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WHERE YOU HAVE GROUND TO COVER

@® For dainty gestures, finger bowls may be adequate. But for a real
clean-up, bigger facilities are preferred—hence the natural preference

of radio advertisers for the 50,000-watt facilities of WHO.
In contrast to the compact, vertical markets covered by many

CENTRAL BROADCASTING COMPANY eastern radio stations, WHO’s market is broad, horizontal. Iowa’s
i largest city, Des Moines, has less than 6% of the state’s population.
- 0. Maland, Mgr. @ Des Moines, lowa @ Phone 3-7147 Buying power, spread over the entire state, flows through a score of

National Representatives: FREE & PETERS, Inc important trading centers. In selling Iowa, you have ground to cover.
’ ‘- And where you have ground to cover, one good tub is worth a dozen

New York, Detroit, Chicago, Los Angeles, San Francisco finger bowls,

ESSENTIAL TO COMPLETE RADIO .COVERAGE OF IOWA OR THE MID-WEST

SLEARED-CHANNEL— 0,000 WA —FULL-TIME

l wWWWwW.americanradiohistorv.com
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\ MARKETS

’ WAAB

Boston

WTHT
‘ Hartford

WSAR
Fall River

WSPR
Springfeld
WLBZ
Bangor
WFEA

Manchester

WNBH
New Bedford
WLLH
Lowell

WIXBS
W aterbury

WEAN

Providence

WICC
. Bridgeport

x /’

COLONIAL

NETWORK
L/'Zr New England markets

where sales are made

- of the rich New England
market presents a problem in
sales economy.

S UCCESSFUL sales coverage

New England’s great buy-
ing power, because of the wide
population spread, is divided
among many retailing centers.
Selling New England calls for
intense local sales effort.

How can this vast market be
approached economically and
at the same time effectively?

The Colonial Network 1s de-
signed to solve this problem.

It 1s a network of strong
local stations offering direct

access to eleven key markets
from northern Maine to south-
ern Connecticut.

WAAB, the most popular
local* Boston station, is the
key station, serving the radio
homes of 80 cities and towns.
The other Colonial Network
stations are comparable 1In
popularity and sales influence
1n thelr respective areas.

For low cost New England-
wide coverage, route your
program over the Colonial
Network. Reach an 11-station
audience 1n the very markets
where sales are heaviest.

*Local station—not carrying full schedule of major network programs.

The Colonial Network is 2 member of the Mutual Broadcasting System and will
take programs from or feed programs to this network without line charge.

The COLONIAL NETWORK

21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS
DWARD PETRY & CO. Inc., Exclusive National Representatives

Published semi-monthly, 26th issue (Year Book Number) published in February by BRroADCASTING 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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“ORIGINALITY, IDEAS
AND SALESMANSHIP"

A cereal company’s agency writes to KDKA:
“We have had this offer on about twenty sta-
tions and I think that your scripts show more
originality, ideas and salesmanship than those
we have received from any other station.” Pro-
grams plus audience preference for KDKA
have resulted in great sales for this client.

KDK A 50,000 WATTS
PITTSBURGH

Completely programmed by NBC

Page 4 o October 15, 1936 BROADCASTING ¢ Broadcast Advertisin}’
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WY HETWORK GETS THE TOPS 900 PER MINUTE
185,484

250 PER MINUTE

300,36

400 PER MINUTE

1936

thought this was a big pile (185,483 Budweiser bottle caps)
1935. but look where 1936 pile would come (dotted tine)

100 BUDWEISER BOTTLE CAPS per minute! That is the aver-
Ize return of the Second Annual Budweiser Band Contest over
! RNT, Iowa Network station in Des Moines. We think it is a new

ccord for twenty-six 1% hour broadcasts on a single station.

Remember, every one of these 300,360 Budweiser bottle caps rep-
sents a 15-cent or a 25-cent purchase, approximately 50% in each
"ice class. Which means that the program sold $60,000 worth of
udweiser beer—or $80 worth every minute. The entire cost to the
i ionsor for everything: Station time, prizes, traveling expenses and
lent, was a little over $9 per minute. From the standpoint of known
'I.les the program was profitable—and no one will question that the
i\ttle caps represent only a small part of the benefits accruing to
e sponsor.

l The program idea back of the Budweiser Band Contest is simple.
own bands compete for $1,000 in cash prizes. The bands broadcast
‘rect from their own bandstands—swell local angle! Studio talent
-pplements the band music on each program. Listeners vote for
eir favorite bands with Budweiser bottle caps.

However the execution of the idea is not so simple. Bands must be
cured, telephone lines arranged for, and dozens of unpredictable

L ROADCASTING ¢ Broadcast Advertising

[HE 10WA NETWORK

Two Netwarx cambinatians availoble: WMT, Cedar Rapids-Waterlao linked with either KRNT or KSO in Des Maines. CBS Basic

Harry Goldman, Budweiser distributor and George F. Tilton, advertising director of Anheuser Busch
help pile the results of Second Annual Budweiser Band Contest. 300,360 Budweiser bottle caps—over
one ton in weight. Tilton was so pleased with 1936 contest that he awarded $100 in extra prizes, bring-
ing total awards to $1,100.

hazards overcome by announcers and engineers working under strange
conditions. ‘“The success of the Budweiser Band Contest bears elo-
quent testimony to the aggressiveness of the KRNT organization,”
says George F. Tilton, advertising director of Anheuser Busch.

This same aggressiveness, on one station or a network, is ready
to do a job for your product. Write today for facts, or get in touch
with the nearest office of E. Katz Special Advertising Agency.

HERE ARE THE RESULTS OF 2ND ANNUAL
BUDWEISER BAND CONTEST

300,360 Budweiser bottle caps, which represents approximately
450,540 pints of beer sold; or

860,000 retail value. In addition program received

426 inches of newspaper publicity (not paid advertising),

156 inches of which appeared on the front pages.

v

XSO
L2

NBC Basic Blue

At
N>

NBC Basic Blue

A‘ém
N>
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“Ond now that M‘oAtiAm

Lots of advertisers seem to have forgotten that
mid-morning in New York and thereabouts is
getting-up time for millions of other more
westerly prospects—

—that the noon lunch-hour goes on for four
long hours all across America, vet occurs only
once in each locality—that SPOTS are the only

sure way of getting ALL the people at the time

FREE, JOHNS

Associated with Free & Sleininger, Inc.

C@ao/z.o CJ}"ah'on &eﬁresem’aﬁves

when they’re most receptive to one’s own par-

ticular product.

That’s why spot broadcasting is getting more

and more recognition from smart advertisers
. also the reason we’ve qualified ourselves

as experts on the entire subject. Shall we ana-

lyze the possibilities for you? Address the

nearest office shown below.

& FIELD, INC,

' L L)

NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES

110 East 42nd St. 180 N. Michigan New Center Building T4l Sutter C. of C. Bidg.

Lexington 2-8440 Franklin 6373 Trinity 2-8444 Sutter 4353 Richmeond 6184
wIisS . Columbia WDRC Hartford WMBD . . . Peori
ngCC : golumbu: WKZO Kalamazoo WPTF . . Raleig |
WDAY | Y Faea WNOX Knoxville KTUL . . Tuls
KTAT . Fort Worth KFAB Omaha-Lincoln KVI Tacom
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ANA Seeks Data on Cost-Per-Listener

By J. FRANK BEATTY
National Advertisers Want More Complete Facts on

Coverage to Learn

AFTER a decade of profitable ex-
perience with radio as a national
advertising medium, members of
the Association of National Adver-
tisers, meeting for their 27th an-
nual convention Oct. 8-10 at the
iGreenbrier, White Sulphur Springs,
W. Va., showed intense interest in
what they are buying for their ra-

’!iio dollars, going deeply into the
zubject from a technical and cov-
=rage standpoint.

These key figures in the adver-
ising field, who control the spend-
ing of several hundred millions of
dollars annually for broadcast
time and talent, white space, di-
rect mail and outdoor promotion,
are becoming increasingly radio-
minded, as evidenced by the lengthy
liscussion of radio and the meth-
ods by which it can be employed
most effectively, as well as by their
mounting radio budgets.

Closeted behind locked doors,
«ith all outsiders excluded, a
group of some 60 ANA members,
ed by Robert V. Beucus, advertis-
ng manager of Andrew Jergens
Zo., Cincinnati cosmetic and soap
manufacturer and a big radio user,
1eard suggestions during the after-
noon of Oct. 8 on how radio cover-
age can be measured from a cost-
ser-listener standpoint and then
reld a roundtable at which adver-
iser problems were debated.

| Work of Joint Committee

MR. BEUCUS previously had
llmven a brief resume of ANA ra-
Hio studies, having told the full
convention at the morning session
f the work accomplished by the
Joint Committee of 15, composed
of five members from the ANA,
‘he National Association of Broad-
casters and the American Associa-
sion of Advertising Agencies. His
report had referred to program
| sopularity studies of the Coopera-
:ive Analysis of Broadcasting, a
|pureau operated by the ANA
which employs the Crossley statis-
| :ical organization to conduct the
research. The Crossley studies are
l1eld in high regard by ANA mem-
Jers, who receive frequent reports
on program popularity in 33 cities,
1sing the coincidental method.
it A. W. Lehman, of the ANA ex-
scutive staff, presented a series of
*‘harts durmg the secret afternoon
;session. While no official announce-
Iment was made of his radio re-
search activities, it was under-
"stood that he offered data show-
ng the percentage of time during
#which radio sets are turned on but

What They Get for

not listened to, a type of study
new to ANA members. This was
received with interest, it was
learned, since the percentage of
non - listening while the set is
turned on is regarded as lost
money by those interested in lis-
tener-hour data. The percentage,
it was learned, was small but
worthy of study.

In addition, Mr. Lehman is un-
derstood to have made an analysis
of the Crossley studies from a tal-
ent cost standpoint. His charts on
this phase of his research are said
to have shown that program popu-
larity is not directly based on the
amount of money spent for talent.
His studies are to be published at
a later date.

ANA members, for the most
part, have shown a liking for big
names when they buy radio and
they have held to this view despite
the growing cost of big shows and
better known artists.

Radio Dollar

The Crossley reports for the Co-
operative Analys1s of Broadcasting
are growing in favor among ANA
members, it was brought out, the
number of subscribers to the re-
ports having shown a steady in-
crease in the last year. The re-
ports are based on 400,000 phone
calls a year, covering 33 cities.
During the year a check was made
of the accuracy of the Crossley
method, an intense survey over a
three-day period in which 40,000
calls were made by the same or-
ganization having confirmed the
regular Crossley results within a
few percentage points.

Other Coverage Proposals

TWO ENTIRELY different meth-
ods of checking radio station cov-
erage were presented to the ANA
radio group. Edgar H. Felix, ra-
dio coverage consultant of New
York, and A. C. Nielsen, of A. C.
Nielsen Co., Chicago, publisher of

Banks Evince Growmg Interest in Radio
As Plans for Cooperative Series Mature

WITH banks over the country
showing growing interest in radio,
final plans for the cooperative
series to be sponsored on CBS by
large banking houses have been
announced by Stanley Wessel, of
Wessel Co., Chicago agency ar-
ranging the series [BROADCASTING
Sept. 1]. Already some 35 banks
have signed for the series and
about 50 are expected by the time
it goes on the air later in the
autumn.

The 39 half-hour programs will
be heard on a nationwide CBS
hookup Fridays, 10-10:30 p. m.,
with the Philadelphia Orchestra as
talent. Participating banks are
said to have resources of more than
six billion dollars.

Besides this series, banks have
been queried on_proposals for a
transcription series using a sym-
phony orchestra and adaptable to
any community for local sponsor-
ship. This ploJect has been favor-
ably received, it is understood, but
local banks have been unable to
agree on the type of program.

The Human Side

THE NETWORK cooperative se-
ries will be strictly institutional in
character, making no attempt to
solicit deposits or other banking
business, but confining the commer-

'BROADCASTING * Broadcast Advertising

cial copy to the job of portraying
the bank, not as a structure of
stone and steel for the purpose of
storing up the wealth of a com-
munity, but as a human institution
whose operations are of the ut-
most value to the community
which it serves. Each piece of
commercial copy will be custom-
built to fit the particular needs of
each sponsoring institution and
will be read by a local announcer
against a background of theme
music broadcast from Philadel-
phia. A bank in one city may be
discussing foreign exchange at the
same time FHA loans are being
described by another bank in an-
other part of the country. These
localized announcements will be
sent out each week to each station,
together with a cue sheet showing
the announcer just where in that
particular program he is to cut in.

Each program will consist main-
ly of the music of the Philadelphia
Orchestra, with Leopold Stokow-
ski and Eugene Ormandy as con-
ductors. Mr. Stokowski will con-
duct the opening program and will
continue as conductor until mid-
December, when he will leave for
Hollywood to make a picture for
Paramount, turning his baton over
to Eugene Ormandy. This part of

(Continued on page 81)

food and drug indices, appearing
as invited speakers at the secret
meeting.

Mr. Felix suggested that the
audience be determined by multi-
plying program by coverage value.
He took the position that listeners
are not wedded to a program but
that in general they prefer an
average program with good recep-
tion to a better program with a
weak signal.

Advising advertisers to study
the cost of reaching each listener
through each station, he pointed
out that he had found the varia-
tion in cost to run as high as 30
to 1. While no entirely satisfac-
tory method of evolving the cover-
age of stations has been developed,
he said that considerable progress
had been made in the last three
years and he foresaw the day when
highly accurate coverage data will
be available.

This viewpoint proved attractive
to ANA radio-minded members,
who peppered Mr. Felix with ques-
tions on how they can compute cov-
erage on the basis of cost per ra-
dio set family reached. He ex-
plained his own coverage system,
used by a number of agencies. It
is based on the Joint Committee of
15 census of radio homes, com-
pleted last summer [BROADCAST-
ING, July 1], as well as personal
signal strength studies in some
300 cities, 1930 U. S. Census fig-
ures on radio homes and all corre-
lated with audience mail data.

Mr. Nielsen, who is understood
to have acquired rights to the auto-
matic device for listener habits de-
veloped last year by Prof. Robert
F. Elder, of Massachusetts Insti-
tute of Technology and first used
by John Shepard 3d, envisioned the
day when several thousand of the
devices will be in constant use in
a manner which will provide con-
tinuous nationwide reports on audi-
ence habits and station popularity.

Cost of the undertaking, it was
indicated, was a factor retarding
its execution. Experience gained
in tests made in Boston and Chi-
cago will prove helpful in selection
of the sample used for surveys
employing Prof. Elder’s device, it
was pointed out, since income
groups and other factors are care-
fully studied before the automatic
recording devices are installed in
receiving sets.

Types of Campaigns

INTERVIEWS with radio-minded
ANA members during the three-
day convention suggested that ad-
vertising managers rely heavily on
their agencies in designing radio
campaigns and selecting method of
rendition as well as markets and
stations. A number stated that

October 15, 1936 ¢ Page 7
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they are becoming more interested
in spot advertising owing to its
adaptability to market and sales
problems as well as providing a
chance for intensive coverage at
particular times. For example, a
proprietary representative who
uses a big network jumps into lo-
calities with spot campaigns when
a noticeable increase occurs in
prevalence of the common cold.

ANA members continue a liking
toward name talent and big shows
where justified by volume of busi-
ness and advertising budget, but
their growing interest in coverage
data revealed that detailed mat-
ters of plotting radio campaigns
are interesting them more and
more as they use the medium.

Less attention was devoted to
radio the last two days of the con-
vention, during which representa-
tives of agencies and media were
invited guests of the ANA. Among
speakers at the Oct. 9 sessions was
Lee H. Bristol, of Bristol-Myers
Co. (Sal Hepatica, Ipana, Minit-
Rub), who is a member of the
ANA board of directors and chair-
man of the board of the Advertis-
ing Research Foundation, a joint
ANA-AAAA agency which has
been making market, copy and
media studies.

The Foundation, in testing effec-
tiveness of advertising copy, uses
five methods, which he described
as follows:

1. The recognition and identifi-
cation tests, that is, tests made by
actually showing advertisements.

2. The recall test, unaided, aided
and triple associate, in which peo-
ple are asked such questions as:
What cereal advertising have you
seen or heard recently? What prod-
uct does Major Bowes advertise?

3. The order of merit test, also
known as the consumer jury or
controlled opinion test.

. 4. The coupon or inquiry tests,
involving some voluntary action on
the part of the consumer.

5. Sales tests, both
and mail order.

The first four of these studies
have been prepared and are being
further analyzed by a technical
committee. They are to be pub-
lished in a few months.

. Another study by the Founda-
tion is the project for creation of
a uniform definition of retail trad-
Ing areas, since it is becoming in-
creasingly necessary for national
advertisers to have basic statisti-
cal information regarding the ex-
tent, size, quality, population and
buying power of each market, and
these data must be developed on a
uniform and comparable basis.

“I know in my own case,” Mr.
Bristol said, “that I want to know
more about ‘the intricate business
of making advertising pay’. 1
agree with Walter Thwing (of
Walter E. Thwing Inc., New York
agency) that I don’t believe we
can continue to justify advertis-
Ing on theory or accept it on faith.
Of course, I know it pays me to
advertise. But I also know that as
advertising costs continue to rise,
as_they have a way of doing de-
spite depressions or the ANA, I
am going to have an increasingly
difficult task to make it pay.”

Guest in the Home

IN AN ADDRESS earlier in the
day Mr. Thwing had brought out
that “too .many space buyers are
primarily interested in what a me-
dium offers its advertisers and not
in what it offers its readers.” He
was including radio in this thought.

Continuing he said: “Advertis-
ing may help a medium to keep

campaign

ANA Officers

AT ITS Oct. 8-10 convention,
the Association of National
Advertisers elected the fol-
lowing- officers:
Chairman of the Board—
Allan Brown, Bakelite Corp.
Vice Chairmen — Harold
G. Thomas, Centaur Co.;
George C. Congdon, Jones &
Laughlin; W. P. Rogenrs,
California Packing Corp.
President—Paul B. West.
Treasurer — A. T. Preyer,
Viek Chemical Corp.
Directors—Gordon Cole,
Cannon Mills; M. H. Leister,
Sun Oil Co.; Stuart Pea-
body, Borden Co.; Lee H.
Bristol, Bristol - Myers Co.;
Turner Jones, Coca Cola Co.

body and soul together, but it
isn’t the body and.the soul of a
good magazine, or a good newspa-
per or a good radio program. Ad-
vertising 1s like a guest in a home.
It can be tolerated if its manners
are good, even welcomed if it is
helpful. But, in the long run, if it
abuses its privileges, it will wear
out its welcome.

“When an advertiser assumes
the pompous role of host at a ra-
dio entertainment, and, with com-
plete disregard of the elementary
rules of etiquette, insists on bor-
ing his guests to death with a per-
sistent recital of his own virtues
and an importunate demand for
contributions to his support, the
radio entertainment loses its real
identity and becomes nothing but
a side show barker whose job is to
lure the customers. Will that
method attract a quality audience?
Doesn’t it cripple radio for the ad-
vertiser? Won’t the domination of
advertising over the real function
of radio ruin the medium for the
advertiser? You remember the
fable of the man who filled his hat
so full of treasure that the hat
broke and he lost it all.”

G. O. E Station Breaks

REPUBLICAN National Commit-
tee, Chicago, launched a series of
station break announcements Oct.
5 over WJR, WGAR, WBEN,
WMCA, WXYZ, WIRE and WISN,
with more stations to be added.
From two to five 30-second an-
nouncements are used daily on
each station.

SITE IN HOLLYWOOD
ACQUIRED BY CBS

CBS, through Donald W. Thorn-
burgh, vice president in charge of
West Coast activities, on Oct. 10
announced purchase of an entire
city block in the center of Holly-
wood for new KNX studios and
offices. Plans for the various units
are nearing completion and actual
construction work will begin early
in January. It is estimated
$1,000,000 will be spent on the new
broadeasting center, to be ready
for occupancy in October, 1937.

The studio site takes in the full
block between Gower and El Cen-
tro Sts. and fronts on Sunset
Blvd. In addition to studios and
offices the new building will have
several large auditoriums for the
use of programs heard on CBS
coast-to-coast network as well as
west coast broadcasts. Experi-
mental television studios will be in-
cluded.

The new KNX studio was de-
signed by William Lescaze, who is
in complete charge of construction
plans. Preliminary drawings indi-
cate that Mr. Lescaze will intro-
duce new structural materials,
such as glass brick, into the ex-
terior and interior design.

Network Billings Rise

FROM unofficial preliminary
sources, BROADCASTING has learned
that CBS will report September
billings totaling $1,860,000, which
is a 65% increase over September,
19385. The combined NBC network
totals will show a 35% increase
over the same month a year ago,
or $2,800,000. Of this amount the
NBC-Red accounts for $1,900,000
and the Blue for $900,000. More
than doubling its billings for the
same month last year, Mutual
Broadcasting System has reported
total revenues of $168,919 for Sep-
tember, bringing its cumulative
total for the first nine months of
1936 to $1,294,904.

Lee & Perrins Spots

SCHWIMMER & SCOTT, Chicago
agency is lining up stations for a
national spot announcement cam-
paign for Lee & Perrins Inc., New
York (Worcestershire Sauce) to
start the latter part of November.

s
MRASPNG £,

Vﬁm w‘?f

CBS HOLLYWOOD STUDIOS — This is an architect’s drawing of the

new CBS studio to be erected in Hollywood. On the left will be the
offices and studios, in the center are the entrances to the auditoriums,
and on the right a large restaurant will be located. Walls of the office
and studio building will be constructed of glass brick. William Lescaze,
architect and designer of the interiors of the three CBS playhouses in
New York, is in full charge of construction of the building.
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ReferendumCallec
On NAB Session:!

Membership to Decide Mont
For Annual Conventions

A REFERENDUM vote of th
NAB membership of some 400 st:
tions, to determine the month i
which the annual NAB conver
tions should be held, was autho:
ized Oct. 2 by the NAB board ¢
directors at its meeting in Wasl
ington.

Simultaneously the board, wit
a half-dozen members absent, de¢
cided against NAB participatio |
as an organization in the Oct.
allocations hearings and autho:
ized President C. W. Myers t
notify the FCC chairman. The re:
son given was that the hearing
were of such a character that th
NAB could not present testimon
on an industry-wide basis.

The board also discussed legi
lation and decided that a legisle
tive committee of five should b
designated. Appointments on thi,
committee will be made by Pres.
dent Myers prior to the convenin
of the next session of Congress i
January.

Copyright Bureau

MR. BALDWIN told the board o
routine developments since the las
convention and gave a progres
report on the NAB bureau of copy
rights which has been functionin
for the last three months in conr
piling public domain music as th
first phase of a three-voint pla
designed eventually to relieve th
industry of its dependence upo
ASCAP. Mr. Baldwin expresse
optimism over the outlook.

The referendum on the conver)
tion time was ordered at the sug
gestion of Mr. Baldwin, who de
clared there appeared to be n
present unanimity among men
bers. Prior to 1935, convention
were held during the fall. Station
complained about this because the
came at a time when fall busines
schedules were beginning, or a
the busiest season of the year. Th
last two conventions have bee
held in July, and there has bee
some complaint about summe]
heat. Sentiment seems to favor lat
spring or early summer, but th
board decided that the membershi:
should be asked to express itsel>
with a majority vote to govern.

Present at the meeting, in add-
tion to President Myers and Mar}§
aging Director Baldwin, were Vic
Presidents John Elmer, WCBV
Baltimore, and Gardner Cowle
Jr., KSO, Des Moines; F. R. Rus
sell, NBC; Harry C. Butcher
CBS; John J. Gillin Jr., WOW!
Omaha; Alfred J. McCoske:
WOR, Newark; T. W. Symons Jr
KFPY, Spokane; J. O. Malanc
WHO, Des Moines; W. Wrigk
Gedge, WMBC, Detroit; Edwar
A. Allen, WLV A, Lynchburg; Gen
O’Fallon, KFEL, Denver; John [
Patt, WGAR, Cleveland; Ralph E
Brunton, KJBS, San Francisco.

Absent were Harold V. Hougl
WBAP, Fort Worth, due to il
ness; Edwin W. Craig,
Nashville, due to illness;
B. Church, KMBC, Kansas Cityl§
L. B. Wilson, WCKY, Cincinna
and Gordon Persons, WSFA, Mon
gomery.

NATIONAL Pharmacy Week wi
be observed Oct. 19-24 with nearl
all drug and cosmetic progran
using tie-ins. |
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‘Policy Changes, Not Reallocation Foreseen

By SOL TAISHOFF

Revamped Spectrum Opposed at FCC Hearing; Superpower,
Balance; 5 kw Regionals Certain

‘ilear Channels in

+//ITRODUCTION of entirely new
“lYetors in broadcast station opera-
bn which will have far-reaching
3‘7'ect upon station coverage pat-
-'rns and methods of doing busi-
:ss, rather than any reallocation
' bheaval, is indicated after nearly
Ifortnight of hearings before the
CC Broadcast Division.
Whereas the FCC called the in-
rmal sessions, which began Oct.
o and were still in progress Oct.
1, to determine whether there
ould be a sweeping realignment,
I found virtually unanimous senti-
lent against such a change. In-
” Iead,. there were arguments, as
“Ihposite as the poles, on super-
: I;wer for clear channels; on du-
{lication of stations on clear chan-
!bls; on the economic status of
loups of stations and the effect
{langes in allocation policy would
,ive upon the public, the stations
i} emselves and their advertiser
lsjfients.
i Nearly twoscore witnesses,
Titnong them the presidents of the
UWajor networks and outstanding
1} dependent broadcasters and engi-
rers, appeared before the FCC to
it forth their views. For the first
"]ne In any public hearing, the
Flonomics of broadcasting were
“yme into extensively, with profit
iiid loss factors in operation set
Wirth in comprehensive statistical
ihalyses.

d" What of Superpower!

ﬁ‘!}S_THE HEARINGS drew toward
wieir conclusion, it became evident
at the knottiest problem present-
. to the Broadcast Division for
'ﬁ‘plutlon, out of the host of issues
: vered, was whether superpower
7l 500,000 watts should be permit-
4:d on any, some or all of the 30
#'maining clear channels. Inextri-
3 ;Jbly Interwoven with this was the
j¢te of the clear channels them-
tlves—that is, whether they should
#imain clear or be duplicated as
{'oposed by both the regional and
ral classifications of stations.
Brought into play against 500,-
110 watt stations—equal in power
| WLW—were such arguments as
te financial “ruination’ of smaller
#lations through blanket coverage
4 the country by the proposed
wliaths; the dropping of regional
1 ations from networks and corre-
{ionding reduction in the number
| outlets per chain; “monopoly”
national radio spot business by

3
[

the clear channel stations, and
other claims of harmful effects.
The interesting situation was
presented wherein one of the ma-
jor networks, CBS through Presi-
dent William S. Paley, opposed su-
perpower, while NBC, through
President Lenox R. Lohr, favored
it but on a gradually accomplished
basis. The brunt of the super-
power and clear channel issue, how-
ever, was borne by the Clear Chan-
nel Group, an association of 13
clear channel outlets formed two
vears ago. The battle against it
and for duplication of stations on
such waves was carried largely
by the National Association of
Regional Broadcast Stations, rep-
resenting some 80 regionals.

Horizontals Unopposed

ON ONLY ONE major point was
there no real opposition. That was
for horizontal increases for re-
gional stations, whereby all might
boost their night power from 1,000
to 5,000 watts. Designed to give
these stations greater signal in-
tensity in their primary coverage
areas, it also would enable them,
to varying extents, to broaden their
areas of coverage. Based on the
testimony adduced, it is more than
likely that when the FCC does
promulgate its new policies re-
specting station assignments, there
will be 5,000 watts of night power
on those regional channels which
can accommodate it. On others,
changes in allocations possibly of a
slight nature will be necessary to
avoid objectionable interference.

Economics, rather than engi-
neering, developed as the crux of
the hearing. Squarely presented
to the Broadcast Division were the
dollars-and-cents issues. Before it
can arrive at any conclusions the
FCC must decide whether the in-
vestments in, and cost of operat-
ing superpower 500,000-watt sta-
tions on all of the remaining clear
channels will be sound economi-
cally. And, assuming that it is,
then it must weigh that factor
against the economic salvation of
other classes of stations and of the
networks. Overshadowing all these
factors, however, is the funda-
mental issue of whether the pub-
lic will be served more efficiently
through any or all of the changes
proposed.

Rearing up throughout the ar-
guments for superpower on clear

channels was the talk of “monopo-
ly”: whether a station with 500,-
000 watts and a coverage of more
than three times that of a 50,000-
watt station gave the licensee too
much in radio facilities. Sporadi-
cally this question was raised by
FCC members. (At one time or
another all seven FCC Commis-
sioners sat in on the hearings,
whereas the Broadcast Division
alone sits as the judge.)

The question, first raised by
Telegraph Commissioner Irvin
Stewart, which seemed to cling in
the minds of members, was wheth-
er more than one 500,000-watt
assignment should be given, first,
to the same licensee in a given
area, and secondly, to the same
licensee anywhere in the country.
This train of thought obviously
envisaged the situation of the
major networks, each of which
owns a number of clear channel
stations that would become ear-
marked for 500,000 watts if the
FCC decided to retain the 30 re-
maining clear channels and remove
the existing 50,000-watt limitation
on power.

On this score, it was evident
too that many of the clear channel
stations do not at this time want
superpower. This was pointedly
remarked upon by-President Paley
of CBS. But Mr. Paley, in a strong
statement which minced no words
as to intent, in effect served notice
on the FCC and upon other clear
channel stations that if any com-
petitive stations procure 500,000
watts, then all of the CBS-owned
clear channel stations and those
on its networks would be expected
to go after the same thing to safe-
guard themselves. President Lohr,
on the other hand, specifically
asked for superpower only for
WJZ, Blue network key, and said
he was satisfied to have other sta-
tions go after it on their “indi-
vidual merits” and after due hear-
ing.

In the case of independent
clears, it was rather generally
hinted that only a few of them
were today serious contenders for
500,000 watts. The others, how-
ever, would not recede from a de-
mand for it lest their channels
be “broken down” otherwise, or
their immediate competitors pro-
cure the power advantage. There
were many figures produced on
what it costs to operate and install

500,000 watters, and they varied
by amazing percentages, depending
upon which group put them in and
for what purpose. Using the mini-
mum figure, however, it appeared
hypothetically that if 30 clear
channel stations now having 50,-
000 watts installed 500,000 watt
units, they would invest some
$10,000,000 more in physical equip-~
ment alone. And, using the same
minimum figures, if they increased
from 50,000 to 500,000 watts, they
would increase their technical op-
erating overhead, excluding talent,
studios and kindred items, from
$5,500 per month to $16,630
monthly.

Possibilities of New Stations

OUT OF the maze of testimony,
notably that on economic and so-
cial aspects, the Broadcast Divi-
sion within the next year will base
its revised regulations. Greatest
fear on the part of the industry
is that somehow the effort will
be to throw open the spectrum,
through duplicated operation on
certain clear channels, tightening
up of regional assignments and
other steps toward licensing many
gdditional stations—perhaps 100 to
00.

The hearings thus far, and the
questions asked by commissioners
and FCC engineering counsel, how-
ever, did not give any inkling of
such a plan. Yet the pressure for
new stations has been such that
this feeling could not be banished
from the minds of broadcasters,
especially since they are mindful
of the fact that nearly 50 new sta-
tion grants have been authorized
since last Jan. 1.

Based upon established FCC
procedure from which the Broad-
cast Division presumably will not
veer, together with the sounding
of sentiment in official sources, it
appears likely that it will be well
into next year before there can be
any tangible results from the
hearings. Before it can settle the
superpower issue, for example, the
FCC must hold hearings, competi-
tively, on the 14 pending applica-
tions for 500,000-watt stations [see
lineup elsewhere in this issue].
There is no likelihood of that hear-
ing until next spring.

That is the all-important next
step, since in it is entwined the
question of duplication on any of
the remaining 30 clear channels.
It is presumed, too, that even
though there is substantial agree-
ment in favor of 5,000 watts night
on tegionals, this authorization
will not come until such time as

 §

[ In Extraordinary Sessions Assembled:

Broadcasters, Technicians and Observers
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the Division decides upon the fate
of superpower and of clear chan-
nels.

If there be such a thing as
worthwhile signs of what the fu-
ture may bring, based on testi-
mony, reactions and the deduc-
tions of the writer, we are in-
clined to believe that the pulse of
the FCC now beats upon retention
of most of the existing 30 clear
channels—perhaps as many as 25
of them. If any are broken down
it probably will be due to the fact
that they are already occupied by
time-sharing stations which would
prefer such a move.

By the same deduction, it would
appear that the issue of super-
power is very much in the balance,
but that if any stations get it they
will probably be in the interior of
the country—at the beginning, in
any event. With one station al-
ready using superpower and with
its unquestioned success, the
thought seemis to be that others,
similarly located, might do an effi-
cient job, provided the economics
with respect to other stations will
warrant,

Mileage Separation

CLUSTERING of 500,000 - watt
stations in the key cities of New
York, Chicago and Los Angeles
constitutes another burdensome
question for the FCC, assuming
that it will allow superpower at
all. If one station gets it in New
York—say WJZ—then it can be
expected that WEAF, WABC and
WOR will seek the same. An
identical situation holds in Chi-
cago, where WMAQ, WLS-WENR,
WBBM and WGN could be counted
upon to seek the same treatment.
In Los Angeles, if KFI gets 500,-
000 watts, then KNX, through
President Paley, already has indi-
cated it will match the request.

From the purely technical stand-
point, it appears that sufficient
evidence was adduced during the
hearings to show that the exist-
ing arbitrary mileage separation
tables, which specify for example
that regional stations on the same
channel must be separated by 1,000
miles, will give way. This looks
toward revision of separations all
down the line, so that instead of
a 50 kc. ether separation between
stations in the same geographical
area, which has been rather rigidly
adhered. to, there may be a 40 ke.
separation, or possibly less. And
instead of arbitrary mileage sep-
aration between stations on the
same wave, these will be reduced
or enlarged to fit actual propaga-
tion measurements, plus a reduc-
tion in the ether separation, to
20, 30 and 40 ke., depending upon
the geographical separation.

