any barriers to its reentry. 

No basis has been made for 
Warner Brothers return. Royalties 
are divided among ASCAP mem- 
bers according to seniority of the 
publishing houses, which accounts 
for 20%; on the availability rating 
of the music, which accounts for 
30% and on the popularity of the 
music based on radio program per- 
formances, which amounts to 50 %. 
Normally, Warner Brothers has al- 
ready lost its seniority by virtue 
of its withdrawal. However, it is 
expected that the ASCAP Board 
would be willing to reinstate the 
Warner houses on their old seni- 
ority ratings. Officially, they would 
retain their availability rating but 
would have to regain their popu- 
larity before sharing as advantage- 
ously as before on the matter of 
program performances. 

Spotter Spotted 

MEANWHILE, it was learned 
that late last month Federal Judge 
John P. Barnes of the Chicago 
Federal District Court dismissed, 
at the request of Warner Brothers 
attorneys, a suit filed against 
WENR alleging performance of 
My Wild Irish Rose. The reason 
for the dismissal, it was an- 
nounced, grew out of the fact that 
WLS, and not WENR, performed 
the number. The Warner "spot- 
ter" thought he was listening to 
WENR, since the two stations 
share the same channel. WLS has 
a Warner license. 

It is also reliably reported that 
six other suits against NBC sta- 
tions on the same number have 
been dropped by Warner's because 
of misinformation in the com- 
plaint. A month ago Warner 
Brothers dropped a batch of 40 
suits against CBS stations alleg- 
ing performance of That Old 
Fashioned Mother of Mine. Thus 
far, there have been no final adju- 
dication of any of the more than 
200 suits brought by Warner 
houses seeking damages in the 
amount of nearly $4,000,000. 

Mr. Mills is promoting vigorous- 
ly his plan for revision of copy- 
right fees from a flat percentage 
basis on gross income, to a method 
which would mean passing along 
the percentage cost (and a higher 
one) to advertisers through sta- 
tions. This plan does not have the 
approval of the ASCAP board, so 
far as known. 

At a conference in New York 
July 2, Mr. Mills outlined the plan 
to Louis Wasmer, KHQ, Spokane, 

president of the Washington Statt 
Broadcasters Association an( 
Judge John C. Kendall, Portion( 
attorney, representing several sta 
tions in Washington. The confer 
ence grew out of the dissolution oi 
the ASCAP receivership in Wash 
ington last month. Evidently i 
was concluded that the best propo- 
sition procurable now is the five 
year contract at 5% of gross. 

Blanket License 

THE PLAN espoused to the dele 
gation by Mr. Mills as the future 
solution of copyright was tha 
ASCAP give stations a blanke 
contract license to all of its cata 
log on a strictly sustaining pro 
gram basis; that 5% of the loca 
station one -time rate be paid a. 
the sustaining fee on sustaining 
programs; on commercial pro 
grams, all stations would becom. 
agencies of ASCAP and licens,_ 
any advertiser . to use ASCAI 
music, at a fee of 10% of the rate 
of the station for the time. Th, 
license to advertisers would be oi 
ASCAP forms and on the revers. 
side would be a statement showing 
the actual music used by the ad 
vertiser. The 10% charge woul, 
be on program time only, with n 
assessment on talent or line fees 

In the case of a network. unde 
the plan, the originating statio: 
would be liable and issue the li 
cense to the advertiser. The affili 
ated stations would assume tha 
the originating station has prc 
cured the license. 

Mr. Mills favored a form b- 
which a one -year contract, renew 
able for one -year periods, migh 
be negotiated. The contract woul 
become perpetual with each advei 
tiser. subject only to cancellatio 
on one -year's notice. On all point 
not agreed to by ASCAP an 
broadcasters, there would be se 
up a board of arbitration compris 
ing one ASCAP member, on 
broadcaster member, and a thir 
member to be selected by th 
other two. Under the proposa 
broadcasters would agree to rt 
fuse time to an advertiser whic 
did not pay his ASCAP bills. 

It is reported also that on Jul 
3 the Washington State Court 
issued the final decree dissolvin 
the ASCAP receivership. La: 
month the Court dissolved O. 
ASCAP receivership and the rot 
tine procedure of actually transfe 
ring books, offices and other 
CAP properties to ASCAP WE 
consummated on July 3 with ti 
signing of the final decree. 

Mutual June Billings 
MUTUAL Broadcasting System r' 
ceipts for June totaled $104,51 
against $90,692 for June, 1935. TI 
basic four -station network accoun 
ed for $86,368 of this June's Fil 
ings with the supplementary st:; 
tions responsible for $18,142. I 

June, 1935, the associated station 
netted only $1,091. 

You'll reach new pros. 
pects now in the Summer 
Playground of the Nation 

Watts IC" 60Kc. HGVO MONTANA 
The Garden City Station 

CLEARED- CHANNEL -5 
BROADCASTING Broadcast Advertisin 
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JUNIOR OLYMPICS 
WTMV Gets Region Excited 

Over Race Contests 
WTMV, East St. Louis, Ill., capi- 
tilizing on the track consciousness 

the nation with the world 
Olympic games in Berlin this sum - 
aer, has started its own "Junior 

I Olympics ". The track meet will be 
#.,pen to boys and girls between 10 

and 19 in the St. Louis area. Local 
I.Iewspapers are supporting the 

;Ilea. The Globe Democrat broke 
he story with an eight -column 
Fanner and a full column story, in 
Addition to a four -column cut of 
anquet tendered the executive 
;pmmittee of the meet by WTMV. 
ether three local papers, as well 
s community papers throughout 

-ae area, have followed suit. The 
station has tied in special sports 
Interviews featuring big names in 
`ocal track circles three nights a 
veek and promotes registration 
,ight times daily. 

The Junior Olympics attracted 
Ipidespread attention in the first 
veek of its campaign, as requests 
Dr entrance came from Missouri 
fnd Illinois towns outside "Greater 
;.t. Louis" area set up by the rules 
-ommittee. As a result boundary 
estrictions have been junked and 
,he meet has been thrown open to 

'?11 localities in Missouri and Ills- 
.ois. Out -of -state entries will cosn- 

',ete in nearest outlying districts. 
Trophies will be presented by 

TTMV. A big 32 -inch gold trophy 
gill be awarded the team piling up 
;cost points in both boys' and girls' 
ávisions. Trophies will also go to 

11 winning relay teams and indi- 
.idual medals will be given the 
rst four placers in every event. 
:emote broadcasts from each di- 
isional meet as well as the finals 
gill be c a r r i e d by the station. 
:rad Simpson and Jack Brashear, 

.,f the WTMV staff, are handling 
' he event. 

Nine Sign for Scripts 
' TAR RADIO PROGRAMS, new - 
v formed radio script syndicate at 
50 Park Ave., New York, reports 
he signing of contracts for its 
;service with nine stations -WJAY, 
,leveland; WRAK, Williamsport, 
;a.; WABY, Albany; WWNC, 
l,sheville, N. C.; WRR, Dallas; 

I:UMA, Yuma, Ariz.; WHAT, Phil - 
,delphia; CKCW, Moncton, B. C.; 
KOC, Hamilton, Ont. Burke 
Joyce, former NBC continuity edi- 
or, is production manager of the 
ervice, with Charles S. Maxwell 

is sales manager. 

' :overs the 

sla nds 
Hike the 

at ers 
over the sea. 

J 

KHBC 
HILO, HAWAII 

KGMB 
HONOLULU , HAWAII 

RED 1 HART. P,Nd..1 sad Geml Nampo 

SAN RANCßCO OFFICE, CALIFORNIAN HOTEL 
R-yremdw. 

CONOUEST ALLIANCE COMPANY 7 YOIIR SI, MADISON AVE OUCAGO 100 N. LSALLE ST 

OFF FOR EUROPE - Apparently 
pleased at the unprecedented testi- 
monial given him at the NAB con- 
vention, where he was nominated 
for president despite his absence, 
Edwin W. Craig, head of WSM, 
Nashville, and an NAB director, is 
fulfilling a promise made to Mrs. 
Craig 20 years ago - that their 
20th anniversary would be cele- 
brated by a trip to Europe. Mr. 
and Mrs. Craig are now enjoying 
a tour of the Continent and will be 
gone until mid - August. Mr. 
Craig's nomination was brought in 
by the official nominating commit- 
tee of the convention but C. W. 
Myers, KOIN - KALE, Portland, 
Ore., was elevated from the first 
vice presidency on an independent 
ticket. 
ITS OWN filming unit is being 
formed by the British Broadcasting 
Corp. for its forthcoming television 
service, this move being forced by 
the cinema exhibitors' ban on the 
use of film in television programs. 

Radio Markets Inc. Signs 
13 Stations in 2 Weeks 
WITHIN two weeks after the first 
announcement of formation of Ra- 
dio Markets Inc. as a subsidiary of 
World Broadcasting System Inc. 
to undertake exclusive representa- 
tion for stations affiliated with the 
spot - transcription company, 13 

stations had signed contracts, Ste- 
phen R. Rintoul, station relations 
manager of WBS, announced July 
13. Many other stations, he said, 
are negotiating with WBS for Ra- 
dio Markets Inc. representation 
and he said he was confident that 
when the organization began func- 
tioning this October, it would have 
an enrollment of 50 to 60 stations. 

The organization, as announced 
by Percy L. Deutsch, WBS presi- 
dent, will be in no way competitive 
with existing representation or- 
ganizations but instead is designed 
"to provide a much needed service 
for small stations in the small 
markets which heretofore have not 
been able to interest representa- 
tives in the sale of their facilities." 
[See July 1 issue of BROADCAST- 
ING.] 

A TRAINING college for its staff 
may be instituted by the British 
Broadcasting Corp. in order to 
coach appointees in the intricacies 
of radio. 

JOHN BLAIR &CO. 
/YCLIicmn 

at sty 
NEW YORK CHICAGO-DETROIT. SAN FRANCISCO 

Have You 
Heard This One? 

NEBRASKA Leads All Other 
States in Farm Income Increase 
the First 3 Months of 1936! 

That's a story with a REAL point! 

Nebraska's farm income for the first quarter of 1936 was 
$63,329,000 - with a greater gain than any other state! 

This wealth has been reflected quickly in increased buy- 
ing activity throughout the territory. 

Spot Radio Advertising, NOW, will boost your volume 
in Nebraska. 

For complete data on any or all of the live stations listed 
below, write the Association office, or any individual station. 

MISSOURI VALLEY BROADCASTING ASSN. 
Omaha, Nebraska 

WOW 
Omaha, Nebr. 

KFOR 
Lincoln. Nebr. 

WJAG 
Norfolk. Nebr. 

KOIL 
Omaha, Nebr.. and Co. Bluffa. Ia. 

KGBZ 
York, Nebr. 

3 R O A D C A S T I N G Broadcast Advertising 

KFAB 
Omaha. Nebr., and Lincoln, Near. 

KGFW 
Kearney. Nebr. 

KGNF 
North Platte. Nebr. 

Local 
Color' 
ZIEW 
* You can't match the intimacy of 

a second -frontier station like 
WAAT with anything else in 
broadcasting. Dude schedule 
makers too often skip the fasci- 
nating grip which it holds on its 
geographically "small town" and 
suburban audience. Those on our 
client -list know better. Somehow 
broadcasters just naturally turn 
hard - boiled with a station like 
WAAT. Mere sentiment could 
never keep these friendships so 
long. Cash - dollar business does. 

WAAT grew to what it is - on 
the astonishing response it gets for 
its users. Operating daytime only, 
WAAT has a vast following all 
its own - in the rich cosmopolis 
of Newark, Jersey City, Hoboken, 
West New York, Passaic, Bayonne, 
Union City, Elizabeth, Hacken- 
sack, the Oranges and Montclair. 
Over 2,250,000 people are in its 
primary reach. 87.1% of the 
area's homes are radio homes 
(largest ratio in the Union). Un- 
charged for, you get a jumbo 
bonus in New York City, Brook- 
lyn, Staten Island, Long Island 
and Westchester. Rates are more 
than moderate. 

Full details and success examples 
on request. 

CASE HISTORY 16 
Manufacturer estab- 
lishes 2710 new cus- 
tomers after 41 spot 
announcements. 

CASE HISTORY 21 
National spot adver- 
tiser found WAAT 
produced the lowest 
cost per inquiry in 
the New York Metro- 
politan area. 

CASE HISTORY 38 
Local retailer using 
WAAT exclusively 
increased average 
monthly dollar vol- 
ume by $5,000.00 dur- 
ing 1935. 