This is believed possible as a re-
sult of more precise station opera-
tion and greatly improved selec-
tivity of receivers as compared to
their quality when the last allo-
cations were made in 1928. By so
reducing side-bands and mileage
separations, it is admitted that
high-fidelity reception and trans-
mission will be retarded, but it
will make possible fitting in of ad-
ditional stations here and there.

The general effort of witnesses
and the prevailing view on the
FCC itself is understood to be that
whatever new assignments may be
opened, through duplication on cer-
tain clear channels or through
other changes which may grow
out of reduced separations, exist-
ing stations first should be ac-
commodated. This encompasses
the view that deserving regionals,

(Continued on page ?77)
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ALLOCATION HEARINGS: SOME CONCLUSIONS

IT MAY take many months — possibly a year — before any tangible
policies crystallize from the so-called allocation hearings before the
FCC. From where we sit, it would seem that the term ‘‘allocation” is
a misnomer. The hearings very largely resolved themselves into a
controversy over superpower and all it implies rather than over any
far-reaching revamping of the broadcast band.

Whatever the outcome, the mass of testimony was imposing, and gave
the Commission and its engineers plenty to conjure with before they
draw any conclusions. At the behest of the FCC, the industry, it is
estimated, dug into its pockets to the amount of $150,000 for the
preparation of its cases. The wealth of data covered economic as well
as technical phases—much of it breaking entirely new ground.

It is too early perhaps to attempt to draw any conclusions. At the
risk of being presumptuous, however, a few general observations may
be apropos, although it must be emphasized that we have no inkling,
as no one can, as to what the FCC Broadcast Division in its wisdom
will do.

As we see it, no case was made against a horizontal increase in
power for regional stations. The only limiting factor, it appears, will
be that of the manner in which regionals themselves participate in
this movement. It was brought out that regionals cannot expect to
increase appreciably their coverage through boosts from 1,000 to 5,000
watts at night. But they will improve their primary services, providing
they go up horizontally. On some of the regional channels it may not
be possible to increase horizontally without certain corrective measures
in allocations. Technically, there is sound engineering involved in such
boosts, and economically and socially they are certainly desirable.

That the clear channel stations made a meritorious showing for the
preservation of exclusive waves as a means of serving rural audiences,
was generally reflected by observers. But on the important issue of
superpower, with its far-reaching possible economic implications, espec-
ially the claimed threats of destruction of regionals and locals, the
question presented the FCC is much more delicate.

As for duplication of the clear channels, it seems to be admitted that
the location of some of them will militate against it. But it was also
glaringly apparent that some clear channel stations have not made the
maximum use of their facilities. There was some rather devastating
testimony against coast clears, which the FCC must weigh and weigh
carefully before it introduces new policies.

Summarizing, we feel as impartial observers that a clear-cut case
was made for horizontal power boosts; that a good case was made
for retention of clear channel service, particularly at centrally located
points; that superpower on perhaps a selected few interior clear chan-
nels will probably come eventually by reason of WLW’s experience;
that no urgent need for superpower on all the 30 clear channels was
demonstrated or is even desired by some of them at this time; and that
some additional east-west coast duplication is very likely to come.

In reaching these conclusions for what they may be worth, we cannot
ignore the rather sweeping technical judgments of such organizations
as the Institute of Radio Engineers and the Radio Manufacturers’ As-
sociation, which have no motives beyond good listener service, in favor
of preserving clear channels and in support of higher power.

FCC Officials Give Outline of Purposes
As Allocation Hearings Get Under Way

WITH SOME 350 persons attend- As the first witness, FCC Chief
ing, Broadcast Division Chairman Engineer T. A. M. Craven read a
Sykes opened the hearing. He em- statement covering the scope of
phasized that it was informal in the hearing. He brought out that
character. “The Broadcast Divi- it was confined to the broadcast
sion,” he said, “desires to procure band between 550 and 1600 ke. and
the most comprehensive informa- that the purpose was to sccure
tion on the subject of allocations facts respecting engineering prin-
not only in the engineering phases ciples of allocations within that
but also the social and economic band as well as the economic and
phases.” The objective, he ex- social consequences of any pro-
plained, was to provide maximum posed changes in the existing reg-
service in both transmission and ulations.
reception throughout the country. “Naturally,” said Comdr. Craven,
Bringing out that there had been “with the experience gained since
no substantial change in existing 1928 in the economics of broad.
allocations since 1928, Judge Sykes casting, whether operated by com-
asserted that there have been ma. mercial concerns, social groups, or
terial advances in radio technique by any other method, we should be
and in the social and economic in a position to know better today
phases of broadcasting. Moreover, the relationship between the engi-
the repeal of the Davis Amend- neering of allocation and the eco-
ment last June, he said, eliminat- nomics of allocation.
ing the requirement for a mathe- “Having had some personal ex-
matical distribution of facilities, perience in the practical end of
likewise placed a new complexion broadcasting, it appears to me that
upon allocations. possibly there is a -"definite rela-
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tionship between economics an
engineering of radio broadcasting
and therefore it appears that i
we are to have a sound system o
allocation in the future, the Com!
mission should receive facts witl|
reference to this phase of the broac!
problem which confronts us today

Practical Problems

“ON THE other hand, the engi
neers of the Commission, as a re
sult of unavoidable limitations, are
unable to secure continuous prac
tical experience in the field in the
actual operation of stations, an¢
therefore may be somewhat handi
capped, through no fault of thei
own, in sensing a relationship be
tween engineering and the eco
nomics of a broadcasting station
However, they do have expert
knowledge with respect to the
problems of administration an¢’
regulation.

“Before concluding, I believe if
desirable to inform the industr}
that as a result of the June 1!
hearing, the Interdepartment Ra-
dio Advisory Committee is making |
progress in its study of the allo-2
cation of frequencies above 30,00(]
ke to government services. It is)
my opinion that we may expecl
with confidence the allocatior
of sufficient frequencies above
30,000 kc. to accommodate aural
facsimile and television broad-.
casting in the future on an initia |
experimental basis. In my opinion
the date when these new services
will cease to be experimental de
pends upon many factors, and 1r |
particular, upon the rate of prog. |
ress in development.”

An analysis of the questionnaire.
phases of the so-called allocatior
surveys released by the FCC Sept.
1 then was presented by Andrew
D. Ring, assistant chief enginee:
in charge of broadcasting. Mr.
Ring submitted considerable new
material relating to the survey.
the most important of which was,
a tabulation of the urban distri-
bution of broadcasting stations.
This analysis, revealed that of the
total population of 130,000,000 ar
area embracing some 67,000,000
people, or 55%, did not havej
broadcasting stations in their own
communities. A substantial por-
tion of this population, he brought;
out, receives both primary an
secondary services from other sta.
tions but in the urban centers dc
not have outlets of their own.

In defining the allocation survey:
which has been under fire b
groups in the industry, Mr. Rin
said it pertained only to rural re
ception and was not designed t
cover urban areas. Moreover, h
said, the survey was not designe
for use for commercial purposes.

Completing the testimony wit
respect to the allocation survey:
was the statement of Dr. L.
Wheeler, chief of the FCC Techni
cal Information Section which wa
created last February. Dr. Wheele
explained that since that time hig
staff has analyzed the technical
study with the objective of deter
mining the field intensity of clear,
channel stations at various dis-
tances. These intensities were re<
corded at 11 locations with auto-
matic recorders over a period from
February to May, 1935.

Declaring this data to be of
great value, Dr. Wheeler said that
additional surveys should be made
to procure comprehensive data for
the country as a whole. There were
many revelations with respect to
sky wave propagation, he said.
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‘Uraig and Caldwell
' Plead for Rural

; Coverage

HE OPENING gun on the real
sue of clear channel preserva-
on and superpower developed at
‘he afternoon session Oct. 5 when
dwin W. Craig, vice president of
’SM, Nashville, and chairman of
ae Clear Channel Group, began
resentation of a 35-page report.
ased on exhaustive research by
ne group and its counsel, Louis
. Caldwell, the Craig statement
ent flatly on record for the pres-
-vation of clear channels and for
> limit of power to open the way
v 500,000 watts.

Mr. Craig had come from a sick
1'2d to deliver the long report, and
fter three hours of reading was

rced to retire in favor of Coun-
2] Caldwell. The presentation was

veritable radio “book of knowl-

fige” for the FCC members, his-
rically, for it traced the develop-
ent of radio from the “Hoover
onference” days of regulation in
P21 through the present era. It
rought out that in 1923 the cry
? “superpower” was raised when
rations proposed to go from 500
» 1,000 watts, then on the ground
aat other reception would be
anketed.

Through the remainder of the
ay, and well into the next, this
sstimony ran, with a rigid cross-
kamination afterward. The Craig
:atement pointed out that the
4 lembers of the Clear Channel
Yiroup total 13, banding together
1 ¢t his call in May, 1934, that many
¥idependently owned outlets to
{rotect the remaining exclusive
1rays designed for rural reception
4%y the 1928 allocation. He enum-
d%ated the stations as KFI, WSM,
ILW, WGN, WSB, WBAP,
/FAA, WHAS, WWL, WLS,
VHO, WHAM and WOAIL
Following the historical dis-
‘tourse, the presentation came to
Yae issue of duplication on clear
:1 1annels. It was brought out that
4 'hereas 40 clear channels were set

—

. "

-

PR—

aside in the 1928 allocation for
high power operatbn to reach dis-
tant listeners, only 30 remain. Of
these Mr. Caldwell read from the
Craig statement, 13% channels are
occupied by stations owned or
operated by the networks; 11% by
members of the Clear Channel
Group and 4% by others.

And, as the first dig against the
regional group of stations oppos-
ing superpower and advocating
duplication on clear channels, the
Craig statement recited that John
Shepard 3d, president of the
Yankee Network and chairman of
the Regionals Group, had opposed
the power increase to 5,000 watts
maximum in 1924 at one of the
“Hoover conferences”. This was

said that he hoped the FCC never
again would recognize this princi-
ple. Pressure resulted in these
“consents” in most cases, he said.

Cites FCC Channel Survey

STEPS which led to the so-called
FCC allocation survey, released
Iast Sept. 1, then were outlined.
The survey was undertaken at the
instigation of the Clear Channel
Group, and constituted the most
comprehensive analysis of techni-
cal radio ever made.

Although under attack as im-
perfect and not a fair gauge of
clear channel coverage, the Group
contended that, whatever its im-
perfections, it showed that clear
channel service is essential for

Case for Clear Channels and Superpower

Maland Expounds
Economic Side

Of Power

CONCLUDING the comprehensive
case for the Clear Channel Group,
Joseph O. Maland, vice president
of WHO, Des Moines, delivered a
statement covering the social and
economic phases of broadcasting
at the Oct. 8 session.

Fortified with many exhibits re-
lating to the business of broadecast-
ing and with figures on station
earnings, he consumed two hours
in the presentation of the volumi-
nous paper. In it he attempted to

Harris & Ewing Photos

ENDURANCE LISTENERS — Attending most of the hearings regularly were the majority of the mem-
bers of the FCC, although the issues will be decided by the Broadcast Division (center three). Left to right:
Thad H. Brown, Anning S. Prall, Judge E. O. Sykes, Norman S. Case, Dr. Irvin Stewart.

cited as an example of ‘“how his-
tory repeats itself”. There were
two other references to Mr. Shep-
ard—one critical of his applica-
tions in Boston for duplication on
clear channels and the other com-
mendatory of his cooperation in
the FCC clear channel survey.
Mr. Craig’s statement launched
an attack upon recognition of the
principle that the licensee of a
clear channel station has the right
to “bargain away the rights of the
listening public by a so-called con-
sent, whether given for a consider-
ation or gratuitously.” Mr. Craig

T‘ROADCASTING * Broadcast Advertising

LECHNICAL BRAIN TRUST—Engineering executives of FCC as they
‘Aearkened to mass of technical data presented at hearings.
A.zght: K. A. Norton; Comdr. T. A. M.
ﬂ, apd]ed bulk of examination of witnesses; Andrew D. Ring, assistant
1ief engineer for broadcasting; Raymond Asserson, and Dr. L. P.
"heeler, chief of newly-established technical information section.

Left to
Craven, chief engineer who

rural reception and that it -coin-
cided with other knowledge on the
subject. It showed, among other
things, that 76.3% of the rural
residents surveyed preferred clear
channel stations, as against 72%
in a less comprehensive study made
in 1929 by the former Radio Com-
mission.

Net Duplication Not at Issue

ON THE question of duplication
of network programs, the Group
contended it was not a momentous
problem, and certainly one that
has not yet been studied scientifi-
cally to find a solution. It was
cited as something the FCC must
decide for itself. “Most of us who
are in the business of broadcast-
ing”, continued the statement, feel
that so far as commercial pro-
grams are concerned, the man who
will effectively prevent excessive
duplication is the advertiser. In
fact, we think we have detected
signs of his unwillingness to pay
for double coverage for a long
time. If we are wrong in this be-
lief the commission has ample
power to settle the matter under
the Communications Act.”

Regarding charges of ‘“‘monop-
oly” in clear channel operation,
the Group asked that the FCC
give due recognition to the princi-
ple of independent ownership in
the licensing of stations. This
struck particularly at network-
owned and operated stations.

The Group made no suggestion
for additional classes of stations,
stating that the existing classes of
clear, high-power regional and
local were ample. But it added it
“vigorously opposes abolishing the
clear channel class, as is proposed

(Continued on page 64)

discredit contentions that super-
power would restroy regional and
local stations; that it would mean
the dropping of smaller stations
from the networks and that it in
any way would wreak havoc in the
industry.

Afterward he was subjected to
a cross-examination by Commis-
sioners and FCC engineering coun-
sel on economics of broadcasting.

Describing the American system
of broadcasting in its economic and
social phases, Mr. Maland said the
principal danger to this system is
not that which is discussed most,
namely, excessive or undesirable
advertising. He called these sim-
ply growing pains of a young in-
dustry, accentuated by the depres-
sion.

Business Improvement

“THE REAL danger in the econom-
ics of broadcasting is that the in-
terest of the advertiser in reach-
ing large masses of listeners, and
the profit that is to be made in ac-
commodating him, will result in
laying down too many tracks of
good reception to thickly inhabited
centers and too few, or none at all,
to sparsely settled areas, which
are not such attractive markets.
Analyze these issues that now face
you to see if underneath the elabo-
rate technical charts and graphs
and the impressive statistics and
tabulations you do not find a fund-
amental issue between those who
want more stations in cities that
already have stations and those
who are striving to preserve what
there is of rural reception and to
improve it.”

Mr. Maland drew heavily upon
general statistical data on business

(Continued on page 65)
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PALEY OPPOSES SUPERPOWER

LOHR ASKS GRADUAL CHANGES

I

ASSERTING that
superpower will
make “the bi
fellow stronger”
and the “lttle
fellow weaker,”
William S. Paley,
CBS president, at
the Oct. 6 session
pointed out thz]aé: A
superpower wou e
reguce the need Mr. Paley
for local network outlets and de-
clared that “perhaps in one-half
of one per cent of the radio homes
of the United States, and there
only at night, superpower, as such,
would make the difference between
an adequate and an inadequate
signal.”

Mr. Paley drew heavily on his
knowledge of the economics of
broadcasting as well as upon tech-
nical data for his stand, which in
effect opposed superpower as dan-
gerous to independent stations and
to regionals and locals and opposed
duplication on clear channels as
destructive of rural service.

Nevertheless, he told the Com-
mission, CBS will apply for a full
quota of superpower outlets for
the clear channel stations it owns
and operates if the FCC decides to
grant such powers.

No Problem of Service

URGING a “realistic appraisal” of
the effect of superpower on radio
listening, Mr. Paley asked: “If we
consider superpower not in terms
of the stations which would bene-
fit by it or the stations which
would suffer by it, but in terms of
the listening public, what do we
find? We find that the difference
between 500 kw. and 50 kw. is
clearly not the difference between
good service and bad service. Even
in deep rural areas it is rarely the
difference between a wusable and
non-usable signal. Perhaps in one-
half of one per cent of the radio
homes of the United States would
superpower, as such, make the dif-
ference between an adequate and
an inadequate signal.

“I should like to urge upon the
Commission and the industry one
basic consideration on the subject
of superpower: Study it. T do not
believe any of us knows enough
about the immediate effects and
the subsequent effects of super-
power, both in itself and in rela-
tion to the progress and welfare
of radio broadcasting and radio
listening. Many of the doubts I
have raised have been, expressly,

doubts. Many of them have been
questions, not answers. We need
those answers. I believe the Com-
mission needs those answers before
altering the basic structure of
broadcasting.”

Probing categorically into the
economic phases, Mr. Paley asked
and answered for CBS questions
as to the advantages and disad-
vantages of superpower upon su-
perpower stations themselves as
follows:

Advantages and Disadvantages

“THE advantages of superpower
to the superpower station itself
are self-evident. A stronger signal
throughout its entire area, an ex-
tension of that area of service, an
increase in rural audience, a great-
er theoretical revenue because its
time should be more valuable.
“The disadvantages are, on one
hand, less specific, on the pther
hand, more numerous. First, if the
station’s own program standards
are not to suffer, its greater theo-
retical sales revenue must carry
the load of an investment in the
neighborhood of half a million dol-
lars and an operating cost estl-
mated to be $150,000 higher an-
nually than that of even a 50,000-
watt station. This presumes no
profit whatever on the additional
investment or operating cost. If
its increased sales fail to provide
all of this differential, then funds
now going into program service
and management must be taken
out of programs and management
and put into transmitter operation.
“A second disadvantage empha-
sizes the first: Except in the larg-
est cities, and except for the larg-
est merchants, the increased card
rate necessary to a 500 kw. station
will tend to make it a prohibitive
medium for local advertisers.
Single exceptions notwithstanding,
the record of local advertising me-
dia whose cireulation has grown
well beyond their trading areas re-
veals that they have been forced
to lose local retail advertising, or
to offer it at a special and low-
ered rate. This is feasible for a
newspaper, for instance, which can
sell 1ts city circulation at a low-
ered rate, because it can exclude
the local merchants’ advertising
from its statewide or interstate
editions. That, however, is impos-
sible for a superpower radio sta-
tion. If it does lower its rate to

(Continued on page 70)

TAKING an at-
titude almost dia-
metrically oppo-
site that of CBS,
Lenox R. Lohr,
NBC president,
in testimony at
the allocation
hearings Oct. 14,
put his company
on record in fa-
vor of superpower
gradually accomplished, and of
preservation of clear channels so
their “service capacity” will not be
lessened. .

A series of recommendations
was made by the NBC head as he
appeared for the first time before
the FCC since he assumed the net-
work’s presidency last January.
With respect to superpower,_he
said there were two valid objec-
tions—one, that of actual physical
interference, and the other eco-
nomic. He asked that each request
for superpower be considered on
its individual merits, and that in
the case of his network, it would
seek at the outset only to procure
500,000 watts for WJZ, New York.

Again taking a view opposite
to that of CBS, Mr. Lohr said that
NBC, and its parent company RCA
had discovered nothing in their in-
vestigations” of the ultra-high fre-
quencies, either with respect to
sound broadcasting or television,

Mr. Lohr

“which would militate against the’

recommendations which we have
made here for stations operating
between 550 ke. and 1600 ke.”
Whereas Mr. Paley had predicted
television in two vears, Mr. Lohr
said that to the best of his com-
pany’s knowledge ‘“the American
audience is going to continue to re-
ceive its aural broadcasting service
upon present frequencies for sev-
eral and perhaps for many years.”

Recommends Five Steps

MR. LOHR’S definite recommenda-
tions were as follows:

“1. We earnestly recommend in
the interest of economic stability
for the industry that in your new
regulations you lenghthen the li-
cense period for all broadcasting
stations to the three-year maxi-
mum permissible under the law.

“2. With respect to the continu-
ance of clear channels, your rec-
ords disclose that upon the 40 fre-
quencies designated as clear chan-
nels in 1928, 50 stations were li-
censed to operate, each as a domi-
nant clear channel station. In or-
der to bring about this result, the

i
Radio Commission required 20 sta.}
tions to share time upon 10 chan.!
nels. By and large the past eigh
years have demonstrated that pan
time operation of this sort is no
successful either from the listen
ers’ standpoint or for the statior
operator.

“In some instances the station:
have worked out their own salva
tion by synchronization, directiv
antennas, joint use of a singl
transmitter or some other means
A number of the stations stil
operating part time on clear chan
nels have asked that they be per
mitted to submit a plan to th
Commission which will give eacl
of these stations full time opera
tion and they propose that a hear
ing be held upon such plan. W
are entirely in accord with this. -

[

Preserve Clear Channels |

“THERE remain out of the origi!
nal 40 clear channels some 25 o
30 upon which progressive forwar
looking stations are being operate |
today. Their value as a means o
service to rural listeners has bee
reaffirmed by the recent Commis
sion clear channel survey. We rec
ommend that your Commission tak
no action which will either limi
the existing service capacity o
stations of this type or preclud
the development of a better an
more extensive service by them.

“3. With respect to the power ¢
clear channel stations we recomrr
mend that your regulations be re
vised to remove any limitatio
of maximum power to be used b
the dominant station upon thes!.
channels. Having adopted reguls
tions of this sort we recommen.
that each individual application t
considered and acted upon wit
due regard for the interferenc
problems and the economic justif
cations which each case present:
Thus far my company has cor
cluded that at one station, WJi
500 kw. power would be desirabl
when measured by the standarc
referred to previously. We hay
reached no decision with respet
to other stations which we operat

“4. With respect to power o
shared channels we recommend i1
creases in power for regional st:
tions to 5 kw. day and night wher
ever the engineering and econom
factors previously referred to war
rant the use of such power. |

“We recommend increases I
power for local stations who sa
isfy the engineering and economr
(Continued on page 71)

FROM LEFT TO RIGHT—We present: Paul D. P. Spearman, regional
group counsel; I. Z. Buckwalter, Mason-Dixon Group; Martin Campbell,
WFAA, Dallas; Herbert L. Pettey, WHN; Benedict Gimbel Jr., WIP,
Philadelphia; Edwin W. Craig, WSM, Nashville; Louis G. Caldwell,
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Clear Channel Group counsel; Dr. L. P. Wheeler, FCC technical info
mation director; John Shepard 3d, Yankee Network and chairman

regional group.
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Regionals Fear Economic Ruin in 500 kw.

pearman Argues
For Horizontal
5 kw. Boosts

TINANCIAL RUIN” of regional
ations was envisioned by Paul D.
Spearman, chief counsel for the
ational Association of Regional
-oadcast Stations, if the FCC al-
ixs clear channel stations to use
iperpower. Presenting the case
chief for the Regional Group on
st. 13, Mr. Spearman argued that
sere is no justification, technical-
|, economically or socially, for
perpower.
lSupp]ementln the technical tes-
mony of Dr. %reen]eaf Whittier
ckard, chief engineering counsel
l - NARBS Mr. Spearman pleaded

lat groups case for a horizontal
crease in power to 5,000 watts

all regional stations; for dupli-
ltion on clear Channels, and for
tention of the present limit of
,000 watts powers as the maxi-

£ am,

I /In delivering his 56-page paper,
ang with elaborate charts and
thibits on networks earnings, cov-
age and similar statistical data,
r. Spearman argued fervently
-ainst the superpower increase.
hile his recommendation on dup-
cation covered all clear channels,
& was indicated that the group
It that the Commission in its
J dgment could determine whether
# rtain of these channels should
%' main clear. Superpower, if gen-
ally applied, Mr. Spearman ar-
ied, would not only mean the
uin” of regional stations, and
ssibly those in the local cate-
Ty, but also would result in a
wearious position for the clear
annel station themselves. He
1} '‘esented detailed arguments to
bstantiate his claim that 500 kw.
ations are economically unsound.

“Loaded With Dynamite”

#'R, SPEARMAN painted a black
cture of international complica-
ms if 500 kw. is permitted. He
#/id that international interfer-
ce would be caused, adding that
1'e question ‘“is loaded to the
iards with dynamite” and that it
ight have an embarrassing ad-
rse effect upon the whole system
American broadcasting.
Should the Commission decide to
low establishment of any 500 kw.
ations, Mr. Spearman said, it
4 ould see that they be located
here they will render unique
rvice which cannot be duplicated
* any other means. Moreover, he
id, the financial qualifications of
e applicant should be unques-
sned. He reiterated, however,
at NARBS was unqualifiedly op-
wsed to 500 kw.
Az for duplication, Mr.
an urged that this be permitted
i clear channels on the ground
at facilities now are being
sted and that regional stations
e doing an adequate job of rural
verage. He attacked the FCC al-
ation survey, made public Sept.
as inadequate and _ suggested
iat the FCC disregard it entire-
- in any determination of future
licy having to do with alloca-
i§ ons,
:§'By duplicating clear channels,
'r. Spearman argued, some re-

4

S

FRIENDLY ENEMIES — Here are the legal and technical counsel for
the clear and regional channel groups caught by our cameraman during
a recess between their hot arguments. Left to right: Paul D. P. Spear-

man,

Greenleaf Whittier Pickard, Paul Godley, John Barron, Joe

Chambers, Glenn D. Gillett, Swager Sherley, Louis G. Caldwell.

gional stations could be permitted
to move off their present assign-
ments and onto clear channels,
thus reducing interference on the
former and at the same time mak-
ing for greater coverage.

“The facts we have presented
indicate a great upheaval and up-
set in the economics affecting re-
gional stations if 500 kw. opera-
tion should be permitted. No such
disturbance would result from
moving some existing regional sta-
tions to duplicate operation on
clear channels. As we have al-
ready pointed out, such duplica-
tion would make possible great im-
provements and there would be no
such exodus of business from re-
gional stations as would, we are
convinced, take place if the Com-
mission should authorize 500 kw.
stations to be constructed and
operated,” he said.

Opening his statement with the
assertion that regional stations are
“the backbone of American broad-
casting,” Mr. Spearman discoursed
at length on the character of busi-
ness done by these stations and the
sphere of their activity as public
service units. He called the re-
gional station comparable to the
average city newspaper whereas
the clear channel stations are in
the category of the New York
Times. He claimed that regional
stations serve the bulk of the pop-
ulation with more than half of
them which operate unlimited time
being located in cities of 100,000
or over. Within 20 to 50 miles of
these 93 largest centers, he said,
live almost half of the nation’s
population, including a large rural
population.

Depend on Each Other

MR. SPEARMAN cited further
figures showing that 71.7% of all
the unlimited time regional statlons
are affiliated with the major net-
works. As did the Clear Channel
Group, he cited financial statistics
of station incomes to support his

# ' ROADCASTING ¢ Broadcast Advertising

point that the national networks
and regional stations are mutually
dependent upon each other.

In an effort to break down the
FCC’s allocation survey which
showed that rural listeners pre-
ferred clear channel stations al-
most to the exclusion of other
classes, Mr. Spearman referred to
many analyses which, he said, fur-
nished proof positive of the high
order of service rendered rural lis-
teners by regional stations.

This rural service of regionals
would be greatly intensified. Mr.
Spearman argued, if regionals are
authorized to increase their power
horizontally at night from 1,000 to
5.000 watts. Not only would it en-
able them to lay down better sig-
nals in their present service areas
but it would also make possible
“satisfactory reception of pro-
grams broadcast by them by thou-
sands upon thousands of listeners
who cannot now enjoy this serv-
ice.”

“Since regional stations consti-
tute close to half of all the stations
in the country; do half the com-
bined business of the industry;
serve the social and economic needs
of local trade areas, and cater to
the cultural and business needs of
these communities; and since the
local advertiser pays taxes in the
community served by regional sta-
tions, contributes to and supports
the welfare organizations, adds to
its social life and cultural influ-
ence and depends almost entirely
on the area served by regional sta-
tions for existence; and since the
listeners within such areas in re-
turn receive concessions from local
business men and look to and de-
pend upon them for economic lead-
ership, the Association which I
represent respectfully submits that
regional stations should be permit-
ted to increase the intensity of
their signals so that the service
rendered by them to their respec-

(Continued on page 74)

Shepard Explains
Regional Group

P urposes

BY WAY of opening the elaborate
regional station presentation, John
Shepard 3d, president of the Yan-
kee Network and chairman and
prlme mover in the National Asso-
ciation of Regional Broadcast
Stations, explained the scope and
purpose of the organization. He
said its three principal objectives
were horizontal increases to 5,000
watts on all regionals, opposition
to superpower of 500,000 watts and
duplication on clear channels.
NARBS, he explained, was formed
following the NAB convention last
July because of the anxiety among
regionals over impending super-
power and the economic havoc they
felt it would cause. He said the
organization has 81 members in 34
states and has one or more mem-
bers on 35 different frequencies
out of 40 frequencies assigned to
regionals. Mr. Shepard said:

What Association Wants

“HAVING determined what all of
the stations’ general interests were,
and attempting to condense these
into as few definite proposals as
possible, it was unanimously deter-
mined that the association should
sponsor and present evidence sup-
porting changes in the rules of the
Commission so that such rules as
amended would permit the opera-
tion of regional broadcast stations
with 5 kw. power at night, as well
as day, and so as to also permit the
operation of more than one full-
time station on a clear channel. It
was also definitely determined as
the governing policy of the assn-
ciation that it should and there-
fore would sponsor these changes
in Commission rules for general
application to regional broadcast
stations. Your division, in giving
notice of this hearing and in in-
viting participation in it, made it
clear that the information and data
desired should go to general ap-
plicability of rules rather than at-
tempt to produce evidence in sup-
port of relatively few stations or
a small number of regional fre-
quencies. The association has tried
sincerely to comply with this im-
plied if not direct request of the
Commission and has prepared the
showing which it will make along
these lines.

Adverse Effect of 500 kw.

“THE association was unanimous-
ly of the opinion that regional sta-
tions, both as a group and as in-
dividuals, would be adversely and
most severely affected if stations
should be authorized and regularly
licensed to operate with 500 kw.
Believing in our own stations and
being convinced that they are ren-
dering an indispensable service to
the American public. we were con-
vinced that we would be negligent
in our duty as individuals and as
an association, to both this divi-
sion and ourselves. if we did not
show some of the facts as to how
the regional stations would be so
adversely affected by the reeular
operation of 500 kw. stations.”
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Superpower a Success, Says Crosley; Tilts With Payne

THE METEORIC success of WLW
as the pioneer superpower station
was recited by Powel Crosley, Jr.,
president of the Crosley Radio
Corp., which operates the station.
He recounted the history of WLW
from a 20-watt affair in 1921 to
the 500,000 watts, which it acquired
in March, 1934. It has operated
experimentally with this power,
being licensed only as a regular
50,000-watt station. Like some of
the preceding clear channel wit.
nesses, Mr. Crosley related how
listeners as early as 1922 regarded
the “50 watts as superpower” and
complained of blanketing.

Always a proponent of higher
power, Mr. Crosley said that
WLW'’s interest in high power was
manifest long before the present
commercial possibilities of broad-
casting became evident. He said:

“We have endeavored to cover
that ‘No Man’s Land’ lying be-
tween areas well served by local or
regional broadcasting stations to
deliver, winter or summer, in spite
of atmospheric or other forms of
interference, satisfactory reception
for the radio listener who cannot
afford the more elaborate and
costly receiving sets. That we have
succeeded 1n doing this is evi-
denced by the recent engineering
report of the FCC indicating the
popularity of our station in rural
districts.”

“Most of the profits of WLW”.
Mr. Crosley said, *‘“have been
plowed back into better and better
programs, more and more costly
presentation of programs, and bet-
ter and better electrical, mechan-
ical and technical equipment.”

Mr. Crosley discussed program
policies of the station and its ef-
fo.rt to keep its listeners over a
wide area informed on livestock
quotations, weather reports, edu-
cational programs and such pro-
grams as the Farm and Home
Houwr which have never been moved
for commercials.

Coverage Quadruples Mail

THE IMPROVED coverage that
resulted in WLW’s increase from
50 to 500 kw., Mr. Crosley said,
was demonstrated in the fact that
during the first three months of
1935 it received four times as
many fan letters as it had received
during the same period of the pre-
ceding year operating with a power
of 50 kw. For the six-month per-
iod, October 1935 to March 19386,
operating with 500,000 watts, WLW

Mr. Crosley and Chairman Prall

received five times as many pieces
of mail as during the correspond-
ing period of 1933 to 1934.

“When you consider that a great
bulk of our fan mail comes from
the small towns and rural districts,
and the further fact that experi-
ence -has shown that a relatively
small number of listeners do ac-
tually write fan letters, it is clear
that the power increase of WLW
has resulted in furnishing a radio
service not heretofore available to
a vast number of such listeners,”
Mr. Crosley said.

Summarizing, he said the bene-

fits of these successful power in-
creases have been threefold: (1)
Many listeners received programs
which, because of the type of re-
ceiving equipment used or because
of distance, they never would have
received otherwise; (2) the recep-
tion for those who could hear the
programs is vastly improved, and
(3) increased revenues have im-
proved the programs themselves.

Evidence purporting to show that
WLW does not blanket with its
500 kw. signal even those stations
on adjacent channels at points
close to the WLW transmitter, was
also submitted. This was elaborat-
ed upon by other witnesses for the
station.

The Economics of 500 kw

ON THE subject of economics,
Mr. Crosley made the following
observations:

“The economic results of the
use of power of 500 kw. to a sta-
tion using it or to other stations
are not as susceptible of definite
proof as are the technical benefits
to the listening public or the ab-
sence of injury to the listening
public from- the technical opera-
tion of such a station. This is true
because, among other reasons, each
station and each locality presents
an individual problem. Differences
in location, in directing personnel.
in program policies, in the prior
experience and popularity of the
station, and many other factors en-

(Continued on page 72)

TIME-SHARING CLEAR CHANNEL PLEA

A PLEA for full-time operation of
existing shared-time clear channel
stations, on the ground that they
are now economically unsound, was
made by John C. Kendall, attorney,
of Portland, Ore., appearing for
five of these stations. The rec-
ommendation was that the FCC
amend existing rules to permit
this, and to accomplish this after
a general hearing on the subject.
The stations in the group were
KEX, Portland; WOWO, Fort
Wayne, Ind..; WWVA, Wheeling,
W. Va.; KTHS, Hot Springs, Ark,,
and WBAL, Baltimore.

Pointing out that the time-shar-
ing assignments were made pri-
marily to bring about an equitable
division of clear channels among
the stations and zones under the
so-called Davis Amendment, and

that the amendment since has been
repealed, Judge Kendall contended
that there is no longer any legal
reason to prevent the full -time
operation. He said:

“More than eight years of trial
and operating experience has clear-
ly demonstrated that the operation
of clear channel stations on a
time-sharing basis is economically
unsound and does not permit of
the rendition of the maximum
service by such stations to which
the radio listening public is en-
titled.

“Present operating assignments
of shared time cleared channel
stations are economically unsound
for the following reasons:

“a. The same investment is re-
quired for installation and main.
tenance as is required for a full-

timé cleared channel station, and |
the operating cost is substantially !
the same.

“h, Due to the fact that nearly
one - half of the most valuable
night-time hours are not available
there is a substantial loss in sta-
tion revenue.

“c. Listener popularity and sta-
tion prestige are seriously impaired
by reason of the interruption in
the continuity of program service.

“The radio listening public is
now being deprived of program
service from shared time cleared
channel stations which with full-
time operation from such stations
would be available to it because:

“q. Shared time cleared channel
stations under present assignments
are required to observe a sileni
period up to a maximum of fow
hours each day during certair
months of the year. Such night
time hours are generally recog:
nized as most valuable from the
standpoint of the listening public:

“b. During the hours when thest
stations are forced to remain silent
occur the greatest number of pro
grams in which the public is mos
interested.

“c. An analysis of the radio lis
tener habits has demonstrated tha
the early evennig hours are ths
most popular to the rural listener
On account of such silent periot
the shared time cleared channe
stations are unable to render th
maximum service to the rural lis
teners residing within their respec
tive service areas.

“In June, 1936, the Davis Amend:
ment hereinbefore referred to wa
repealed and we submit that th
present is an opportune and log!
cal time to make it possible fo
these part-time cleared channe
stations to operate full time.”

Under cross - examination, Chie
Engineer Craven brought out tha
whereas there are 20 time-sharin
clear channel stations, only fiv
were in the group represented b
Judge Kendall. He asked whethe
the other stations subscribed t
the same views, and Judge Kenda
said he had no definite informatio
but felt that they did.

To the question whether th
time - sharing stations would t
willing to install directional ar
tennas to prevent interference ur
der duplicated operation, Judg
Kendall said he believed that the
would do everything possible t
get a solution of their problem.

FURTHER detailed accounts
of FCC allocation hearings
will be found on pages 54-77. |

SERENADING THE SOUTH — In center photo, Lambdin Kay, WSB,
Atlanta, listens appreciatively as Glenn Snyder, WLS, Chicago, per-
forms “Temple Bells of Texas” on his dime harmonica (without per-
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mission of copyright owners). Flanking duo, left to right, are Dona
A. J. Eaves, Graybar Electric Co.; L.
Baker, RCA Mfg. Co.; Ralph Atlass, WIND-WJJD, Chicago.

Flamm, WMCA, New York;
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Only NBC Blue
Network Outlet
Between Denver
and St. Louis.

Practically every leading nation-
ally advertised brand is to be
found in country stores — for
farm people are “brand con-
scious”’~—more so than metro-
politan buyers. In Kansas and
Missouri, WREN serves a farm
audience of over 1,500,000 peo-

ple in an area of approximately

50% of Products Sold in Kansas
are Bought in COUNTRY STORES

90,000 square miles. WREN is
the source of news, entertain-
ment, education and advertising
to this audience—at all hours of
the day and evening!

If you want to sell your commod-
ity in this rich farm section, let
WREN carry your advertising.

SERVING 11 MAJOR CITIES AND 90,000 SQUARE MILES
OF FARM SECTION
In addition to 1,500,000 farm population, WREN serves the fol-

lowing principle cities of a combined 761,535 population: Kansas
City, Mo.; Kansas City, Kansas; St. Joseph, Topeka, Atchison, Leav-

enworth, Ft. Scott, Ottawa, Lawrence, Emporia and Manhattan.

W ROADCASTING e Broadcast Advertising
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Transmitter lo-
cated 18 miles
west of Kansas
City — centrally
located to serve
Eastern Kansas
and Western Mis-
souri.

s
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NBC Offering New Contracts

To Integrate Station Relations

New Clause Designed to Check Defections to Other
Hookups; Compensation Revised in Come Cases

CARRYING -forward the determi-
nation of President Lenox R. Lohr
to integrate NBC’s relations with
its station affiliates, the network
organization’s station relations de-
partment is currently offering
practically all affiliates new con-
tracts designed to stabilize the
network’s position and to elimi-
nate some of the friction of past
years.

Some of the contracts are for
one year or more, others for five-
year periods, and in some instances
the base station compensation rate
under NBC’s sliding-scale compen-
sation plan instituted about a year
ago is revised upward.

The contracts contain several
important departures from pre-
vious practice, although for the
most part they maintain the basic
compensation scheme. One of the
most significant features is a
clause in some of the contracts by
which an affiliate agrees ‘“not to
permit the use of your station’s
facilities by any radio network,
other than ours, with which is
permanently or occasionally associ-
ated any station serving wholly or
partially a city or county of one
million or more inhabitants.”

Aims at Afiiliations

THIS clause manifestly is aimed
at NBC station affiliations with
such organizations as the Mutual
Network, whose WOR and WGN
readily fall within the “one mil-
lion” category, and carries into
contractual argeement Mr. Lohr’s
already demonstrated intention of
discouraging further defections.
On the other hand, it does not
keep NBC stations from- joining
small state or regional networks
or hookups outside of NBC’s op-
tional time.

For the last few weeks, and par-
ticularly during the course of the
FCC_ allocation hearings which be-
gan,in Washington Oct. 5 and which
brought several hundred broadcast-
ers to Washington, members of the
NBC staff have been contacting
affiliated stations to discuss the
contracts with them and procure
signatures. Mr. Lohr himself is
handling some of the contracts, as
are Frank Mason, station relations
vice president; Reginald Brophy,
station relations manager, and
others of the staff., Mr. Brophy and
Keith Kiggens were in Washington
during most of the hearings.

The contract forms were drawn,
with slight variations, to be of-
fered to stations now operating
under the present form of station
contract on a regular affiliation
basis and on an optional time basis.
Except for the latter classifica-
tion, which gets no guarantee of
service, the affiliates receive a
guarantee of 200 unit hours of
sustaining and commercial service
per 28-day period. Two hundred
unit hours are the equivalent of
200 night hours, with daytime
hours (8 a. m. to 6 p. m.) count-
ing for half night hours; 11 p. m.
to 12 midnight for half night
hours; 12 midnight to 8 a. m. one-
third night hours—and a slightly
altered ratio for Sunday hours.

The stations affiliating with NBC
waive compensation for the first
16 unit hours of ne*work commer-

cials during each 28-day period,
the rest of the compensation plan,
as before, remaining as follows:
(a) For the first 25 unit hours in
excess of 16, NBC pays 20% of
the station’s average unit hour for
the 28-day period; (b) for the next
25 unit hours, NBC pays at the
rate of 30% of average unit hour
rates for the 28-day period, and
(¢) for all unit hours in excess of
66, NBC pays at the rate of 37%2%
of average unit hour rates for the
28-day period.

The contracts provide that both
increases and decreases in station
rates are to be reflected in the
compensation scale, but that if
rate decreases are made, the sta-
tion may terminate the contract
upon 90-day notice.

Rate Decreases

TO PROTECT against decreases
by stations of their rates to na-
tional advertisers below the pre-
vailing network rate for the sta-
tion, NBC writes into the contract
this provision: “If you accept
from national advertisers net pay-
ments less than those at which
NBC sells your station to network
advertisers for corresponding
periods of time, as set forth in the
preceding table, then NBC may, at
its option, reduce the network sta-
tion rate for your station in like
proportion, in which event the com-
pensation due you from NBC will
be likewise reduced but the right
of termination provided for in the
preceding paragraph [90 days]
shall not thereby accrue to you.”
Network optional time schedules,
setting forth the time that must
be cleared for NBC commercials
upon 28 days’ notice, remain as be-
fore, namely, 10 a. m. to 12 noon,
3 p.m to6p m,Tp mto7:30
p. m. and 8 p. m. to 11 p. m. week-
days; 1 p. m. to 4 p. m., 5 p. m. to
6 p. m. and 7 p. m. to 11 p. m.

Sundays (all New York City
time). The network guarantees 28
days advance notice of discontinu-
ance of scheduled commercials and,
as formerly, retains the right to
substitute public service programs
for scheduled programs without
compensation for the cancelled pro-
gram “because of the public re-
sponsibility of the network and its
associated stations.”

New Clauses Added

SEVERAL new clauses in the con-
tract, which are self-explanatory,
are also contained as follows:

“You agree not to sell or lease
your station during the term of
this contract unless such sale or
lease is expressly made subject to
the terms and conditions of this
contract.

“In the event you substitute an-
other program for a network pro-
gram which we offer you and which
you are obligated to broadcast in
accordance with the provisions of
Section III, paragraph «, [relating
to optional time], you agree to
pay us, as liquidated damage, a
sum equal to the difference be-
tween the total monies received by
you for broadcasting such other
program and monies you would
have received from us had you
hroadecast our network program.
This provision is without prejudice
to any other rights which we may
have under this contract arising
from your failure to broadcast any
of our network programs, and
shall not be deemed to give you
the option to refuse to accept such
a network program by making the
payments specified in the forego-
ing sentence.

“You agree not to authorize,
cause, permit, or enable anything
to be done without our consent
whereby a recording is made, or a
recording is broadcast, of a pro-
gram which has been, or is being,
broadcast on NBC networks.”

The contract forms conclude
with a provision that the contract
shall be in force for a specified
period of time, believed in most
cases to be five years, terminable
by NBC upon 12 months’ written
notice.

SERIOUS ART OR SATIRE?—Much discussion has been aroused over
these companion plaques cut from polished black granite and flanking
the entrance of the magnificent new studio building of WWJ, Detroit.
They are the work of Carl Milles, noted Swedish sculptor, and the left

plaque is designed to represent

Because of their unconventional treatment of

“proadecasting” and the right “listening”.

the subject, debate is rag-

ing in art circles whether the sculptor intended them to be serious or
satirical. The left plaque shows a group of musicians “playing for dear
life”, as Albert Kahn, architect of the building, puts it. At right are
radio listeners in varying moods of wakefulness and interest.
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Election Coverage

On Elaborate Basis

Networks and Stations Layin
Plans for Unique Feature

WHILE time is currently bein
cleared by the networks at a great
er rate than ever before for th
presidential candidates and thei
spokesman, both NBC and CBS i
mid-October were laying elaborat
plans for coverage of the electio
returns the night of Nov. 3. Bt
sides securing a steady flow of m
ports from all over the countr
through the Press- Radio Burea
the two major networks are se
ting up extensive staffs of the
own to insure full coverage ar
interpretation of the returns.
NBC will send its first retun
over combined networks from 6:¢
to 6:45 p. m., starting with an i
terview with James W. Barret
editor of Press-Radio Burea
Graham McNamee and John
Kennedy will be the announcer
who at frequent intervals throug
the evening will broadcast and i
terpret the vote tallies, interrur
ing regular programs if necessar

Special Features

IN ADDITION, NBC will car
remotes from New Ashford, Mas
traditionally the first town to co
plete its count; from Democrat
and Republican headquarters, wi
the party chairmen at the mia
phones; from the candidates’ hom
at Hyde Park and Topeka, a
from a mobile unit getting crot
reactions in Times Square a
other parts of New York. T
returns will also be carried to t
world via shortwaves fr
W3XAL, Bound Brook; W2XA
Schenectady; WB8XK, Pittsburg
and W1XK, Springfield.

Paul White, CBS director of s}
cial events, will head a big st
setup in Columbia’s largest N
York studio. He will edit copy
be handed to Hugh Conrad, %
does the March of Time annou
ing and who will handle
straight announcing while H.
Kaltenborn acts as commenta
and Bob Trout, presidential :
nouncer, comments on the Congr

sional voting.

The tabulation system emplo}
by CBS will be similar to th
used in 1932 when a large bla
board, with all states and ter
tories indicated, was mounted
the studio and carried the lat
returns plus an indication of e:
state’s electoral vote. }

Additional CBS lines will be |
stalled in Democratic and Rep
lican headquarters, at the hor
of President Roosevelt and G
Landon and in the Times Bldg.
New York.

Mutual Network, according
early advices, will not handle
returns on an organized netw
basis, early plans being for e
station to do a local job. W
will depend upon the Chic
Tribune and WOR will use Trz
radio Press and may join with
New York Journal for its retul

Generally, the networks and
dependent stations expect to h
an easier time covering the ¢
tions this year than they did
1932 when they had to do w
out nmewspaper service. Transr:
service will be keyed for its i
vidual station clients, with t
type and radio transmission s
ice.
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 [mpressions of Spet Broadcasting From Agency Viewpoint;

' How a Time Buyer Can Size Up Stations for a Campaign

1 zcientious;

lPlotting Spo

JNE OF THE major problems
aced by a radio department execu-
ive in an advertising agency is
he matter of “sizing up” the sta-
ions in the area in which he wants
L jo spot a program.

How best to ‘“‘size up” a station?
Perhaps the writer can point the
jvay toward the solution of that
| oroblem from his experience dur-
mg the past 24 months in buying
ipot programs and time in a num-
ser of areas. Naturally, this af-
*orded the opportunity of meeting
ind working with many major
ind minor station officials. From

#individuals and their methods of

wandling their particular jobs, it

T1s possible to determine in large
1:neasure what to expect from radio

-ampaigns placed through their
stations. There is scarcely any

4 /*rule of thumb” by which the un-

nitiated agency man can absolute-
v judge stations in advance, lest
1e have a thorough station back-
rround, since estimates of station
iggressiveness, and of adequate
sresentations and servicing by
-heir ‘reps’ are as varying as the
various individuals concerned.

Taking Their Measure

BECAUSE the profession of radio
is such a highly individualized one,
the measure of the parties con-
~erned must be taken into consid-
szration in planning and placing
‘any spot program. Naturally, the
‘best way to do this judging is by
wisiting the station or stations in
.the area desired and using one’s
best judgment. For instance, a
station to station’ personal survey
'will disclose that at one point the
reneral manager is the most con-
at another, the com-
mercial manager; and a«t others,

#-minor executives or announcers. A

discerning agency man, with an

1understanding of human nature,

and above all, a working knowl-
edge of what makes the radio sta-

| tion ‘tick’, should be able to spot,
.| during the course of a brief visit,
{.the person around whom the re-
| 'sponsibility of the spot campaign’s

operation can revolve.
The best way to get this knowl-

‘'edge is by the simple and slow

rocess of working in a station.

1 'Spot time and program buyers

zhould be able to visit stations and

#'understand or find out more than

the things appearing on the sur-

ll-Tace. Naturally, the traditions of
{|'best selling on the part of the sta-

tions require that the agency man’s
hand be held, and that the rosy

Hglow of happiness permeate all
il agency-station relationships.

All well and good, but if the
agency man understands station
problems, talks the language of
janyone in the station from mana-
\ger to control operator, how much

: better chance he has of penetrat-

ing the superficial veneer of sales-

t/manship and acquiring a valuable
#ilinsight on the station, its person-

nel, policies and operations, thus
doing a real service to' his client.
Worthy stations whose business
operations are open and above-

Radio Director, Lennen & Mitchell Inc., New York

NOW a time buyer, Blayne Butcher for years — seven
of them — served time behind the microphone as well
as at the manager’s desk. His training took him through
all sorts of studio jobs at WTAR, WLVA, WGH, WBAP,
WLW and WCAU, which is considerable mobility even
for a radio man. Since 1934 he has been in the agency
end of the business and has acquired some ideas about
agency-station and agency-advertiser relations. And in
telling his story, he gives his blessing to the new trend
toward the use of more than one station in a market.

board will welcome and cooperate
to the hilt with this type of agency

representative. .
On the matter of service, there
are, unfortunately, still a few

shortsighted station owners who
limit- their personnel budgets to
the point of hampering the servic-
ing of commercial accounts. A
newspaper, staffed as sparsely as
some radio stations with several
people ‘doubling’ in duties, would
go under in short order.

The old argument station owners
have against building up a large
physical equipment because of
their short licenses by the FCC
scarcely holds water in the case of
personnel which is as “fireable” as
it is “hireable”. Of course, radio
stations must make reasonable
profits, but their chief stock in
trade—personnel—should not be at
such a bare minimumn that this
very factor works against the com-
mercial principle to which they
are dedicated—that of getting ac-
counts and producing results for
as many advertisers as possible,
to secure their own financial future.

Traditions Aplenty

TODAY'’S far-seeing station own-
ers employ a higher type of per-
sonnel and compensate them more
adequately for the creative and in-
dividual work they accomplish.
Staffs are enlarging, under the im-
petus of additional income, to the
point where radio service can be
on a par with that given by other
media.

By this word ‘service’ is not
meant the moot ‘merchandising
service’, which is still radio’s spot
question number one, but the mere
manual or vocal labors of person-
nel concerned with broadcasts. At
some points these people are so
overworked that one advertiser’s
program, as well as another’s, is
just a daily chore to be dispensed
with as quickly, and with as little
trouble, as possible. In this year
of grace, while radio spot business
is climbing to a new high, it is to
be hoped that the few backward
station owners will forsake some
of their personal avarice, and en-
large staffs to the point of offering
real help to spot radio advertising
campaigns.

‘While on this subject of stations,
let us consider the background of

/BROADCASTING ¢ Broadcast Advertising

MR. BUTCHER

some of them-—a factor which
plays such a big part in influenc-
ing operations today. Too many
stations were founded back in the
‘catch - as - catch - can’ wavelength
scramble by either the get-rich-
quick gentry who always jump
into new ventures, or by experi-
mental operators—idealists in the
field of radio technique—who gave
them up under economic pressure
to promoters or local firms that
used them purely as a toy adjunct
to their advertising promotion.

It is to be doubted that many
conscientious persons could visual-
ize, in its earliest phases, the level-
headed business angle that this
medium has attained today. The
weeding out started when radio’s
commercial aspects began to be ap-
parent, and when competition in its
own field and with other media be-
came inevitable. So deep-rooted are
some of the family and personal
station holdings, that even yet, at
a few points, reactionaries dictate
unsound policies, regardless of the
station personnel’s standards of
business acumen.

In any other field of business,
competition would force the cor-
rection or elimination of an un-
healthy enterprise, but with the
restriction peculiar to radio—that

ts--The Multi-Station Trend

By BLAYNE R. BUTCHER

of a wave length grant by a Fed-
eral commission —which neces-
sarily limits the competition in its
own field, a station may go mer-
rily along with its owners laboring
under the grand delusion that they
are doing an excellent job. In
reality, however, the whole setup
may be hampered by so many idio-
syncrasies that it is amazing that
it functions as a business at all.
This sort of thing may particular-
ly hamper spot placements. For-
tunately for radio this group of
stations is growing increasingly
smaller as stations are bought and
sold, and sound practices come into

play.
What Station to Use

HERE is another point about spot
placement concerning which there
can and always will be much con-
troversy. An advertiser will say to
his agency—*‘Put our program on
the best station in ‘Blank City’.
The agency is then faced with a
difficult problem. Were it to be a
newspaper campaign, circulation
figures might support the choice,
but in radio judgment has to be
based on other principles. And at
this point, more than any other,
judgment must be based on a cool
consideration of all the elements
involved, after having discounted
station reps or commercial mana-
gers social overtures, and other
personal elements.

The man who has worked in sta-
tions knows that every station in
the city desired can, without doubt,
poll a substantial audience, and

ossibly any one of them could do

justice to the proposed campaign,
but nevertheless, he starts the
usual round of sifting out data,
including power, frequency, net-
work connections, estimated lis-
tener habits, success stories, time
availability, program offerings,
local prestige, opinions and what
not. This usually winds up in
such a confusing mass of details
pointing to relatively little differ-
ence in two or even three compet-
ing stations, that he feels disposed
to drop the whole business in the
permanent file.

But his client, who has unques-
tioningly spent large sums in
other media in the past, wants in-
fallible proof before risking his ra-
dio dollars, so frequently it is nec-
essary to make the personal call
and come back with a firm recom-
mendation. Along with the per-
sonal call may come the insistence
upon checking with the client’s
local contacts in the area visited.
At first glance, this looks like
sound reasoning, but there are
twice as many potential radio im-
presarios in business offices through-
out the country as there are in the
entire radio industry. And their
ideas practically all conflict.

Multiple Placements

IF SOLICITATION of their opin-
jions cannot be avoided, the agency
man must be prepared to meet the
objections of those who have been
overruled in the final selections of
station, time and program, and be
prepared to sell the client over and
over again when and if their
usually trivial complaints come

(Continued on page 80)
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THESE ARE \i\
BUSY DAYS ||

+KFRU | MissouR

630 Kilocycles
1000 Watts  i00,as

New Studios Are Being Built...

? For the past weeks carpenters, bricklayers, plumbers, interior decorators and the

host of other artisans who have a hand in such things, have been creating new
studio and office groupings. Their work is nearly finishad.

New Equipment Is Being Installed . . .

The new studio, incorporating all of the latest developments in acoustic control,
will be served by new Western Electric speech input equipment.

Sorry we can’t show you pictures now
... You'll sez them later on, though.

All to Give Better Coverage In...

The rich, Central Missouri area between the Retail Markets ot St. Louis and Kansas
2 City . . . A new data book covering the economic and retail sales factors of
this area is yours for the asking.

KFRU Is owned and operated by the
COLUMBIA MO. St Louis Star-Times Publishing Company.

l
X

®
National Representatives
WILSON—DALTON—ROBERTSON
Kansas City, Mo. Chicago New York
1329 Baltimore Ave. 1530 Mather Tower 250 Park Ave.
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?'A Store Wanted to Grow Up-And Did

Furniture House in Milwaukee Turns to Broadcasts
To Build Prestige and Acquire New Customers

By WALTER J. DAMM
Manager, WTMJ, Milwaukee

" fOME FURNITURE Co. of Mil-
raukee, which prior to July 1934
ad been an outlet for second-
and furniture, has firmly estab-
ished itself in this market as a
juying place for new furniture.
‘his record in itself is not unusual
;ut for the fact that radie was
sed exclusively to effect the

ange.

The store had a two-fold prob-
iem.’ On the one hand it had to
N lg)read the news far and wide that
i. now sold only new furniture,

nd on the other hand, it had to
wild confidence in its new mer-
handising policy. In this latter
vhase it could not start from
cratch like a new establishment
wut had to overcome the antipathy

' If people for buying at a former

lecond-hand store.

Radio was chosen as the medium
or accomplishing the store’s ob-
ective because the new manager,
3. W. Shay, had had successful ex-
erience in merchandising furni-
[ure by radio in Chicago. The rec-
rd of 15 months of consistent
wroadcast advertising over WTMJ
| 1as been well nigh phenomenal.

Merchandising Schemes

| IOME FURNITURE Co. opened
i scecounts in 52 Wisconsin towns in
[ ess than six months after going
I\n WTMJ. It credits radio with
-uccessfully establishing the at-
l‘ractive store with all new mer-
thandise. It has secured unit sales
'm cash as high as $570. One man
rom a town 100 miles from Mil-
| vaukee came in and bought a
1275 bill of goods because he liked
the Home Furniture Co. program.
He came direct to the store with-
ut shopping around anywhere
Ise in Milwaukee.

One woman from Milwaukee's
louth side, who admitted she hadn’t
seen downtown shopping in two
ears, was induced by the store’s
adio program to come in and buy
260 worth of merchandise. This

s significant in view of the fact
'hat Milwaukee is a city of good
utlying shopping districts. There

JELPS HOUSEWI1VES—Don Gor-
{on tells women how to run their

nomes. He is sponsored on WTMJ,
Milwaukee, by Home Furniture Co.

ONCE Home Furniture Co., Milwaukee, was a second-
hand store. During this humble period the desire to
graduate to new merchandise surged deep in the hearts
of the management. But always there was the fear that
the public would be afraid to buy new goods at a former
second-hand store. How to build prestige? There was
the problem! And along came S. W. Shay, who had no
time for one-hoss methods and who had learned in Chi-
cago what radio can do for furniture stores that mani-
fest an interest in the state of their sales chart.

is no question in the minds of the
Home Furniture Co. management
regarding the source of their busi-
ness because they use radio exclu-
sively.

Mr. Shay employs simple, home-
ly, direct sales talk messages in
his broadcasts. He also merchan-
dises his promotion adreitly. He
is repeatedly presenting new mer-
chandising stunts in his broadecasts.
As an example, during one week’s
broadcast he promoted a set of
aluminum made by a firm noted
for quality, and offered the set at
$14.95. At that price it was obvi-
ously a good “buy”. It pulled many
customers. Further capitalizing it
after the item was definitely es-
tablished as highly attractive, Mr.
Shay came back shortly afterward
and offered the set as a special in-
ducement, pegging it as the set
sold previously for $14.95 and gave
it free with any three-room outfit
of furniture purchased during the
week.

When the Veterans’ Bonus went
through Mr. Shay was quick to put
into effect the deferred payment
plan appealing to veterans. “Buy
now and pay later” was the basis
of the plan.

After opening new accounts in
many Wisconsin towns the Home
Furniture Co. decided to broaden
its service. From the beginning
they had offered “free delivery any-
where in Wisconsin” and now ex-
tended this to ‘“free delivery any-
where”. This resulted in the ob-
taining of many customers from
the neighboring states of Michi-
gan, Illinois and Iowa.

The sponsor’s initial radio pro-
gram was a five-day-a-week 15-min-
ute morning period featuring the
Home Harmonizers, hillbilly act. An
inexpensive cash contest in which
listeners were rewarded for their
best letters on “Why I Like the
Home Harmonizers” was the means
of securing many names of poten-
tial customers. An offer of pho-
tographs of the Home Harmoniz-
ers also produced thousands of
names and addresses. Repeated
song requests furnished many
others.

When, at the end of a year’s
broadeast, listeners were asked if
the Home Harmonizers should be
continued, the store was deluged
with affirmative responses. One
man sent in a petition with more
than 200 names and then ecame
down to make sure the letter ar-
rived and said that he could get

u{[iBROAD CASTING ¢ Broadcast Advertising

double that number of signatures
if necessary.

On June 1 of this year the Home
Furniture Co. was so satisfied with
the success of its efforts over
WTMJ that it decided to increase
the appropriation for broadecast
advertising. In looking about for
additional programs it found one
tailor - made for its needs in the
WTMJ sustaining program known
as the Exchange Club. This 15-
minute feature, which is broadcast
three times a week, features an
exchange of household hints and is
conducted not by a woman an-
nouncer but by a man, Don Gordon,
of the regular WTMJ staff.

The program has developed a
tremendous mail response and while
this is no reflection on the average
woman announcer, it appears that
the housewives in the WTMJ audi-
ence have developed an unex-
pected’ degree of interest in Don
Gordon’s household advice. The
reason may lie in the unusual situ-
ation of having a man expound
such advice and the further fact
that a man tackling a job of that
kind may bring to bear a some-
what more practical and hard-
headed attitude with regard to
what is worth broadcasting.

A Thousand Hints

IN ANY EVENT the Home Furni-
ture Co. now sponsors this pro-
gram in addition to the original
Home Harmonizers and is well
pleased with the results from the
second program. At the time the
store took over the sponsorship of
the Exchange Club, WTMJ had a
booklet entitled One Thousand and
One Houschold Hints on the press.
These hints had been selected by
Don Gordon from the many thou-
sands he has received from listen-
ers and the compilation made a
very attractive offering.

Because the program was now
theirs, the Home Furniture Co.
asked for the privilege of dis-
tributing and selling these book-
lets and this right was given to
them. The first edition of the book
was exhausted in a short time and
a second edition was planned by
the sponsors.

As a further tieup with the new
program Don Gordon appears at
the Home Furniture Store on Sat-
urday afternoons and personally
autographs all copies of the book-
let which are sold at that time.

So with the help of radio the
Home Furniture Co. has accom-

SEVERAL SPONSORS

PLAN DISC SERIES

H. W. KASTOR & SONS ADV,
Co. Inc., Chicago, has commissioned
WBS to make a series of tran-
scription announcements, of vari-
ous lengths, for the following cli-
ents: Beaumont Laboratories, St.
Louis (4-Way cold tablets) ; Booth
Fisheries Co., Chicago; Hurley
Machine Co., Chicago (Easy Wash-
ing machines); Lykolene Co., Kan-
sas City (Lyko & Lykolene); Wil-
liamson Candy Co., Chicago (Oh-
Henry bars); Tattoo Co., Chicago
(cosmetics). For A. H. Lewis
Medicine Co., St. Louis (Tums),
Kastor is preparing a series of
quarter-hour WBS discs entitled
Muste You Love.

For Products Inc., through Mel-
drum & Fewsmith Inc., Cleveland,
World is preparing announce-
ments. Other series are being cut
for Procter & Gamble Co., Cincin-
nati (Crisco) through Blackman
Adv. Inc., New York; Crosse &
Blackwell Inc., Baltimore, through
Van Sant, Dugdale & Co. Inc,
Baltimore; J. W. Marrow Co,
Chicago (Mar-0-0Qil shampoo),
through Baggaley, Horton & Hoyt
Ine., Chicago.

A brief spot announcement cam-
paign starting Oct. 19 on 91 sta-
tions is being cut by WBS for
Buick Motor Co., Flint, Mich., to
announce new models. Arthur
Kudner Inc., New York, is agency.

Two N. Y. Net Accounts

REMINGTON RAND Inc., Buffale
(office equipment), on Oct. 5 start-
ed Tim Tyler's Luck, King Fea-
tures comic strin, on New York
State Network, Mondays, Wednes-
days and Fridays, 5:30-5:45 p. m.
Account was placed by Leeford
Adv. Agency, New York. Fawcett
Publications Inc., New York, on
Oct. 11 started dramatizations of
stories from its Modern Mechanics
and True Confessions magazines
on the same network, Tuesdays,
5:30-6 p. m., through Ruthrauff
& Ryan Inc., New York.

New KOBH on Air

HEADED by Robert J. Dean as
manager, the new KOBH, Rapid
City, S. D., using 100 watts full
time on 1370 kec., is now on the air
on full schedule, with Arden Swish.
er as commercial manager; Kath-
erine Walpole, as program direc-
tor; E. H. Carter, as chief engi-
neer, and M. J. Jones, as assistant
chief engineer. Mr. Dean is part
owner with Dr. F. Koren of KWTN,
Watertown, S. D., and KGDY,
Huron, S. D.

CARLO de ANGELO, formerly ra-
dio director of Blackman.Adv. Inc,
New York, has joined the radio
production staff of Lennen & Mitch-
ell Inc., New York.

plished its original objectives and
has gone on to build an increasing
clientele and increasing dollar vol-
ume of business. In this connec-
tion one interesting fact has been
apparent. While the Home Furni-
ture Co. persistently promotes
“easy terms to all”, the many large
unit sales for cash secured by ra-
dio have convinced the manage-
ment that there are many sizeable
nest - eggs that can be effectively
tapped by radio, penetrating as it
does to all classes and types of
prospective customers.
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Cleveland and Denver Stations Basis

Of New Negotiations by Major Networks

CLEVELAND and Denver appear
to be the scenes of two new nego-
tiations by the major networks to
change or acquire new outlets and
in both situations Mutual Broad-
casting System figures prominently.

Although denied officially, re-
ports were published locally in
Cleveland that WGAR, present
NBC-Blue outlet, would switch to
CBS, which on Oct. 1 began a new
three - year contract with WHK.
Presumably, under such a situa-
tion, WHK would become aligned
with NBC, although there have
been no negotiations on this.

The Denver situation is a curi-
ous admixture of events and moves,
which, on a temporary basis, would
see the time-sharing stations
KFEL and KVOD become outlets
for both NBC-Blue and MBS.
KFEL, owned by Gene O'Fallon,
has an agreement with MBS to
begin service when that hookup
goes nationwide Dec. 29 and joins
with Don Lee. The other half of
this assignment—KVOD—has not
signed with MBS, however.

Full Time Sought

AS BROADCASTING went to press,
negotiations were in progress
whereby KFEL-KVOD would take
both NBC-Blue and MBS prograins
(the latter after Dec. 29) on a
first - come - first - serve basis. The
KFEL agreement with MBS runs
for a vear from Dec. 29 and it is
presumed that after that time
there will be steps to rearrange
on a .one-network exclusive basis

of the character NBC now is de-
manding in its new five.year con-
tracts.

Simultaneously, however, it was
learned that KFEL had filed an
application with the FCC for full
time on 920 kc.,, which it now
shares, and that KVOD has applied
for full time on 630 kec., Canadian-
shared regional. Presumably, if
these applications are granted, then
both NBC and MBS would have
Denver outlets on a full time basis.

NBC now has the clear channel
KOA in Denver, which at present
is both a Red and Blue supple-
mental. The negotiations on the
Denver situation have been car-
ried on by Gene O’Fallon for
KFEL, Duncan Pyle for KVOD,
and NBC officials, including Presi-
dent Lenox R. Rohr. Fred Weber,
MBS general manager, acted for
that network.

In connection with the Cleveland
situation, it is known that CBS
struggled long and hard to nego-
tiate its present three - year con-
tract with WHK, owned by the
Clevelund Plain - Dealer interests.
The contract, agreed to in August,
is understood to be for three years,
with a one.year cancellation clause.
It also provides for certain CBS
sustaining service over WJAY,
Cleveland station also owned by
the Plain-Dealer.

Credence is given the report of
a possible switch to WGAR by the
fact that it is owned by the Rich-
ards-Fitzpatrick-Patt interests op-
erating WJR, Detroit, which last

Before and After

BARRED from carrying
sponsored broadcasts of Ohio
State football games this
season, WGAR, Cleveland,
with the Pittsburgh game
Oct. 10 nevertheless began
broadcasting both home and
out -of -town games with
Grant Ward at the micro-
phone. The games themselves
are not sponsored but Kel-
logg’s is actually footing the
bill by buying a 30-minute
grid rally broadcast before
each game and a 15-minute
summary account after the
final whistle.