JERSEY CITY & SUBURBS 
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Cleveland 1610 Kilocycles 

FOUND 
an exclusive selling 

recipe called 

PERSONALIZED 
SELLING 

Typical result from two 
weeks of broadcasting on 
CHARM, where Person- 
alized Selling is exempli- 
fied: 
38 signers -on- the - dotted- 
line at $100 each in TWO 
WEEKS. $3800 for an 
outlay of less than $200. 
More national advertisers 
are signing up with this 
outlet because WJAY 
GETS RESULTS! 

Edythe Fern Melrose, Mgr. 
Station WJAY, Cleveland 

CHerry 0464 
Rep. Aerial Publicising. Inc. 

New York, Chicago 

PROGRAM NOTES 
A NEW twist to the "Man on the 
Street" idea is Gang Plank Gossipers 
on WBBM, Chicago, three nights 
weekly. Douglas Hope interviews 
people coming down the gangplank of 
the steamship Theodore Roosevelt 
after returning from evening cruises 
on Lake Michigan. 

IN PRESENTING the weekly broad- 
cast by Rev. Wm. Downs and the 
Nazareth Choir, all lights in the ad- 
joining studios, in the control room 
and in the visitors gallery of WIS, 
Columbia, S. C., are extinguished, so 
that the negro singers do not realize 
anyone is watching them. The result 
is that the "Amens" are more spon- 
taneous, the singing more fervid, and 
a far more realistic effect is obtained. 

DURING remodeling -week a t 
WPTF, Raleigh, N. C., when mem- 
bers of the production department 
were transferred temporarily, equip- 
ment and all, to the station's big 
Studio A, typewriters were banging 
away and announcers had to quiet 
the assembly of workers for station 
breaks. Production Manager Graham 
Poyner, recognizing the possibility of 
an unusual broadcast, gave instruc- 
tions to announcer Les Biebl to take 
the air with his program News From 
Radio Row directly from the studio 
where the production staff was busily 
engaged. While Biebl gave his de- 
scription, typewriters clacked, con- 
tinuity was turned out, conversations 
continued among staff members as if 
nothing out of the ordinary was tran- 
spiring, and real radio atmosphere 
was created. 
WBAP, Fort Worth, arranged a 20- 
microphone pickup for the Fort Worth 
Frontier Centennial, which opened 
July 1. Programs are fed to NBC, 
including the Paul Whiteman Musical 
Varieties sponsored by John H. Wood- 
bury Co. 

SHOWMANSHIP 

If you have a "test" campaign in mind -put it up to KEX 
-for versatility and originality in Showmanship! 

Famed for its outstanding, local shows nightly, KEX 
holds an enviable record for dramatic "hits" attained by 
few stations. A large staff of well -trained composers, musi- 
cians, artists and technicians are here to serve you. 

KEX 
5000 WATTS -1180 KC. 

NBC Blue Network 

The only station in Oregon operating on a clear channel. 

The Radio Service of The Morning Oregonian, Portland, 
Oregon, also operating KGW (NBC Red Network) 

Representatives: Edward Petry & Co.. Inc., New York, Chicago, Detroit, San Francisco 

Page 62 July 15, 1936 

BONUS -Here is Foster May, spe- 
cial events announcer of WOW, 
Omaha, interviewing Ray Sanks, 
that city, ten minutes after the 
mail man had delivered a bonus 
bond to the Sanks family. The lo- 
cal General Electric Supply corp. 
was sponsor. 

USING KIRO as his rostrum Mayor 
Dore, of Seattle, has started a series 
of informal radio talks in which he 
brings to the people of Seattle a com- 
plete history of his administration, 
even as the events are taking place. 
Mayor Dore explains the official events 
of the week and tells in what way 
they will affect the people of the city. 
POPULAR in the Southwest is 
Helen's Home, five - weekly morning 
serial on Texas Quality Network, 
keyed from WBAP, Fort Worth. It 
deals with everyday family problems 
and Mrs. Della West Decker is writer 
of the script with Dorothy Compere, 
of the WBAP staff, directing and 
taking the lead. A cast of 14 is used. 

CKY, Winnipeg, Canada's most pow- 
erful station with 15,000 watts, is 
moving its studios to enlarged quar- 
ters on the third floor of the Mani- 
toba Telephone Bldg. in the near fu- 
ture, according to announcement of 
Hon. W. J. Major, minister of tele- 
phones in the Manitoba government. 
CKY has been in the telephone ex- 
change building for 10 years. The tele- 
phone system of the provincial gov- 
ernment has a broadcasting mo- 
nopoly in Manitoba. 

KMTR, Hollywood, for ten days early 
in June, strung a remote control line 
to the county jail. Announcer Hal 
Styles nightly made a half -hour trip 
through the establishment. After in- 
specting a few departments each night 
and interviewing the jailers, the mi- 
crophone was stopped before several 
cells for some of the prisoners to say 
a few words. None of them attempted 
to send any personal message or be 
funny. Most of them mumbled some- 
thing about "crime doesn't pay ". 
A WEEKLY floor show featuring 
popular acts of WCCO, Minneapolis. 
is presented aboard the Mississippi 
riverboat Capitol each Monday dur- 
ing the moonlight excursion from St. 
Paul to Hastings, Minn. and return. 
In addition to the floor show, wander- 
ing entertainers play and sing on the 
upper decks of the boat for all pas- 
sengers who are not dancing. Each 
Monday a different WCCO announcer 
acts as master -of- ceremonies. 

IN AN EFFORT to bring its leadin 
participation program of this tyl 
"out of the blind spot ", WGAR, Clew( 
land. followed the lead of many othe 
stations in establishing the name 
the act (Ethel & Ben) in the pr 
gram listings and then identifying th 
hour as a "household hour open fc 
cosponsorship ". This simple "dressin 
up" did much to lift the hour -ant 
ten- minute program from the "partie 
pation" identification. It is recoi 
nized that agencies and advertise] 
sometimes shy clear of the " participi 
tion" tag. The advertising is not col 
spot announcing, but in conversation] 
style. Their list of co- sponsors incl 
cates how well they have lifted the 
program "out of the blind spot ". Ii 
eluded are Swift & Co., John Morre 
& Co., (Red Heart Dog Food), Tre. 
Sweet Orange Juice, G Washingto 
Coffee, Selby Shoe Co., Norge Ri 
frigerator, Cleveland Retail Grocer 
Association, United Food Stores, She: 
win Williams, Snoflake Shoe Cleane . 
and items and firms that are season 
able in nature. 

NBC and CBS are aiding WNEW 
Newark. in providing material for th 
WNEW Musical Biographies prograi 
which relates stories about radio star: 

WJBK. Detroit, will broadcast pr.( 
grams designed and produced by th 
Board of Education, with the statio 
acting in an advisory capacity. Tb 
programs will supplement the regula 
school curriculum, according to Jame, 
F. Hopkins, manager. 

WBBZ. Ponca City, Okla., staged a 
amateur contest recently promoted b-j 
the American Business Club. Wit. 
only three days buildup, the prograi 
was sold to eight cosponsors. Fift 
contestants were auditioned, of whit 
43 were used. Over 4,000 vote 
(mail) were cast, the eight winner. 
appearing on the bill with a Majo. 
Bowes Unit showing here on the fo: 
lowing Saturday. Cash prizes wer 
awarded to the two winners at th 
stage appearance. 

THE Junior Bar Conference, Los Ar 
geles, of the American Bar Associr 
tion, has launched a weekly afternoo 
quarter -hour series on KHJ, Los Ar 
geles, under the title Scales of Jut 
tice. The series will be in the fori 
of personal narratives by prominen 
peace officers, attorneys and criminc 
logists. 

GENERALLY acknowledged as on 
of Philadelphia's most popular pre 
grams, The Melody Man, WFIL' 
unique musical memories contest, thi 
week celebrated its first anniversary 
For a birthday present, the Melod 
Man counted 212,627 letters. At th 
helm of the series are Al Stevens 
WFIL's chief announcer, and Wayn 
Cody. pianist. handle the program. 

SAN ANTONIO business men 12. 
strong. gathered in the ball room c 
the Plaza Hotel there for a "MI' 
Season Pep Luncheon" for the Sa' 
Antonio Missions' Baseball Team Jul_ 
7. The affair was sponsored by KTSa 
Hearst Radio station in San Antonio 
with Charles Casper, sports broac 
caster of the station acting as maste 
of ceremony. 

INDUSTRIES 
are operating at capacity 
in Gadsden. Business is 
good in Gadsden, Ala. 

wJRY 

SELL ALL 

5000 WATTS 
G. RICHARD SHAF To 

SOUTH CAROLINA 

WIS 
Mn.wGER 

560 KILOCYCLES 
BIAFR EE .JOHNS L FIELD, Iwo. 

NATt RePRZ3ENTnSNLt 

BROADCASTING Broadcast Advertising 
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KEHE PLANS NEW QUARTERS 
Unusual Features to Be Included in Layout of 

- Hearst Station's Studios and Transmitter 

VHE, 
Los Angeles, (formerly 

M), will spend $250,000 within 
ie next few weeks to remodel its 
.hnical plant and studio equip - 
4nt, including the removal of 
,kh divisions to new and separate 
{ations. 
The reorganization will culmi- 
ite late in September, or early 

ober, with an elaborate official 
3iication which will be built up 
tong big names in radio, stage 
'd screen, as well as guest an- 
pincers. 
The technical equipment will be 
.rnplete RCA high fidelity trans - 
Ission, 5 kw., with a vertical 
iliator. The proposed site will 
I on a 10 -acre plot in the West 
lams district of Los Angeles 
proximately in the center of the 
l original Spanish land grant 

. 'bwn as Rincon de los Bueyes. 
ig a local landmark and histori- 

]4 spot. 
A Unique Ground 

IlE operating building will be a 
le- story- modernistic structure 
".ich will house the complete 
:finical equipment and appara- 
ti also living quarters for 

:o technicians. One of the out - 
the- ordinary features at Rincon 

, los Bueyes will be the use of 
panese bunch grass for the 
.idscaping, instead of the stand- 

1 blue grass. The bunch grass 
quires no cutting or other at- 
ntion except water at infrequent 
ervals. Thus it will serve to 
ep the ground wet and prove 
racticable as a ground for the 
ftenna. In addition, the Japanese 
-ass will keep down the weeds 
lick ordinarily would be burned 

j?.quently and thus, in many in- 
Ences, burn the copper wire 
Ilderground. 
`Another unusual feature at the 
phnical plant will be a reinforced 
4ncrete trough for the concentric 
.ansmission line. It will have a 
:movable sectional top slab which 
n be opened after or during 
'rthquake disturbances for in- 
ection purposes. 
.There will be two sources of 
wer for KEHE. One will be 
^ect from Boulder Dam (fur - 
¡shed through the City of Los 
geles), while the second will be 
'nm a commercial company, the 
-uthern California Edison Co. 
ley will provide a continuous 
-suit for regular usage and also 

a standby for all auxiliary pur- 
rses. 
The old KEHE Western Electric 
°finical equipment will then be 
girely renovated, converted to 
h- fidelity and housed at the 

(ant for standby and auxiliary 
e. 

The Studio Layout 
3E new KEHE studios will be 
'rated in metropolitan Los An- 
les and will be one of three lo- 

Ítions now under submission and 
aiting approval of the FCC. 

+e building will be a story -and- 
aalf modernistic structure with 
tzzanine. 
Technically there will be three 
,mplete outgoing channels, a 

master control, five network type 
mixing consoles and associated 
equipment with service for 12 re- 
mote control lines. There will be 
provision for DC light and power 
for use when television arrives. 

The city studios of KEHE will 
be landscaped with many unusual 
effects. There will be a miniature 
vertical radiator in front of the 
building, if the architectural de- 
sign is such that it will blend in 
well with the surroundings. It 
will be decorated with a neon 
electric sign with the call letters 
affixed atop the radiator. The 
tower lights, both at the studios 
and the transmitter, will be oper- 
ated by photo -electric cells. 

There will be an auditorium 
with a basic seating capacity of 
350 and entrances both from the 
street and the main studios. The 
equipment will include an electric 
counter which will click off the 
number of people who enter the 
hall both for a statistical record 
and also for the use of the spon- 
sors and agencies. 

KEHE will have five studios in 
its main building and with each 
there will be a clients' audition 
and conference room in which 
they can see and hear their own 
programs. In addition, there will 
be a separate agency production 
room where agency executives 
may test their own program crea- 
tions in privacy. 

Departmental Offices 

AN ELECTRIC organ will be in- 
stalled with a movable console. 
There will be special provision for 
a music library and transcription 
storeroom. Departmental and sec- 
retarial offices will be provided 
for every department, and will be 
so arranged that the production 
and administrative divisions will 
occupy separate quarters with in- 
dividual hallways and entrances. 

Other facilities will include an 
artists' lounge and public recep- 
tion rooms. The entire studio 
building will be completely air 
conditioned and have special light- 
ing and acoustical effects. Mor- 
gan, Walls & Clements, architects, 
designed the complete unit. 

The present technical plant of 
KEHE is located in Santa Monica 
with the studios proper at 214 
South Vermont Ave., Los Angeles. 

Juneau Is Manager 
C. B. JUNEAU, who has been as- 
sociated with the station for the 
past 11 years is manager. He was 
originally the owner of the station 
when the call letters were KFVF 
and both studios and transmitter 
were located at Ocean Park -Santa 
Monica. 

There is a technical staff of 11, 
six staff announcers and a sales 
and office force of 20, in addition 
to the usual complement of pro- 
duction men, writers and musi- 
cians. 

The plans for the new KEHE 
were announced late in June 
during the visit of Ford Billings, 
manager of WCAE, Pittsburgh, 
who made a cross -country tour in 
the interests of Hearst Radio Inc., 
which will represent KEHE na- 
tionally. 

R O A D C A S T I N G Broadcast Advertising 

MIKE CRASHER 
Crushed at NBC San Francisco 

Studio by Ed Ludes 
THEY'RE calling Ed Ludes, NBC 
announcer in San Francisco, "One 
Punch Ludes" these days. It was 
he who subdued a slightly dement- 
ed, but happy groom -to -be who on 
July 4 invaded and attempted to 
wreck the network's studios in 
that city. All happened when one 
Clarence Kronquis was informed 
by Jane Burns, chief hostess, that 
he couldn't broadcast to the world 
details of his forthcoming mar- 
riage. The youth suddenly dashed 
into a nearby studio where a re- 
hearsal was under way. Knocking 
music stands and instruments in 
all directions, he got to the micro- 
phone and began shouting. 

When musicians attempted to 
subdue and put him out of the 
studio, the love -stricken Clarence 
drew a knife and began slashing, 
whereupon announcer Ludes stepped 
up, and felled him with a right. 
Ludes sat on the slightly muddled 
man until police arrived and took 
him to the detention hospital for 
observation. Ludes received num- 
erous cuts and bruises on his face 
and hands. He's being hailed a 
hero by the hostesses and musi- 
cians. 

Jack Nelson to MBS 
JACK NELSON, of the NBC sales 
staff in Chicago, has resigned to 
join the Mutual Network sales or- 
ganization in the Tribune Tower 
Bldg. in August, working with 
Ade Hult, MBS sales representa- 
tive in Chicago since the network 
was started a year ago. 

ó3pa 7:00 Pm 

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 17t/2x11r/2 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. 

Give your product a nation -wide hearing 
on a steady schedule before millions of 
buyers at a time when they are most 
receptive over 

Oweleel nel ratea 
by Tre 

courler- Journal 
and Loolerllle Timet 

LiififiS 
Louisville. Kentucky. 
C B S Basic Outlet 

Edward Petry Company. National Representative. 
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IZFID' 
COMMANDS 

in Spokane 
-key city of western Wash- 
ington and the vast Inland 
Empire 

13% more 
listeners than the first com- 
peting outlet. 

2% more 
listeners than all other Spo- 
kane radio stations combined. 

Write Station KFPY 
Spokane, Washington for 

listeners' survey. 

REPRESENTATIVES 
J. H. McGILLVRA, 485 Madison 
Avenue, NEW YORK and 

Palmolive Bldg.. CHICAGO 

WALTER BIDDICK CO., 568 Chamber 
of Commerce Bldg., LOS ANGELES 
and 601 Russ Bldg., SAN FRANCISCO 

Maine Court to Take Up 
ASCAP Monopoly Suit 
WHETHER ASCAP will be ad- 
judged an illegal monopoly in the 
state of Maine, in a procedure 
similar to that of last year in 
Washington State, shortly will be 
decided, according to telegraphic 
word received by James W. Bald- 
win, NAB managing director, from 
Clyde R. Chapman, attorney gen- 
eral of Maine. The Washington 
state receivership recently was dis- 
solved under rather mysterious 
circumstances, according to broad- 
casters from that state attending 
the convention. Mr. Chapman's 
telegram follows: 

"Bill in equity attorney general 
of Maine against ASCAP similar 
to state of Washington bill for 
hearing soon before Chief Justice 
State of Maine stop Your attend- 
ance and testimony in the sub- 
stance of your NAB report of Feb. 
18 vitally necessary stop On what 
date in August could you attend 
hearing State Capital Augusta stop 
Advise immediately ". 

Don Lee Names Morgan 
DON LEE BROADCASTING SYS- 
TEM has selected Raymond R. 
Morgan Co., Hollywood, as adver- 
tising and sales promotion man- 
agers. The appointment is effec- 
tive at once and a campaign of 
national advertising will be fea- 
tured. The Morgan company, cur- 
rent producers of Strange As It 
Seems, Drums and other network 
programs, represents the Folger 
Coffee Co., Gilmore Oil Co., and 
other radio advertisers. 

Laundry Radioaids Made 
The Laundry Industry 
Radio Conscious From 
Miami to Spokane! 

AS A direct result of this, there will be 
more laundry services sold this Fall by 

Radio than ever before. 

We are proud to state that station purchases 
of Laundry Radioaids for August and Sep- 
tember release, indicate very clearly that the 
overwhelming majority of Laundries and 
Laundry Associations are insisting that Laun- 
dry Radioaids, do their selling job. 

For detailed information about Laundry, 
Bread, Furniture, Loan, Used Car and Ice 
Cream Radioaids,* 

Wire or Write 

RADIOAIDS INC. 
1357 North Gordon Street Hollywood, Cal. 
* Jewelry Radioaids ready for release August 

First. Audition samples' now available. 
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SCORES OF SPONSORS - This is a display of past sponsors of "Un 
Don" Carney, exhibited atop the New Amsterdam Theater in New Yc 
where WOR's studio is located and where 700 children and their pare: 
and some of the leading stars of radio helped "Uncle Don" celebr: 
his 4,000th broadcast this month. The cheery "Uncle Don" has had 
children's programs sponsored by 38 firms during the last eight yea 
His present sponsors are Greenwich Savings Bank, McKesson & Robb 
for Calox tooth powder and The Borden Co. for Mel -O -Rol ice crear 

Westinghouse Files Suit 
For Television Patents 
Issued to Dr. Zworykin 
FIRST indications of what may 
develop into the bitterest patent 
fight in radio history, unless the 
various patent claimants get to- 
gether beforehand and set up an 
industry pool, were apparent with 
the filing of an equitp action 
against RCA in U. S. District 
Court in Wilmington by Westing- 
house E. & M. Co. Westinghouse 
asked Judge John P. Nields to 
direct the U. S. Commissioner of 
Patents to issue patents to it on 
the inventions of Dr. Vladimir K. 
Zworykin, f or mer Westinghouse 
scientist now with RCA at Cam- 
den. 

Claims for Patents 
DR. ZWORYKIN is the inventor 
of the Iconoscope television camera 
and the Kinescope tube for the 
reproduction of broadcast televi- 
sion images, the mainstays of 
RCA's television system now un- 
dergoing secret field tests from 
atop the Empire State building in 
New York. When he joined RCA 
he took with him his developments, 
prior to the Department of Justice 
suit which led to the divorcement 
of General Electric and Westing- 
house control over RCA. 

The suit grows out of patents 
issued to Henry Joseph Round, in 
which RCA claims full interest, 
and which were decided by the 
Patent Commissioner in favor of 
Mr. Round. These patents appar- 
ently are somewhat in conflict with 
Dr. Zworykin's. In the highly in- 
volved litigation Westinghouse as- 
serts it entered into agreements 
with Dr. Zworykin in 1925 and 
1927 and 1932 which give it full 
control of his patent applications. 
Westinghouse's suit, it was an- 
nounced, is to determine whether 
Dr. Zworykin or Mr. Round is the 
first inventor of certain television 
improvements, Dr. Zworykin hav- 
ing assigned his rights to Westing- 
house and Mr. Round having as- 
signed his rights to RCA. 

Y2 million lbs. of copper a 
day means a large 

payroll in 

BUTTE 
Home of 

kG16. 

Music Appreciation Hot 
Of NBC in Ninth Ye, 
THE NBC Music Appreciati 
Hour, conducted by Dr. Wal 
Damrosch, will start its ninth so 

son Oct. 2 on a new time sal 
ule using both Red and Blue n 
works, Fridays, 2 -3 p. m. (ES' 

The progressive course, as in i. 

past years, will consist of four s 
ies of concerts graded to meet I 

requirements of different age 1 

els. The Instructor's Manual a, 
the Student's Notebooks will 
available to schools and the gene 
public at the cost of production a 
distribution. The Manual, a g1 

eral guide to teachers, prepared 
Dr. Damrosch and Lawrence I 
bott, will contain explanatory not . 
thematic illustrations and h 
graphical information on all fc 
series of concerts. 

WNAX in the Drough 
WNAX, Yankton, S. D., wh 
raised thousands of dollars i 

drought sufferers during the gr/ 
dry spell of several years a 
leaped into the breach again t 
month to carry reports of the ci 
rent drought plague to the nati'. 
It not only handled local and ne: 
by pickups but twice within a we 
keyed programs to CBS, with Ch 
Gurney, Republican candidate t 
U. S. Senator, and Charles Glei 
chief announcer, doing the broÿ 
casts. Chan Gurney is former mu- 
ager of WNAX, but several yea 
ago he sold out his interest to 
brother Charles. 

7 out of 10 
Listeners to 

BUFFALO STATION 
tune in 

WGR or WKB 
between S and 7 P. M. 

says Ross Federal 
BUFFALO BROADCASTIN 

CORPORATION 
RAND BUILDING, BUFFALO 

Represented by 

FREE & SLEININGER- 
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o1. Knox Asks Free Air 
t Dedication of WROK 
ROK, Rockford, Ill., on July 12 

idicated its new 240 -foot radia- 
and new studios, and at the 

me time celebrated its advance 
full time on the 1410 kc. chan- 

1, formerly shared with WHBL, 
eboygan, Wis. Col. Frank 
ox, GOP vice presidential nom- 

ee, and principal speaker, plead- 
for freedom of the air. Gov. 

,_nry Hcrnc., of Illinois, also was 
esent. The event was broadcast 
Affiliated Broadcasting Co. Stá- 

hns. % 
;Asserting he did not speak as 
e GOP vice presidential nomi- 
re, Col. Knox warned against us- 
g radio "to spread wrong ideas 
ppd encourage wrong policies ". 
.b.uding broadcasting as a device 
Ir breaking down barriers of 

.bne and distance, he predicted the 
ay when it will remove sectional 
jeling. 
1lWROK is now controlled by the 

kford newspapers published by 
P rs. Ruth Hanna McCormick Sims, 

th Lloyd C. Thomas, general 
i I nager, heading a group of min - 

iity stockholders. 
1.i 

free Networks to Carry 
Landon -Knox Ceremony 
ILL three networks -NBC, CBS 
ád Mutual -will carry the notifi- 
ation ceremonies and acceptance 
leeches of Gov. Landon and Col. 
ii.ank Knox, as Republican nomi- 
es for president and vice presi- 
nt. Gov. Landon will deliver his 
ceptance speech July 23 over 

d 
i e combined NBC -Blue and Red 

°, 

rtworks 
the speech at pfrom 10-10:30 

m. Mutual has not fixed its 
P.üoadcast time as yet. 

'A week later, July 30, the three 
tworks will broadcast the ac- 

I , ptance speech of Col. Knox. The 
Mme broadcast schedule will be 
illowed but only the NBC -Blue 
ill carry the acceptance speech. 
,Pie Landon talk will force the 
graft- Phenix Bing Crosby pro- 
tam off the air for the third time 

lithin the past month. President 
t pposevelt delivered his acceptance 
° Leech from Philadelphia on June 

J. 

Blair Keeps KNX -KSFO 
. A T I O N AL representation of 
itNTX, Hollywood, and KSFO, San 
rancisco, by John Blair & Co., 
.spite their CBS operation, will 
ntinue for the time being, ac- 
.rding to present plans. Mr. 
glair reports that his company has 
contract with KNX that runs 

'Ail next April and with KSFO 
at has nearly five years to go. 
11 other CBS owned and man- 
ed stations are represented in 
e national spot field by Radio 
les Inc., CBS subsidiary. KNX 

¡;4d KSFO are linked together as 
e Western Network, and prob- 
y will continue to be even after 
S takes them over -KNX under 
purchase agreement awaiting 
C approval and KSFO under 
se. 