September switched from NBC-
Blue to CBS. The published report
that CBS had already given WHK
notice of its desire to cancel un-
der the one-year recapture clause
was denied officially at CBS.

Should CBS later give WHK no-
tice (on this score nothing could
be learned, pro or con), it normal-
Iy would mean that the cancella-
tion would not become effective
until one year from the date of
notice. However, in other cases of
this kind, the networks have got-
ten together in advance of the
final shift dates to their mutual
satisfaction. It is not certain, of
course, that should WHK get no-
tice from CBS it would negotiate
a contract with NBC as the re-
placement for WGAR, but this is
a logical supposition. WGAR has
been taking certain MBS commer-
cial programs.

Publisher Buys WCHS

PURCHASE of WCHS, Charle
ton, W. Va., by a syndicate head:¢
by John A. Kennedy, publisher «
the Clarksburg (W. Va.) FExpo
ent, was disclosed with the filir
of an application with the FC
for voluntary transfer. The st
tion, a 500-watter on 580 kc., wi|
purchased for an undisclosed pric
from the Huntington Publishir
Co., publishers of the Huntingtc
(W. Va.) Herald-Dispatch and As
vertiser, which also owns WSA
Huntington, and which has ope
ated WCHS as a subsidiary sin/
1930. Mr. Kennedy’s newspap:
also holds a construction perm
for a new 250-watt daytime st
tion on 1370 ke. in Clarksburg,
be known as WBLK. Until he pu
chased the Clarksburg newspap|
several years ago, Mr. Kennec
was a Washington newspaper co
respondent.

CBS Engineers Elect

ELECTION of Kendall E. Dav
as president of the association
the employes of the engineerit
department of Atlantic Broadca:
ing Corp. Inc., technical operatir
subsidiary of CBS, was announc
Oct. 1. Other officers elected |
the company union are John
Tiffany, vice president; Arthur
Mundorff, treasurer; Charles
Kleinman, secretary; Lester
Hatfield, national representativ
and an executive committee coi]
prising L. K. Farkas and Charl
Malmstedt.

|

the past.

NEW YORK
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And the “spot” is St. Louis and its surrounding territory. Thi
rich and active trading area, completely and efficiently covered by
KWK, should receive your most serious consideration.
tising campaign through KWK will definitely increase your sal
And remember, now that we have just installed a fine new 5000-wat
transmitter, we expect to show even better results than we have 1

THOMAS PATRICK INCORPORATEL
HOTEL CHASE

REPRESENTATIVE

CHICAGO

BROADCASTING ¢ Broadcast Advertisir

An adver

ST. LOUIS, M

PAUL H. RAYMER CO
SAN FRANCISC(
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WKY Sells
for Its Advertisers

by Consistently
Selling Itself!

o Because WKY never lets up selling itself,
there’s never a let-up in its pulling power for
advertisers.

Consistently and with dominant space, WKY
keeps selling itself to its audience through the
Southwest’s greatest publications.

WKY’s complete program schedule appears
every day in more than 185,000 copies of the
Daily Oklahoman and Oklahoma City Times and
twice a month in the Farmer-Stockman, farm
paper read in more than 205,000 rural homes of
Oklahoma and North Texas.

Regularly each Sunday (oftener, if programs
or events of special interest warrant it) WKY
uses large space, frequently in one and two colors,
to keep its audience thoroughly aware of what it
is doing . . . to keep itself in the public eye and
ear . . . to keep itself the most listened-to, most
talked-about, most written-to station in Oklahoma.

WHRY

OKLAHOMA CITY

Affiliated with the Daily Oklahoman,
the Times and the Farmer-Stockman

National Representatives
E. KATZ SPECIAL ADVERTISING AGENCY
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Ice Institute Planning
A Second Network Show

WITH various local members plan-
ning sponsorship of local pro-
grams, National Ice Institute, Chi-
cago ice association, which has en-
gaged a 38-station CBS network for
a Tuesday-Thursday 11:35 a. m.
to noon program, also is plan-
ning an operatic series on an un-
selected network to start after the
first of the year. Gladys Swar-
thout, Frank Chapman and Wil-
liam Daly’s orchestra have been
signed. The association has
changed the starting date of its
noon program to Oct. 27 and has
adopted a new title, Homemakers
Exchange. It will run 26 weeks
and is placed by Donahue & Coe
Inc., New York, which last year
placed the Parties at Pickfair
CBS series for the association.

NATURAL BLOOM Inc, New
York (cigars) on Oct. 12 assumed
sponsorship of INS news broad-
casts on ‘BMCA, New York, four

days a week, through Montrose-
Rosenberg Co., New York.

WOL’s Regional Grant Is Reaffirmed;
2 New Stations, Power Boosts Granted

REAFFIRMING its decision of last
summer, the FCC Broadcast Divi-
sion Oct. 13 granted the applica-
tion of WOL, Washington, for
regional facilities with 1,000 watts
power day and night. It is now a
local operating on 1310 ke. with
100 watts, and with the authorized
change will shift in frequency to
1230 ke.

The action reaffirms its grant of
July 22 which was protested by
several stations on the ground that
the usual protest period had not
expired. As a consequence it set
aside that grant, which it reaffirmed.

There are pending a half-dozen
applications before the FCC for
new stations in Washington, all of
which are on the hearing docket.
Several of these ask for the facil-
ities now occupied by WOL. Among
these are applications of former
Senator C. C. Dill, of Washington;
Continental Radio Co., Secripps-
Howard subsidiary, and William B.

Valvable Business Builders

Dolph, manager of WOL and ra-
dio director of the Democratic Na-
tional Committee.

At the same meeting, the FCC
granted two new local broadcast
station applications, and author-
ized several increases in station
power. The new grants are to
Robert K. Herbst, Moorhead,
Minn., for a new station to operate
on 1310 kec., with 100 watts, full
daytime and sharing night-time.
Identical facilities were granted
Roberts McNab Co., Jamestown,
N. D., which will share with the
new Moorhead station at night.
The principals in the latter are
R. B. McNab, Arthur L. Roberts
and A. J. Breitbach.

KMO, Tacoma, Washington, was
authorized to increase its power
day and night from 250 watts to
1,000 watts. Daytime increases in
power to 250 watts were given
WTMYV, St. Louis; KRND, Shreve-
%ort, La.,, and WJAC, Johnstown,

a.

WXYZ discovered a long time ago that morning hours must be made valu-
able for manvufacturers whose products require an exclusive women audi-
ence. Club News, Health Talks, Yocal and Piano Lessons, carefully selected
Musical Features—Cooking lessons and Diet discussions, Beauty talks,
Women's news, Hollywood features—all were consistently scheduled. Five
years of consistent program appeal has brought success.

For instance: A Detroit baking company, sponsoring five quarter hours
weekly, using a light drama series—advertising exclusively on WXYZ from
9:30 to 9:45—JUMPED SALES TO A YOLUME REQUIRING THE ADDITION
OF SEVENTEEN TRUCKS! On their 1936 First Anniversary on this program,
a Birthday Cake special was offered and 17,000 cakes were delivered.

Today, WXYZ is a leader in the Greater Detroit market: And dealers,
(point of sale contacts) prefer WXYZ because they-have had ample and
satisfactory evidence that its ‘audience responds to selling appeal.

Securing Retail and Wholesale

ING

Eastern Office:, .
550 Chanin Building'. -
New York, New York

Outlets

are a part of WXYZ's job, at no additional cost other than the standard

rate for program time and talent.

Werite us if you want help in the Greater Detroit Market.

/l/ei wock

Wm. G_.ARum'beuu Co.;Representutivé
Home Office: Tribune Tower, Chicago .
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ENDLE BROADCASTING CORP.

300 Madison Theater Building . . . Detroit ..

Wes!ern-om:e:
Russ Building
San Francisco, Cal.
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Philco Agrees to Revise

Claims for Its Receiver:

PHILCO Radio & Television Corp
Philadelphia, has agreed with th!
Federal Trade Commission that il
will cease broadcasts, the effect o
which is to imply to listeners “tha
the announcer has actually tune
in a designated foreign station
that the program heard is picke
up from such foreign station an
is being rebroadcast through th
local station or network over whic
the announcer is speaking, or tha
the foreign station was originall
picked up and a recording mad
therefrom, when such are not th
facts.”

According to the FTC, Phile
broadcasts programs titled Aroun
the World With Boake Carte:
consisting of transcriptions i
which Carter describes his visits t
foreign countries, during whiec
tuning in of foreign stations i
simulated. Philco also agrees t
cease such statements as “with th
new Philco I can tune what I war
when I want it”, implying ths
foreign programs can be obtaine
with reasonable clarity regardles
of atmospheric conditions or sign:
strength.

WOR in New England

PAUL A. BELAIRE, former]r‘
sales representative of WB:
WBZA, Boston- Springfield, hs
been named a New England re)
resentative of WOR, Newark, e
fective Nov. 1. The opening of
Boston office by WOR followe
growth of the station’s accoun®
interested in the New Englan
‘market. Before joing WBZ-WBZ
Mr. Belaire had been with WPR(
Providence, as salesman and late
sales manager,

Prestone-Eveready Spots

NATIONAL CARBON Co., Ne
York (Prestone anti- freeze) h:
begun its fall campaign on 11!
stations, using station - break a)
nouncements until mid - Januar
During the week of Nov. 15, tl
same sponsor for Eveready B ba
teries will buy station-breaks al:
on 10 middle western stations.

M. Mathes Inc., New York, ha
dles the account. :

Canada Dry Spots

CANADA DRY GINGER AL
Inc., New York (beverages) c¢
Oct. 26 starts a series of oni
minute RCA-Victor transcription !
twice a day, six days a week,

WQAM, WDBO, WJAX, WF 2'
WSUN, WFIL, WRC and a grov|
of unselected New England st
tions. J. M. Mathes Inc., New Yor
has the account. i

Corn Products on CBS

CORN PRODUCTS REFININ
Co., New York, is negotiating f:
a quarter-hour program on CB|
Mondays, Wednesdays and F
days, 1-1:15 p. m., starting da
undetermined. Talent will inclu
Ray Sinatra’s orchestra, Mort
Bowe and Mary Belle. E. W, He
wig Co., New York, has the &
count.

Ludel—n—gtation Breaks

LUDENS Inc., Reading, Pa. (cow
drops) during the week of Nov.'}
will start a series of station-bre:
announcements for 13 weeks ¢
WCCO, WPTF, WKY, WISN. J.1I
Mathes Ine.,, New York, is agenc
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Serovice

creates an audience
and brings advertising

Results

} Twenty-seven advertisers signed contracts with WLS in Sep-
tember—a month’s record of which we are justly proud. Six of
these were yearly renewals of present contracts — seventeen were

g seasonal orders by regular WLS advertisers—ten were new,
4 attracted to WLS by successes being made by other advertisers.

i Proud as we are of this September sales record, we take greater

pride in that it reflects a continued enlargement of the service and

L entertainment to mid-west homes which has been our aim since

1924, and which has built for WLS such tremendous listener loyalty,
and—"“Listener Loyalty Predicates Advertising Results.”

4 Twenty-four food advertisers used
-time on WLS in September. Twenty
tof these have advertised over WLS
i before. This is a record number of
»ffood sponsors in one month.

50,000 Watta

A food distributor tested for a  WLS broadcast twenty-eight hours

a week a program featuring “Pokey of educational and service programs
Martin”, a tall-story teller, offered during September. ~ Over seventy

Lev’ her’ . fosale executives, professional men and wo-
Pokey’s mother’s recipe book t0  ,ep farm experts, political and civic

mid-west listeners. Result—the ad-  |eaders spoke. Favorable response
vertiser signed a year’s contract. proves WLS service is appreciated.

TuaE PrRAIRIE FARMER STATION
CHICAGO

BURRIDGE D. BUTLER Pres. GLENN SNYDER Mgr.
National Representatives John Blair & Co.

www americanradiohistory cam
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Dr. Pepper Co. Renews

Program on 20 Stations

RENEWAL of the Pepper Upper
program over a special Sunday
hookup of 20 Southern radio sta-
tions, under the sponsorship of the
Dr. Pepper Co., Dallas (soft
drinks), was announced Sept. 30
by Tracy-Locke-Dawson Inc., Dal-
las agency. The show, which began
using the expanded network last
April after a full vear of testing
on the Texas Quality Network,
will run for 26 more weeks through
March, 1937. Expansion of the net-
work kept pace with the opening
of new markets by the sponsor.
The program goes on the air
Sundays at 5:30 p. m. (CST) and
takes advantage of the “curtain

raiser” aspects of the usual Sun-
day night list of big-time programs
on the network. Since the opening
of the Texas Centennial it has
been broadcast from the grounds
before audiences of about 3,500
Starring Sugah and Her Boy
Friends, Roy & Jimmy and the
Pepper Upper Trio, the show also
has had as guest artists the many
celebrities visiting the Centennial.
It is produced by Alex Keese and
Tex Brewster.

AN APPROPRIATION of $5,000
to finance experimental radio pro-
grams on WNYC, New York mu-
nicipal station, was asked of New
York’s board of education by Dr.
Joseph M. Sheehan, associate su-
perintendent of schools.

Budget for Politics

THAT the Republican National
Committee’s “public relations”
budget has been fixed at $1,750,000
for the current campaign, was dis-
closed Oct. 6 by Henry Fletcher,
committee counsel, in announcing
in Washington that the G.O.P. ex-
penditures in the campaign would
run $8,636,000. The public rela-
tions division is the one headed by
Hill Blackett, president of Black-
ett-Sample-Hummert Inc., Chicago
agency, and embraces radio, bill-
boards, etc. It is believed expendi-
tures for radio time, at first caleu-
lated at running to $1,000,000, will
not reach that amount this year,
although they will exceed the
1932 G.O.P. total of $500,000.

product.

United by the great Bay Bridge which
opens to traffic next month.

OUNTING PAYROLLS, increasing population
M and building permits, new industries, ex- §
pansion of bridge, highway, water, rail and air
transportation facilities to serve the Pacific Coast,
the inland empire, the Orient, Alaska, South §
America, Australia, New Zealand — all make a
great market opportunity for your company and

KYA in San Francisco is the open door into
every home in this market of 2,000,000 people. §
KYA should be on your schedule. 3

KYA

The Voice of the San Francisco Examiner

National Representative: HEARST RADIO
NEW YORK, CHICAGO, SAN FRANCISCO. LOS ANGELES

o T e g s
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Rail Group Advises ,
Radios in All Cars

Central Systems for Limiteds |
Drawn Up by Technicians

CENTRALIZED radio systems on
de luxe passenger trains and radio |
pillows so individuals can listen to
programs in their seats and berths
were recommended to the Associa- |
tion of American Railroads by its
telegraph and telephone section, a
group of communications officials
of leading railways, at its annual
meeting in Washington Oct. 8.

Exemplifying the increasing in-
terest of railroads in broadcasting
reception to entertain passengers,
the group outlined the technical
needs for radio receiving sets on
trains and recommended the use
of equipment, especially designed
to stand the jars of rail travel
The systems would be located in a
compartment, baggage car or other
suitable car under the supervision
of an operator and the output of
the receiver could be distribute
through a train line to the various
cars.

Pillows That Talk

FOR THE individual receiving set:
it was proposed that “radio pil
lows” be used in the sleeping anc
chair cars so reception could b
confined to the individuals and no
disturb sul:rounding passengers

a plug connected to a high-qualit;
speaker mounted within a spong+
rubber pillow and covered with th
usual linen pillow slip. The radi
pillows would be individually wire
and provided with volume controls
is was suggested.

The centralized system for the
deluxe passenger trains, it was
recommended, should also be suo-
plemented with apparatus for the
playing of phonograph records
when radio reception is poor anc
for announcements if desired. The
system would be used to operate
both the individual radio pillows
and the loud speakers in the vari-
ous cars, while the report alsc
recommended small cabinet louc
speaker units in the drawing room:s
and compartments of sleeping cars

Consulting members of the com-
mittee were W. H. Arkenburgh
General Electric Co.; A. L. Bud
long, American Radio Relay League
C. A. Davis, Graybar Electric Co.
S. W. Goulden, RCA; B. Lazich
Union Switeh & Signal Co.; D. G
Little, Westinghouse E. & M. Co.
Elam Miller, A. T. & T.

KGKO, Ft. Worth, Move

Leads to New Applicatior

WITH KGKO, Wichita Falls, Tex.
recently authorized by the FCC t«
move into Fort Worth, where i
will be operated as an NBC-Bluq‘{
outlet, a newly formed compan;!
called the West Texas Broadcast
ing Co. applied to the FCC Oct. '
for a construction permit for a nev|
station in Wichita Falls to operat:
with 1,000 watts full time on 1384
ke. Stockholders in the new com
pany are J. H. Allison, Rhea How
ard and B. D. Dennell, who a
also officers and directors of th
Wichita Falls Times & Record
News. KGKO was sold to Amo
Carter, publisher of the For/
Worth Star-Telegrami and owne
of WBAP, Fort Worth. i
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Roger Baker, ace sports commen-
tator, and Dickie Wanamaker, tal-
ented and experienced child artist,
are the principals in Roger and
Jimmy — one of the most success-
ful shows of its kind on the air.

Landsheft and Bonning, Inc.,
is reproduced
above, have supervised this
outstanding radio program.
Their letter speaks for itself.

whose letter

Thirty-five thousand children enrolled in a thirteen
weeks period.

Twenty-six thousand enrolled in a three weeks
period.

Thirty-five thousand hoosters for a new and different
program.

Thirty-five thousand salesmen for O’Rourke’s Blue

Seal Bread.

An enormous listening audience established by a
local station using local talent and competing with
the best the networks have to offer.

. « « The Ends of the Dial . . .

Landsheft and Bonning, Ine., advertising agency for
the O’Rourke Baking Company, have learned from
their experience with this and other sueccessful radio
shows over the same station that B. B. C. delivers a
buying radio audience.

Here is an organization producing “network pro-
rams’’ over a local station and delivering “network”
t]
results to their clients.

The same organization and the same facilities are
ready to do a “local network” job for you.

i BROADCASTING ¢ Broadcast Advertising
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WEKBW

Owned and Operated by Buffalo Broadcasting Corporation
Represented by Free and Sleininger, Inc.
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Bunte Brothers Books

Spots and Michigan Net

BUNTE BROTHERS, Chicago
(Tango ecandy bars), on Oct. 5
started an announcement cam-
paign, using from three to six an-
nouncements weekly in the evening
on the following stations: WSB,
WAPI, WCHS, WBT, WMC,
KOMA, XKV0O, WCKY, WFAA,
WBAP, WGBF, KMBC, WIRE,
WSM, WOW, WMBD, WCAE,
KWK, WIBW, KFH, WOAI, KFYR,
WMT, WGAR, WHO, WEBC,
WOWO, WTMJ, WHAM, WGY,
WTCN, WSPD, WNAX. The daily
temperature report announcements
which have been used all summer
on WBBM are being continued.
WQAM will be added after Jan. 1,
1937.

Bunte Brothers also started a
junior variety show on the Michi-
gan Network, Oect. 13, Tuesday
thru Friday, 5-5:15 p. m., using
artists from 16 to 20 years old.
Agency: Fred A. Robbins Inec.,
Chicago.

CASHING in on the coming elec-
tion, not only in a financial way,

but also in garnering new listen-
ers, WROK, Rockford, Ill, has
started the WROK Ballot Box,

sponsored by Central Illinois Elec-
tric & Gas Co. The program is
built from results of a survey
which covers 100 homes daily in
Rockford and the surrounding ter-
ritory.

Totals are broadeast nightly
and a recapitulation is given at
the end of the program, indicat-
ing the totals in the balloting up
to date. Listeners are invited to
keep charts and a running record
of the results for themselves.
Most of them do, as politics is a
very serious business in this part
of the country.

According to Donald McClure,
president of the Central Illinois

PROFITING FROM ELECTIONS

WROK Has Local Electric Utility as Sponsor for
Daily Presidential Straw Ballot

Electric & Gas Co., the program
is an outstanding success, notonly
in building goodwill for the com-
pany, but in actually selling the
three services which it advertises
—a furnace gas-burning attach-
ment, gas ranges and their “Bet-
ter nght—Bettel Sight” cam-
paign.

Three commercials, one for each
product, are included in the pro-
gram, by the same voice handling
the feature. All commercials are
worked carefully into the continu-
ity in such a manner that the sell-
ing is done before the listener re-
alizes he has been subject to =2
commercial announcement.

KXOK will be the call letters of
the new 1,000-watt station on
1250 ke. which the FCC recently
authorized the St. Louis Times-
Star to construct.

but - . .

good show.

1
1
1
| It’s the same way

[ National Representatives
Edward Petry & Co.

L

TOIly wdas a

showman

| he was short on power!

| OU HAVE 1o hand it to the organ
grinder on oue count.
But he just naturally couldn’t
reach many people at a tim2. Consequently

Jocko’s cup never ran over.

with radio.
manship must be coupled with plenty of
power to do a real advertising job. And
that is what WSM delivers—50,000 cleared
channel waits to reach oul to the audience

| you want, coupled with the inimitable

He put up a

Incidentally, WSM’s showmanship and

Show-

Owned and Operated by

Tue NationaL Lire axp Accipext Instrance Coarpany, Inc.

WSM showmanship which makes that au-
dience eager to listen to what you have to

say, to buy what vou have to sell.

power offers you entry into the Nation’s

fastest growing section.

WS

50,000 WATTS

NASHVILLE, TENNESSEE

SH
A
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Democrats Forget
Ban on KFI.KECA |’

Communist Issue Heard Again; |
Air Crowded With Politics

LIFTING of the Democratic Na-
tional Committee ban against KFI
and KECA, Earle C. Anthony sta-
tions in Los Angeles, even before
it was to have become effective
early this month, was ordered af-
ter an eleventh-hour reconsidera- '
tion of the issues by party leaders.
The Committee, after a discussion
with White House attaches last
month, had decided to bar commer-
cial political programs over these
stations because Mr. Anthony had
declared to accept last Fireside |
Chat of President Roosevelt on '
Sept. 6 as a sustaining program.

Orders had gone out that the
QOct. 1 campaign address of the
President, presented over both
NBC-Red and CBS networks,
should not include KFI or KECA.
During the afternoon of Oect. 1,
however, the matter was taken up
with Democratic headquarters by
NBC Vice President Frank M.
Russell. It is understood, he point-
ed out, that KFI since the Fire-
side Chat had taken two sustain-
ing programs by the President and
that it did not propose to reject
such sustaining features. The in-
dication was that the Anthony sta-
tions would not be excluded from
future Democratic campaign ad-
dresses. Moreover, it is understood
that Democratic organizations in
Southern California had petitioned
headquarters to use KFI.

This development was the only one
of real importance during the fort-
night, even though politics literally
swarmed over the ether. There were
still mild revivals of the Commu-
nist issue, and the FCC on Oect. 10
made public letters to complainants
over the refusal of WCAE, Pitts-
burgh, to carry a speech by Earl
Browder, Communist presidential’
candidate, fed by NBC last Aug. 28.

In answering each of two let.
ters, which claimed that “other of-
fenses are being committed”, the
FCC brought out it had no juris-
diction over criminal offenses, and
suggested that the complainants
take up the matter with the U. S.
attorney in their distriets.

WBOW, Terre Haute, Ind., had
to do some fast thinking in con-
nection with Communist Browder’s
scheduled address over the statiorﬁ

R Gr -

late last month. Arrested by Terre
Haute police, Browder’s attorney
was permitted to deliver the candi-
date’s speech over the station, anc
this was followed by an address by
an executive of the Americar
Legion, so that both sides of the
issue were presented. It was at the
request of the Legion and of the
Chamber of Commerce that Brow:
der’s attorney was permitted tc
talk. W. W. Behrman, manager of
WBOW, decided to preface the
Browder speech with a brief state
ment of the policy of the station|
The KFI- Democratic situatior
precipitated something of a furort
when NBC fed to KHJ, Don Lee
CBS outlet in Los Angeles, the
President’s speech from Syracust
late last month, without KFI"
consent. This, KFI contended
abrogated the NBC contract t
provide it exclusively with Rec
network service in Los Angeles
The situation was healed by long
distance conversations betweel
Mr. Anthony, Harrison Holliway
KFI-KECA manager and NB(
and Democratic committee official:

BROADCASTING ¢ Broadcast Advertising!
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New York is Not a One Night Stand

Sooner or later, the sales managers and merchandise managers
and space -time buyers of this fair land will get 1t through their
heads that they must ring up more than one curtain on the mar-
ket which WOR serves. Most advertisers would sneer serenely
at the thought of making a dent in Greater New York and Phila-
delphia with a campaign concentrated in one newspaper, or one
magazine. Yet, they lean blithely on one outlet of a national hook-
up to perform a task which can be done in the most highly efh-

cient and economical manner only when supplemented by WOR.

WOR
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New Station Calls

CALL letter assignments to the
various new stations recently au-
thorized for construction by the
FCC [BroapcasTING, Oct. 1] have
been made by the FCC License Di-
vision as follows: KXOK, St.Louis;
KWOS, Jefferson City, Mo.; KSJS,
Salina, Kan.; WNNY, Watertown,
N. Y.; KSUB, Cedar City, Utah;
KGSS, Sioux Falls, S. D.; KOAM,
Pittsburg, Kan.; WHIP, Ham-
mond, Ind.; WAIR, Winston-Sal-
em, S. C.; WBJW, Kinston, N. C,;
WDRB, Wausau, Wis.; WBHP,
Huntsville, Ala.

Professor Vallee

NOW it’s Professor Vallee,
Rudy’s newest title, bestowed
by Suffolk Law School, Bos-
ton, which in February will
give a course in radio broad-
casting stressing advertising
showmanship. Vallee and
Dean Gleason L. Archer, of
the school, are personal
friends and Archer tutored
Rudy while he was conduct-
ing a law series on NBC.

March of Time Back

THE March of Time will return
to the air Thursday, Oct. 15, 10:30-
11 p. m., on 41 CBS stations under
the sponsorship of Time Inc.,, New
York (Time magazine and its new
picture magazine), the program
reverting to its original once
weekly halfhour period. Time Inc.
is expected to use the program to
promote the new picture magazine,
scheduled to make its debut late
this fall. Batten, Barton, Durstine
& Osborn Inc., New York, will con-
tinue to handle the account.

Y

The CAROLINAS present
a Combination Marker.......... here

1s the combination to open it.

WIS

COLUMBIA, S8.C,

WPTF

RALEIGH, N.C.

A “COMPETITIVE” COMBINATION RATE

From the capital cities of their respective states, these two

NBC §ooo-watt stations afford BETTER service to MORE

listeners over a LARGEB area- than ANY single station.

One rate buys them both. 3 s L e
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Music Especially
For Radio Sought

CBS Commissions Composers'
To Write Special Numbers

CBS has commissioned six dis-
tinguished American composers to
write music especially for radio.
William S. Paley, CBS president,
announced Oct. 3 that Aaron Cop-
land, Louis Gruenberg, Howard
Hanson, Roy Harris, Walter Piston
and William Grant Still have ac-
cepted the first Columbia com-
posers’ commission, designed to
encourage writers of serious music
to utilize the possibilities of the
microphone and the loud speaker.

The subject has long been dis-
cussed at NAB conventions, the'
NAB at present maintaining a
copyright bureau engaged in com-
pilation of public domain music as
part of its program.

Deems Taylor, recently named
consultant on music for CBS, said:
“A radio network today reaches
the greatest music audience in
history. The microphone allows:
the composer to produce orchestral
effects that would be impossible in §
the concert hall. The audience for
American music has grown tre-
mendously in the past few years
and we feel that this commission
will offer that audience an oppor.
tunity to realize the extent to
which radio has made new instru-
mental effects and tone colors
possible,

Time the Only Limit

“THE commissioned works may
be in any form, the only restric-
tion placed upon the composers
being that we have suggested time
limits suitable to broadcasting.
Thus, if the composer elects tc
write a symphony, a cantata, or
an opera, it is not to exceed 40
minutes in length; if a suite or
concerto, its maximum length will
be 22 minutes; if a work in one
movement, between eight and four-
teen minutes.

“We thought at first of holding
a contest but we finally decided
to” commission certain composers
outright. We did this for two rea-
sons. First, because it is difficult
to induce talented and successful
men to take part in a contest in
which they run the risk of having
nothing for their pains, but ex-
perience; second, because we feel
that the reputations and past
achievements of the men we have
selected are a guarantee that we
shall be able to offer the public
six works that we can be proud of
having sponsored.”

The composers were chosen by
a committee of the CBS program
department, with Mr. Taylor as
advisor. The works are to be
finished by June 1, 1937, and will
be performed by the Columbia
Symphony Orchestra, probably
conducted by Howard Barlow, dur-
ing the summer of next year. They
are to be written for the usual
radio concert orchestra and their
creators will be entitled to all in-
come from publication and per-
formance rights,

A broadcast will be announced
shortly by the Columbia network
in which the orchestra will dem-
onstrate old and new ways of
scoring, and indicate the ways in|
which radio has enriched orchestral
color.

WHEN Amos 'n’ Andy returned
to Chicago Oct. 5 from Hollywood.
Bill Hay rejoined the program as
announcer.

e

" " —
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Setting New Records in Listener Interest in Detroit Market

Now, more than ever, WW] is FIRST in listener interest in America’s fourth
market. With a series of programs that made history WW] dedicated its splendid
new facilities, unsurpassed in America. Programs that originated in WW]’s new
studios reached a nationwide audience and won unique praise from America’s best
citizens.

The outpouring of congratulatory letters from old Detroit listeners reaffirmed
WW7J’s claim of being the HOME radio station of America’s fourth market—the
station to which most sets of Detroit have been tuned these last 16 years.

Advertisers wishing to reach the most worthwhile audience of Detroit will con-

sider Detroit’s overwhelming listening preference for WWJ’s commentators and pro-
grams as proved by every survey ever made.

WWY
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CKLW Is Denied Right

To Pickup Pro Football

FOLLOWING objections filed by
James F. Hopkins, manager of
WJIBK, Detroit, the FCC on Oct.
9 denied CKLW, Windsor-Detroit
the temporary authority it sought
to broadcast the football games of
the Detroit Lions, professional
champions, Sundays throughout
the season starting Oct. 11. Mr.
Hopkins, who has a contract to
carry the games, objected to their
additional broadcasts by a Ca-
nadian station. The Canadian sta-
tion had to secure permission of
the FCC under the rules requiring
special permission to relay wire
programs to Canada, which per-
mission CKLW had previously se-
cured for Mutual Network pro-
grams. Special local authority had
to be sought and George A. Rich-
ards, chief owner of WJR, Detroit,
who also owns the Detroit foot-
ball club but whose station does
not carry its games, made the ap-
plication.

E SPA%>

Choose your spots for “Spot” broad-

casting carefully and you will most
certainly list KFYR, Bismarck, N. D,

on your schedule.

Check its position on the map—

WARBLERS ALL

Bird Food Sponsor Launches
Seventh Year Series———

AMERICAN BIRD PRODUCTS
Co., Chicago (American 3 Vees
bird seed, song food, etc.), on Oct.
4 began its seventh year of broad-
casting by launching quarter-hour
Sunday morning series on WGN,
Chicago, WTCN, Minneapolis, and
WHO, Des Moines. Talent in each
program series is a chorus of a
dozen or more canaries, who sing
to an organ accompaniment.
Martha Schwartz, of Weston-Bar-
nett Inc., Chicago agency placing
the advertising, said that many of
the birds have been broadcasting
steadily during the entire seven
years, with the exception of the
annual layoffs during the summer
moulting season. Whenever the
sponsoring company, which deals
in birds as well as in seeds, foods,
cuttlebone, gravel and other bird
supplies, acquires an unusually
good singer, he is placed under the
training of the older birds until

%

think how well its power on 550 Kc.
will carry your message to an audi-
ence of more than 2,000,000 people
in North and South Dakota, Nebraska,
Montana, Wyoming, Minnesota and a

part of Canada.

It’s wasteful to spend more to reach
this audience—but it’s more waste-

ful to ignore it,

he is ready to join in the broad-
casts as a full-fledged “American
Radio Warbler”. During the week
the birds are on display at one of
the stores handling the products
of their sponsor, accompanied by a
bird counsellor who advises the
store’s patrons about the care of
their own birds.

A two-day feeding supply of
American 3 Vees Balanced Diet,
including both bird seed and a song
food containing cod liver oil and
irradiated yeast, is offered on the
program free to any listener on
request. Window posters advertis-
ing the program have been sent
to all dealers.

40 Fathom to Use Spots

BAY STATE FISHING Co., Bos-
ton (40 Fathom Fillets) will launch
a 20 - week one-minute spot an-
nouncement campaign, twice week-
ly, on 25 stations during the week
of Oct. 19. Discs were cut by RCA-
Victor and placed through Spot
Broadcasting Inc.,, New York, for
Bay State’s advertising agents,
Street & Finney Inc., New York

&h

o

B’SMARCK
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NBC

5000 Watts Day
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1000 Watts Night

550 Ke.

by = |

| JOHN BENSON, president of the

| the sessions. |

¢

West Coast Agency |
Group Sets Plans

Radio to Be Discussed During
Second Annual Convention

RADIO and advertising represen-
tatives from all parts of the West
Coast as well as many from east-
ern cities, will attend the second
annual Pacific Coast convention of
the American Association of Ad- |
vertising Agencies to be held at
Del Monte, Cal., Oct. 29-30.
Following last year’s procedure,

all sessions of the convention will
be invitational, informal and un.
recorded. First day business ses-
sions will be for members and
agency guests only. Members and
all guests will be admitted on the
second day. Changing external
factors affecting agencies and their
work, will be discussed at closed
sessions. Phases of agency activi-
ties which reflect changing condi-
tions and new opportunities will
be studied. The dynamic side of
the problems of advertising, with
no thought in mind that the es-
sentials of agency practice are
changing, will be stressed through-
out the two-day convention.