SEATTLE 

1000 WATTS 710 1(C 

Finer Points of Fancy Fencing 
IF Harry Mortimer of the NBC 
office staff in San Francisco were 
Fred Allen, he probably would ex- 
plain that he's taking N a t a l i e 
Park, network actress, out for 
lunge. But what he's actually do- 
ing is showing her some of the 
fine points in the art in which this 
19- year -old medal -holder contend- 
ed with other fencing stars at the 
San Francisco Fencing Champion- 
ship Competition held in the audi- 
torium of the Emporium, depart- 
ment store, in June. 

Mortimer, one of the youngest 
fencers on the San Francisco 
Olympic Club team, won first 
place in the novice foils section of 
the Pacific Coast Championship 
recently held in Los Angeles, and 
second and third place, respective- 
ly, in the junior foils and sabers. 

Radio Safety Awards 
AWARDS for best radio safety 
programs have been announced by 
CIT Safety Foundation, 1 Park 
Ave., New York City, cooperating 
with the American Automobile As- 
sociation and affiliates. The Foun- 
dation has set aside $250,000 for 
safety promotion in the next five 
years. Awards include a $5,000 
grand prize for the most notable 
safety achievement. Bronze 
plaques will be awarded broad- 
casters for best radio presentation 
of public responsibility in motor 
car accidents, whether it is a sin- 
gle broadcast, a series of sustain- 
ing programs, or part of a com- 
mercial program. 

N O R W A Y'S broadcasting com- 
pany is planning to defray part 
of the expenses of its newly 
inaugurated shortwave service by 
admitting radio advertising in 
short wave programs. 

THE TRADE MARK OF 

ACCURACY, SPEED 

AND INDEPENDENCE 

IN WORLD WIDE NEWS 

COVERAGE 

UNITED PRESS 
FOR DOMINANT NEWS COVERAGE 

R O A D C A S T I N G Broadcast Advertising 

NO DISTANCE 
IS LONG. TO 

Problems of selling and scheduling 

programs . . . questions of time, 

tangles about talent, queries about 

stations and sponsors; all these 

are simplified by voice -to -voice 

contacts across the miles. 

You can save many precious 

hours by using Long Distance often, 

for no answer is more than an arm's 

length away by telephone. 
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NOTICE 
TO RCA REVIEW 

SUBSCRIBERS 
A notable new illustrated 

452 -page book on television, 
containing collected papers 
by RCA engineers on recent 
technical developments, and 
statements by David Sarnoff 
on the future of the new art, 
will be sent for a limited pe- 
riod without extra charge to 
all subscribers to the RCA 
REVIEW. 

TELEVISION, now on the 
press, will be invaluable to 
radio engineers as a refer- 
ence work. Additional copies 
may be had at $2 each. 

The first issue of RCA 
REVIEW, out this month, 
will include original articles 
on electronics subjects by Dr. 
V. K. Zworykin, H. H. Bever- 
age, L. M. Clement and E. 
W. Engstrom, R. M. Morris 
and others. The yearly (4 

issues) subscription price is 
$1.50 (outside of U. S., $1.85), 
including a copy of TELE- 
VISION. 

RCA INSTITUTES 
TECHNICAL PRESS 
A De¢aitment of RCA Institutes. Inc. 

75 Varick Street New York 

Baseball Clubs Charge Game Pirating 
By WMCA in Complaint Filed With FCC 
A F OR M A L complaint against 
WMCA, New York, alleging that 
it is "pirating" play -by -play base- 
ball broadcasts of the New York, 
Boston and Philadelphia American 
League baseball clubs, has been 
filed with the FCC by these clubs 
and by the American League of 
Professional Baseball Clubs, it was 
learned July 11. The complaint re- 
ceived at FCC headquarters asks 
that, unless WMCA ceases the 
practices complained of, such as 
"pirating, appropriating, using or 
disseminating, to any person, news 
reports or information of all or 
any part of the baseball games 
conducted by the complainants, 
without their express consent and 
approval ", the license of the sta- 
tion be "revoked and terminated." 

On behalf of WMCA, John M. 
Littlepage, its Washington at- 
torney, stated his opinion that the 
FCC has no jurisdiction in such 
matters. Moreover, he brought out 
that there is precedent to confirm 
that view, since the FCC some 
months ago disallowed a complaint 
alleging rebroadcasting of a World 
Series baseball game on the ground 
that it did not violate FCC regu- 
lations governing rebroadcasts. 

Not a Rebroadcast 
IT IS understood that WMCA does 
not actually rebroadcast the games. 
Moreover, it is indicated, the 
WMCA sponsor, General Mills Inc., 
also sponsors the broadcasts from 
the Boston and Philadelphia sta- 
diums and is entirely satisfied with 

FEDERAL TELEGRAPH CO. 

RADIO TUBES PERFORMANCE 

LONG LIFE UNIFORM 
CHARACTERISTICS 

Made under Federal Telegraph 
Company -Owned Patents 

Federal Telegraph Co. 
Tube F -357A 

Hall Wave Rectifier 
(Interchangeable with 

U. V. 857 and W. E. 266A) 

Federal Telegraph Company, a Mackay 
Radio subsidiary, maintains a tube service 
organization that really wants to serve you. 

FEDERAL TELEGRAPH 

®F -357A, half wave rectifier 
illustrated above, represents just 
one of a long line of Federal Tele- 
graph Co. Radio Tubes "Famed for 
Performance "throughout the world. 
Federal Telegraph Co. engineers 
have greatly improved this type of 
mercury vapor tube by shielding it. 
In F -357A the arc is confined within 
the shield which reduces bulb black- 
ening and materially reduces the 
tendency to arc back. A special 
filament core material insures per- 
manency of the oxide coating and 
prevents flaking. Write for catalog. 

COMPANY, 200 Mt. Pleasant Avenue, Newark. N. J. 
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the WMCA procedure. The WMCA 
baseball announcers, it is contend- 
ed, tell the listeners that they are 
broadcasting their "versions" of 
the games and do not state that 
the broadcasts are direct from the 
parks. 

The FCC first will decide whether 
it has jurisdiction in this particu- 
lar case. It is unlikely that there 
will be any action for several 
weeks. The FCC may decide to dis- 
miss the case for want of jurisdic- 
tion in which event, it is thought, 
the baseball clubs may take re- 
course to the courts. 

The complaint states that, mem 
bers of the League derive large 
revenue from the sale of the news 
of baseball games played by the 
teams, and that certain of the 
clubs have entered into contracts 
authorizing the dissemination and 
broadcast of the news of such 
games for specific purposes and 
under limited conditions. The Bos- 
ton Red Sox, for example, it states, 
has a contract with the Yankee 
Network, and the Philadelphia Ath- 
letics with WCAU to broadcast 
their games in certain territories. 

Nature of Charges 

THE allegation is that WMCA, 
during the 1936 season and par- 
ticularly since June 1 has broad- 
cast a play -by -play description and 
the scores of the baseball games in 
Boston and Philadelphia "without 
the consent and authority of the 
complainants or the consent and 
authority of the Yankee Network 
Inc. or WCAU Broadcasting Co." 
It further alleges that the broad- 
casts are made from the WMCA 
studios in New York by "appro- 
priating and pirating the informa- 
tion obtained from the broadcast 
of such baseball games by Station 
WICC located at Bridgeport, Conn., 
and Stations WCAU and WIP lo- 
cated at Philadelphia." 

Specifically, the complaint con - 
eludes that the WMCA practice" 
constitutes a "rebroadcast" in vio- 
lation of the provision of the law 
which prohibits picking up of pro- 
grams without the authority of the 
originating station. It asks that 
the FCC issue an order directine 
WMCA to disclose under oath full 
information concerning the broad- 
casts. 

The complaint is signed by Wil- 
liam Harridge, president of the 
American League; Thomas A. 

Authentic Singing 
WIS, Columbia, S. C., is pre- 
senting a quarter -hour pro- 
gram which features a 
group of 30 negro singers. 
The program originates in 
the plant of the Capitol City Laundry, sponsoring the 
series, and presents true 
negro spirituals with the 
background noises of modern 
laundry machinery. The ef- 
fect is unique, and the pro- 
gram has caused so much 
favorable comment that plans 
are being made to increase 
the broadcasts to a two -a- 
week basis. 

P. A. For Home 
WALTER WIDLAR, merchandi 
manager of WJAY, Cleveland, w 
used to be a radio engineer, h, 
solved the nurse problem at l 
home. He rigged up a mike 
the nursery with a loud speak 
in the laundry in the basemen 
When Mrs. Widlar is bossing t 
job of the Monday morning lau 
dry and the Tuesday ironing, s 
can hear every move the youn 
ster makes. 

Broadening Drama 
CBS on July 18 will start a n( 
series titled Columbia Workshc 
with Irving Reis, playwright a 
director, to be given a chance 
try unusual voice and sound effec 
The series will be heard 8:30 . 

p. m. Saturdays. Reis will be giv 
a free hand and all the tools a; 
talent he wants. 

Church Leaves CBS 
WELLES (Ted) CHURCH, ass- 
tant manager of WJSV, Washin 
ton, and chief assistant to CI 
Vice President Harry C. Butch( 
resigned July 11 after five yea" 
with the network and station. I 
did not announce future plan 
Prior to joining CBS in 1931 
was a correspondent on the Was 
ington staffs of the United Pre 
and the New York Herald -Tribun 

Yawkey, president of the Bosti 
Club, and by the law firm of Bak 
Hostetler, Sidlo & Patterson, re 
resenting the New York and Phil 
delphia clubs. 

"A" CUT CRYSTALS 
For immediate delivery: broadcast band crystals with 
temperature coefficient less than three parts per million 
per degree C. Mounted in variable air gap Isolantite 
holder $50.00 

Also: 
A complete line of heater or oven type mountings 
with bi- metallic or mercury column thermostats, 
with or without thermometers. 

HOLLISTER CRYSTAL COMPANY 4 MERRIAM, KANSAS 

BROADCASTING Broadcast Advertisil 
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IN THE 
IONTROL ROOM 

NALD KASSNER, WMT, Cedar 
tpids - Waterloo, transmission engi- 
neer, was married in June to Miss 
lry Knowles of Oak Park, Ill, Mr. 
d Mrs. Kassner will live in Marion, 
, location of the WMT transmitter. 
'EPHEN GARCIS, formerly of 

i BY, Green Bay, Wis., and John 
p cnak, of Gary, have joined the 
di bnical staff of WKBZ, Muskegon, 

1ch. 
x i ILLIAM KOTERA, chief engineer 
a WOW, Omaha was confined in 

ne in St. Joseph's Hospital, Omaha, 
th a severe attack of arthritis. 
13T McPHILLIPS, engineer of 
JR, Detroit, and a student at 
ayne University, has been awarded 
fellowship at the University of Chi - 
go. 

M. WOODFORD, operator of 
I BAP, Fort Worth, has obtained 
live of absence to serve as engineer 

.1 the Fort Worth Frontier Centen- 
'al. 

a OWARD E. CAMPBELL, chief en- 
, -eer of WHAS, Louisville, and Mrs. 

gmpbell 
are the parents of a son, 

.rn July 8. 

ED B I N D N E R, technician at 
BROW, Oakland, Cal., for approxi- 
iately two years, has been made chief 
I gineer for the station, succeeding 

auncey E. "Bud" Downey, who re- 
ned in June to become broadcast 

'search engineer for the Techna 
E prp., San Francisco equipment man - 
i i[actureirs. Downey is now in New 

bbbrk City establishing sales offices for 
s organization. KROW has added 
obart P. Davis and James Blanchet 

the technical staff. Davis was 
rmerly an operator aboard the 
orthhaven, Pan -American Airlines 
pply ship which served in establish - 
g airway bases at Midway, Gaum 

ad Wake islands. Blanchet, former- 
' an operator for KSFO, in San 
(rancisco, is stationed at KROW's 

nsmitter. 
'JJLLIAM A. CRABBE, announcer- 
,[ti erator at KQW, San Jose, Cal., re- 
. gned July 1 because of ill health, 
before joining KQW he was associat- 

ifl with KDON, Del Monte, Cal., in 
I similar capacity. 

ECKNEST E. JEFFERSON, formerly 
ITBC studio engineer in Sau Francis - 

, has been appointed to the opera - 
lpr's staff of KJBS, that city. 
I. W. BAKER, control operations 
upervisor, P. A. Sugg and G. W. 
I.ndresen, studio engineers, attached 
p NBC's San Francisco engineering 

Rafe, were winners in the photographic 
ontest recently conducted by the A. 
h E. Journal (official publication of 
he Association of Technical Employes 
.f NBC). 
1,HARLES WHITE, for the last year 
assistant engineer at KJBS. San 
Francisco, resigned July 1 to join the 
"echna Corp., broadcasting and sound 
dquipment manufacturers in that city, 
Is manager of the designing and ex- 

'Iierimental departments, 
t')R. LEE DEFOREST, inventor, who 

ow has his own laboratory in Los 
tngeles, has been granted Patent No. 
045,570 by the U. S. Patent Office. 
Overing "apparauts for receiving and 
projecting televised images in synchro- 
ism with sound." He has assigned 
e patent to American Television La- 

oratories Inc., a Delaware corpora - 
ion. 

It 

LIEUT. E. K. JEW, FCC assistant 
chief engineer, on July 20 will begin 
a series of lectures on "Police Radio 
Administration" before the police 
training school of the Department of 
Justice's Federal Bureau of Investi- 
gation. Representatives of municipal, 
state and county police attend the 
courses offered by the G -Men. 

E. H. GAGER, technical supervisor 
of KYW, won the KY W -WCAU golf 
tournament staged at Ashbourne Coun- 
try Club, Philadelphia. He scored a 
74, with Mannio Sacks second and 
H. Bart McHugh Jr. third. 

EQUIPMENT 
WIiBZ, Muskegon, Mich., has moved 
into new offices and studios, built fol- 
lowing the fire which destroyed the 
former quarters in March. The new 
control room, located between the new 
studios, has new RCA 70-A transcrip- 
tion tables and equipment installed 
and built by George Krivitzky, WKBZ 
chief engineer. Brush microphones are 
used in studios and for remotes. A 
nine -acre site has been purchased for 
erection of a new transmitter, verti- 
cal antenna and ground system, the 
site baying been approved by the FCC. 
CONVENIENCE and accuracy of 
operation on an improved basis are 
claimed for the new General Radio 
605 -A standard signal generator. AC 
operation has been incorporated but 
the generator may also be operated 
on batteries. The frequency range ex- 
tends from 9.5 to 30,000 kilocycles, 
covering carrier, supersonic and high 
audio frequencies as well as most of 
the radio frequency spectrum. 
KGER, Long Beach, Cal., moved 
into its new studios quarters ou the 
eleventh floor of the Clark Hotel, Los 
Angeles, on July 1. KGER, is a 
Long Beach station with main stu- 
dios in Los Angeles but transmitter 
and auxiliary studio at the beach city. 
The Los Angeles studios were burned 
several months ago when they were 
located in Arnold's Dept. Store. Tem- 
porarily the station has been using the 
facilities of KRKD. The Clark Ho- 
tel location will provide administra- 
tive space, studios and rehearsal hall. 
audition room and remote control 
booths. 
JOHN LONG, Jr., chief engineer of 
WHAM, Rochester, has announced 
that W81AI, the Stromberg- Carlson 
100 -watt experimental "apex" station, 
is to change its frequency from 31.6 
megacycles to 41 mc. about the middle 
of August to place the shortwave pro- 
grams ou a frequency less bothered 
by ignition interference from air- 
planes and automobiles. 
WAAF, Chicago, has completed its 
new vertical radiator on the roof of 
the Exchange Building in the Union 
Stock Yards. The new tower is 231 
feet high and approximately 330 feet 
above the ground. WAAF is the only 
Chicago station with a vertical radi- 
ator antenna within the city limits. 
It will be used in conjunction with 
an increase in power from 500 to 1000 
watts. 

GATESManufacturers of 

Everything in Speech- Remote- 
Transcription and Microphone 

Equipment 

GATES RADIO (i SUPPLY CO. 
QUINCY, ILLINOIS 

To Completely Control 
Use Both of Seattle's 
KOMO 

NBC -Red 
National Representatives 

the Puget Sound Market 
Pioneer .Radio Stations 

Kell it 
NBC -Blue - EDWARD PETRY & CO. 

BROADCASTING Broadcast Advertising 

Mr. Schuette Abandons 
Shortwave Radio Group 

S H^RTWAVE Institute of 
America, organ- 
ized last year by 
Oswald F. Schu- 
ette, formerly ac- 
tive in radio pat- 
ent and copyright 
matters, was ter- 
minated early 
this month with 

Mr. Schuette Mr. Schuette's 
resignation as its president. The 
organization was formed to en- 
courage shortwave listening and 
was financed by several radio set 
manufacturers and distributors. 

Mr. Schuette announced that he 
will retain his offices in the Na- 
tional Press Bldg., Washington, as 
counselor in radio and public re- 
lations. In this capacity, he stated, 
he will advise RCA "on the oppor- 
tunities for developing new fields 
and new markets for radio in the 
public interest and in the research 
and patent developments of the art 
and its relations to the radio in- 
dustry." 

Prof. Quiz Promoted 
AFTER a nine - week tryout of 
Prof. Quiz, question and answer 
program on WJSV, Washington, 
G. Washington Coffee Refining Co., 
Morris Plains, N. J., has extended 
the tests to WABC, New York. Re- 
sponse in the WJSV area was said 
to have been favorable. Cecil, War- 
wick & Cecil Inc., New York, has 
the account. WJSV continues to pro- 
duce and broadcast the program. 

FCC Names Technician 
DR. LYNDE P. WHEELER, one 
of the outstanding physicists of 
the country, has been appointed 
to take charge of the newly estab- 
lished Technical Information Sec- 
tion of the FCC, which is to keep 
the Commission advised of scien- 
tific and technical progress in ra- 
dio. Dr. Wheeler was a member 
of the Yale faculty from 1894 to 
1926, then became head of the 
consulting and radio sections of 
the Naval Research Laboratory 
and recently has been a private 
consultant in communications en- 
gineering. He has lectured before 
the Bureau of Standards on radio 
wave propagation and has been n 
leading member of the Institute of 
Radio Engineers and other scien- 
tific organizations as well as au- 
thor of a score of technical ar- 
ticles. 

Sound Effects 
(From Life) 

Extensive Library - 
Approximately 500 effects 

Custom - Built Transcriptions 
Commercial Plating 
Duping and Pressing 

Write Us Your Needs 

Gennett Records 
(Div. of The Starr Co.) 

Richmond, Ind. 

5só BOTH ENDS OF THE DIAL! ,W 53óY 
KCS. 

KCS. 

THANK YOU 
Chief Engineer - MR. COE of KSD 
Chief Engineer 

of W9XBY 
- MR. TAYLOR 

We're mighty proud to serve two such outstanding stations at 
each end of the dial with WEEKLY FREQUENCY MEASURE- 
MENTS. 

And THANKS ALSO to the more than 125 
other Chief Engineers who subscribe to our 
weekly and monthly service End whose 
stations occupy more than half of the re- 
maining channels in the broadcast band. 

Single Measurements .. $1.75 each 
Weekly Measurements ... 5.00 per month 

"RADIO ENGINEERING CONSULTANTS" 

COMMERCIAL RADIO EQUIPMENT COMPANY 
7205 Baltimore Avenue Kansas City, Missouri 

RECORD PIANO MUSIC at 33 -1/3 R.P.M. with 
UNIVERSAL 
Professional 
Recording 
Machine 
New, improved de- 
sign - Scientifically 
correct - Superla- 
tive performance - 
Solid. heavy, de- 
pendable - Pre- 
cision machined for 
long and contin- 
ued use -16 In. 
distortion proof 
turntable disc - 
Constant speed rim 
drive -110 volt A. C. 
100% synchronous 
reversible motor - 
Individually call - 
brated timing bar provides for both 33% and 78 R.P.M. at 90, 110, and 130 Ituc- 
per tu. Solid steel bar slide -The climax of four Years of research and experiment - 
Positively the last word in Instantaneous recording equipment. 

Write for latest folder giving detailed description. 

UNIVERSAL MICROPHONE CO., LTD. 
424 Warren Lane, Inglewood, Calif.. li. S. A. 
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ACTIONS OF THE 

FEDERAL COMMUNICATIONS COMMISSION 

Decisions . . . 
JULY 2 

APPLICATIONS GRANTED: 
NEW, Exponent Co., Clarksburg, W. 

Va. -CP 1370 kc 100 w D. 
WCNW. Brooklyn -CP move trans. lo- 

cally, vertical radiator. 
KCRJ, Jerome, Alaska -CP new trans., 

antenna. change spec. hours to D. 
WGNY, Chester Twp., N. Y.-CP 

change equip., new antenna, move trans. 
to Newburg. 

KRGV, Weslaco, Tex. -Install auto- 
matic freq. control. 

KFEL, Denver -Modif. CP move trans. 
to 1900 Sheridan Blvd. 

KVCV, Redding, Cal.- Modif. CP ap. 
proval trans. and studio sites, change 
equip.. approval vertical radiator. 

WWSW, Pittsburgh- License for CP 
1500 kc 100 w N 250 w D unitd. 

WJAR, Providence, R. C.- License for 
CP 890 kc 1 kw unitd. directional. 

WCH V, Charlottesville, Va. - Renewal 
license to 1 -1 -37. 

KALB, Alexandria, La.-Same. 
WSGN, Birmingham- Renewal license to 

12 -1 -36. 
KSLM, Salem, Ore. -CP new equip. 
WJBK, Detroit -Modif. CP new equip., 

delete auth. vertical radiator. 
KFNF, Shenandoah, Ia. -Auth. anten- 

na input measurement. 
KGBX, Springfield, Mo.- License for 

CP 1230 kc 500 w N directional, 500 w 
D non -directional unitd. 

KGFG, Oklahoma City -Renewal 90 
days. 

WATL. Atlanta -Same. 
WMBH, Joplin, Mo.- Transfer control 

to Joplin Globe Pub. Co. 

(Broadcast Division) 

JULY 1 TO JULY 13, INCLUSIVE 
KXL, Portland, Ore. -Auth. automatic 

freq. control. 
WNEK, San Juan, P. R.- Extend com- 

pletion, modif. CP. 
KGIR, Butte, Mont. -CP move studio, 

trans.. vertical radiator, new equip. 
WGRC, New Albany, Ind. -Modif. CP 

trans. site, studio vertical radiator. 
WSAY, Rochester -CP to reinstate CP, 

extend completion. 
WFLA -WSUN, St. Petersburg -Modif. 

license re field intensity, directional. 
SET FOR HEARING -NEW, Bayou 

Brdcstg. Co., Houston, amended applic. 
CP 1210 kc 100 w D ; WGPC, Albany, Ga., 
renewal license and move trans., studio, 
new equip. ; WMBH, Joplin, Mo., CP 
change equip, change 1420 to 1380 kc, 
increase 100 w 250 w D to 500 w; KVL, 
Seattle, CP amended to 1070 kc, delete N, 
increase D to 250 w; NEW, Courier -Post 
Pub. Co., Hannibal, Mo., CP 1310 kc 100 
w unitd.; NEW, Skagit Brdcstg. Assn., 
Whitney, Wash., 1420 kc 100 w unitd. ; 

WDAE, Tampa, Fla., change 1220 to 550 
kc ; WCAP, Asbury Park, N. J., modif. 
license 500 w to 1 kw ; NEW, Pottsville 
Brdcstg. Co., Pottsville, Pa., CP 580 kc 
250 w D; NEW, C. F. Gaarenstroom, 
Fairmont, Minn., CP 1420 kc 100 w 250 
w D unitd. ; NEW, W. Hanes Lancaster 
& J. W. Birdwell, Johnson City, Tenn., 
CP 1200 kc 100 w N 250 w D unitd.; 
NEW, Clarence C. Dill. Washington, D. 
C., CP station at Bethesda, Md., 1390 kc 
1 kw unitd. directional ; NEW, R. B. An- 
derson, Austin, Tex., amended applic. CP 
1120 kc 500 w N 1 kw D spec., directional 
N; NEW, C. W. Snider, Wichita Falls, 
Tex., CP amended to 1500 kc 100 w N 
250 w D unitd. ; NEW, John C. Looney, 
Milton, Mass., CP 1570 kc 1 kw unitd. 
vertical wooden tower; NEW, Peninsula 

RCA -NAB GROUP- Seated left to right: S. W. Goulden, Ben Adler, 
W. L. Garnett, P. V. Lutz, W. M. Witty, H. J. Schrader, A. R. Hopkins. 
Standing left to right: W. L. Lyndon, I. R. Baker, Al Josephson, Ted 
Smith, R. A. Wilson, L. J. Anderson, R. P. May, Harold C. Vance. 

KMMJ, Clay Center- Transfer control 
to KMMJ Inc. 

WNBR, Memphis- Transfer control to 
Memphis Commercial Appeal Inc. 

WRDW, Augusta, Ga.- Transfer control 
to Arthur Lucas, W. K. Jenkins, F. J. 
Miller. 