Radio and Hollywood

AAAA, New York City, and Paul |
Cornell, of Geyer, Cornell & New-
ell Inc., that city, who is chairman
of the AAAA board, will attend
the convention and be among the
principal speakers. With them will
be several other eastern advertis-l
ing executives. Radio is to be one
of the subjects to be discussed at]
the closed sessions.

Others scheduled to speak dwr- !
ing the conclave include Josepl
Sinel, New York industrial engi =
neer, whose subject is “The Public "
Eye”, and Prof. James W. Young |
of the University of Chicago, or |
“The Technique of Producing |
Ideas”. j
- Douglas G. McPhee, San Fran
cisco business writer, is conventior |
executive in charge of arrange |
ments for the conclave. Commit-
tee on program headed by Dan B
Miner, head of Dan B. Miner Co.
Los Angeles agency, and chairmar |
of the Southern California Chap-
ter of the AAAA, includes Josept
R. Gerber of Gerber & Crossley
Inc.,, Portland agency, and chair
man of Oregon Chapter; Bun
Cochran of McCann-Erickson Inc.
Seattle, who is also chairman of
the Washington Chapter, and Ec
Pitts of J. Walter Thompson Co.
San Francisco. Gerber and Coch
ran will preside as chairmen oves §

Tom F. Harrington, manager o/
the Hollywood offices of Young & ¢
Rubicam Inc., is to be one of the
principal speakers at the closec
sessions, having for his subjec
“Radio Goes Hollywood”. Althougl *
the complete program has not beet
announced, it 1is expected tha
other speakers will include radi(l
in their talks during the conven
tion.

NBC has mailed to 5,000 adver
tisers, agencies, clients and pros
pects the second booklet in its di
rect mail campaign for the Blu
network, titled Great . . Ant
Growing Greater. The booklet re
views improved facilities of th
Blue, outstanding programs anc
talent, and citations of unusua
sales results. ]
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STRICTLY CONFIDENTIAL!

HERE is a hot tip for alert national agencies and advertisers. It
may mean a lot of dollars to you so we hope that you will keep it under
your hat. Don’t whisper it to another living soul who may be scouting

around for a big market for his product.

BUFFALO’S 150,000 families — right at this very moment — are
getting ready to buy millions of dollars’ worth of automobiles, household
appliances, cosmetics, clothing, canned goods, furs, shoes — in fact, all the
necessities and many of the luxuries of life. Unless you tell them — now —
about your car they may go out tomorrow and buy some other make. If
you do not call their attention — through WBNY — to the quality and
merit of your product, they may, and probably will, spend their money
on “something just as good.”

STATION WBNY can put your story across quickly and effectively
not only in the city of Buffalo but throughout the populous Western New
York area of more than 2,000,000 men, women and children. This com-
prises one of the best markets in the entire United States — a market that
has been neglected altogether too long by many agencies and advertisers
who have failed to study its possibilities. It is a natural for you now because
the depression is a thing of the past and the entire area is enjoying the

exhilarating air of genuine prosperity.

LIKE Chicago, Detroit, Cleveland and every other city on the
Great Lakes, Buffalo and its environs have a large cosmopolitan population.
Keen, far-sighted advertisers recently discovered these thrifty racial groups.
The best way to reach them in Western New York is through the daily
Polish, German and Italian programs broadcast by Station WBNY.

WBNY

Owned and Operated by Roy L. Albertson
Studios— 485 Main Street BUFFALO Telephone Cleveland 3365

National Representatives

WESTON, FRYKMAN & ALLEN

509 Madison Avenue, New York City 520 N. Michigan Avenue, Chicago 122 S. Benton Way, Los Angeles
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Newspaper Groups Expanding

Activities in Broadcast Field

Scripps-Howard Buys Memphis Commercial Appeal
And With It Acquires Both WMC and WNBR

THAT newspaper groups, second
only to the national networks, are
expanding their ownership or con-
trol of radio stations, was empha-
sized again during the last fort-
night with the acquisition by the
Scripps-Howard interests of two
more radio stations along with
their purchase on Oct. 5 of the
Memphis Commercial Appeal.

In buying the newspaper and
adding it as the 24th in their
chain, the Scripps-Howard group
also will take over WMC, a 1,000-
watt night and 5,000-watt day sta-
tion on 780 kc., and WNBR, which
has 500 watts night and 1,000
watts day on 1430 kc. WMC is an
NBC outlet and WNBR 1is an in-
dependent only recently acquired
by the newspaper. WNBR is
scheduled to go on the NBC-Blue
network when it begins its contem-
plated expansion southward.

The purchase price of the sta-
tions was not disclosed, being part
of the unstated price of the news-
paper. Scripps - Howard already
publishes the Memphis News-
Scimitar, an afternoon daily, and
thus adds a morning paper to its
chain. The newspaper organiza-
tion itself purchased the stations
along with the newspaper, whereas
the other two stations identified
with Scripps - Howard — WNOX,
Knoxville, and WCPO, Cincinnati
— are owned by Continental Radio
Corp., a subsidiary of the E. W.

Scripps Co. The latter company,
however, is a major stockholder
in the Scripps-Howard newspa-
pers.

Scripps-Howard slightly more
than a year ago [BROADCASTING,
Sept. 15, 1935] indicated its in-
tention of invading the radio field
with its purchase of WCPO, a
local, and with the establishment
of Continental. Karl Bickel, for-
mer president of the United Press,
was named president of Conti-
nental, and James C. Hanrahan,
formerly with the Des Moines Reg-
ister & Tribune stations, vice pres-
ident. On Oct. 1, Mr. Hanrahan
was sent to New York to handle
radio activities for the newspaper
chain as a whole, while Jack
Howard, son of Roy Howard,
chairman of the Scripps-Howard
executive committee, was sent to
Washington as its representative.

Mr. Bickel sailed for Europe in
latter September and it is under-
stood that the Memphis negotia-
tions were handled by other execu-
tives of the newspaper chain, with
Mr. Hanrahan advising on the
radio details. The transfer of the
two stations is subject to FCC ap-
proval. It is indicated by the
Scripps-Howard organization that
no changes in the radio staffs are
contemplated, and that Henry
Slavick, for many years manager
of WMC, will continue in that ca-
pacity over both stations.

With NBC owning or managing

A DISTINGUISHED BROADCASTING STATION

IN ST.LOUIS

CONFIDENCE

in advertising messages broadcast
by KSD has resulted from a care-
fully planned censorship policy.
KSD has always guarded against
the use of its facilities by the

unworthy.

RED NETWORK OUTLET FOR NATIONAL BROADCASTING CO.

Station KSD—St. Louis Post-Dispatch

POST-DISPATCH BUILDING, ST. LOUIS, MO. _'
FREE & SLEININGER, Inc., National Advertising Representative

New York Chicago Detroit

San Francisco Los Angeles
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Not for the Ether

WHEN two other New York
stations early this month
sought to install microphones
in a Bronx County court-
room to cover the murder
trial of an unwed mother ac-
cused of killing her baby,
strong objections were raised
by a third station—WBNX
—which wrote to the appel-
late judge deploring ‘“such
sensationalism” as 1nimical
to radio as well as the public
service. The judge denied
permission to broadcast, at
the same time applauding
the action of WBNX.

under lease 15 stations and CBS
10, the next largest group owner
of stations is Hearst Radio Inc.,
subsidiary of the Hearst newspa-
per enterprises, which now own 10
stations outright, most of them ac-
quired by purchase during the last
year. These are WBAL, Balti-
more; WCAE, Pittsburgh; WINS,
New York; WISN, Milwaukee;
KYA, San Francisco; KEHE, Los
Angeles; KOMA, Oklahoma City;
WACO, Waco; KNOW, Austin;
KTSA, San Antonio — the latter
four purchased last spring from
the now defunct Southwest Broad-
casting System and their transfer
of ownership recently authorized
by the FCC.

The next largest newspaper
group holding is the Mason-Dixon
Group, owned by the Steinman
brothers, publishers of the Lan-
caster (Pa.) New Era and Intelli-
gencer Journal, with six. These are
WGAL, Lancaster; WORK, York;
WAZL, Hazleton; WEST, Easton,
all in Pennsylvania, and WDEL
and WILM, Wilmington.

The McClatchy Newspapers of
California own BK, Sacra-
mento; KERN, Bakersfield; KMJ,

Fresno; KWG, Stockton, and -

KOH, Reno, Nev.

The Gannett Newspapers, an-
other big chain, own WHTH,
Hartford, and have partial inter-
ests in WHEC, Rochester; WOKO
and WABY, Albany, and WHDL,
Olean, N. Y. This group also op-
erates WESG, Elmira, N. Y.. under
lease from Cornell and has various
applications pending before the
FCC for additional radio stations.

The Des Moines Register
Tribune owns KSO and KRNT in
Des Moines and WMT, Cedar
Rapids, la., while the Cleveland
Plain Dealer owns WHEK and
WJAY, Cleveland, and WHKC,
Columbus, and has 40% interest
in WKBN, Youngstown. The Lin-
coln (Neb.) State Journal and
Star have minority interests in
KOIL, Omaha, and KFAB and
KFOR, Lincoln. The Buffalo News
owns WBEN and WEBR in that
city.

Western Groups

THE PUBLISHERS of the Okla-
homa City Daily Oklahoman own
WKY, Oklahoma City, and KLZ,
Denver, and recently formed a
corporation to purchase KVOR,
Colorado Springs. The Capper
Publications own WIBW, Topeka,
and LBF, Kansas City, Kan.
The Fort Worth Star-Telegram
owns WBAP, Fort Worth, and in
September was authorized to move
its recently purchased KGKO,
Wichita Falls, into Fort Worth.
The Portland Oregoniam owns
KGW, Portland, and operates

KEX in the same city under lease
from NBC, while the Portland!
Oregon Journal’s management has
a minority interest in both KCIN
and KALE in the same city. The|
Shreveport (La.) Times owns
KWKH and KTBS in that city;!
the South Bend (Ind.) Tribune
owns WSBT and WFAM in that
city, and former Gov. James Cosz
owns WHIO, affiliated with his
Dayton News and WIOD, affiliated
with his Miami News.

The Jesse Jones publishing in-
terests own KPRC, of the Houstor.
Post, KTRH, of the Houston
Chronicle, and KXYZ of the Hous:
ton Post and Chronicle.

Morgan Murphy, publisher of
the Superior (Wis.) Telegram, it
one of the chief owners of WEBC
Duluth; WMFG, Hibbing, and
WHLB, Virginia, all in Minnesota
and another of his newspapers, the
Lafayette (La.) Advertiser, is half
owner of KVOL in that city. Mr
Murphy is also interested ir
WEAU, new station recently au
thorized by the FCC for Eau
Claire, Wis.

The foregoing are the chiei
group figures among newspaper|
owned or controlled or corporately
affiliated radio stations, whicl
now number approximately 185
Among the many new statior
grants during the last year, news:|
papers figured prominently al
though in most cases individually
Among newspaper owners, eithei
of new stations granted during thg
last six months or purchased, arg1
the following:

KOY, Phoenix, Ariz., under pur
chase option to the publisher o:
the Prairie Farmer, operator o
WLS, Chicago; KYOS, Merced
Cal.,, owned by the Merced Sun
Star; KHUB, Watsonville, Cal.
owned by the Watsonville Paja
ronian & Register, new statior
under construction; KGLO, Masor
City, la., owned by Mason Cit2
Globe-Gazette, new station author
ized for construction but delaye¢
by litigation; KLAH, Carlsbad
N. M., newly authorized statio
affiliated through interlocking own
ership with the Pecos City (Tex.
Enterprise, which also own
KIUM, Pecos; KAST, Astoria
Ore., under purchase option to the
Astorian Budget; KBST, Big
Spring, Tex. owned by Big Spring
Herald; KPLT, Paris, Tex., au
thorized for construction by Pari
News; KRBC, Abilene, Tex., ownec |
by Abilene Reporter-News, whos
part owners also have an interes
in KGKL, San Angelo, Tex.
KRRV, Sherman, Tex., authorizec
for construction by the Sherma:
Democrat; KTEM, Temple, Tex.
authorized for construction by th
Temple Telegram; WBLK, Clarks
burg, W. Va., authorized for con
struction by the Clarksburg Ex
ponent; KDNC, authorized fo
construction by the Lewisto:
(Mont.) Democrat; WSGN, Birm
ingham, recently purchased by th
Birmington News.

In addition, the FCC in latte
September authorized the St. Loui
Times-Star to erect a new statio
there, which will be known a
KXOK; granted the Jefferson Cit:
(Mo.) Tribune a construction per
mit for a new station (KWOS)
granted the Salina (Kan.) Jour
nal a construction permit for
new station (KSJS); granted th
Hammond-Calumet Broadcastin ||
Corp., operators of WWAE, Ham
mond, Ind., in which the publishe
of the Lake County Times has a
interest, a construction permit fo
a new station in that cit
(WHIP).

BROADCASTING o Broadcast Advertisin, |
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DOMINANT STATIONS \)
BUY U.P. NEWS
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i Dominant stations buy the United Press

i radio report for their newscasts as United

1l Press assures them of
ACCURACY, SPEED, WORLD COVERAGE

by experienced writers thoroughly trained

| in the fundamentals that make the United

Press the dominant news service. \‘\\

UNITED PRESS

FOR DOMINANT NEWS COVERAGE
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‘Good Will Court’

Faces a Lawsuit

IN THE Kings County Supreme
Court, Brooklyn, Municipal Court
Justice Nathan Sweedler, of Brook-
lyn, under the name Good Will
Court Ine., on Oct. 2 filed suit
against Standard Brands Inec., J.
Walter Thompson Co.,, Mutual
Broadcasting System, NBC,
Knickerbocker Broadecasting Co.
(WMCA), Bamberger Broadcast-
ing Service Inc. (WOR), Macfad-
den Publications Inc., and A. L.
Alexander. The complaint asks
for $250,000 damages and also asks
the court to restrain any of the de-
fendants from using the name
Good Will Court in any commer-
cial broadcast.

Judge Sweedler, according to
the complaint, has operated a
weekly meeting of people to dis-
cuss their problems in the Guild
Room of the Brooklyn Eagle, and
a resume of these meetings is
printed in the Eagle the following
day in addition to a number of
other papers. The Good Will Court,
says the plaintiff, has been in ex-
istence for the past 10 years and
was incorporated in 1929.

The plaintiff also says that A. L.
Alexander, who conducts the Chase
& Sanborn Good Will Court on
NPC and Inter-City, approached

THE GREAT AMERICAN

Judge Sweedler some time ago
asking for permission to use the
name, providing no attempt was
made to commercialize the name.
Judge Sweedler stated he does not
object to anyone using the name
for a non-commercial program.

The fact that WOR, MBS and
Macfadden Publications are named
in this bill of complaint goes back
a few months when Macfadden
sponsored this same program, its
first sponsors, over the Mutual and
Inter-City Groups every Sunday
night.

Last June Judge Sweedler sent
protests to Macfadden, WMCA
and MBS, threatening legal action
if the use of the name Good Will
Court was not discontinued. When
Standard Brands took over the
program on Sept. 20 similar no-
tices were sent to the sponsors,
their advertising agents, and NBC
but this is the first actual legai
step.

No answers have as yet been
filed by any of the defendants,
who are allowed 20 days in which
to answer the bill of complaint.

REID, MURDOCH & Co., Chicago
(Monarch foods), has started a
series of spot announcements,
twice daily, six days a week, over
the Michigan Network. Agency:
Rogers & Smith Adv. Agency,
Chicago.

m.etm

Pipes and old slippers stage a come back! Gadabouts

turn stay-at-home.

It's America’s Greatest Radio

Show Season, with the old arm-chair a choice seat
in the orchestra. Among the headliners are these:
Several KMBC tested shows now on network or spot.
All look good for record runs. On call are these sell-

ing stars:

“Tex” Owens and The Texas Rangers,

Happy Hollow, Life on Red Horse Ranch, **Across the
Breakfast Table,” PHENOMENON, and other KMBC

tested shows. There’s one to ““arm-chair”

’em for you!

Willard Tablet Discs
WILLARD TABLET Co., Chicago
(proprietary), on Nov. 1 starts a
series of five-minute transcriptions
on KFEQ, KFRU, KWKO, KWK,
KFAB, KMMJ, KFBI, KGGF,

KvV00, KRLD, KGNC, KGKO,
WWL, KWKH, KFEL, WHO,
WHBF, WLS, WJJD, WIRE,

WOWO, WGBF,
WGST, WTOC,
WLAC, WDOD, KLRA, WPTF,
WWVA, KFRO, KGFI, WBOW,
KTRH, KFDM and WIBA, with
several more stations to be added,
bringing the total up to between
40 and 50 outlets in the South and
Midwest. Program, which was
transcribed by Columbia Phono-
graph Co. in Chicago, is called
Headlines of Other Days and uses
three announcers, Dick Welles,
Hugh Studebaker and John Tyson,
and a singing team, the Deans of
Harmony. Schedule calls for three
broadcasts weekly for 26 weeks in
most cases, with a few variations.
Agency: First United Broadcast-
ers, Chicago.

Broccoli in East

D’ARRIGO BROTHERS, Boston
and San Jose (Andy Boy broccoli)
on Oct. 8 started a 13-week partic-
ipation in Homemaker’s Council of
the Air on WEEI, WTAG, WCSH,
WJAR, WTIC, the original New
England network. Announcements
were started Oct. 12 on WEVD,
New York, and WRAX, Philadel
phia, six per week for 26 weeks.
Thirty-word announcements are
used on WNAC, Boston, 210 being
scheduled. James F. Fay Adver-
tising, the sales representative of
D’Arrigo, placed the account
through Harold F. Lewis Adv.
Service, Boston.

WMBG, WDBJ,
WAPI, WREC,

Merger of KFJR-KALE,

InPortland, Ore.Granted!

MERGER of KFJR, Portland
Ore., with KALE, with which it
shares the 1300 ke. channel, wag
authorized Oct. 7 after applicatior
for assignment was filed Oct. 2
The two stations, both using 50(
watts, will be operated as one un-
der KALE Inc., with Ashley C.
Dixon, owner of KFJR, retained
with most of his staff
KALE organization.
one-thitrd owned by C. ,
NAB president; one-third by C.
Roy Hunt, KALE manager, and

by Mr. Myers with Mr. Hunt an
the Oregon Journal as minority
stockholders.

Another Portland station recen
ly sold, subject to FCC approval
is KXL, 100-watter on 1420 ke. It
purchased from Harry B
Read by T. W. Symons Jr., opera
tor of KFPY, Spokane, and E
Craney, operator of KGIR, Butte
Mont. Harry B. Read recently
transferred control of KOOS.
Marshfield, Ore., to his brother
Walter L. Read, who in turn trans
ferred KSLM, Salem, to Harry B
Read.

TIDE WATER OIL Co., New
York (Tydol) has renewed its cur
rent campaign on a small list of
stations. The schedule includes
program on WFBR, Baltimore:!
Transradio news broadeasts or
WOR, Newark; program or
WORK York, Pa sports series |
on WGY Schenectady Lennen &
Mitchell Inc New York, is agency

14 _?ucceﬂ jtoty
_?/aeab éot ﬁue/j!

Redlo Statlon W 0 K O
Albany, New York.

Dear Mr. Smith:

field of publioity.

ares.

WEIDMAN WARD & Co. iNc.
WHOLESALE GROCERS AND COFFEE ROASTERS
ALBANY, N.Y.

Mr. Harold E. Smith, General Manager

The recent eeries of amateur radlc oonteste
which we sponeored over ¥ O K O eetabliehed a
high water mark for sucoes$é 1n thile partioular

*Your Fair Play Store Hour"™ which wae broad-
oaet by Weldman, Werd & Company every Tuseday
and Thureday arternoon for eixteen weeke oreated
wideepread intereet throughout the eapital city
The oombined pudblioity from pudblic
suditions and radio broadoaete Wes of very great
benefit to owr Fair Play Stores, who report
splendid additional sales from the activity.

We found ¥ O K 0 handled our program to our
utmoet eatiefsotlon during thie serles and
we would oertainly be glad to conalder your
station 1o any further radlo activities.

Qctober 1, L1936,

Sales Manager
Weldman, Werd & Co., Incs

g
KANSAS CITY

For Further Information, Write

WOKO ALBANY, NEW YORK

1000 W. Day
1430 Kes. 500 W. Night

E PROGRAM BUILDING
D TESTING STATION

FREE & SLEININGER, INC., NATIONAL REPRESENTATIVES

TH
A N Basic

CBS
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COLUMBIA
BASIC
NETWORK

MICHIGAN'S GREATEST ADVERTISING MEDIUM

THE GOODWILL STATION

DETROIT

G. A. RICHARDS LEO FITZPATRICK
PRESIDENT REPRESENTATIVES VICE-PRES. & GEN, MGR
EDWARD PETRY & COMPANY, INC.
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Auto Industry Swells Radio Budgets

With Record Year in Prospect, Motor Firms Lay Plans
For Extensive Merchandising and Promotion Drives

WITH promotional plans for the
introduction of 1937 meodel auto-
mobiles virtually completed and
on the largest scale since the hal-
cyon days of 1929, it appeared
certain that radio would increase
its share more than proportionally.
That much seemed assured by a
survey of automotive plans in De-
troit and other centers.

Production for the current year
is expected to run slightly in ex-
cess of 4,600,000 vehicles, of which
about 3,800,000 units are passenger
cars, about which almost all radio
advertising is centered. The in-
dustry is confident that it will
produce in excess of 5,000,000
units in 1937, making that year
second only to 1929 and projecting
a ten per cent gain in output.
Radio’s share of the increased ad-
vertising budgets, however, is likely
to be more than that amount.

The biggest splurge of the au-
tumn and early winter season will
come during the next three weeks,
in the course of which the ma-
jority of cars are scheduled for
introduction. During this period
spot announcements by the thou-
sands will be heard, dealers will
spend a good proportion.of their
cooperative advertising money, and
the regular network programs will
serve as background for this in-
troductory activity. This adver-
tising during introduction season,
of course, will follow the lines of
other years, in that it will make
a definite effort to bring prospects
and others interested . into the
showrooms while the excitement of
new car announcement season is
at its height.

Using Nets and Spot

ALL NETWORKS are sharing in
the augmented plans of the in-
dustry for the next few months
and 1937. Independent stations
will be largely benefited by the
dealer cooperative plans and the
spot announcements scheduled for
the next few weeks.

“The auto company programs for
the coming year span the entire
gamut of radio presentations. Mu-
sical presentations, of course, will
be in the majority, with both the
symphonic and popular forms well
represented. Amateur presenta-
tions, a style review, a woman
news commentator, a Hollywood
tieup—all these bulk large in the
promotional plans ahead.

Chevrolet and Ford again are
the large time users. The proba-
bility is that Chevrolet will spend
between $2,000,000 and $2,500,000
in radio promotional advertising
for its 1937 cars. The official
Chevrolet announcement of 1937
models, which will come in No-
vember, will be preceded by ap-
proximately 20,000 spot announce-
ments spread over the two weeks
preceding the introduction. Every
section of the country will be cov-
ered by these announcements,
which will run at the rate of
about 1,000 a day for the prein-
troduction period.

Beside that Chevrolet will soon
start on its sixth 13-week period
of WBS Musical Moments discs
over 385 stations, for 15-minute
periods three times weekly.

At a three-day sales conference

in Detroit Oct. 6-9, Rubinoff, Vir-
ginia Rae and Jan Peerce gave a
preview of their initial CBS pro-
gram. The audition was before
3,500 Chevrolet executives, district
managers and key dealers. A
movie trailer depicted what Chev-
rolet is doing with radio as an ad-
vertising medium. The CBS sales
promotion department has issued
an eight-page booklet titled Won-
der and Delight and the Sale of
Chevrolets.

The new network series by Chev-
rolet takes to the air Oct. 18 on
Sunday night, featuring again the
Rubinoff - Peerce - Rea trio. These
programs will be heard from 6:30
to 7:00 p. m. (EST) over a 92-
station é)BS network. Chevrolet’s
radio time is placed through the
Campbell-Ewald Co., Detroit.

Ford’s Big Program

FORD MOTOR Co., placing

. through N. W. Ayer & Son, Inc,

Detroit, again is offering the Ford
Sunday Ewvening Hour and the
Fred Waring programs as its
highlights throughout the year.
The Sunday evening program over
CBS resumed on Sept. 20 for a
39-week period. An increasing de-
mand for seats by interested per-
sons who could not be accommo-
dated in Detroit’s Orchestra Hall
last year led to the engagement
this winter of the much larger
Masonic Temple Auditorium. A
novel move is being made this
year in the uniting of the audience
of 5,000 persons with the sym-
phony and choir in the singing of
hymns which close each concert.
As in previous years, no adver-
tising beyond a mention of the
sponsor’s name is made in this
series. W. J. Cameron, of the Ford
company, speaks at the half-way
intermission, but his remarks are
almost always of sociological or
humane interest, and touch upon
his company but seldom. Similar-
ly, the Fred Waring shows carry
little direct advertising. These pro-
grams are split between the NBC
and the CBS, running a half-hour

during the week on each network.

A more direct selling job is done
in such Ford dealer-sponsored pro-
grams as that heard in Michigan
and northern Ohio, known as the

Farm Market Reporter. Here news

of current interest to farmers is
presented, along with selling con-
tinuity for Ford cars. A quarter-
hour disc series on 150 stations
will be renewed for the fourth
time.

Chrysler Motors issued its chal-
lenge to these big-league competi-
tors on Sept. 17, with the initial
appearance of Major Bowes and
his amateurs under the auto com-
pany’s sponsorship. Heard over
the coast-to-coast hookup of the
CBS and placed by Ruthrauff &
Ryan, Inc., this program has made
a definite tieup with dealerships of
Chrysler products throughout the
country. It merchandises all four
Chrysler products—Plymouth,
Dodge, DeSoto and Chrysler—and
dealers merchandise the program
to their own showrooms by staging
voting parties.

Dealers Are Cooperating

TO DATE dealers in 15 states and
two in Canada are sponsoring
these listening and voting parties
in their showrooms. Local dealer
display advertising and occasional
newspaper space calls attention to
the parties, urges attendance, and
promises that no attempts will be
made at selling cars to visitors.
Dealer reports coming to the fac-
tory indicate that the plan is meet-
ing with general favor.

First vote reports indicate that
the Major has gained in populaY-
ity. The voting for the Sept. 17
program, first of the series, in
New York, was 64% ahead of the
voting for the last broadcast under
Chase & Sanborn, it was claimed.
Voting at Detroit, the honor city,
was 88% ahead of the total for
April 7, 1935, when Detroit was
similarly honored. The Sept. 24
total of voting was 24% ahead of
the total voting for Sept. 17. In
figures, votes cast on Sept. 17 came

30 YEARS OF PROGRESS—David Sarnoff,

chairman; Mr. Sarnoff; Maj. Gen.

resident of RCA and
chairman of NBC, is honored at a dinner celebrating his 30 years in
radio, during which he started with the old British Marconi Co. as a
messenger boy, rose to wireless operator and executive and led RCA
to its present predominance since its foundation in 1919. At the table,
left to right, are M. H. Aylesworth, former NBC president, now RKO

James G. Harbord, RCA chairman;

Col. John C. O’Laughlin, publisher of the Army & Navy Journal; E. T.
Cunningham, president, RCA Mfg. Co.; W. A. Winterbottom, vice presi-

dent and general manager RCA Communications Inc.

With back to

camera is Courtland Smith, president of Pathe Film Corp.
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to approximately 10,000; on Sept.
24 they ran about 13,000.

Plymouth will precede the intro-
duction of its 1937 lines early in
November with spot announce-/|
ments over approximately 90 sta-!
tions from coast to coast. These
spots will be from script furnished|
by J. Stirling Getchell, Inc., agency |
in charge, and will range from
chain breaks to slightly longer an-
nouncements, depending upon the!
individual programs of each sta-
tion.

DeSoto division of Chrysler, alsa
through Getchell, will blanket the
country with key station spot an-
nouncements in the period immedi-
ately preceding introduction of the
1937 line. DeSoto will play heavily
upon the style, comfort and safety
features of its 1937 entry. Dodge
also is a heavy spot user, through
Ruthrauff & Ryan.

General Motors Activities

THE General Motors institutional
broadcasting on Sunday nights,
conforms to the Ford symphony
pattern, in that only a brief men-
tion is made of the sponsor, and|
intermission talks are devoted to
topics of interest to motorists.
This program, placed through
Campbell-Ewald Co., New York,
is heard Sunday nights from 10 to
11 p. m. (EST) over 63 stations
of the NBC-Red network.
Component General Motors units
besides Chevrolet are all fairly ac-
tive in the radio picture for the
coming year. Pontiac earlier this
month announced what it believed
to be the first newscast program
built exclusively to appeal to wom-

en over a nationwide hook-up./

Kathryn Cravens, woman commen-
tator, commenced a three-times.:
weekly series on Oct. 12 over a 57-
station CBS network. The program
will continue to be heard Mondays,
Wednesdays and Fridays from
New York at 2 to 2:15 p. m
(EST) and rebroadcast for the
West to reach mountain states at
3:30 to 3:45, Mountain Time, and
the Pacific coast at 2:30 to 2:4E
Pacific time. Commercials wili
shortly begin to build up interest
in the 1937 Pontiac models to- be
announced early in November.

A test campaign of the new pro-
gram was made through KMOX
St. Louis for 13 weeks last sum-
mer and resulted in an average of
400 requests weekly for copies of
Pontiac’s User’'s Guide, offered
through the broadcast free at Pon-
tiac salesrooms. Dealers in the
St. Louis area reported many good
prospects secured as a result of
the broadcast and the trips to the
showrooms, and on that basis the
News Through a Woman’s Eyes
was scheduled over CBS.

This program is placed by Mac-
Manus, John & Adams, Inc., De-
troit. It follows a lapse of a year
since Pontiac has been on the net-
works.

Cadillac’s Afternoon Show

CADILLAC Motor Car Co., which 4

places through the same agency, is
following much the same theory
of thinking with a new program
titled LaSalle Fashion Show, sched-
uled to start over NBC-Red net-
work on Nov. 5. This program is
contracted for Thursdays, 4-4:30
p. m., for a 13-week period and
will tie in the smartness of Cadil-
lac and LaSalle cars with leading
styles. Charles Lemaire, promi-
nent designer, will be master of
ceremonies, Eddie Duchin will fur-
nish music, and each week a style
specialist in one field of women’s
(Continued om page 49)
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“PREFERRED
POSITION”

These fine local NBC stations

have it...each in its own
part of the country!

In every section—north, south, east, west—
there are NBC stations really “preferred” by
local radio audiences.

Those listed on this page are on top, in the
ten rich markets which they cover for adver-
tisers. They have won, through sheer strength
of popular programs, a following which is the
most valuable asset which any advertiser—
spot or local—can have.

“ These are the stations ... PREFERRED’’
ik NEW YORK PITTSBURGH AND THE
'ﬁ_f; WEAF . . . 50,000 watts TRI-STATE MARKET
I_‘_:l WIZ . . . . 50,000 watts KDKA . . . 50,000 warts
i
THE GREAT NORTHEAST CHICAGO
-
! WGY . . .. 50,000 watts | wmAQ. . . 50,000 wats
rx- NEW ENGLAND WENR . . . 50,000 wartts
il WBZ-WBZA 51,000 watts DENVER AND THE
: NGEERN GH ROCKY MT. REGION
A WTAM . . . 50,000 wars | KOA . . . . 50,000 warts
i
. DISTRICT OF COLUMBIA SAN FRANCISCO
1 WRC . . . 1000-500 warts KGO . . . . 7,500 wats
i) WMAL . . 500-250 waus KPO . . . . 50,000 watts
1
! PHILADELPHIA
i KYW . . . 10,000 watts
i Completely Programmed by NBC
i 1926 1936
i
{ NBC'S TENTH YEAR OF SERVICE TO RADIO LISTENERS

w
| For full information about one or all of these stations, con-
() tact the one nearest you. Each station represents every other
f station, and the sales offices of NBC represent them all.
s BROADCASTING e Broadcast Advertising October 15, 1936 ¢ Page 37
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Broadcast Census
As Market Factor
Shown by Sandage

Census Expert Analyzes Ways
Of Measuring Radio Dollar
By DK. C. H. SANDAGE

Chief. Division of Communications
U. S. Department of Commerce

[ BUSINESS ex-
ecutives are be-
coming niore con-
scious of the im-
portence of dis-
tributing their
advertising dol-
lar among differ-
ent market areas

§ in terms of the

. relative fertility
Dr. Sandage of such areas.
Different methods have been used
to measure fertility or sales po-
tentialities, but all aim to reach
the same goal.

There are two basic factors to
be considered in measuring any
market, (1) the number of people
and (2) their ability to buy. The
radio advertiser, however, must
give consideration to another fac-
tor—the number of radio homes in
each area. If the radio is to be
used effectively as an advertising
medium, it must be used in those
territories where the number of
receiving sets is sufficiently great
to afford a reasonable number of
potential listeners.

The U. S. Bureau of Census has
recently issued figures showing the
expenditures of advertisers for
time over broadcast stations in
each of the nine geographical di-
visions. With these figures it is
possible to measure in part, the
regional distribution of the radio
advertising dollar in terms of the
sales potentialities in each region.

The comparison of radio station
time sales, spendable income, ra-
dio homes, and population for each
region in the United States is
given in the accompanying chart.
Spendable income is based upon
Sales Management’'s “Survey of
Purchasing Power” for 1985. The
number of radio homes is taken
from the report of the Joint Com-
mittee on Radio Research. The
bars in the accompanying chart
represent each of the four factors
to be compared. Each bar is in
terms of a per cent of the United
States total. Thus, broadcast sta-
tion time sales in New England
were 7% of total United States
time sales.

If spendable income, radio
homes, and population measured
the advertising importance of a
region then radio revenue should
parallel these factors where adver-
tisers properly utilized market
possibilities. Radio revenue, spend-
able income, and the number of ra-
dio homes, parallel each other
rather closely in all regions ex-
cept the Middle Atlantic and the
Pacific Coast. Population and sta-
tion revenue parallel each other
except in the Southern regions.