WEBR, Buffalo -Vol. assign. license to 
WEBR Inc. 

KIUJ, Santa Fe, N. M. -Vol. assign. 
license to J. Laurence Martin. 

NEW, O. Lee Stone, Florence, S. C.- 
CP 1200 kc 100 w D. 

KWG, Stockton, Cal. -Vol. assign. li- 
cense to McClatchy Brdcstg. Co. 

KERN. Bakersfield, Cal., consent vol. 
assign. license to McClatchy Brdcstg. Co. 

KFBK, Sacramento -Vol. assign. license 
to McClatchy Brdcstg. Co. 

KMJ, Fresno. Cal.- Granted consent 
vol. assign. license to McClatchy Brdcstg. 
Co. 

WDSU, New Orleans -CP change 
equip. 

WCMI, Ashland,] Ky. -Amend CP to: 
Change equip., install vertical rad., in- 
crease to 250 w D 1310 kc 100 w N. 

WTAG, Worcester, Mass. -CP increase 
to 1 kw directional, move locally. 

WEEI, Boston -CP new equip., direc- 
tional, increase 1 to 5 kw D. 

KOIL, Council Bluffs - CP change 
equip. 

WKBV, Richmond, Ind. - Modif. CP 
extend completion. 

WMCA, New York - Modif. license in- 
crease 500 w to 1 kw directional. 

WIS, Columbia, S. C.- License for CP 
560 kc 1 kw N 5 kw D unitd. directional 
N. 
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Newspapers Inc., Palo Alto, Cal., amended 
CP 1160 kc 500 w D ; NEW, Valley 
Brdcstg. Co., Cleveland, CP 890 kc 1 kw 
unitd. ; WAS, Philadelphia, CP new 
equip., directional, change 1370 to 1390 
kc, increase 100 w 250 w D to 500 w 1 
kw D ; NEW, A. Frank Katzentine, 
Miami Beach, Fla., CP 1500 kc 100 w 
unitd. ; New, News Press Pub. Co., Santa 
Barbara, Cal., amended applic. 1220 kc 
500 w unitd. ; NEW, Frank F. Aires, 
Twisp, Wash., CP 1220 kc 250 w D; 
NEW, H. A. Hamilton, Asheville. N. C.. 
CP 1200 kc 100 w unitd. ; NEW, South- 
western Brdcstg. Co., La Junta, Col., CP 
1370 kc 100 w unitd.; KINY, Juneau, 
Alaska. CP change 1310 kc to 1430 kc, 
increase 100 to 250 w; NEW, Valley 
Brdcstg. Co.. Youngstown, O. 

APPLICATION DENIED -NEW, Mrs. 
E. M. Watkins. Eagle Pass., Tex., denied 
auth. transmit Texas Centennial programs 
to XEPN. Piedras Negras, Mexico. 

SPECIAL AUTHORIZATION -KFNF, 
Shenandoah, Ia., temp. auth. use time 
KUSD does not use to 9 -1 -36. 

RATIFICATIONS: 
NEW, A. W. Mills, Gallup, N. M.- 

Amend applic. 1310 to 1500 kc. 
KCMG, Kansas City- Granted recon- 

sideration action designating CP applic. 
for hearing and granted without hearing 
subject to antenna approval. 

WMFJ, Daytona Beach, Fla.- Exten- 
sion temp. auth. use present trans. pend- 
ing repairs. 

WFIL, Philadelphia - Extension temp. 
auth. 560 kc 1 kw N for July. ' 

WOW, Omaha -Extension temp. auth. 
5 kw N July. 

KCMG, Kansas City- Extension temp. 
auth. 100 w trans. 

KGKB. Tyler, Tex. -Temp. auth. spec. 
hours July. 

WJEJ, Hagerstown, Md. - Extension 
temp. auth. 50 w spec. 

WADC, Akron - Modif. CP change 
equip. 

WHAT, Philadelphia -Granted petition 
intervene applic. Eastern States Brdcstg. 
Co., Bridgeton, N. J., denied answer in 
opposition to latter's petition. 

KVOS, Bellingham, Wash. - Granted 
auth. participate hearing applic. Gomer 
Thomas for CP at Bellingham, denied 
request it be heard with pending KVOS 
applic. for renewal and applic. Skagit 
Brdcstg. Assn. 

WCBD Ind. -Denied petition to correct 
FCC records and dismiss its applic. trans- 
fer control. 
ACTION ON EXAMINERS' REPORTS: 

NEW, Golden Empire Brdcstg. Co., 
Sacramento, Cal. -Denied CP 1310 kc 100 
w unitd., sustaining Examiner Arnold. 

NEW, Royal Miller, Sacramento - 
Granted CP 1310 kc 100 w D sustaining 
Chief Examiner Arnold. 

NEW, F. W. Atkinson, Watsonville, 
Cal. -CP 1310 kc 250 w D. reversing 
Examiner Bramhall. 

NEW, Mason City Brdcstg. Co., Mason 
City, Ia.; NEW, Northern Iowa Brdcstg. 
Co. Inc., Mason City; NEW, Mason City 
Globe Gazette Co., Mason City - Mason 
City Brdcstg. Co. & Northern Iowa 
Brdcstg. Co. Inc., denied CP's 1420 kc 
100 w unitd., Mason City Globe Gazette 
Co. granted CP 1210 kc 100 w unitd., all 
sustaining Examiner Dalberg. 

NEW, Central Brdcstg, Co., Eau Claire, Wis.- Denied CP 1050 kc 250 w D, revers- 
ing Examiner Dalberg. 

WDBO, Orlando. Fla. -Granted modif. 
license increase 250 w to 1 kw 580 kc 
unitd., sustaining Examiner Walker. 

WIRE, Indianapolis - Granted CP 
change equip., increase 500 w N 1 kw D 
to 1 kw N 5 kw D 1400 kc unitd., sus- 
taining Examiner Hyde. 

NEW, Farmers & Bankers Life Ins. 
Co., Wichita- Denied as in default CP 
1210 kc 100 w unitd., sustaining Examiner 
Hyde. 

NEW, Joplin Brdcstg. Co., Pittsburg, 
Kan. ; NEW, Pittsburg Pub. Co., Pitts- 
burg ; NEW, Harold F. Foraker & Ray D. 
Luzadder, Wichita -Joplin Brdcstg. Co. 
denied CP 1200 kc 100 w D unitd., sus- 
taining Examiner Dalberg ; Pittsburg 
Pub. Co. denied CP 1500 kc 100 w unitd., 
reversing Examiner Dalberg; Harold F. 
Foraker & Ray D. Luzadder denied CP 
1500 ke 100 w unitd., sustaining Examiner 
Dalberg. 

NEW, Roberts MacNab Co., Jamestown, 
N. D.- Denied CP 1310 kc 100 w unitd., 
reversing Examiner Dalberg. 

WEAN, Providence, R. I. -Granted CP 
new equip., move trans. locally, increase 
500 w to 1 kw 780 kc unitd. directional, 
reversing Examiner Bramhall. 

KVSO, Ardmore, Okla.-Granted f' 
change equip. 100 w N & D, reversing E. 
aminer Hyde. 

WFBR, Baltimore-Granted modif. 1 

cense increase 1 kw D 500 w N 1270 1 

unitd., sustaining Examiner Dalberg. 
WOOD -WASH, Grand Rapids - Grant( 

CP change equip., move trans., increa: 
to 1 kw D 500 w N 1270 kc, sustainin; 
Examiner Dalberg. 

NEW, Ralph Perez Perry, Santurc 
P. R.- Denied CP 1340 kc 250 w unitd 
sustaining Examiner Walker. 

KGCX, Wolf Point, Mont. -Granted C 
move trans., change equip., change 131, 
to 1450 kc, increase 100 w to 250 w LI 
hours from spec. to unitd., sustaining E: 
aminer Bramhall. 

NEW, Bell Brdcstg. Co., Temple, Tex. - 
CP 1370 kc 100 w D, sustaining Examin( 
Dalberg. 

NEW, Chicago Brdcstg. Assn. Ltd., Ch 
cago - Denied CP 1500 kc 100 w unite 
sustaining Examiner Walker. 

NEW, Adv. Pub. Co. Ltd., Honolulu- 
Denied CP relay station, sustaining E: 
aminer Walker. 

NEW, Christina M. Jacobson, San Lu 
Obispo, Cal. -Granted CP 1200 kc 250 ' 

D, sustaining Examiner Hill. 
NEW. Merced Star Pub. Co., Merce 

Cal.- Granted CP 1040 ke 250 w D, su 
taining Examiner Bramhall. 

KFJM, Grand Forks, N. D. -Granted C 
change equip., change 1370 to 1410 kc, it 

crease 100 w to 1 kw D 500 w N subje 
rule 131, 132, 139 unitd., reversing E: 
aminer Walker. 

NEW, V. H. Lake, H. E. Stanford, A' lanta- Denied CP 1210 kc 100 w D, su' 
taining Examiner Hyde. 

WTFI, Atlanta- Granted CP move tram 
studio, sustaining Examiner Walker. 

WCAO, Baltimore- Denied modif. liceni, 
increase 500 w 1 kw LS to 1 kw 600 1' 
unitd., sustaining Examiner Dalberg. 

WICC, Bridgeport, Conn. -Denied modi 
license increase 500 w 1 kw LS to 1 k 
600 kc spec., sustaining Examiner Dalber, 

WIP, Philadelphia - Granted modif. I 

cense increase 500 w to 1 kw D 500 
N 610 kc, reversing Examiner Dalberg : 

to daytime power. 
KFRO. Longview, Tex. - Denied C 

change equip., increase 100 w D to 250 
D 100 w N, change from D to unitd., 13: 
to 1210 kc, sustaining Examiner Hill. 

NEW, Oil Capital Brdcstg. Assn., Ki 
gore, Tex. -Granted CP 1210 kc 100 
unitd., sustaining Examiner Hill. 

KWEA, Shreveport, La.- Denied r 
newal license 1210 kc 100 w unitd., su 
taining Examiner Hill. 

NEW, Black Hills Brdcstg. Co., Rap 
City, S. D. -Granted CP 1370 kc 100 
unitd., sustaining Examiner Bramhall. 

NEW. J. C. & E. W. Lee, Riversid 
Cal.- Denied CP 820 kc 250 w D, rever 
ing Examiner Walker. 

NEW, Robert K. Herbst, Fargo, N. I 
-Denied CP 1310 kc 100 w unitd., su 
taining Examiner Seward. 

NEW, F. N. Pierce, Taylor, Tex. -D 
nied CP 1310 kc 100 w D, sustaining E: 
aminer Walker. 

WESTERN-GRAYBAR-BELL--Biggest of all NAB delegations was th 
30 -man crew at Western Electric's exhibition, representing the thre 
affiliated companies, most of them shown here. Front row left to right 
F. Saffer, E. W. Thurston, D. B. McKay, L. F. Bockover, H. N. Willett 
W. E. Doherty, R. E. Poole, W. L. Black. Standing left to right: R. G 

McCurdy, H. Rossbacher, C. I. Baker, L. E. Walker, K. S. Deichmar 
O. E. Richardson, E. L. Nelson, H. C. Atkinson, W. C. Jones, B. R. Col( 
W. Whitmore, J. A. Costello, C. S. Powell, H. E. Young, A. J. Eaves. 
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EW, Eugene DeBogory, Temple, Tex. 
senied CP 1310 kc 100 w D, reversing 

ceminer Walker. 
:IEW, E. E. Long Piano Co., San Luis 
spo, Cal.- Denied CP 1200 kc 100 w 
td., sustaining Examiner Hill. 