In the Middle Atlantic States,
station revenue represented 21.8%
of the national total, spendable in-
come 29.6% and radio homes 25.5%.
Population in this region, repre-
senting 21.4% of the national
total, was almost identical with
station revenue. Only 14.7% of the
total number of commercial broad-
cast stations were located in this
region. It would seem that the
number of radio homes and the
spendable income in the Middle

30
Percent

of US.
Total

25

20—

15

New Middle East West

England North North

Central

Atlantic

Central

Comparison by Geographical Divisions of

Broadcast Station Revenue
Spendable fncome
Radio Homes

Poputation

Each bar represents percent of United States total for 1935.

Broadcast Station Revenue
Spendable Income
Radio Homes

Population

South

Atlantic

Eau West Mountain Pacitic

South South Coast

Central Centrat

Atlantic States would warrant a.
greater per cent of total radio
revenue for this region.

The Pacific Coast States ac-
counted for a considerably greater
proportion of total broadcast sta-
tion revenue than they did for ra-
dio homes, spendable income, or
population. The three States of
California, Oregon, and Washing-
ton received 12.3% of total station
revenue, but had only 8.9% total
spendable income, 8.6% of total ra-
dio homes, and 6.7% of total popu-
lation. There were, however, 13.8%
of all United States commercial
broadcast station in the three Pa-
cific Coast States.

It is not possible to say from the
data presented here whether ad-
vertisers have been placing too
much emphasis upon the Pacific
Coast and East North Central
markets and not enough upon the
Middle Atlantic market. It may be
that greater use has been made of
other forms of sales promotion in
the latter States and the medium
of radio given extra emphasis in
the former areas. However, the re-
gional differences illustrated here
are worthy of note. They may be
significant in pointing the way to
some adjustment in the distribu-
tion of the advertising dollar.

Neumode Hose Testing

NEUMODE HOSIERY Co., Chi-
cago, on Oct. 1 started series of
news flash-announcements, daily
except Sunday, on WKZO, Kala-
mazoo, and WSBT, South Bend.
Agency: J. L. Sugden Adv. Co.,
Chicago.
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Townsend’s Plan to Use

Mexican Stations Balked

DIFFICULTIES which have con-
sistently nullified the efforts of
Dr. Francis E. Townsend to broad-
cast his plans for national recov-
ery to the American people and to
solicit funds by radio [BROADCAST-
ING, Oct. 1] did not cease when he
abandoned hope of securing time
on one of the major networks and
turned to Mexican stations just be-
low the border. Again at the last
minute his plans had to be can-
celled, this time because of a dis-
inclination on the part of Mexican
government officials to permit the
venerable doctor to use their coun-
try’s broadcasting facilities.
Meanwhile, Dwight Bunnell. ra-
dio director of Townsend National
Recovery Plans Inc.,, had arranged
for Dr. Townsend to talk over Pan-
American’s hookup of the New
York State Broadcasting System.
Michigan Radio Network, Affiliated
Broadcasting Co. and stations
WAAB, WSAR, WNAC, WNBH,
WLLH, WFEA and WI1XBS in
New England, from 6 to 6:15 p. m.
on Sunday, Oct. 11. A Chicago
broadcast on WCFL, 4:45 to 5 in
the same afternoon, had also been
scheduled. Mr. Bunnell also an-
nounced that plans for using tran-
seriptions of Dr. Townsend’s talks
on independent stations through-
out the country were being made.

RADIAD SERVICE, Chicago
seript and continuity service, re-
ports that it now has 120 station
clients, with more than 50 using
its Something New Club and Do-
mesticalities features.

. Broadcasting & Television Corp.

Application Bonds!
Advocated by Dill

Posting of $2,000 Sought to'
Stop Frivolous Petitions

POSTING of a bond of $2,000
with the FCC by an applicant for
the facilities of an existing broad-|
casting station, to cover costs of
the latter in defending itself, has
been proposed for the first time in
a case before the FCC Broadcast
Division. Former U. S. Senator
C. C. Dill, now a Washington at-
torney, and his associate James
W. Gum, have filed with the FCC
a motion in behalf of KVOE,
Santa Ana, Cal., asking that such
a bond be required of J. W. Plame,
of Los Angeles, applicant for the
facilities of the station.

There is no precedent in FCC
procedure for this, and there is no |
provision in the Communications
Act which specifically allows the
FCC to assess payment of costs
against an unsuccessful applicant.
This question, however, has been
discussed bef or e Congressional
committees, with Senator Dill him-
self an advocate of such a system
to discourage frivolous applica-
tions for station facilities.

Legal Opinion Sought

IN THE motion, Senator Dill and
Mr. Gum asked that the applicant
be required to deposit the $2,000
with the FCC Secretary ‘“to cover
the costs of Station KVOE in de-
fending this cause.” The request,
the petition added, ‘“is made pur-
suant to sections 303 and 307 of
the Communications Act of 1634,
as amended, and as construed by
numerous opinions of this Com-"
mission’’.

The FCC, before deciding the
issue, will seek an opinion from its
law department. . A

In the past the FCC has given,
consideration to a procedure,
which it believes permissible un-/
der the existing law, whereby pre-
liminary ex parte hearings would
be held for applicants for the fa-
cilities of other stations, or even
for new facilities, to ascertain
whether they are financially, legal- |
ly and technically qualified appli-
cants. Then, if the ruling were 1n
the affirmative, a regular hearing
would be set. No action ever has

—

been taken on such a procedure,
however.

Join Transamerican

CLIFFORD L. SLEININGER and
J. M. Ward have joined the Chi-
cago office of Transamerican

as account executives. Mr. Slein-
inger has been engaged in station
representation since 1929, when e
joined National Radio Advertising
Inc., later becoming a pioneer In
the exclusive representative field
as cofounder of Free & Sleininger
Inc., and more recently heading
his own representative orgarniza-
tion. Mr. Ward has been connected
with the Chicago Tribune for the
last nine years, in the advertising
sales, merchandising and business
survey departments.

STANDARD RADIO Inc., Holly-
wood, has granted to International
Broadcasting Co. of London exclu-
sive library rights for Radio Lux-
embourg and Radio Normandie,
which carry 80% of the advertis-
ing directed to the British Isles.

R —
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THE BIG PUSH IS ON. A one
hundred million dollar cotton crop, all pouring into
Memphis, the natural hub of this empire. Farmers buy
freely of the necessities and luxuries of life.

You could select no more potent
medium to cover this well-to-do Southland than WMC,
radio station of the MID-SOUTH. WMC carries more
local, national, and network advertising than any station
within 200 miles of Memphis. For 13 years, its pro-
gram policies have been geared to the tastes of Mid-
South listeners.

The South’s greatest newspaper,"\e
Commercial Appeal, owns and operates WMC., The
influence of this great paper, the full power of its pub-
licity creates a spirit of serving that animates the entire
program structure of this station. Listeners depend on
WMC for the integrity as well as the excellence of its
entertainment.

WE OFFER, too, splendid coverage, WNBR

at low cost, by using our other station MEMPHIS

b

9 PROSPEROUS
ERS LISTEN 7

TO WMC FOR

© NATIONAL FARM AND HOME
HOUR

Vital and helpful information that farmers in
this territory can obtain from no other station.

© FARMERS FORUM

A program created to serve a real need.
Local county agents of Tennessee, Missis-
sippi, and Arkansas discuss farm problems
of particular local interest over WMC
exclusively.

780 KILOCYCLES

N

\ND  OPERATED BY THE MEMPHIS COMMERCIAL APPEAL
\J MEMPHIS, TENN.

Representative: E. KATZ, Special Advertising Agency

NETWORK STRTION IN THE MID-SOUTH
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The Business of Broadcasting

Current News About Accounts, Pending Schedules, Transcriptions,
Agencies and Representatives; Notes from the Stations

STATION ACCOUNTS

sp—studio programs
t—trangcriptions
sa—spol announcements
ta—transcription announcements

KSFO, San Francisco

Associated Qil Co. of California, San
Francisco (gas & oil), weekly sp.
thru Lord & Thonms, San Fran-

Foley & Co., Chicago (Honey & Tar
compound), 3 weekly sp, thru
Laueson & Salomon Inec., Chicago.

Currier's Tablets Inc, Los Angeles
(proprietary), 2 weekly fa, ‘thru
Walter Biddick Co., Los Angeles.

Knox Co., Los Angeles (Cystex),
weekly t, thru Dillon & Kirk, Kans-
as City.

Father Flanagan’s School For Boys,
Boys Town, Neb. (magazine), week-
1y ¢, thru Ernest Bader Co., Omaha.

Grove Laboratories Inc., St. ILouis
(Bromo Quinine). 21 weekly sa,
thru Stack-Goble Adv. Agency, Chi-
cago.

WMAQ, Chicago

Colgate - Palmolive - Peet Co., Jersey
City, N. J. (soap), 26 sa, thru
Benton & Bowles Inc., N. Y.

Penn Tobacco Co., Wilkes-Barre, Pa.
(Kentucky Winners cigarettes), 156
sp, thru Ruthrauff & Ryan Inec,
Chicago.

Grove Laboratories Inec., St. Louis
(nose drops), 182 sa, thru Stack-
Goble Adv. Agency, N. Y.

Parker Brothers, Salem, Mass.
(games), 72 sa, thru John W.
Queen, Boston.

W. K. Kellogg Co. Battle Creek,
Mich. (cereal), weekly sp, thru N.
W. Ayer & Son Inc, N. Y.

McKesson & Robbins In¢., Bridge-
port (Pursang), 26 ta, thru H. W.
Kastor & Sons Adv. Co. Inec., Chi-
cago.

Longines - Wittnauer Co., New York
(watches), daily sa. thru Arthur
Rosenberg Co. Inec., N. Y.

Bauer & Black. Chicago (Velure hand
lotion), 100 ta, thru Ruthrauff &
Ryan Ine., Chiecago.

WHAM, Rochester

Lever Bros. Co., Cambridge (Life-
buoy), t, thru Ruthrauff & Ryan
Ine,, XN.

Sherwin - Williams Co., Cleveland
(paint), 3 weekly sa, thru T
Maloney Iuc., N. Y.

Lever Bros. Co., Cambridge (Snry)
il:u]y va.Ythru Ruthrauff & Ryan
ne., N.

KFRC, San Francisco

Sherwin - Williams Co., Cleveland, O.
(paint), & weekly sp, thru Cec1l
Warwick & Ceecil Ine, N. Y.

Crazy Water Hotel Co., Mineral
Wells, Tex. (Crazy:@Water Crys-
tals), 3 weekly ¢, thru Luckey Bow--
man Ine., Y6

WKRC, Cincinnati

Kenton Pharmaeal Co., Covington,
Ky. (Brownatone), 3 weekly ta,
thru Roche, Williams & Cunnyng-
ham Inc., N. Ye

U. 8. Industrial Aleohol Co., New
York (anti-freeze), 49 sa, direct.

WEAN, Providence

Procter & Gamb]e Co., Cinecinnati
(Chipso), 5 weekly ¢, 7 \\eel\h sa,
thru Blackman Adv. Ine., N.

WHBF, Rock Island, III.

Willard Tablet Co., Chicago (proprie-
tary), 52 ta, thru First United
Broadeasters Ine., Chieago.

WAAPF, Chicago

Mother’s Remedies, Chicago (Mother’s
Salve, Mother’s Aspirin), 5 weekly
sp, direct.

WOOD-WASH, Grand Rapids

Hickok Oil Co., Toledo (Hi-Speed),
100 ¢, direct.

Detroit News. Detroit, 12 s4q,
Bass-Luckoff Ine., Detroit.
Ironized Yeast Co., "Atlanta (proprie-
tary), 26 ¢, thru Ruthrauff & Ryau

Ine.. N Y.

Reid, Murdock & Co., Chicago (Mon-
‘erh food), 176 sa, thru Rogers &
Smith Adv. Agency, Chicago.

Commercial Milling Co.,, Detroit
(Henkel’s flour), 312 sa, thru Karl

thru

G. Behr Agency, Detroit.
Kosto Co., Chicago glessert), 78 sa,
thru Perrin-Paus Co., Chicago.

MidStates Steel & Wire Co., Craw-
fordsville, Ind. (fence), 57 sa, thru
Mace Adv. Co., Peoria.

Republic Steel Co., Youngstown, 26 ¢,
thru Meldrum & Fewsmith TIne.,
Cleveland.

Willard Storage Battery Co., Cleve-
land. 84 sa, thru Meldrum & Few-
smith Ine., Cleveland.

WBT, Charlotte

Dodge Bros., Detroit (autos), 18 sa,
thru Ruthrauff & Ryan Ine, N. Y

Drug Trade Products, Chicago (pro-
prietary, cosmetics), 6 weekly 60-
minute $p, thru Benson & Dall Ine.,
Chieago.

Morton Salt Co., Chicago (smoked
salt), weekly sp, thru Wade Adv.
Agency, Chiecago.

Wander Co., Chicago (Ovwaltine), 5
weelkly ¢, thru Blackett - Sample-
Hummert Ine., Chicago.

Colgate - Palmolive - Peet Co., Jersey
City (Palmolive soap), 20 sa, thru
Benton & Bowles Inc, N. Y.

National Carbon Co., New York
(Prestone), 7 weekly sa, thru J:

Mathes Inec., N. Y.

Umted Drug Co.. Boston (Rexall).

t, thru Strect & Finney Ine., N. Y

KDYL, Salt Lake City

Albers Bros. Milling Co., Seattle, 26
sp, thru Erwin, Wasey & Co., Se-
attle.

Premier-Pabst Sales Co.. Chicago
(Blue Ribbon beer), 124 sa, thru
Morris - Schenker - Roth Ine., Chi-
eago.

WGY, Schenectady

Marlin Firearms Co. Inc., New Haveu
(razor blades), 13 ¢. thru Franklin
Bruck Adv. Corp , N. Y.

Little Crow Milling Co., Warsaw, Ind.
(Coco - Wheats), danly sp, thru
Rogers & Smith Adv. Ageney, Chi-
eago.

Block Drug Co.. Brooklyn (Omega

52_t, thru Husband & Thom-

General "Mills Tne. , Minneapolis (Gold
Medal), 26 ¢. thru Blackett-Sample-

Hummert Inc., Chicago.
W. W. Lee Co., Watervilet. N. Y.
(Save - the - Baby), daily te, thru

Leighiton & Nelson, Schenectady.

American Gas Machine Co., Albert
Lea. Minn. (stoves). 26 ¢. thru
Greve Adv. Agency, St. Paul.

Florence Stove Co., Gardner, Mass..
26 ¢, thru William B. Remington
Inc.. Schenectady. ’

Tide Water 0il Co.. New York (Tx-
dol). 3 weekly sp. thru Lennen &
Mitchell Ine., N. Y.

WIP, Philadelphia

Parkway Oil Co., Philadelphia, 3
}Jveekly sa. thru Erwin, Wasey &
0., N

DBay State Fxshmg Co., Boston (40
Fathom), 2 weekly ta, thru Street
& Finney Ine, N. Y.

Knox Co., Kansas City (Cystex),
weekly ¢, thru Dillon & Kirk, Kan-
sas City.

WNAC, Boston

C. F. Mueller Co., Jersey City (mac-
dlom), 78 sa, thru E. W. Hellwig
Co., N. Y.

Kelvinator Corp. of New England.
Boston, weekly ¢, thru Dowd &
Ostreicher Inc., Boston.

KDKA, Pittsburgh

Zenith Radio Corp., Chicago, 36 ta,
thru H. W. Kastor & Sons Adv.
Co. Ine., Chicago.

Block Drug Co., Brooklyu, 130 sa,
i\l}]rl_)YHusband & Thomas Co. Inc,

Commercial Milling Co.. Detroit, 65
sp, thru Karl G. Behr Agency,

Detroit.
g

From Los Angeles Examiner

“I thought you might enjoy one while listening to the World Series, sir!”
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WLS, Chicago

Sisalkraft Co., Chicago (roofing ma-
terial), 48 su, thru Russell T. Gray
Ine., Chicago.

Hamlin's Wizard Oil Co., Chicago
(linament), 312 sa, thru Jim Duffy
Ine., (Jhxcago

Willard Storage Battery Co., Cleve-
land, 63 sa, thru Meldrum & Few-
smith Inc., Cleveland.

The Union Party, Chicago (political),
1 sp, thru Commercial Broadcast-
ers, Chicago.

Silberman-Becker Corp., Chicago
(Sears, Roebuck & Co. raw fur
marketing service), 22 ga, thru
Neisser-Meyerhoff Inc., Chicago.

JFort Atkinson Centennial Assn., Fort
Atkinson, Wis., 3 sa, direct.

St. Paul Union Stockyards Co., St.
Paul, 4 sa, direct.

Drums Inec., Detroit (cleaning prepar-
ation), 2 weekly sa, thru C £
Winningham TIne., Detroit.

Reliance Mfg. Co., Chicago (Big Yank
shirts), 5 sp, thru Mitchell-Faust
Adv. Agency, Chicago.

Acme Mfg. Co., Forest Park, I1. (pig
feed), 312 ?a. thru K. E. Shepard
Adv. A;.renﬂ, Chicago.

E. A. Myers & Son, Pittsburgh (Ra-
dioear), 2 sa, thru Hilmer V. Swen-
son Co,. St. Louis.

Armand Co.. Des Moines (cosmetics).
156 ta, thru H. W, Kastor & Sons
Adv. Co. Inc.. Chicago.

Sherwin - Williams Co., Cleveland
(paint), 54 sa, thru T. J. Maloney
Ine, N. Y.

Mantle Lamp Co.. Chicago (Aladdin
lamps), 22 sp, thru Presba, Fellers
& Presha Inc.,, Chieago.

Dr. W. B. Caldwell Inc.,, Monticello,
T1l. (Dr. Caldwell’s Syrup Pepsin).
260 t. thru Cramer - Krasselt Co.,
Milwaukee.

Bernard Perfumers, St. Louis. 1 sa.
thru Hilmer V. Swenson Co., St.

Louis.
Murnhy Products Co., Burlington.
Wis. (fodder). 52 sp, thru Wade

Adv. Aeency. Chicago.

Rennblie Steel Corn., Youngstown. O.
(fence posts). 26 ¢. thru Meldrum
& Fewsmith Ine.. Cleveland.

James Mfg. Co.. Ft. Atkinson. Wis,
(barns, henhouses. ete.). 78 sa.
thru Wade Adyv. Agency. Chicago.

KINY, Juneau, Alaska
Carter Medlcme Co., New York (liver

pills), 6 weekly ta, for 52 weel\s.“
thru H. H. Good Adv. Co., X.
Canned Salmon Industry, Seatt]e, 2

weekly sp, thru Northwest Radio |
Adv. Co. Inc, Seattle.

Miles Laboratories Inec., Elkhart, Ind.
(Alka - Seltzer), 6 weekly i, 20
weeks, thru Wade Adv. Agency,
Chicago.

\Illlwork Supply Co., Seattle, 78 sa,
thru Weller Service Ine., Seattle.
Coleman Lamp & Stove Co., Wichita,
6 weekly ta, 26 weeks, thru Walter

Biddick Co.. Los Angeles.

Washington Motor Coach System, Se-
attle, 100 sa, thru Beaumont & Hoh-
man Ine., Seattle.

Gospel Broadcasting Assn., Los Ange-

les, (religious), weekly sp. for 52
weeks, thru R. H. Alber Co., Los
Angeles.

Alaska Steamship Co., Seattle, €

weekly sp. for 39 weeks. thru Beau-
mont & Hohman Inec., Seattle.

Northland Transportation Co. (steam-
ship), Seattle, 3 weekly sp,
weeks, thru Northwest Radio Adr.
Co. Inc., Seattle.

Clark Hotel. T.os Angeles, 52 ta. thru
Walter Biddick Co.. Los Angeles.
National Lead Co.. Seattle (paint),
8 sp. thru Erwin Wasey & Co,

Seattle,

WAAB, Boston

New York Mattress Co., New York,
12 sa, thru Louis Glaser Ine., Bos-
ton. |

E. F. Kemp Co. Inc., Somerville,
Mass. (nuts), 121 sa, thru Stod-
dard-Sampson Co., Boston.

Poet Cigar Co., Boston, 5 weekly sa,
thru David Malkiel Adv. Agency,

ston

\\'illiam Little Ine.,, Waltham, Mass.
(autos), 6 weekly sa, thru Julian
Gross Adv. Ageney, Hartford.

Kosmet Laboratories Inc., New York,
2 weekly sp, thru Brooke Smith &
French Ine, N. Y.

BROADCASTING e Broadcast Advertising
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NETWORK ACCOUNTS

(AU times EST unless otherwise specified)

New Business

GENERAL ELECTRIC Co., Bridge-
port. Conn. (electrical appliances) on
Nov. 2 starts Hour of Charm on 21
NBC-Red stations. Mon.. 4-4:30 p. m.
Ageney: Maxon Ime.. N. Y.

TIME Iue.. New York (Tinle maga-
zine & new picture magazine) on Oect.
15 starts The March of Time on 41
CBS stations. Thurs.. 10:30-11 p. m.
Aprency : Batten, Barton, Durstine &
Osborn Ine., N. Y.

MODERN MECHANICS PUBRB-
LISHING Co., New York {(Modern
Mechanies). on Oct. 4 started 13
half-hour programs The JMarch of
Modern Mechanics, on 9 Yankee Net-
work stations. Sun.. noon. JAgency:
Ruthrauff & Ryan Inec., N. Y.

CROFT ALE Co., Boston (Croft
Ale). on Sept. 1. started participa-
tions in Yankee Netwwcork News Serv-
ice. three times weekly for 32 weeks,
on 10 Yankee Network stations;
also three participations in Colonial
Netiwcork News Service. Agency: C.
Brewer Smith, Boston.

PONTIAC MOTOR Co., Pontiac.
Mich. on Oect. 12 started the Flying
Commentator of 57 CBS stations.
Mon., Wed., Fri.,, 2-2:15 p. m. with
repeat 5:30 p. m. Agency: Mac-
Manus. John & Adams Ine.. Detroit.

SMITH BROTHERS. Ioughkeepsie.
N. Y. (Smith Brothers Cough
Drops and Syrups). on Nov. 22
starts 63 participations in Yankee
Neticork News Service. five times
weekly, on 10 Yankee Network sta-
tions. Agency: Brown & Tarcher
Inc, N. Y

RAINEER BREWING CO. Inc,
San Francisco on Oct. 2 started for
13 weeks Tomorrow’'s Football To-
right on 3 NBC-Pacific Red stations.
Fri., 6-6:30 p. m. (PST). Ageucy:
Lord & Thomas. San Francisco.

CALIFORNIA COXNSERVING CO..

San Francisco (C.H.B. canned and
bottled food produects). on Nov. 17

starts for 39 weeks Studio Party on
S NBC-Pacific Red stations. Tues.,
7:43-8 p. m. (PST). Agency: Emil
Brisacher & Staff, San Francisco.

BETTER SPEECH INSTITUTE of
America. Chicago (speech lessons) on
Nov. 16 starts Better Speech pro-
gram on 42 NBC-Blue stations. Sun..
3:3:15 p. m. Agency: Auspitz & Lee,
Chicago.

ASSOCIATED OIL CO. OF CAL,
San Francisco (gas & oil), on Sept.
26 started for 13 weeks .ssociated
Football Broadeasts on 12 CBS-Don
Lee network stations, Sat., 1:143-4:30
p. m. (PST). Agencey: Lord &
Thomas, San Francisco.

Renewal Accounts

AMERICAN CAXN Co.. New York
(Keg-Lined ecans) on Oect. 27 re-
news Ben Bernie & All The Lads on
57 NBC-Blue stations. Tuex.. 9-9:30
p. m., after Jan. 5 on NBC-Blue
network. Agency: Fuller, Smith &
Ross Inc.. N. Y.

E. R. SQUIBB & SONS, New York
(tooth powder) on Oct. 3 renewed
the Calendar of Melody on 3 Mutual
stations (WOR. WGN. CKLW).
Mon., Wed.,, 9:4510 a. m. Agency:
Geyer, Cornell & Newell Inc, N.Y.

F. W. FITCH Co. Des Moines
(Fitech’s shampoo)., on Sept. 6 re-
newed for 52 weeks Sunset Dreams
on 36 NBC-Red stations. Sundays,
7:45-8 p. m.. repeat at 11 p. m. Agen-
ey: L. W, Ramsey Co., Des Moiues.

SAYLOR’S CHOCOLATES Inec.. Al-
ameda, Cal, (candy), on QOect. 2 re-
newed for 13 weeks Sailing With
Saylors on NBC-KPO, Fri., 7:43-8
p. m. (PST). Agency: Doremus &
Co.. San Francisco.

H. SUTLIFF TOBACCO Co.. San
Francisco (tobacco). on Oect. 1 re-
newed for 52 weeks Sports Forum

faccemecec L. T gy

RADIO STATION %3

WIRE

NOT FOR REMOTES — Instead
this car has been equipped by
WIRE, Indianapolis, to service its

accounts. With foot on running
board is L. O. Hammer, head of
the new WIRE merchandising de-
partment and pilot of the adver-
tising service car. He has two as-
sistants in making surveys for ad-
vertisers, contacting dealers and
arranging displays. A studio and
display were maintained at the
Indiana State Fair by WIRE.

on NBC-KPO, Tues., 7:43-8 p. m.

({PST), starting Nov. 20, 7:30-7:4
p. m. (PST). Agency: Charles R
Stuart Ine., San Francisco.

-t

Network Changes

KRAFT PHENIX CHEESE Corp..
Chicago (cheese spreads) on Oect. 15
returns Bing Crosby to its Kraft
Music Hall program on NBC- Red
network., Thurs., 10-11 p. m.

FIRESTONE TIRE & RUBBER
Co.. Akron (tires & tubes) on Oect.
12 returned Margaret Speaks. so-
prano. to its Toice of Firestone con-
certs on NBC - Red uetwork. Mon.,
§:30-9 p. m.

STANDARD BRANDS Inc. New
York (Fleischman Yeast) on Oct. 4
returned Robert Ripley on NBC-Blue
network, Sun., 7:30-S p. m.

H. FENDRICH Ine., Evansville,
Ind. (Charles Denby cigar) on Sept.
27 added two stations (KWK,
CKLW) to Smoke Dreams on MBS,
Sun., 1:30-2 p. m.

JOHN MORRELL: & Co.. Ottum-
wa. Ia., (Red Heart dog food) on
Nov. 16 will shift Tea Time at
Morrell's to Fri.. 4-4:30 p. m. on
NBC-Red.

BI-SO-DOIL, Co., New Haven (pro-
prietary) on Oct. 2 shifted Broadiwcay
Tarieties to Fri, 8-8:30 p. m. on

S.

A Unique Tryout
Proves Successful
For Gillette Show

Given Preliminary Tests to
Iron Out the Wrinkles

By G. BENNETT LARSON

Ruthrauff & Ryan. Inec.

PROBABLY the
most unsual pro-
duction idea that
has come to ra-
dio in its new era
of greater and
more concentrat-
ed showmanship
is that generated
on behalf of Gil-
lette Safety
Razor Co. Ruth-
rauff & Ryan, the agency handling
the account, produced the Sunday
night Community Sing for Gil-
lette. The program came to the
national network of CBS after a
tryout without parallel in broad-
casting history.

Taking a leaf from the note-
book of theatrical producers,
the Gillette Community Sing, be-
fore reaching the network stage,
was sent to Boston for a tryout on
10 Yankee Network stations. All
the elements present in the cur-
rent series were represented in the
New England tryouts. Comedian
Milton Berle, Billy Jones & Ernie
Hare, Wendall Hall and Andy Sa-
nella’s orchestra were the elements.
The tryout, beginning in July, was
designed to discover the best pos-
sible entertainment combination
that could result from the jug-
gling of entertainers and formu-
lae.

After ten weeks, Charles Pritz-
ker, advertising manager for Gil-
lette, Myron Kirk, chief of radio
for our agency, and I decided that
the program had finally reached a
stage of detailed production and
organization that would permit it
to become a network feature with
only the slightest element of doubt
and apprehension.

The Community Sing had its pre-
miere on Sunday night, Sept. 6, at
10 p. m., over CBS with 103 sta-
tions. We are proud of the radio
“scoop” we achieved on that first

Mr. Larson

Kosto Dessert Spots

KOSTO Co., Chicago (dessert), on
Oct. 1 started a 26.week announce-
ment campaign on WINS, WBBM,
WWwWJ, KSD, WSPD, WMBC and
WOOD, using 100-word announce-
ments describing premium offers
to women and children and urging
them to read about these premi-
ums in the folders to be found in
each package of the product. Fre-
quency of announcements varies
from three to six weekly, except
on WMBC, where 12 announce-
ments in Polish are used each
week. Agency: Perrin- Paus Co,
Chicago.

broadcast. Four hours before the.
show took to the air, Mrs. Beryl
Markham, the English aviatrix
who flew ‘“‘solo” across the Atlantic
and set a new feminine standard,
was signed. Berle interviewed
Mrs. Markham and the program
was launched auspiciously with
one of the high-spots of the cur-
rent broadcasting season.

The program formula is now a
definite one with the three definite
departments: Wendell Hall, the
popular ‘‘red-headed music-maker”
as song-leader; Billy Jones and
Ernie Hare, the Happiness Boys,
with their audience interviews;
and Milton Berle, as a new and
different radio comedian.

Realizing that no radio cam-
paign is sufficient unto itself, Gil-
lette, through its agency, began
simultaneously with the program
an intensive advertising-merchan-
dising drive. The keynote of the
campaign—with a heavy schedule -
of complete national advertising—
is that of “good-will building”. Its
basic principle is to create a
friendly feeling toward Gillette -
and the dealers who handle the
Gillette products. The program it-
self is the first on the air ever to
have included the listeners at home
in entertainment from the studios.

Numerous merchandising tie-ups
between dealers and the program
producers are planned and several
are already getting under way.

We feel that a complete, exten-
sive mapping-out of the program
with each of its possible ramifica-
tions considered and weighing the
advertising and merchandising of
the product to be sold over the
air, 1s one answer to the major
problems of air advertising.

Q OTHER
WINNERS

DOMESTICALITIES,
of interest to all
women . . . and
RADIADS, a c¢on-
mercial continuity
service for stations.
Sample material
gladly furmished.
Ask about them.

ﬂemandiny Bttention - - AND GETTING IT!
”_?omez%iny Wew Club’”

CREATED BY THE celebrated author, lecturer, and radio
artist, Alexander McQueen. A daily, fifteen - minute pro-
gram combining a blend of amazing, amusing. original in-
formation, that demands attention . .
commands a following . . . and holds it.

Provided in script form, all ready for snappy presentation.
Available to a limited number of stations on an exclusive

basis. Easy to put on. Easy to sell. Send for particulars,
low rates, and sample script.

RADIAD SERVICE

5919 SOUTH WOOD ST »

. arouses interest . . .

CHICAGO ILLINOIS
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AGENCIES AND
REPRESENTATIVES

ROBERT W. MICKAM, at one time
with Erwin Wasey & Co., New York,
has joined Lavin & Co. Inec., Boston
agency, as vice president.

JACK KORN, formerly vice-president
of Philip Klein Ine., Philadelphia, has
resigned to join the Philadelphia of-
fice of Erwin, Wasey & Co. Inc.

JOSEPH T. AINLEY, radio director
of Leo Burnett Inc,, dhicago agency,
is flying between Chicago and New
York each week to supervise the Real
Silk program featuring Edwin C. Hill,
originating from NBC's Radio City
studios each Sunday night.

J. C. JEFFERSQON, formerly with
Campbhell-Ewald Co., Detroit, and
Brooke, Smith & French Ine., in the
same city, has been appointed radio
time buyer for de Garmo Corp., New
York, succeeding M. E. Boehm, re-
signed.

FRANKLIN W. ORVIS has become
a member of the radio production
staff of Batten. Barton, Durstine &
Osborn Iue, New York. He was
formerly viece-president of Equinox
Co., New York, hotel operators.

L. C. COLE, formerly with Des-
mond’s, Los Angeles department store.
who at one time headed his own
agency in San Jose, Cal., has joined
the Sidney Garfinkel Advertising
Agency in San Franecisco as account
executive. He will service radio aloug
with other accounts,

LOUIS 8. HOYT has joined the San
Francisco staff of Beaumont & Hoh-
man Inc., as account executive and
will service radio along with other
media.

NEISSER-MEYERHOFF Inc.,, Mil-
waukee branch, has moved to Colby
& Abbot Bldg.

New Firm of Reps

A NEW firm in
theradioand
newspaper repre-
sentation field
was established
Oct. 1 when John
H. Perry & As-
sociates opened
offices at 225 W.
39th St.,, New
York. Mr. Perry
is publisher of
the Reading (Pa.) Times, Jack-
sonville (Fla.) Jouwrnal, Pensacola
(Fla.) Journal and News and Pan-
ama City (Fla.) Herald, all of
which will be represented on an
exclusive basis along with WCOA,
Pensacola, alsoc owned by the
Perry interests. William K. Dor-
man is New York manager. Agen-
cies have been notified that adver-
tising placed with WCOA and the
Perry publications on contracts
made prior to Oct. 1 will continue
to be billed through the E. Katz
Special Adv. Agency until these
contracts expire.

RAYMOND SULLIVAN, vice presi-
dent of Ruthrauff & Ryan, Inc, New
York, and Myron Kirk, radio direc-
tor, arrived in Hollywood early in
QOctober in connection with the Joe
Penner program and to open offices
locally.

CARL NISSEN, recently commercial
manager of KNX, Hollywood, early
in October hecame associated with
the R. H. Alber Co., Los Angeles
agency, as vice president.
FLETCHER & ELLIS Inc, New
York agency, has opened a Los An-
geles office with Chet Crank as vice
president in charge with offices in the

Mr. Dorman

Beaux Arts Bldg. Mr. Crank has
been operating for sevgral years at
the same address with his own

agency, Chet Crank Inc.

W C

ers three €00

wCOA off
the price of on

cAnnouncemeni~

Effective October 1st, 1936

Pensacola, Florida
A Columbia Broadcasting System Affiliate

Is exclusively represented in
the national field by

JOHN H. PERRY ASSOCIATES

225 West 39th St.; New York City
Telephone: PEnnsylvania 6-0325
Branch offices in other principal cities

William K. Dorman, Mgr. N. Y. office
®
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22,900 RADIO HOMES
SERVED BY WCOA
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FEMININE — Defying the taboo
which has for years kept the NBC
Chicago announcing staff an ex-
clusively masculine group, Martha
Linn has stepped in and is now an-
nouncing Tuneful Topics on
WMAQ and A Musical Revue on
WENR, participating programs,
every weekday afternoon. Miss
Linn, who writes as well as an-
nounces her programs, has been in
radioc since its early days, with
stations and agencies, as announ-
cer, actress, writer and producer.

Largest Capital Studio
Included in New Layout
Of U. S. Recording Co.

ELABORATE new studio facili-
ties are being constructed in Wash-
ington by U. S. Recording Co.,
which has leased the Rialto The-
atre and plans to have remodeling
completed by Nov. 1. R. J. Coar,
head of the concern, is installing
additional equipment for transcrip-
tions and will have lines to a num-
ber of government offices and the
Capitol. ’

Uni?ue in the layout will be the
recently rebuilt theatre auditorium,
containing 1,100 overstuffed arm
chairs set in rows 60 inches apart.
It will be the largest radio studio
in the capital. A control booth is
being built in the pit and the stage
will accommodate a full symphony
orchestra. Acoustics of the audi-
torium are being perfected and
celotex treatment is being given to
a studio capable of accommodating
a 50-piece orchestra as well as a
small studio for individual per-
formances.

U. S. Recording Co. will lease
the studios for NBC programs
keyed from Washington and for
big local programs staged by WRC
and WMAL, having priority over
the theatre interests, at present
showing revivals of motion pic-
tures. Studioc equipment will in-
clude Western Electric eight-ball
and RCA velocity microphones.

Seattle Milk Drive

TO STIMULATE the sale of bot-
tle milk, Seattle Milk Shippers
Association on Oct. 2 inaugurated
a series of programs over KJR
starting Oct. 2. The program is a
behind - the - scenes sports review
with Tubby Graves, University of
Washington coach, as commenta-
tor. The schedule calls for two 15-
minute programs a week. It is the
g.rst radio venture by the Associa-
ion.

TRANSCRIPTIONS |

ADDITION AL transcription ac-

counts placed on various stations are

reported as follows by National Ad-

vertising Rlecords, these being supple-

mental to the lists carried in previous

issues of BRODCASTING :

Canada Dry Ginger Ale Co.
New York (soft drinks)

Columbia Plush & Puff Co., Brooklyn,
N. Y. (powder puffs)

E. Grifiths Hughes Inc., Rochester
( cosmetics)

J. A. Case Co., Denver (toothpowder)

Argotane Co., Memphis (medicine)

Smithfield Ham & Produets Co. Inc.,
Smithfield, Va.

Copeland Refrigerator Corp., Detroit

Derby Qil Co., Wichita, Kans. (gaso-
line & oil)

Mid-Continental Petroleum Corp.,
Tulsa, Okla. (gasloine & oil)

Cape Cod Steamship Co., Boston

Wilson & Co. Inec, Chicago (meat)

Ine.,

RADIO RELEASE Ltd., Hollywood

transcription studios operated the last
three years by Hal Huff, went out
of business Qect. 1.

THREE more stations have signed
for World Library. They are WEILI,
New Haven; CHNS, Halifax, N. S.;
CJCA, Edmouton, Alta.

FRANKEL - KAY - DIAMOND Inc.,
6404 Sunset Blvd.,, New Hollywood
program producing firm, has started
to produce 52 quarter hour programs

called Tim’s Rancho Adventures, at |

the studios of Associated Cinema,
Hollywood. They are designed for
sponsorship by clothing and depart-
ment stores.

STANDARD RADIO Inc., Holly-
wood, has completed production of
Organ Treasures after a delay caused
when Don Allen, production manager,
was shot Sept. {2 by a burglar. The
series consists of 200 public domain
selections combined with voice and
solo instruments.

SCHWEIZERISCHE  Rundspruch-
gellschaft, Bern, Switzerland, the gov-
ernment controlled radio system in
that country, has contracted for the
NBC Thesaurus to be used on three
stations. It is the first European
broadecasting company to sign for the
library. The deal was handled by
Max Jordan, NBC's continental rep-
resentative, at Basle, Switzerland.
New domestic clients for Thesaurus
are \WAPO, Chattanooga; WTIJS.
Jackson, Tenn.; KGCX, Wolf Point,
Mont.

Open Hollywood Office

CONSOLIDATED Radio Artists
Inc., recently organized dance-
band management
announces the formation of its
Hollywood office in the Equitable
Building there with Cliff Webster
in charge. The Hollywood office is
CRA’s fourth. Others are located
in New York, Cleveland and Chi-
cago. Among the bands in the CRA
fold are Paul Whiteman, Ferde
Grofe, Leo Reisman, Peter Vau
Steeden, Frank Black, Russ Mor-
gan. Charles E. Green, nresident,
opened the Hollywood office per-
sonally and returns to his head-
quarters in New York about Oct.

organization, |

20 after a personal inspection tour

of his offices.

Ballou at KPDN

DAVE BALLOU, former Eastern !

representative for Standard Ra-
dio Ine.,, transcription company,
and before that with KFWB and
other California stations, has
joined KPDN, Pampa, Tex., as
manager. Mr. Ballou left Standard
Radio last month to reenter the
station field.

BROADCASTING e Broadcast Advertising
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RADIO ADVERTISERS

ATLAS BREWING Co., Chicago
(Atlas Special Brew), has appointed
Heuori, Hurst & MecDonald Ine., Chi-
cago, in charge of advertising.

PERFECT CIRCLE Co., Hagers-
town, Ind. (piston rings) has named
Henri, Hurst & MecDonald Ine., Chi-
cago, to direct advertising.

HEALTHAIDS 1Inc, New York
(Serutan) has appointed Franklin
Bruck Adv. Corp., New York, to serv-
ice its advertising, including radio.

FRANK H. FLEER Corp., Philadel-
phia (chewing gum), has named Ait-
kin-Kynett Co., that city, to service
its advertising.

NATIONAL LIFE & ACCIDENT
INSURANCE Co., Nashville, is plac-
ing advertising east of the Rockies
through C. P. Clark Ine., Nashville,
and west of the Rockies through C.
Ellsworth Wylie Co., Los Angeles.

WILSON & Co., Chicago, is placing
its Tender-Made ham account through
U. S. Adv. Corp., Chicago.

GARDNER MFG. Co, Philadelphia
(cleaning powder) is advertising
through DeGarmo Corp., New York,
and plans to use radio.

NEVA-WET Corp. of America, New
York (water repellant) is advertis-
ilrrxg kthrough Gotham Adv. Co., New
ork.

MARSHALL CANNING Co., Mar-
shalltown, Ia., has placed its acecount
with Stack-Goble Adv. Agency, Chi-
cago.

MINARD Co., Framingham, Mass.
(inhalant) has appointed Chas. W.
Hoyt Co. Inc., New York, to place
advertising.

GARDNER MFG. Co., Philadelphia
(cleaning powder) has appointed De-
Garmo Corp., New York, as adver-
tising counsel. A spot radio test
campaign is contemplated along with

- a newspaper schedule,

RAYMI LABORATORIES Inc,
New York (Resista-Run) has ap-
pointed E. T. Howard Co. Inc., New
York, to service its account. The
firm manufactures a preparation de-
signed to increase the life of under-

{| wear and hosiery. Radio and a maga-

e — . W

zine are being used locally in New
York.

DORTHY GRAY, New York (cos-
metics) a' subsidiary of Lehn & Fink
Inc.,, New York, effective Jan. 1,
1937, has appointed William Esty &

Co., New York, to handle its account.
CLINE & JOHNSON Co., Owosso,
Wis, (C & J beans) has appointed
Advertisers Inec., Madison, is., as

agency.

GARRETT & Co., Brooklyn (wme)
has placed its account with

{ Adv. Corp., New York.

ACQUIN PRODUCTS Co., St.
Louis, advertising through Kelly-
Stuhlman Adv. Co. Inec., that city,
is planning a campaign including
radio.

LOCAL LOAN Co., Chicago .(per-
sonal loans), on Oct, 4 began a winter
series on WBBM, Chicago, broadcast
Sundays, 1-1:15 p. m. Program is
Pat Flanagan’s Flanagrams of inside
sports dope which this company has
sponsored for two summers as a daily
feature immediately preceding each

| of Flanagan’s baseball broadcasts but

which has heretofore been dropped
during the winter. The Sunday series
will continue until the start of the
1937 baseball broadeasts, which Local
Loan will again sponsor daily.

KANE'S, operating & chain of 15
furniture stores in New England, has
started a half-hour Sunday series on
WCOP, Boston, and is supporting it
with 300 spot announcements Sal-
inger & Publicover, Boston, is agency.

HUNTING MAN-MADE STATIC
Radio Detectives of WPA Snoop Around Newark

To Find Sources of Interference

STUDIES to locate the origin of
electrical disturbances interfering
with radio reception are being
conducted by more than two-score
ersons employed on an unusual

orks Progress Administration
project at Newark, . The
project, sponsored by the Newark
Public Safety Department, will in-
clude all of Essex County in its
survey.

A CBS program Oct. 10 showed
how man-made static mars recep-
tion.

Elements which interfere with
police radios and commercial sets
will be studied with a view of
eliminating the causes of man-
made static as much as possible.
Disturbances which interfere with
reception may usually be found in
one of the following five classifica-

tions: (1) Street railways; (2)
industrial equipment; (3) house-
hold electrical appliances; (4)

power lines, and (5) electro-medi-
cal apparatus.

On Goes the Search

TEN GROUPS of three field work-
ers each, have been assigned to
search out the disturbance centers
in Newark and throughout Essex
County. Five of the groups act as
‘“‘detectives” and the remaining five
as checkers. The “radio detectives”
are equipped with portable receiv-
ing sets having ear phones and di-
rectional loop antennas. The vol-
ume controls are connected with a
meter which will register the
amount of power necessary to
bring signals in clearly.

Another group of WPA work-
ers, the checkers, are supplied
with the information gathered by
the ‘“detectives” and next day re-
quest the permission to investigate
noise makers. Representatives of
the city ask the cooperation of the
owner in the elimination of the in-
terference. In the event of a re-
fusal, a Newark city ordinance may
be invoked to force the correction
of faulty apparatus.

This procedure was outlined by
Samuel B. Finklestein, administra-
tive clerk under Public Safety Di-
rector Michael P. Duffy of New-
ark. Mr. Finklestein has general
supervision of the radio project.
He is in charge of the _bolice radio
maintenance shop and is a licensed
radio operator.

Elimination of electrical disturb-
ances will enable the police radio
transmitter in Newark to use
lower-powered sending apparatus
thereby saving the cost of more
powerful and expensive equipment.
Also, the decrease in interference
will promote the efficiency of po-
lice and private receiving sets.

Forty-six WPA workers are em-
ployed on the projeet. The work-
ing unit consists of a supervisor,
two electrical engineers, 12 senior
field clerks, 18 junior field clerks,
two junior engineers, a senior
draftsman, three draftsmen, two
radio repair men, a woman execu-
tive secretary, two typists, a file
clerk and a timekeeper.

Upon the completion of the
project, which will cover some
18,000 miles of highways and
streets in Essex County, charts
will be made showing the volume
needed for clear reception in each
section. Each chart will represent
a maximumn of two blocks. Maps

BROADCASTING e Broadcast Advertising

will be made for Essex County’s
21 mumclp?htles, indicating the
volume levels of audibility. Lines
and similar indices will show by
various colors the intensity of re-
ception and from the maps the
transmitter strength necessary to
reach all points may be deter-
mined.

Ship Line New Sponsor

ANCHOR LINE, a subsidiary of
Cunard White Star Ltd., New York,
began a series of quarter hour eve-
ning programs on Oect. 10 over
WBNX, New York, devoted to
resumes of the day’s soccer games.
The program is believed to be a
radio test for the line. Terry Long
does the announcing and the pro-
gram is designed to appeal to the
Irish listeners of WBNX who
might be interested in the Anchor
Line’s service from America to
Ireland. The account was placed
direct.

Brownatone Testing

KENTON PHARMACAL Co,
Covington, Ky. (Brownatone hair
dye), 1s using one-minute drama-
tized announcements spotted in
station breaks in the early after-
noon three times weekly in a test
campaign on WMC, WWL, KRLD,
WHK, WHKC, WHB. Agenecy is
Roche, Williams & Cunnyngham
Ine., Chicago.

There Are

192

“Reasons Why*?
Loan Radioaids

sell
L4

Loans

Wire or Write

REG. U. S, PAT. OFFICE

“TIME IS MONEY”’

1357 No. Gordon
Hollywood, Calif.
[ ]

Also available

Laundry

Used Car
Bread

Furniture

Ice Cream
Jewelry

RADIOAIDS

.

THE MOST

POWERFUL

STATION

between
St. Louis
Dallas and

Denver

Covers the Heart of the Triangle

25,000 WATTS

NATIONALLY
CLEARED CHANNEL

COMPLETE NBC

PROGRAM SERVICE New York

Chicago

More populahon. more radio sets and
more spendable income than any other
Oklahoma station, with extensive cover-
age in Kansas, Missouri and Arkansas.

EDWARD PETRY & CO., Nat’'| Representatives
Detroit

San Francisco

vV O O

"THE VOICE

OKLAHOMA" —

TULSA
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WORLD PROGRAM SERVICE

ATLANTA/!

WAPI Birmingham, Ala. WMBR
KOY Phoenix, Ariz. WQAM
KELD El Dorado. Ark. WDBO
KUOA Fayetteville, Ark. WCOA
KFPW Ft. Smith, Ark. WSUN
WEXAIL Bakersfield, Cal. WTAL
KLX Oakland, Cal. WINO
KIEM Eureka, Cal. WLAK
KNX Los Angeles, Cal. WTFI
KVOR Colorado Springs, Colo. WGST
KFEL-KVOD Denver, Colo. WRDW
KGHF Pueblo, Colo. WMAZ
KFKA Greeley, Colo. KIDO
WTIC Hartiord, Conn. KID
WELI New Haven, Conn. KRLC
WISV Washington, D C. WGN
WRUF Gainesville, Fla. WIJIBL

Jacksonville, Fla.
Miami, Fla.
Orlando, Fla.
Pensacola, Fla.

St. Petersburg, Fla.
Tallahassee, Fla.
West Palm Beach, Fla.
Lakeland, Fla.
Athens, Ga.
Atlanta, Ga.
Augusta, Ga.
Macon., Ga.

Boise, ldaho

Idaho Falls, ldaho
Lewiston, Idaho
Chicago, Il
Decatur, Ill.

Springtfield, Ill.
Elkhart, Ind.
Evansville, Ind.
Muncie, Ind.

Cedar Rapids, la.
Davenport, Ia.
Des Moines. la.
Dubuque, la.
Abilene, Kans.
Cofteyville. Kans.
Hutchinson, Kans.
Garden City, Kans.
Topeka, Kans.
Lexington, Ky.
Baton Rouge. La.
New Orleans, La.
Shreveport, La.

WWW americanradionistory com:

KMLB
WFBR
WTBO
WFMD
WEEI
WCOP
WTAG
WCSH
WHDF

CKLW
KROC
KSTP
WEBC
WQBC
WAML
KMBC

Monroe: La.
Baltimore. Md.
Cumberland, Md.
Frederick, Md.
Boston, Mass.
Boston, Mass.
Worcester, Mass.
Portland. Me.
Calumet, Mich.
Detroit, Mich.
Detroit, Mich. (Windsor}
Rochester, Minn.
St. Peul, Minn.
Duluth, Minn.
Vicksburg, Miss.
Laurel, Miss.
Kansas City, Mo.

KWK St. Louis,
KGBX-KWTO Springfield,
KFBB Great Falls, M
KFAB Lincoln, N
KOIL Omaha, N
KGGM Albuquerque, N. }
KI1UJ Santa Fe, N. }
WOKO Albany. N
WGR-WKBW Buitalo, N
WOR New York City (New
W2XR New York '
WHDL Olean. N
WMFF Plattsburg, N
WHAM Pochester,
WFBL Syracuse, N
WBIG Greensboro, N/
wSJS Winston-Salem,
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presents

® In July. 8 stations—in August, 7—in Sep-
tember. 14—a total of 29 radio stations have
been added in 3 months as new subscribers to
World Program Service! Year after year, many
of the nation’s leading stations have broadcast
World’s famous Library music with increasing
success. Still the roster of subscribers continues
to lengthen. New ;utlets in Canada, Mexico,
and more than a score in the United States!
World Broadcasting System welcomes these
new affiliates, and pledges full cooperation for
the future.

The growing popularity of WORLD PRO-
GRAM SERVICE among millions of listeners
and hundreds of station operators runs a close
paralle] to the growing success of the adver-
tisers who use the facilities of World Broad-
casting System. ‘

No other organization has so powerfully con-
tributed to the improvement of business for such
a large number of broadcasting stations. Since
1929, World has never swerved from its course.
World has produced more and more revenue
for radio stations. World alone has always
actively and aggressively promoted the cause

new

HN

stations

of faultless electrical transcriptions. As a result,
NAB Reports show electrical transcriptions en-
joying the fastest presentday rate of growth
in radio. National sponsorship has increased
more than 50%. Local advertisers. encouraged
by the sound advice of experienced station
operators, are building bigger, better., and
LONGER programs around the many features
of WORLD PROGRAM SERVICE—the original
transcription library service, now in its 136th
Consecutive Week.

If you are not fully informed of the facts about
WORLD PROGRAM SERVICE — the World
library of 1.600 selections, with 48 new addi-
tions each month—the smart, salable continui-
ties—the many other sales aids—the all-impor-
tant precision-method characteristics of World'’s
Wide Range Vertical recording and “‘matched
quality” reproduction—then let us tell you these
facts. Base your sales of local time on the use
of WORLD PROGRAM SERVICE features. Join
WORLD and make 1937 a prosperity year for
your station! . . . Address inquiries to Station

Relations Manager. Transcription Headquarters,
711 Fifth Avenue., New York City.

4™
o

T l W-
D BROADCASTING SYSTEM

i - - 17
‘-the-Minute Entertainment from TRANSCRIPTION HEADQUARTERS
~HICAGO LOS ANGELES NEW YORK SAN FRANCISCO WASHINGTON
o
M Minot, N. D. WCAU Philad elphia, Penna. KXYZ Houston, Texas KPQ Wenatchee, Wash. CKWX Vancouver, B. C.
w Akron, Ohio WEEU Reading, Penna. KRLH Midland, Texas KIT Yakima, Wash. CJRC Winnipeg, Manitoba
CKY Cincinnati, Ohio ~ WGBI Scranton, Penna.  WOAI San Antonio, Texas  WHIS Bluefield, W. Va. CKCW  Moncton, New Brunswick
X Cleveland, Ohio  w]AR Providence. R. I.  KGKO Wichita Falls, Texas  wHpY Green Bay, Wisc. CHS]  St. Johns, New Brunswick
IKC Columbus, Ohio WwWCSsC Charleston, S. C. KCMC Texarkana, Texas WKBH La Crosse, Wisc. CKAC Montreal, P. Q.
“PD Toledo, Ohio f KDYL Salt Lake City, Utah h N
3 : WIS Columbia, S. C. e WIBA Madison, Wisc. CKCV Quebec, P. Q.
BN Youngstown, Ohio KABR Ab s. D WNBX Springfield, Vermont . L :
‘DA Ada, Okla. . erc.leen, » D WSVA Harrisonburg, Va. WOMT Manitowoc, Wisc. CJRM Regina., Sask.
so Ardmore, Okla.  WOPI Bristol, Tenn.  wgvx Richmond, Va. KWYO Sheridan, Wyoming
LRC Enid, Okla.  WDOD Chattanooga, Tenn.  wppj Roanoke, Va.  KDFN Casper, Wyoming FOREIGN
00 Tulsa, Okla. WREC Memp'hls, Tenn. KXRO Aberdeen, Wash. KGMB Honolulu, T. H.
Ix Muskogee, Okla. ~ WLAC Nashville, Tenn.  pyog Bellingham. Wash. 2 GB Sidney, Australia
1 Klamath Falls, Ore.  KGNC Araaritlo; Texasy oy Olympia, Wash CANADA 5 DN Adelaide, Australia
'IN Portland, Ore. KFDM Beaumont, Texas g . ' i
°BA Allentown. Penna. KGFI Corpus Christi, Texas KOL Seattle, Wash. CFAC Calgary, Alberta 3 KZ Melbourne, Australia
LEU Erie, Penna. WBAP Ft. Worth, Texas KMO Tacoma, Wash. CJCA Edmonton, Albertia RADIO TOULOUSE—Paris, France
1BO Harrisburg. Penna. KTSM El Paso, Texas KU] Walla Walla, Wash. CJAT Trail, British Columbia XEW Mexico City, D. F.
www americanradiohistorv com
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Democratic Dises

DEMOCRATIC National Commit-
tee, New York, has placed orders
for transcriptions to be placed on
20 stations Oct. 15-Nov. 2, Mon-
days through Saturdays. RCA-
Victor and Decca Records shared
the cutting of the quarter-hour
dises which are split into two
series. One is entitled Friends &
Neighbors and the other Demo-
cratic Review. More stations may
be added to the list, which follows:
KSTP, KDYL, WBZ-WBZA, WHO,

KGDE, KROC, KLPM, KFYR,
KFEL, KVOR, KSUN, KCRC,
KOY, WDAY, WTCN, KMA,

WOWO, KVOA, KUMA. Loomis
& Hall Inc., Miami, placed the ac-
count.

LANG-WORTH

FEATURE PROGRAMS

420 Madison Ave.
New York

This station has an ideal
set-up for the advertiser
who is desirous of “‘test-
ing” his program before
making expansion plans.

Famed for its showmanship,
the high caliber of ALL lo-
cal presentations, KEX offers
the largest staff of artists, writ-
ers, composers and technicians
of any Portland station. With
a great radio coverage in the
rich, Oregon market— where
buying power is much higher
than the national average—
you can, at very low cost,
check your early results.

KEX 5000 watts—1180 K.C.
(NBC Biue Network). The
only station in Oregon operat-
Ing on a clear channel. Repre-
sentatives: Edward Petry &
Co., Inc. New York, Chicago,
Detrolt, San Francisco.

STUDIO AND
PROGRAM NOTES

FORMERLY a sustaining feature,
the Bureau of Missing Persons on
Oct. 19 will become a sponsored
morhing  5-minute program over
WWJ, Detroit, daily under the auspi-
ces of Forest Cleaners & Dyers Inec.
The prograin describes persons whose
whereabouts are unknown and de-
sired by relatives or friends. Simons-
Michelson Co., Detroit agency, placed
the time.

EFFECTIVE Oct. 3, KDYL, Salt
Lake City, remains on the air until
2 a. m. Suuday moruings with the
All - Request Hour fillinug the extra
hour. The feature has proved so pop-
ular with Saturday night listeners
that the decision to stay on another
hour was reached. KDYL, the other
six days of the week, operates from
6 a. m tol a m (MST).

FOUR advertisers who have joined
the natiou-wide drive for highway and
traflic safety, are sponsoring a unique
Monday night program over KQW,
San Jose, Cal., which has won the ap-
proval of the National Safety Coun-
cil, the San Jose Junior Chamber of
Commerce and that of city and county
officials. Titled Safety Lane, the
quarter hour program, heard at 9:15
p. m., gives news of traffic accidents,
statistics, and suggestions for safe
driving are presented in a dramatie,
interesting way by use of four voices
and sound effects. Show is written
and produced by Gene Clark, with
James E. Doyle, announcer, as nar-
rator. Sponsors of the program are:
Ralph Bergren Electric Co. (Guide
Headlight Adjuster) ; Stuart Bron-
son Co. (General Tires); Porter's
Brake Shop (American Brake Block),
and the Farmer's Insurance Exchange
(automobile insurance).

RADIO SERVICE OF THE OREGONIAN |
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After-Midnight Sold

ATLANTIC BREWING Co.,
Chicago (Tavern Pale Beer),
has taken over sponsorship
of an hour, 1 to 2 a. m., of
the Night Watch program of
recorded music and news
flashes that is broadcast
from midnight to 4 a. m.
seven days a week on WIND,
Gary, Ind. Contract runs for
52 weeks and so anxious was
the sponsor to secure the
spot that he paid for the full
year in advance.

TEXAS school children are radio
performers in a series of broadecasts
recently inaugurated from the Texas
Centennial Exposition by E. I. du
Pont de Nemours & Co. Performers
are being chosen from the groups
brought to the Texas World’s Fair
from various school districts of the
state. These pupils, each group of
which spends two days at the Expo-
sition, give an hour’s program in the
Hall of State, and at that time a
15-minute radio program’ is made up
of the outstanding talent among
them. These programs, sponsored by
Du Pont, are broadcast from the Gulf
Exposition studios over WFAA from
10:15 to 10:30 p. m. each Monday,
Wednesday and Friday.

KFWB, Hollywood, celebrated the
bringing of Boulder Dam power and
light to the City of Los Angeles, Oct.
7 with a community siug, led by
Charles W. Hamp, with officials of
the Municipal Bureau as guests.

UNIVERSITY Broadcasting Council,
research organization in the field of
educational broadecasting that operates
under the joint auspices of Chicago,
Northwestern and De Paul universi-
ties, on Oct. 6 started Science in the
News, Tuesdays, 6-6:15 p. m. on the
NBC-Red Network. The program, a
non-technical account of news in the
field of science, features each week a
famous scientist who will relate the
week’'s most important event in his
particular realm. The scieutist will
fill about five minutes, an auonymous
voice using the remaining time to re-
port on other fields of scientific re-
search. Dr. Arthur H. Compton.
famous physicist and winner of the
Nobel prize in 1927, opened the series.

WJR, Detroit, has resumed its broad-
casts from the University of Michi-
in collaboration with the uni-

gan . . .
versity’s extension division. Starting
Qct. 11, a 9 a. m. Sunday broadecast

began featuring musical lectures with
programs, and at 12:45 Sundays a
half hour is devoted to broadecasts for
adults featuring mental hygiene. stamp
collecting, hobbies and other programs
all under the direction of faculty
members.

DURING the recent Texas floods
Elbert Haling, of KFJZ, Fort Worth,
rode with a cargo of yeast in a plane
that had been chartered by Standard
Brands for delivery purposes. to sur-
vey damage at San Angelo. more than
200 miles away. The same day he
was back in the studio giving the first
word picture of damage in the dis-
tressed area. KFJZ has a weekly
quarter-hour aviation program, start-
ed in September.

ON WMCA, New York, is a new
Sunday evening series taking the for-
mer (Food Till Court period and titled
Fift of Gab, with John 8. Young and
William Wiseman, the last-named be-
ing WMCA’s attorney. as announcers.
It is Mr. Wiseman’s first radio effort.

AFTER the success of its Kangaroo
Club Programs from an open-air
theatre during the summer, KDYL,
Salt Lake City. is continuing the
series through the fall and winter
under the title Kangaroo Artists Re-
vue. No studio audience is permitted,
however. Youngsters under five work
from memorized script in musical and
dramatic skits.

BROADCASTING ¢ Broadcast Advertising

WHEN an explosion wrecked the
General Tire Co. service station in
Flint, Mich., WYWJ, Detroit, sent the
Detroit News airplane and a mobile
truck to the scene. A few days later
a WWJ mobile unit, with Bill Misk-
ler as announcer, went to Milan
Mich., to cover a train wreck in which
17 persons were injured when two
trains crashed headon.

A LIFETIME of happy wedlock is
the sentence handed out to engaged
couples taking part in Cupid’s Court,
half-hour Sunday afternoon series
over KRN, Des Moines, and WMT
Waterloo. A beverage firm signed for
the series the same day the idea was
developed by David Nowinson and
Ranny Dayly of the Iowa Network
program department. The network is
producing the Food Show for the Des
Moines Retail Grocers’ Association for
the fourth successive year.

A "PET PEEVE” or “Gripe” contest
is conducted weekly by KGNF, North
Platte, Nebr.,, and sponsored by a lo-
cal dry cleaning establishment. Lis-
teners are invited to send in entries,
telling what annoys them most dur-
ing the day. The sponsor offers week-
ly prizes of cleaning credit to win-
ners. The contest rates as one of
KGXNF¥F's best mail pullers and the

sponsor's results are described as
amazing.
CBS has completed arrangements

with the Cincinnati Institute of Fine
Arts for the broadcasting of 13 Fri-
day afternoon concerts of the Cin-
cinnati Symphony orchestra, conduct-
ed by Engene Goossens, beginning
Oct. 16, 2:45-4 p. m. In addition CBS
will present five children’s concerts by
the same orchestra and conductor
from 3:30-4 p. m. on Nov. 15, Dec.
15, Feb. 2, March 16, and April 13.

Regional Heads Named

For NAB Sales Group

DESIGNATION of six geographi- °
cal divisions of the Sales Managers’ |
Division of the NAB, each headed |
by a chairman, was announced Oct. ‘|
2 by J. Buryl Lottridge, chairman
of the Sales Managers’ group. Pur-
suant to organization policy out- !
lined by the executive committee
of the group, the divisions have
been set aside to handle regional
activities on interchange of sales
information.

E. Y. Flanigan, WSPD, Toledo,
was appointed chairman of the
northeastern division comprising
Maine, New Hampshire, Vermont,
Massachusetts, Connecticut, Rhode
Island, New York, New Jersey,
Pennsylvania, Delaware, Mary-
land, District of Columbia, Ohio, |
Indiana, Michigan, Kentucky, Vir- |
ginia, West Virginia; Mallory
Chamberlin, WMC-WNBR, Mem-
phis, was named chairman of the*
southeastern division including Ten- .
nessee, North Carolina, South Car-
olina, Georgia, Florida, Alabama,"
Mississippi; Jack Gross, KWKH, ©
Shreveport, chairman of the south
central division including Missouri,
Kansas, Oklahoma, Arkansas,
Texas, Louisiana; Craig Lawrence,
KSO, Des Moines, chairman of the
north central division including
Nebraska, Iowa, Illinois, Wiscon-
sin, Minnesota, North Dakota and
South Dakota; D. H. Vincent,
KSL, Salt Lake City, chairman
mountain division including Mon-
tana, Idaho, Wyoming, Colorado,
Utah, New Mexico and Arizona,
and H. M. Feltis, KOMO-KJR, Se-
attle, chairman Pacific division in-
cluding Washington, Oregon, Ne- =
vada, California.

RADIO FEATURE SERVICE Inc,
New York radio publicity concern.
has taken new quarters at 420
Madison Ave. Its Hollywood office
is located in the Taft Bldg. ]
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| WTEL,
!WGES, WEBR, WBNX,

Foreign Language
Spots for Politics

Democrats Use Discs, G.O.P.
Spots on Big Station Lists

SPOT campaigns, using transcrip-
lions, studio programs and an-
tjouncements, got under way for
soth the Democratic and Republi-
-an national committees early this
month, featuring largely foreign
language appeals to various

oups. Although somewhat be-
llated, the spot schedules were
ijplanned to carry through the
month of October and until the
Mov. 3 elections, supplementing
lthe more extensive network efforts
|nf the major parties.

The foreign language division of
the Democratic committee placed
its programs in six tongues in 12
cities through Robert Dargi, New
York, with transcriptions by Radio

|& Film Methods Corp., New York.

Except for WBNX, New York, on
which half hour programs are
used, the disk shows were of 15

{minutes duration, placed as fol-

lows:
Italian—WCBM, WMEX, WELI,
WSPR, WPRO, WJMBC.
WHOM,

WFAB.

German—IWBNX, WHOM, WCBM,
WWSW, WEBR, WGES, WMBC,
WTEL, WJAY, WFAB.

Jewish—WCBM, WMEX, WIJAY,
WMBC, WWSW, WGES, WDAS,
WBNX, WHOM, WFAB.

Polish—WMBC, WCBM, WHOM,
WTEL, WEBR, WWSWV, WBNX,

. WSPR, WJAY, WELI, WFAB.

Hungarian — WELI, WBNX,
WCBD, WMBC, WWSW.

Greek—WWSW, WORL, WBM\X,
WHOM.

G.O.P. in 29 Languages

TEE REPUBLICANS’ natural-
ized citizens division is using a
wider list of stations with its for-
eign language appeals, ranging
from 100-word announcements to
programs_and talks of 15 or 30

- minutes. These are written first in

English at Chicago or Néw York
headquarters and then translated
into the various languages and
sent to the individual stations.

! Transcriptions were at first con-

sidered but dropped as too inelas-
tic for varying local conditions.
Selection of speakers, where used,
is left to the local party organiza-
tion. Staggered schedules are used
and 29 languages are represented.

The naturalized citizens division
of the Republican committee is

| headed by M. W, Tuthill, of New

York, with Col. J. V. Houghaling
in charge of the Chicago division.
Among the stations getting its ra-
dio programs are: ,

WJAY, WJW, WSPD, WKBN,
WCAL, KJDE, WDGY, WTCN,
WEBC, WMBC, WWAE, WEMP,

WNAX, WDAY,

| KDLB,'KLPM. KGCU, KNX, KFAC,

WHO, WMT, KFNF, WGES, WIND,
WHBF, WCBD, WCFL, WEDC,

WSBC.

Republican Series

| REPUBLICAN State Committee,

New York (political) has signed
for three half-hour programs on
a special New York State network
of six CBS stations (WIBX,
WOKO, WFBL, WHEC, WNBF,
WGR) for Oct. 10 and 17 at 9:30-
10 p. m., and Oct. 23, 8:30-9 p. m.
William Bleakley, the Republican

. candidate for governor, will be the

speaker on these periods. Agency:
%rOﬁke, Smith & French Ine.,, New
ork.

McKenzie Mill on Three

McKENZIE MILLING Co., Quincy,
Mich. (pancake flour), on Sept. 28
started quarter-hour live talent.
shows, six morning weekly, on
WLS, Chicago; WWVA, Richmond,
and WOW, Omaha. Agency: Rog-
ers & Smith Adv. Agency, Chicago.