'TEARING CONTINUED - Hearing of 
1dications for 500 kw, heretofore set for 
1-36, continued until after engineering 
ring of 10 -5 -36. 
ULES DELETED AND MODIFIED - 

eted Rules No. 6, 109 as amended, 110 
mended, 111 as amended, 112 and 114. 
ified 116 to read: The following fre- 

ncies are designated as clear channels 
lare allocated for use by clear channel 
ions: 640, 650, 660, 670, 680, 700, 710, 

II, 740, 750, 760, 770, 790, 800, 810, 820, 
! 850, 860, 870, 970, 980, 1000, 1020, 
0, 1050, 1060, 1070, 1080, 1090, 1100, 

`0, 1130, 1140, 1160, 1160, 1170, 1180, 
0. Modified 119 to read : The following 

4iuencies are designated as high power 
ions] frequencies and allocated for use 

power regional stations, permitted 
1( operate simultaneously with a power 
IIL,less than 5 kilowatts: 1460, 1470, 1480, 

HEARING - Informal 
ineering hearing set for 10 -5-36 to de- 

fine what changes if any or improve - 
II!ts if any are desirable in engineering 
¡s aisles of allocations from 550 to 1600 

T.MISCELLANEOUS - WOWO, WGL, 
Wayne, Ind., control granted to West- 

'' ouse Elec. & Mfg. Co., reconsidering 
Ion of May 21 ; Suspended the date 

P new station for Lincoln Memorial 
v., Harrogate, Tenn.; WKRC, Cincin- 

s 

reconsidered and granted applic. in- 
' e to 5 kw D instead of 2'/2 kw, direc- 
al antenna; WSB, Atlanta, granted per - 
sion intervene KMMJ hearing; WACO, 

:(:o, Tex., granted permission intervene 
'ring on applic. John S. Braun for CP 
Waco 1500 kc 100 w D; WTAR, Nor - 

Va., approved directional antenna ; 

r/J, Detroit, granted petition intervene 
',ring new station at Dearborn ; WROK, 
licford, Ill., granted modif. license in 

ormity with action of 1 -10 -36 when 
'h. was granted change hours to unitd.; 
1;EI, Boston, dismissed request CP 590 
3 kw unitd. at applic. request; 9 -24-36 
as date for oral argument re Ex. Rep. 

:7, based on applic. E. F. Peffer, Stock - 
Cal. (KGDM) change from D to ltd. 

;;Kaminers' Reports . . 
SEW, Continental Radio Co., Columbus 
examiner Irwin recommended (I -240) 

applic. CP 1310 kc 100 w unitd. be 
.ed. 
¡EW, Continental Radio Co., Toledo - 
Iminer Seward recommended (I -241) 

applic. CP 1200 kc 100 w D be denied. 
jDYL, Salt Lake City- Examiner Seward 
Immended (I -242) that Commission al- 
1 action of 2 -13-36 granting applic. 
!JCL for CP 1290 kc 1 kw 6 kw LS unitd. 
IEW, Nathan N. Bauer, Miami, Fla. - 
miner Seward recommended (I -243) 

applic. CP 1420 kc 100 w unitd. be 
Mated. 
TJS, Jackson, Tenn. -Examiner Walk - 

¡recommended (I -244) that applic. CP 
Age from 1310 kc 100 w 250 w LS 
d. to 920 kc 250 w 500 w LS unitd. 

!llenied. 
t IEW, Southwest Brdcstg Co., Prescott, 

W. P. Stuart, Prescott -Examiner 
and recommended (I -245) that applic. 
'hwest Brdcstg. Co. for CP 1500 kc 

i i 
w 250 w LS unitd. be granted ; that 

tic. W. P Stuart for CP 1500 kc 100 w 
Id 

be denied. 
',III--L, St. Louis- Examiner Hyde recom- 
ided (I -246) that applic. change from 

kc 100 w 250 w LS unitd. to 1250 
kw unitd. be denied. 

10L, Washington - Examiner Dalberg 
mended (I -247) that applic. change 
kc 100 w unitd. to 1230 kc 1 kw 

H. be denied. 
iPRO, Providence, R. I.- Examiner 
and recommended (I -248) that applic. 
'ge from 630 kc 250 w unitd. to 500 

'd 1 kw LS be granted. 
CFI, Twin Falls. Id.- Examiner Hill 
immended (I -249) that applic. change 

Us 1240 kc 500 w 1 kw LS unitd. to 
Ike 600 w 1 kw LS unitd. be granted, 

renewal license. 
,EI, Pocatello, Id.- Examiner Hill rec- 
tended (Ex. Rep. I -250) that applic. 
iwal license be granted. 
EW, Voice of Marshall Association, 
shall, Tex. -Examiner Hill recommend - 
I -251) that applic. CP 1500 kc 100 w 

be denied. 
tW, Chattanooga Brdcstg. Co., Chat - 
oga, Tenn., Examiner Walker recom- 
ded (I -252) that applic. CP 590 kc 1 
=ltd. be denied. 
ALR, Zanesville - Examiner Walker 
mmended (I -253) re applic. move to 

Ido: That Commission either revoke 
of Sept. 25, 1934, granting applic. 

codify said order to permit operation 
i JALR at Toledo daylight hours only 

]i ': -254) he recommended: That in event 
't ic. WALR and Continental Radio Co. 

- ,'Toledo are denied, that applic Com 
11 `ity Brdcstg. Co. for CP 1200 kc 100 w 

1 r Toledo be granted, subject Rule 131. 
J 

J 

Applications . . . 

JUNE 30 
NEW, John E. Fetzer, Benton Harbor, 

Mich.-CP 1500 kc 100 w D amended to 
omit request applic. be contingent on 
WKBZ applic. for 1200 kc. 

NEW, Lena wee Brdcstg. Co., Adrian, 
Mich. -CP 1440 kc 260 w D. 

KDKA, Pittsburgh -GP new equip., new 
antenna, increase 50 to 600 kw. 

KTHS, Hot Springs, Ark. - Extension 
exp. auth. change 1040 to 1060 kc, hours 
from SH. -KRLD to Simul. -WBAL spec. 
hours. 

KFH, Wichita -License for CP change 
equip., increase power. 

NEW, Charles Porter & Edward T. Ever - 
sole, Festus, Mo.-CP 1420 kc 100 w ltd. 
amended to unitd. 

NEW, Howard A. Miller, Galesburg, Ill. -CP 1500 kc 100 w D, some N, amended 
to spec. 

KERN, Bakersfield, Cal. -License for CP 
new equip. 

NEW, Jesse G. Bourus, Everett, Wash. 
-CP 1600 kc 100 w 250 w D unitd., 
amended to 100 w. 

KFI, Los Angeles -CP new trans., direc- 
tional antenna, increase 50 to 500 kw. 

JULY 2 
WATR, Waterbury, Conn.- CP change 

trans., install directional, change 1190 to 
1290 kc, increase 100 w to 250 w, hours 
from ltd. to unitd. 

W SMK, Dayton - Modif. license Simul. 
D -KQV spec. N to unitd., increase from 
200 to 250 w. 

WHIO, Dayton - License for CP new 
equip., increase power. 

WAPO, Chattanooga - Modif. CP new 
station re equip. 

WJBW, New Orleans -CP new trans., 
change SH: WBNO to unitd., increase from 
100 w to 100 w 250 w D, move studio 
locally, asks facilities WBNO. 

WSM, Nashville -CP new trans., increase 
50 to 500 kw. 

APPLICATIONS RETURNED -WTBO, 
Cumberland; WJNO, West Palm Beach, 
Fla. 

JULY 3 
WOV, New York -CP new trans., ver- 

tical antenna. 
KRRV, Sherman, Tex. - Modif. CP 

change equip., trans. site. 
KWTO, Springfield, Mo. - Modif. CP 

as modif. new antenna, move trans. 
locally. 

KSCJ, Sioux City, Ia.- License for CP 
aux. equip. 

W6XKK, Don Lee Brdcstg. System, San 
Francisco -License CP gen exp. 

APPLICATIONS RETURNED -WJBW, 
New Orleans, modif. license increase 
power etc.; KVOA, Tucson, Ariz., modif. 
CP re equip. 

JULY 6 
WNBC, New Britain, Conn. -CP applic. 

amended from William J. Sanders to State 
Brdcstg. Corp. 

W3XEX, Norfolk, Va. - Modif. CP 
change trans. site; license for same. 

WHBL, Sheboygan, Wis.- License for 
CP new equip., move trans. 

WILL, Urbana, Ill. -CP directional an- 
tenna, move trans. 

NEW, Northwestern Pub. Co., Danville, 
Ill. -CP 1600 kc 250 w D. 

NEW, C. W. Corkhill, Sioux City, Ia.- 
CP 1200 kc 100 w unitd. 

NEW, News Press Pub. Co., Santa Bar- 
bara, Cal.- CP 1280 kc 600 w unitd., 
amended to 1220 kc. 

APPLICATIONS RETURNED -WHDH, 
Boston; NEW, Most Rev. Anthony J. 
Schuler, El Paso ; KFVD, Los Angeles ; 

KLPM, Minot, N. D. 

JULY 7 

WPRP, Ponce, P. R.- Modif. license ad- 
ditional hours. 

WHLB, Virginia, Minn. - Modif. CP 
change equip., vertical antenna, for ap- 
proval trans. site. 

APPLICATIONS RETURNED -NEW, 
Southern Farmer Station, Moultrie. Ga.; 
KFVD, Los Angeles; KGDM, Stockton, 
Cal. 

JULY 8 
WAVE, Louisville -CP new trans. 
NEW, Crosley Radio Corp., Cincinnati, 

2 CPs 100 w high frequency. 
W3XES, Baltimore- License for CP gen. 

exp. 
NEW, name changed to William Jerome 

& Thomas Hoyt Wimpy, d/b Southern 
Farmer Station, Moultrie, Ga. 

NEW, Okmulgee Brdcstg. Co., Okmulgee, 
Okla. -CP 1210 kc 100 w D. 

KMA, Shenandoah, Ia.- Modif. CP move 
trans., change equip., hours etc. 

NEW, Curtis P. Ritchie, Trinidad, Col. 
-CP 1310 kc 100 w unitd. 

APPLICATIONS RETURNED -WLBL, 
Stevens Point, Wis. ; NEW, Benavides In- 
dependent School District, Benavides, Tex.; 
NEW, James H. Hardy & L. D. Marr, 
Pasadena, Cal. 

JULY 9 
WHDH, Boston -Exp. auth. spec. hours 

directional. 
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WATL, Atlanta-CP new trans, antenna, 
increase 100 w to 100 w 250 w D, move 
studio, trans, locally. 

NEW, Carolina Adv. Corp., Columbia. 
S. C.--CP 1370 kc 100 w 250 w D unitd. 

NEW, Carolina Adv. Corp., Florence, S. 
C. -CP 1200 kc 100 w unitd. 

WJNO, West Palm Beach, Fla.- License 
for CP as modif. new station. 

NEW, Pee Dee Brdcstg. Co., Florence, 
S. C.-CP 960 kc 1 kw D. 

WMIN, Edward Hoffman, St. Paul -CP 
increase 100 w to 100 w 250 w D. 

NEW, Walter H. McGenty, Rice Lake, 
Wis. -CP 1200 kc 100 w 250 w D unitd. 

KMED. Medford, Ore. --CP change trans., 
new antenna, move trans. 

KMO, Tacoma, Wash. -CP change equip., 
install vertical antenna, increase 250 w 
to 1 kw, change trans. site. 

NEW, Earle C. Anthony Inc., Mt. Wil- 
son, Cal. -CP experimental station 100 w. 

NEW, Earle C. Anthony Inc., Los An- 
geles-CP experimental 10 kw. 

U. S. Names Harding 
LOWELL S. HARDING, airline 
inspector, has been appointed en- 
gineer of the Bureau of Air Com- 
merce in direct charge of approval 
of antenna sites. He succeeds H. 
J. Sessums, who has resigned to 
join the San Antonio Highway De- 
partment in a civil engineering ca- 
pacity. The Bureau of Air Com- 
merce, while it has no direct au- 
thority over transmitter site loca- 
tions, collaborates with the FCC 
which conditions its approval upon ad vice from the aeronautical 
agency that the installation will 
not become an obstruction to avia- 
tion and will be properly lighted 
and painted. 

MOON GLOW COSMETIC Co. 
Ltd., Hollywood, on July 6 started 
two weekly quarter -hour periods 
on eight Don Lee stations in Cali- 
fornia for its Moon Glow nail pol- 
ish. Paul Keast, baritone, is talent. 
Emil Brisacher & Staff, Los An- 
geles, has the account. 

THE best Quartz Crystal comes 
from Brazil .. . and that's the kind 
we use in making our Piezo Elec- 
tric Crystals. Accuracy guaranteed 
to BETTER than .01 %. 

CRYSTAL SPECIALISTS 
SINCE 1925 

New Low Temperature Coeffi- 
cient Crystals are supplied in 
Isolantite Air -Gap Holders in 
the 550 -1500 Kc. band. Fre- 
quency Drift guaranteed to 
be less than 4 cycles per mil- 
lion cycles per degree centi- 
grade change in temperature. 

s Appr5 
oved by Fed- 

eral Communica- 
t i o n s Commission. 
Two Crystale___$90 

RIO S1 ItVICE 
124 JACKSOf'. AVENUE 

University Park 
HYATTSVILLE, MARYLAND 
Send for our price list and 

booklet 
Dept. B -762 

QUIETNESS 
CONVENIENCE 

LONG LIFE 

THESE characteristics determine the goodness of a volume control. The new General 
I Radio Type 653 Volume Controls are as quiet as any; the all beryllium- copper 

contacts and switch arms insure this -the new shield and dust cover add materially 
to the convenience of these controls as does the finger index button on the skirt 
of the knob so the controls can be set in a darkened booth -and a life -time of useful, 
noiseless service is guaranteed through the careful design and thorough workmanship 
found in all General Radio products. 

Give the NEW Type 653 Volume Controls a try in your station and you won't have 
any others around. 

Stocked in the following ranges; additional impedance values can be supplied on 
special order at slightly higher prices: 

Type 653-MA 50 ohms $12.50 
Type 653 -MB .200 ohms $12.50 
Type 653-MD /50 ohms $12.50 
Type 653 -MC 300 ohms $12.50 

Write for Bulletin 28 -B for Complete Details 
GENERAL RADIO COMPANY 

CAMBRIDGE, MASSACHUSETTS 
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FCC Is Now in Recess 
But Will Act on Routine 
THE FCC Broadcast Division held 
its final formal meeting preparatory 
to its summer recess on July 2, de- 
ciding a large number of pending 
docket cases. While the Commis- 
sion will be in recess insofar as 
regular hearings are concerned, 
routine matters will be passed upon 
by the respective divisions. The 
divisions also will be subject to the 
call of their chairman in the event 
of the piling up of cases. The pres- 
sure of work indicates that special 
meetings may be called. Regular 
meetings of the three divisions, 
under the plan, will be resumed 
during the first week in September. 

FCC'S EARS ARE SHARPENED 
Latest in Scientific Equipment Is Acquired for 

Its Task of Policing the Air Waves 

APPROXIMATELY $45,000 is 
being spent by the FCC Engineer- 
ing Department for additional 
equipment and devices for its 21 
field offices to enable the engineers 
more effectively to police the ether. 

Among the equipment purchased 
in recent weeks are new secondary 
standards for the frequency moni- 
toring stations to check the devia- 
tions of all types of stations from 
their assigned frequencies; photo- 
graphic equipment to be used in 
each of the 22 field offices to gather 
evidence and settle controversies 

PROFESSIONAL 
DIRECTORY 

JANSKY & BAILEY 
An Organization of 

Qualified Radio Engineer 
Dedicated to the 

SERVICE OF BROADCASTING 
National Prose Bldg., Wash., D. C. 

GLENN D. GILLETT 
Consulting Radio Engineer 

Synchronization Equipment Design. 
Field Strength and Station Location 
Surveys. Antenna Design. Wire 

Line Problems. 
982 National Press Bldg. 

Washington, D. C. 

EDGAR H. FELIX 
32 ROCKLAND PLACE 

Telephone: New Rochelle 5474 
NEW ROCHELLE, N. Y. 

Field Intensity Surveys, Coverage 
Presentations for Sales Purposes. 
Allocation and Radio C o v e rage 
Reporta. 

JOHN H. BARRON 
Consulting Radio Engineer 

Specializing in Broadcast and 
Allocation Engineering 

Earle Building Washington, D.C. 
Telephone NAtional 7757 

EDWARD H. LOFTIN 
BROADCAST, COMMUNICATIONS 
AND PATENTS CONSULTANT 

1406 G STREET, N. W. 
DIstrict 4105 

WASHINGTON, D. C. 

J. M. TEMPLE 
Consulting Radio Engineer 

30 Rockefeller Plaza P. 0. Box 189 

New York City Times Square Station 

Alexander Sherwood 
mousiness consultant 

in Broadcasting 
320 North 50 St. 

OMAHA NEBRASKA 

McNARY and CHAMBERS 

Radio Engineers 

National Press Bldg. Nat. 4048 

Washington, D. C. 

PAUL F. GODLEY 
Consulting Radio Engineer 

Montclair, N. J. 
"25 years of 

Professional Background" 

W. P. Hilliard Co. 
`Radio T5ransmission 

Equipment 
2106 Calumet Ave. 

CHICAGO ILLINOIS 

E. C. PAGE 
Consulting Radio Engineer 

725 Noyes St. Phone Univ. 1419 

Evanston. III. 

FRED O. GRIMWOOD 
Consulting Radio Engineer 

Specializing in Problems of 
Broadcast Transmission a n d 

Coverage Development. 
P. 0. Box 742 Evansville, Ind. 

HERBERT L. WILSON 
Consulting Radio Engineer 

Design of Directional Antennas 
and Antenna Phasing Equip- 
ment, Field Strength Surveys, 
Station Location Surveys. 
260 E. 161st ST. NEW YORK CITY 

JENKINS & ADAIR, Inc. 
Engineers 

Designers and Manufacturers of Radio 
Transmission, Sound Film, Disc Record- 

ing and Communication Equipment 

3333 BELMONT AVE. CHICAGO, ILL. 
CABLE: JENKADAIR 

regarding equipment; a mobile unit 
or "Black Maria" with modern 
equipment to check wave shapes, 
noise levels and interference cre- 
ated by diathermy machines, cath- 
ode ray oscillographs and frequen- 
cy measuring equipment. 

The new secondary standards 
will replace the crystals which 
have been in use since 1928. They 
will be installed in seven monitor- 
ing stations. The primary fre- 
quency standard is housed at the 
"super" monitoring station at 
Grand Island, Neb. Replacement 
was deemed desirable because old 
standards are obsolete. The new 
crystals will be accurate to half 
part in a million and are more 
flexible and more reliable. They 
are being purchased at a cost of 
approximately $14,000. 

Twenty - three precision cameras 
were purchased by the FCC sev- 
eral weeks ago, at a cost of $1,320, 
from Eastman Kodak Co. 

The new mobile unit will be the 
last word in preambulating moni- 
toring stations. Checking of dia- 
thermy machines is one of the 

most important phases of the a 
signment for this car. Hundrei 
of high -frequency "fever machine:. 
have been installed by physiciai 
and medical institutions throug', 
out the country and have bec 
causing serious interference wi' 
reception, particularly in the sho 
waves. Among other things, ti 
mobile unit will be equipped wit 
a direction finding apparatus 
assist in locating the interferenc 

Diathermy machines, using shoe 
waves, cause interference, actor 
ing to studies, from about 10 
50 megacycles. International broa 
casting has been most seriously a 

fected along with fixed services. 
is estimated there are 20,000 su 
machines in use. Charles E. Elle: 
of the FCC Engineering Depal 
ment, has been placed in char , 

of the new mobile unit, which 
expected to cruise about the enti 
country as conditions demand. 

The direction finding equipme 
is similar to that used aboa 
ocean -going ships. The meth 
used is that of taking bearings 
the signal strength of the int( 
ference at a particular point a 
moving along with the intensi 
of the signal until the bearin 
cross. Invariably it leads pi 
cisely to the source of the troub 
Cathode ray tubes show the fol 
of station waves. 

CLASSIFIED AD 
Classified advertisements in BROAD 
insertion. Cash must accompany 
over a box number, count 3 words 
25th and 10th of month preceding 

VERTISEMENTS 
CASTING cost 7c per word for each 
order. When inserting advertising 
(21c) for the address. Forms close 

issues. 

Help Wanted 

Manufacturer of exclusive line of mi- 
crophones and other devices, well known 
in the industry, invites inquiries from 
sales representatives working out of 
Pittsburgh, Pa. ; Philadelphia, Pa. ; Wash- 
ington, D. C.; Birmingham, Ala.; New 
Orleans, La. ; and Dallas, Texas. Reply 
to Box 522, BROADCASTING. 

Wanted -3 salesmen, experienced in 
minor market selling ; to later develop into 
major market selling. Give full details in 
first letter. Box 519, BROADCASTING. 

Program director - announcer for local 
station. Box 520, BROADCASTING. 

Situations Wanted 

A capable, thoroughly trained sales and 
station director seeks new connection. 8 
years of successful regional and local sta- 
tion operation as background. Will call 
for interview at convenience of interested 
party. Address Box 618, BROADCASTING. 

Program, production and musical direc- 
tor ; now employed and producing weekly 
programs major network ; desires connec- 
tion with network or progressive indepen- 
dent station. Competent executive, capable 
of taking complete charge of programs 
and production. Ten years experience, four 
years present position. Would consider in- 
vesting in growing independent station. 
Best references and press notices. Box 517, 
BROADCASTING. 

Salesman -12 years experience. I am 
adequately prepared to fill position of 
sales manager -but am ready to look into 
any interesting, permanent connection. 
Now earning $500 monthly. Married. Back- 
ground of both newspaper and radio ad- 
vertising, with excellent record of applied 
showmanship in building and selling cOm- 
mercials and station promotions. Box 524, 
BROADCASTING. 

Program Executive. Experienced in every 
channel of Programming Department. Will 
guarantee results in the summer programs. 
8 years radio experience. College graduate - letters. Box 515, BROADCASTING. 

Manager with excellent record both as 
Sales Manager and General Manager open 
for change under right conditions. What 
have you to offer? Box 523, BROADCASTING. 

Situations Wanted (Con'td) 

Experienced transmitter - control 
press operator. Single. Available n 
Box 516, BROADCASTING. 

For Rent -Equipment 

Approved equipment. RCA TMV -7 
field strength measuring unit (ne 
direct reading ; Astiline Angus Automa 
Recorder for fading on distant static 
GR radio frequency bridge; radio osc 
tors, etc. Reasonable rentaL Allied 
search Laboratories, 260 East 161st Str 
New York City. 

For Sale- Equipment 

Western Electric 304 -A, one kilos 
transmitter, complete with one set of tI 
and partial set of spare tubes ; also BE 

700 -A oscillator. Fully AC operated. G, 

anteed in first class mechanical and f 

trical condition. Equipment removed f 
service because of increased power. Cra 
ready for immediate delivery. Original 
$18.000. Offered at $7.000 f.o.b., Colum 
S. C. 

FCC memo 243 lists the 304 -A equipn 
"as satisfying the requirements of E 

engineering practice" promulgated in 
cordante with Rule 132. 

G. Richard Shafto, Station WIS, Col 
bia, S. C. 

Western Electric 1 Kw 
106 -B Transmitter 

This equipment is in excellent ope -a 
condition, having been taken out of s 

ice only because of an increase in po 
Supplied complete, with two sets of tt' 
spare parts and duplicate sets of m 
generators and pumps. Designed for o 
ation from 220 Volt DC supply, but 
be easily modified for AC operation. 

The transmitter is available immed 
ly and can be inspected at any time. 
respondence is invited from anyone it 
ested in securing this equipment at 
u n us u a l l y attractive price. Box 
BROADCASTING. 

Wanted to Buy 

Will purchase or lease local sta 
Write full particulars. Box 509, BE 

CASTING. 

Will buy controlling interest in bI 
casting station or will purchase out 
for cash. Box 521, BROADCASTING. 
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RCA HIGH FIDELITY 

TRANSMITTER 
RCA Broadcast Transmitter Type ET -4250 offers lis- 

teners to WHBL, Sheboygan, Wis., a true high fidelity 

signal. To any 100 ¡250 watt station, such a signal 
means increased audience appreciation, more listeners, 
and consequent greater appeal to local advertisers. 

However, that is not all, by any means. When the 
time comes to increase power, it is not necessary to 
scrap or sacrifice this transmitter. For instance, when 
you go to 1 KW, the ET -4250 is retained as the 
exciter unit for the RCA 1 -D transmitter. This is the 
economical result of the RCA plan of coordination. 

Other features include new simplicity of construc- 
tion and operation, increased reliability, finer per- 
formance, and new economy. 

TECHNICAL DATA 

The AUDIO CHARACTERISTIC 
has less than 2 db. variation 
from 30 to 10,000 cycles. The 
hum level is 60 db. below the 
modulation level (unweighted). 

The audio harmonics are ex- 
ceptionally low. All this means 
high fidelity, and vastly increased 
listener interest and substantially 
larger audiences. 

The improved crystal control 
circuit employing the new "V" 

cut crystals does not require crit- 
ical temperature control and in- 
sures less than 10 cycles varia- 
tion plus or minus. At 250 watts 
output, this modern transmitter, 
operating on either 110 volts 
or 220 volts 60 cycles, draws 
only 1.7 KW -which means new 
economy in power consump- 
tion. Write for Bulletin No. 47 
on this remarkable 100 ¡250 
watt transmitter. 

Tutfax(204 
Address TRANSMITTER SECTION 

RCA MANUFACTURING COMPANY, INC., Camden, New Jersey A Service of the Radio Corporation of Ameri 
New York, 1270 Sixth Ave. Dallas, 2211 Commerce St. Chicago, 111 No. Canal St. San Francisco, 170 Ninth St. Atlanta, 492 Peachtree St., N. 
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