WOR at Fireside

WOR, Newark, on Oct. 4
started Let's Visit, a Sunday
evening half-hour in which
Ed Fitzgerald and Jerry
Franken will ring doorbells
and, microphone in hand,
enter New York homes for
chats with the folks. Deserip-
tions of the homes, discus-
sion of problems of interest
to a typical family will mark
the series, rather than topi-
cal or wisecracking queries.

Du Pont Plans Spots
E. I. DU PONT de NEMOURS &
Co.,, New York (Zerone, anti-
freeze) on Sept. 13 began a new
series of musical programs featur-
ing The Jesters & Irene Beasley
on a two station hookup, (WABC,
WCAU) the program originating
in New York, Tuesdays, 7:30-7:45
p. m. A spot schedule is also being
planned for about 11 stations. Bat-
ten, Barton, Durstine & Osborn
Inc., New York, has the account.

Dog Food Account

WILSON & Co., Chicago (Ideal
Dog Food), on Oct. 3 started an
eight-week campaign of quarter-
hour recorded musical programs
on WBBM, Chicago, to be broad-
cast immediately following that
station’s football broadeasts. Dur-
ing the baseball season this spon-
sor has been using time on WGN,
Chicago, immediately following the
baseball broadeasts under an ar-
rangement that gave it the time
between the end of the game and
the next quarter - hour break, the
length of the broadecasts through-
out the summer varying between
30 seconds and 14% minutes. The
agency is Erwin, Wasey & Co.,
hicago.

WITH politics accounting for a
15-fold increase in the “talks”
classification, NBC broke two rec-
ords during August when foreign
pickups totaled 87 and musie rep-
resented 67.7% of all program
hours. Of the 87 relays from
abroad, 52 were from Germany—
mostly of the Olympic Games.

BROADCASTING ¢ Broadcast Advertising

Says the Los Angeles Times:

“We bow to “Hoosier Hop.” It’s as typically
midwestern as Grant Wood’s ‘American
Gothic.” It’s smartly produced from WOWO
in Ft. Wayne, and it is one of the better
programs for those who like this type of

9

a CBS program

sisTineroy
Hoosien-

. says the Los Angeles Times’ Radio
Editor, writing at a distance of 2,000 miles,
about the ““Hoosier Hop,’
originated in WOWO’s studios and broad-
cast on a coast-to-coast hookup.

tuneful, lively music and nonsense.

“It’s not hill-billy. It’s not jazzy. It’s not
classical. It’s distinctly ‘Hoosier.

9 99

This intimate local “Hoosier”” quality of
WOWO programs is no accident, but the

result of careful planning to meet the needs

L=

Wenstinah
W

Radio Stati

and satisfy the interests of WOWO’s im-
mediate tri-state area audience, a market
of over one million and a half persons with-
in the primary coverage area of no other
broadcasting station.

WOW(

7.~ HOOSIER STATION

Ioc. @ Fort Weyoo, Ind. @ 10000 Watts @ CBS © 1,160 KC.

E. KATZ, SPECIAL ADVERTISING AGENCY
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Would Bar Comnmnists

WHILE members of the New
York State D. A. R. organization
on Oct. 7 were passing a resolu-
tion which they forwarded to the
FCC, demanding that Earl Brow-
der and other Communists be
barred from the radio, WVFW,
Brooklyn part-time local, an-
nounced flatly that it would reject
any and all broadcasts by Com-
munists. Harold Burke, director of
the station and past commander of
the county Veterans of Foreign

Wars, which backs the station,
said the Communists have three
times asked for time but that

“whatever happens, they’ll never
get permission from us.”

New Station in Lima

SCHEDULED to go on the air
early in November, the new
WBLY, Lima, 0., 100-watt day-
time station on 1210 kec. recently
authorized by the FCC, will be
managed by Herbert Lee Blye, the
licensee and one-time owner of
WTBO, Cumberland, Md., with J.
R. Payne, formerly with Sipe’s
Paint Co. of Pittsburgh, as com-
mercial manager. The transmitter
is being built by Doolittle & Falk-
nor, Chicago, and the tower is a
vertical radiator ordered from In-
ternational Derrick & Equipment
Co., Chicago.

J. LEWIS ASSOCIATES

Public Relations Counsel
Specializing in Radio

Hotel Roosevelt New York

Cited at West

THE guiding star of all radio
broadcasting is entertainment, the
thing station managers must not
overlook, cautioned Harry F. An-
derson, NBC western division sales
manager in San Francisco when he
spoke Oct. 8 at the radio depart-
mental meeting of the San Fran-
cisco Advertising Club in the Pal-
ace Hotel, that city. Anderson
had for his subject “What Am I
Bucking?”’, and during his 30-min-
ute talk gave a review of radio
program types, commercial and
sustaining, and an analysis of the
different hours for broadcasting.
The point of view of stations, their
interest in building audiences by
special events, were also stressed.

Walter A. Burke, in charge of
radio research for McMann-Erick-
son Inec., in San Francisco, who
was chairman of the day, followed
Anderson as speaker, to discuss
“Program Competition”, stating
that: “The problem which presents
itself most forcibly to us agencies
here on the Pacific Coast and to
our Pacific Coast clients, is how
to meet the competition of high-
powered and dynamic transconti-
nentals with our smaller talent
budgets”.

The Small Budget

“A PACIFIC COAST network
program, and even a local broad-
cast, must in some manner obtain
a ‘qualitative equality’,” he said.
“It will get its recognition prin-
cipally from this one factor. That
is to say, when self-interest has

Are You Ready

For Wider Markets ?

National Brokerage Company is
prepared to serve efficiently and
economically manufacturers of food
products and grocery specialties
who desire thorough distribution
of their produects in any or all sec-
tions of the country.

Problems of distribution need no
longer be based on hunches and

hopes.

NBC with its trained sales per-
sonnel in all markets offers you
assured selling ability at nominal
cost based on results.

You can start with NBC in a
single section or in several sections
and extend as sales and production
warrant — or you can cover the
entire nation quickly. In anv cas~
NBC service will be thorough and
resultful.

Inquiries are invited.

National Brokerage Company
A National Sales Organization
Edward M. Power, Jr., President

OLIVER BUILDING

PITTSBURGH, PA.

Page 48 ¢ October 15, 1936

wWWW. americanradiohistonscom

GOOD PROGRAM AT SMALL COST

Local Interest, Timeliness, Novelties and Pure Excellence
Coast Meeting

selected the type of program the
listener wants, only a ‘qualitative
equality’ will prevent him from
tuning out the program and look-
ing for something he likes that has
a holding quality. By ‘quality’ we
mean, of course, good showman-
ship.

“Now, the question is, how is it
possible to obtain this ‘qualitative
equality’ with a purely Pacific
Coast program on a small talent
budget? We believe that it can be
done. First by appealing to local
interest; secondly by releasing a
program that has an element of
timeliness; thirdly by resorting to
innovations and novelties, and last,
by pure excellence of broadcast.

“Occasionally a combination of
‘several of these factors may be
necessary, but any one of them
will give a coast program, or a
local broadcast a tremendous ad-
vantage. The Gilmore Oil Co.’s
Strange As It Seems program over
the CBS-Don Lee network is a
novelty and the talent cost is very
modest indeed. Yet interest in
this novelty is high. Perhaps as
great as if Gilmore actually had
Ripley as master-of-ceremonies.

“The California Chain Stores As-
sociation program, the California
Hour, over the same network, is
also a novelty as well as an inno-
vation. It’s peculiarly a home-tal-
ent program and it concerns an
issue vital to all of us. All to-
gether, these factors give it .great
local interest. Then there is the
Richfield Reporter, sponsored by
Richfield Oil Co., over NBC. This
program has timeliness as well as
some local interest appeal. The
Associated 0il Co.’s football pro-
grams have both timeliness and
local interest appeal. One Man’s
Family and the Standard Sym-
phony Hour, both NBC features,
have built up a large audience
simply on the excellence of produc-
tion. And our Home Economics
programs have built up individual
audiences through the self-interest
appeal directed to housewives. Re-
search organizations credit these
programs with top rank circula-
tion.”

More than 40 radio and agency
executives attended the depart-
mental meeting of which Clyde
Coombs, NBC-sales representative,
is chairman.

Foley on Four Stations

FOLEY & Co., Chicago (Honey &
Tar compound), on Oct. 12 started
quarter-hour morning programs,
six days weekly, 26 weeks, on
WLW, WLS and Western Network
(KNX, KSFO). Programs are
produced locally with live talent,
using the McCormick Fiddlers on
WLW'’s Top of the Mornina period,
Luli Belle and Scotty on WLS,
and Honey & Tar on the West
Coast stations. Agency: Lauesen &
Salomon, Chicago.

Sterling on 20 Stations

STERLING BREWING Co., Chi-
cago (Sterling Ale), will start
Sauire Sterling Entertains, a 15-
minute RCA recorded program,
twice weekly for 13 weeks on a
group of 20 stations in Illinois,
Indiana, Tennessee. Kentucky,
Georgia, Texas and Missouri start-
ing in latter October. The agency is
Hays MacFarland & Co., Chicago.

$34,000 PRIZES

IN BABY CONTEST

PEPSODENT Co., Chicago dentri-
fice manufacturer sponsoring Amos
'n’ Andy, will offer prizes totaling
$34,000 in a 26-day contest to se-
lect a name for Amos’ and Ruby’s
baby. The contest will begin Oct.
20 and close at midnight Nov. 15.
A total of 2,832 prizes will be of-
fered for the best names: A first
prize of a $5,000 U. S. Govern-
ment Savings Bond; second prize,
a $1,000 baby bond; 10 prizes of
$100 baby bonds; 100 prizes of $50
baby bonds; 720 prizes of $25 baby
bonds; and 2,000 cash prizes of $2
each. Each entry is to be accom-
panied by the cardboard carton
from any Pepsodent product, the
first time the sponsor has honored
all sizes of all products in a single
contest.

Judges will be Prof. M. J. Free-
man of the University of Chicago;
Mrs. William B. Walrath, founder
and managing director of “The
Cradle”, noted orphanage; and
Miss E. Evalyn Grumbine, assist-
ant publisher of Child Life. In
addition to the broadcasts, the
Pepsodent Co. will promote the
baby-naming contest with a half-
page in Liberty and with comic
strips, color half-pages in Sundav
comic sections, and radio page ad-
vertisements, using 101 newspa-
pers in 61 cities.

During the week every Awmos "'
Andy announcement featured “Na-
tional See- Your - Dentist Week”.
This educational campaign was
preceded by a letter to dentists, re-
questing their opinions of the plan,
which evoked an unexpectedly
large response, 98 per cent favor-
able to the idea.

JACQUES BONJEAN, star an-
nouncer of Radio Post Parisien,
Paris, who broadcasts under the
nom-de-air of Jean Loup, was a
visitor at WMCA, New York, early
in October. He will shortly handle
a series of broadcasts to be relayed
via short wave to WMCA.

SUCH AS

ARFINAL
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FIRST CLASS
Permit No. 1208-R
(Sec. 510 P, L. & R)
Washington, D. C.

BUSINESS REPLY CARD

No Postage Stamp Necessary If Mailed in The United States
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BROADCASTING MAGAZINE,
NATIONAL PRESS BLDG.,

WASHINGTON, D. C.
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Voluntary Checks

' Improve Quality of

Proprietary Copy
Association Provides Counsel
To Prevent Spurious Claims

VOLUNTARY copy checking by
the Proprietary Association has
proved surprisingly successful,
Earle A. Meyer, executive secre-
tary of the association’s advisory
committee on advertising told the
annual convention of the National
Wholesale Druggists Association,
which met recently at White Sul-
phur Springs, W. Va,

With some 5,000 manufacturers
in the industry, the copy checking
system was set up as a “step in
the interest of honest merchandis-
ing,” he said, and some 14,500
pieces of copy representing nearly
100 million dollars in advertising
has been reviewed since 1934.

Notes Improvement

“T{) SEE evidence of the improve-
ment in  advertising,” said Mr.
Meyer, “one needs only to look
through the pages of current news-
papers and publications or listen
ta the commercial announcements
of today’s radio programs and con-
trazt them with those of a few
rs ago.”

waAmang associate members of the
Proprietary Association are 36
agencies and almost as many
broadeasters, said Mr. Meyer, who
expressed gratification over ‘‘the
apparent agreement between the
creators of advertising and mem-
bers of the committee that sound
drug products can be advertised
and =old honestly and without run-
ning by the red stop light of mis-
representation.”

Mr, Meyer emphasized that man-
ufacturers or agencies can submit
their copy to the advisory commit-
tee for perusal and feel assured
that the copy will be passed upon
in strict confidence, and sugges-
tions made to change or improve
it. He has been working with Janet
McRorie of NBC, Gilson Gray of
CBS and Fred Weber of Mutual in
connection with radio continuities.

Candy Company Tests

BOLDEMANN CHOCOLATE Co.,
San Francisco (chocolate candy
and products), which recently ap-
pointed Gerth-Knollin Adv. Agen-
¢y, that city, to direct its national
advertising, on Sept. 29 started a
l3-week quarter-hour test cam-
paign on KFRC, San Francisco.
Titled Bobby Grayson’s Football
School, program is heard Tuesdays
at 5:45 p. m. Copy is prepared by
Grayson, former Stanford Univer-
sity football player, and read by
Mel Venter, station announcer.
Grayson himself also presents a
Tuesday night Sports Parade un-
der sponsorship of the San Fran-
tisco Examiner over KYA.

One Man’s Family Film
SIGNING of a contract for screen-
ing of One Man’s Family, popular
NEC feature sponsored by Stand-
ard Brands Inc. for Tenderleaf
tea, was announced Oct. 9 by NBC.
Paramount will base a major film
on the series, with Carlton E.
Morse writing the film version of
the serial, which went on the air
in April, 1932. It has won numer-
ous program awards.

Autos on the Air
(Continued from page 36)

fashions will speak on trends in
hats, shoes, frocks, ete.

As another feature of interest in
this program, which will be an-
nounced by a woman, three gowns
especially designed will be dis-
cussed during each program.

Olds Motor Works, another GM
division, leans the other way in
its thinking, having scheduled a
program which should appeal at
least as much to men as to women.
Titled Irvin S. Cobb and his Pa-
ducah Plantation, it starts Oct. 17
and will be broadcast from Holly-
wood over 64 NBC-Red network
stations Saturday nights from
10:30-11 p. m. D. P. Brother &
Co., Inc., Detroit, is the agency.

Buick-Packard-Nash Series

BUICK has no plans at the pres-
ent for a regularly scheduled pro-
gram. At the present all that is
contemplated for the immediate
future is a series of spot announce-
ments over 89 stations, beginning
the week of Oct. 19. Five spots a
day will be heard through this
strategically located group, tying
in to Buick’s newspaper ‘“teaser”
campaign preceding introduction
of the 1937 cars. At the same time
it is understood that Buick will
keep its eyes open for future head-
line sports events, upon which it
may bid for sponsorship, as in the
past. Order for a later disc series
has been placed with WBS. Arthur
Kudner Inc. is the agency.

Among the independents there is
at least a proportional amount of
radio planning. Packard’s plans
are probably the most ambitious,
involving the well-publicized tieup
with RKO Radio Pictures and the
current picture Swing Time. This
program started Sept. 8 over the
NBC-Red network Tuesday nights,
9:30-10:30 p. m., and offers 15 new
Packards as prizes in two contests.
One contest is based on best de-
scriptions of the new Packards
which were introduced at the time
of the initial broadcast, open to
patrons of theaters showing Swing
Time. Packard is tying in theater
managers and publicity men by
offering three Packards to the
producers of the best tieup cam-
paign. Local awards are also being
made by Packard dealers in some
cities. Young & Rubicam Inc., is
placing this program, which stars
Fred Astaire.

Nash is building its plant ac-
tivity strongly into its Saturday
night Speedshow over 62 CBS sta-
tions at 9 p. m., by having Floyd
Gibbons, news commentator, tell
his impressions of Nash produc-
tion operations over the air, along
with his impressions of the Span-
ish civil war. Vincent Lopez and
his orchestra star on this program,
which began Oct. 3, and “name”
guest stars will be heard weekly.
Nash originally intended to intro-
duce its 1937 models at the time
of the premiere broadcast of this
series; however production delays
made that plan unworkable, and
early November has been selected.

Studebaker continues to feature
Richard Himber and his Cham-
pions over NBC and is using discs.

Gadsden Is 2nd Industrial
City of Alabama
Gulf States Steel Employs 4500
Men And Is Now Building

Tremendous New Plant
WJIBY
Gadsden, Alabama

"KMA? Sie/

=
]

That

EARLS [Zation

“EARL MAY, you know! He
runs KMA, and folks out here
have been depending on his
advice for years. You see,
he’s one of us . . . raised in a
small town . knows his

farming, too. I followed his
advice about a catch crop last
year and made a nice bit of

money.
®

“Then too, he keeps us posted
on the best things to buy for
the family, the house or the
farm. Neither Earl nor KMA
has ever given us a bum

steer.

A
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“Sure, everybody out here
knows KMA!”’

7% SHENANDDAH A

DAVEN

30 STEP

‘“TEE'” ATTENUATORS

The following impedances stocked for

immediate shipment:

TYPE *T-330”

This is the first compact 30
step “T” attenuator ever
offered at a low cost. It is
perfect as a mixer and a
master gain control for low
level mixing. The new At-
tenuator has zero insertion
loss, constant impedance
both in and out at all set-
tings and at all frequencies
within the desired range,
and the lowest attainable
noise level.

30 STEPS OF ATTENUATION.
LAMINATED POSITIVE WIPING

30/30 200/200 600/600 TYPE SWITCH,

50/50 250/250 30/50 LOW NOISE LEVEL, BELOW—I30

125/125 500/500 50/200 SHIELDEO FROM ELECTRICAL
500/200 RUGGED I GHT WEIGHT

Special impedances and attentuation

upon request.

Mfrs.
meters,

of Volume Controls,
Faders,

ume Indicators, and Laboratory
ment. Write for Bulletins.

Potentio-
Main Gain Controls,
Fixed Attenuators, Non-Inductive Wire
Wound Resistors, Line Equalizers, Vol-

SIZE ONLY 233"
21/16” IN QEPT

ZERO INSERTION LOSS
FREQUENCY ERBOR: NONE OVER
E'D;ISE RANGE OF 30 TD 17,000

RESISTORS. UNIFILAR WOUND.

PRICE, $17.50
WRITE FOR BULLETIN 534

('){IAMETER BY

Daven volume controls,
main gain controls and
other Daven equipment
are used extensively in

the new modernized
KMA studios.

Equip-

THE DAVEN COMPANY

158-160 SUMMIT STREET

NEWARK, N. J.
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On a Silver Platter

NOT WITHOUT foundation have been the
“show me” shrugs of time buyers who want
to know what sort of and how much of an
audience they can expect for their radio cam-
paigns. They have in mind, first of all, that
they can get a definite circulation figure from
newspapers or magazines, or a traffic audit
for outdoor display, or a certain ratio of re-
sponse from direct mail.

Technique of radio circulation studies has
improved rapidly with development of the in-
dustry, but in every industry are advertising
executives who wonder if they are buying a
“pig in a poke” when they sign for a broad-
cast campaign. They see attractive engineer-
ing maps, trade area data, population figures
and listener surveys, but still aren’t satisfied.

What they want, as buyers of time, is cost-
per-set-family-reached or some similar figure
by which they can take a radio budget, pick
the markets they want to contact, and figure
out how they can do the job. It’s simple mathe-
matics, the same that mother applies when
she looks in her pocketbook before deciding
what to buy for dinner.

Members of the Association of National Ad-
vertisers heard two conceptions of audience
measurement at their Oct. 8-10 convention [see
article on page 9]. They heard the sig-
nal strength-program-mail-radio homes combi-
nation advanced, with emphasis on the engi-
neering standpoint, and they heard the merits
of automatic recording devices in gauging lis-
tener habits. At present they are followers of
the Crossley audience surveys.

Last summer the Joint Committee of 15 of
the ANA, NAB and AAAA released a census
of radio homes by counties and it has other
ideas in the pot. Such cooperative programs
among industries invariably are slow to ma-
ture. Advertisers, however, are serious about
this audience circulation business. They want
nice figures handed to them on a silver plat-
ter. And after all, they’re spending the money.

Multi-Station Trend

A COUPLE of years ago Chevrolet Motor Car
Co. launched its now famous Musical Moments
spot campaign and shocked broadcasters, as
well as other radio advertisers, by using more
than one station in a city and in no few cases
all of the stations. Since then, Ford Motor
Co. has followed suit, and several other spot
advertisers began using more than one station
per city. The idea even invaded the network
field, with American Tobacco Co. using both
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NBC networks simultaneously for its Lucky
Strike Dance Parade.

Now, it appears, multi-station use is becom-
ing a definite trend, particularly in spot.
Attention is focused on this trend by Blayne R.
Butcher, radio director of Lennen & Mitchell
Inc., in an able article in this issue.

As Mr. Butcher points out, advertisers long
have bought more than one newspaper’s cir-
culation in a prescribed area. He asks, there.
fore: “Why not more than one radio station?”

Advertisers and their agencies are showing
a greater awareness of radio generally, and
they are beginning to realize that multi-station
use in the same market is a good buy. Stations
and their representatives, as Mr. Butcher ob-
serves, are now shaping sales arguments to
agencies and clients along these lines. And,
he adds, “they are obviously sound.”

Stran_ge—ln_te_rlude

WE WOULD be remiss in our editorial obli-
gation if we did not take notice of perhaps
the most brazen piece of political demagoguery
we have ever seen perpetrated at a public
hearing on radio. We refer to the baiting of
Powel Crosley Jr., WLW head, by Telegraph
Commissioner George H. Payne, publicity-seek-
ing New York politician, during the FCC al-
location hearing. We are not trying to defend
Mr. Crosley, for he demonstrated he did not
need it. But we do like to see fair play.

First, be it known, Telegraph Commissioner
Payne had the bureaus of Washington news-
papers and press associations notified that he
was going to put on a show with Mr. Crosley
on the stand and that front page news would
follow. He has done that before.

The issues raised by the politico - commis-
sioner had not the remotest connection with
the subject of allocations or superpower. [See
report elsewhere in this issue.] It was simply
an attempt to throw mud for the purpose of
getting newspaper headlines. It was bureau-
cracy at its worst, perpetrated by a member
of the FCC who has nothing to do with broad-
casting. Nominally his duty is that of a mem-
ber of the Telegraph Division, but apparently
he prefers to meddle in broadcasting because
of its greater publicity possibilities.

In justice to the other members of the FCC,
we trust that it will not be judged too harshly
for the outlandish, utterly uncalled for per-
formances of a member who evidently has for-
gotten not only his function of public office,
but, judging from the sharp temper of his re-
marks, also the behavior of a gentleman. For
the broadcasting industry, we can only bow
in gratitude that this man does not serve on
the Broadcast Division.

Those Futile Hearings

EVER since Federal radio regulation began in
1927, there has been criticism of the legal pro-
cedure peculiar to radio which permits anyone
to file an application for the facilities of an
ex sting station and hale it to hearing in Wash-
ington. It doesn’t matter whether the appli-
cant is financially responsible or legally qual-
ified. The hearing is automatic. Hundreds of
thousands of dollars have been wasted by ex-
isting station licensees in defending their as-
signments because of this loophole.

Now, for the first time, former Senator Dill
has filed with the FCC a motion that it re-
quire an applicant for the facilities of one of
his client stations to post a $2,000 bond to
cover costs of his station in defending itself.
The FCC probably will deny the motion be-
cause of lack of authority to assess costs.

This action resurrects proposals of the last
few years that the FCC be given power to
require the posting of bonds. We are not so
certain that it is wise to give such power to
administrative agencies. The courts now have
it. But it certainly points to the necessity of
discouraging frivolous applications.

In one Commission quarter it is felt that the
FCC under the law can require preliminary
ex parte hearings on applications at which it
would go into the financial, legal and techni-
cal responsibility of the applicants before call-
ing a regular hearing at which the station at-
tacked would be called upon to defend itself.
If the applicant is not qualified, then the FCC
could deny its application without calling in
the respondent stations.

Such procedure, to us, seems to have a great
deal of merit. We would welcome a study of
it by the FCC in the hope that the flood of
irresponsible applications and the loss of sta-
tion time and money can be plugged.

Convention Time

BEING a democratic organization, the NAB
is “going to the people”, so to speak, to decide
when the annual conventions should be held.
It wants the broadcasters themselves to de-
cide upon the month.

During the last two years the conventions
have been held in July. There has been com-
plaint from some broadcasters about the heat
—not so much the heat fomented at the meet-
ings themselves, but the weather. So the board
of directors has authorized a referendum to
determine the time desired by most members.

Prior to 1935 the conventions were held in
the fall. The complaint then was that it cut
into the busiest season of the year when broad-
casters wanted to be at home. That’s the rea-
son the switch was made to the summer.

We'll agree that July gets pretty hot. But
we believe, too, that the industry does not
want to return to fall conventions because of
the havoc they play with business at home.
Our view is that the ideal time is the late
spring or early summer. It seems to us that
June is an excellent month. Broadcasters usu-
ally are planning their vacations then and can
dovetail their vacations with convention time.
Moreover, it is not the peak business season.

We don’t often get the opportunity to ex-
press an opinion on a ‘“political” issue. To us
any referendum smacks of politics. So with
a wave of our collective arms, and in our best
oratorical style, we advocate June as the regu-
lar convention month for the NAB. Let’s look
toward a landslide!

BROADCASTING ¢ Broadcast Advertising
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HAVING worked on both sides of
the fence, so to speak, Donald
Scholefield Shaw knows practically
all of the answers to the questions
that daily arise in the considera-
tion of radio as a medium by ad-
vertisers and agencies. After near-
ly four years as a member of the
NBC sales staff, preceded by more
than a decade of agency experi-
ence, Don last spring returned to
agency work as assistant to the
president of McCann-Erickson Inc.,
major New York agency, and
forthwith was placed in charge of
all of its radio activities. That he
was destined to leave his mark on
radio advertising progress, no one
who knows his work in the past
doubted from the day NBC reluc-
tantly accepted his resignation as
its eastern sales manager.

Just appointed to the AAAA ra-
dio committee headed by Charles
F. Gannon, radio director of Ar-
thur Kudner Inc.,, Don Shaw as
head of McCann - Erickson’s radio
activities is in charge of such pro-
grams, all on NBC, as Twin Stars,
for the National Biscuit Co.;
Death Valley Days, for Pacific
Coast Borax Co.; Mystery Chef,
for Regional Advertisers (also on
spot) ; and the newly resumed and
highly popular Standard Sym-
phony series sponsored by Stand-
ard Oil Co. of California on a Pa-
cific Coast network of NBC large-
ly for reception in the schools.
Under him also comes the Langen-
dorf Pictorial, sponsored on the
same western network by Langen-
dorf United Bakeries.

Don is one of the most likeable
men in the broadcasting business.
Today, his name is still mentioned
with highest respect at NBC where
frgm late 1932 until April 1 of
this year he was with the sales
department, the final year as east-
ern sales manager. He is liked not
only because of a charming per-
sonal manner but because the men
working with him always found
him tolerant of their views, eager
to hear new ideas, quick to adopt
them if deemed feasible.

A native New Yorker, born Sept.
18, 1898, at 38 Don finds himself
like so many others in the broad-
casting field often referred to as
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PERSONAL NOTES

DONALD SCHOLEFIELD SHAW

one of youthful radio’s bright
voung men. But brightness is im-
plemented by real ability and by
a peculiar knack for the business
of broadcasting —a knack which
H. K. McCann, president of the
McCann - Erickson Co., recognized
after only a few contacts, leading
to his selection for his present im-
portant post. That ability may
come, of course, from the happy
combination of paternal Scotch and
maternal Dutch ancestry.

His father, a native of Glasgow,
was owner and headmaster of the
Hamilton Institute for Boys, where
Don received his early schooling.
Upon graduation from Brown Uni-
versity in 1920, he immediately
went into the advertising field,
joining Larcher Horton Co., Provi-
dence agency, in the art depart-
ment. After a year there, New
York beckoned and he went into
the George L. Dyer agency, now
defunct, in a general capacity. In
1923 he joined the Biow Co. as as.
sistant art director, then was made
art director. He was in the adver-
tising department of the Vacuum
QOil Co. for three years, then with
Williams & Saylor, another New
York agency, and then did mer-
chandising for a big manufactur-
Ing concern before becoming a
partner in the agency of Cleveland
& Shaw.

His own venture into agency
ownership went by the wayside
with the 1929-30 business collapse,
but shortly afterward he met M.
H. Aylesworth, then NBC presi-
dent, and Roy Witmer, then vice
president in charge of eastern
sales. now general sales manager
of the network. He persuaded
them that they should have more
salesmen if they expected to sell
radio time and keep their clients
sold. Impressed by the zealous
young man, Aylesworth and Wit-
mer agreed to give him carte
blanche in the organization and
administration of the selling force.
How well he succeeded, evervone
in radio knows: by the end of his
second vear with NBC he was han-
dling all sales activities in one de-
partment with a staff of 24 men
as against 10 when he started.
During his three years with NBC,
the network’s annual sales volume

BROADCASTING ¢ Broadcast Advertising

www americanradiohistorv com

FRED WEBER, general manager of
Mutual Broadeasting System, and
Miss Ruth Betz of the CBS press
department were married inr New
York Oct. 10. They are spending
their honeymoon at Virginia Beach.

D. E. KENDRICK, vice president of
WIRE, Indianapolis, has announced
the promotion of L. L. Jacquier as
station manager and Jack Stillwell
as production manager. Mr. Jacquier,
formerly manager of KTSA, San An-
tonio, has been with WIRE in a com-
mercial capacity for nearly two years.
Mr. Stillwell, formerly with WNAX.
Yankton, S. D., and KTSA. joined
WIRE on Sept. 1.

DONALD FLAMM, president of
WMCA, New York, and head of In-
ter-City Group, will be honored at a
tribute dinner to be held Nov. 14 by
the Ladies Auxiliary of the Infants
Home of Brooklyn. Alfred J. Mc
Cosker, president of WOR, Newark,
is chairman of the honorary commit-
tee and Harry Hershfield is treasurer.

CLARK BRANION, formerly with
Detroit newspapers and WXYZ, and
onetime executive secretary to former
Mayor Bowles of Detroit, has been
appointed local sales manager of
WJR, Detroit, succeeding Owen F.
Uridge, who has joined the staff of
Radio Sales Inc., CBS spot sales sub-
sidiary.

HARRY BARD, former national ad-
vertising manager of the St. Paul
Daily News, Arthur H. Croghan, for-

mer] national sales manager of
WDGY, JMinneapolis, and Robert
Kennedy, formerly of the staff of

WJIMS, Ironwood. Mich.. have joined
the sales staff of WMIN, new St.
Paul local. Roberta Wessel, formerly
of WDGY, has been named office
manager.

RANDY RYAN, formerly with
WIBW, Topeka, is now managing
KJMMJ, Clay Center, Neb.. recently
purchased by family interests headed
by Don Searle, WIBW manager.

PAUL HODGES and William Sisson
have joined the sales staff of WNBR.
Memphis.

JACK MERRILL has joined the
sales staff of WMC, Memphis, and
Robert M. Gray, former Memphis re-
porter, has been named publicity di-
rector.

RALPH A. SAYRES, sales director
of KYW, Philadelphia, has been
named chairman of the radio commit-
tee of the Poor Richard Club. Phil-
adelphia.

J. N. HINCHEY. formerly commer-
cial manager of WCBA. Allentown.
Pa.. has joined the sales staff of
KYW, Philadelphia.

VERNOQON C. BAILEY. formerly of
Louisville, has joined the sales staff
of WSAZ, Huntington, W. Va.

went up from $25,000,000 to
$31,000,000.

One of his cherished possessions
today is a group picture of these
24 men, with the signature of
each affixed, which hangs on the
wall of his office. Equally cher-
ished is a similar memento signed
by NBC’s 35 page boys. As east-
ern sales manager, he was asso-
ciated with practically every ac-
count booked by the eastern divi-
sion. Every big heavyweight prize-
fight broadcast that was sponsored
on the network was sold by him
personally.

Don Shaw admits of only one
hobby—radio. He plays golf after
a fashion, but isn't very serious
about the game. He was married
in 1923, and resides with Mrs.
Shaw and their three children—
Florence, 12; Donald, 10; Reid, 6
—at Bronxville, N, Y.

S, W. FULLER, former program
nianager and production director of
KB, San Diego, has been promoted
tu station manager, filling the vacancy
created by the transfer of Roger K.
luston to the Los Angeles staff of
KHJ as sales manager. Mr. Fuller's
assistant will be Don J. Donnelly, as
manager of the sales department.

GLADSTONE MURRAY, general
manager of the new Canadian Radio
Corp., arrived in Canada Oct. 8 pre-
pared to take over his new job Nov.
2 Mrs. Murray and their two chil-
dren Ian, 9 and Anne, 7, arrived with
the new Canadian radio chieftain.

RAY FLEMMIXNG, former advertising
manager of the St. Louis branch of
Kroger Grocery Co., has joined the
sales force of KMOX, St. Louis. Paul
Phillips has been promoted from as-
sistant continuity editor to editorial
direetor, succeeding John Clark, who
left to continue his radio activities
in the East. Phillips has spent several
vears as a radio writer, eoming to
KMOX from WMCA, New York. Don
Ownbey, formerly of WBBM, Chicago,
has joined the staff as newswriter.

PHILLIP MERCER, formerly with
Critchfield & Co. and Erwin, Wasey
& Co. in Minneapolis, has been put
in charge of sales promotion at WL,
Chieago.

ROBERT SCHMID, MBS sales pro-
motion manager, and Miss Jarrett
Wells will be married in St. Bar-
tholomew’'s Church, New York, on
Oct. 17. Honeymoon will be spent in
Bermuda.

ARTHUR E. LEWIS, formerly of
WJAS, Pittsburgh., WTAX, Spring-
field, 111, and WROK, Rockford, III..,
kas joined the sales staff of WMNXNN,
Fairmont, W. Va.

WILBER JAMES McCEDWARDS,
formerly in the advertising depart-
ment of Nu-Enamel Co., has replaced
John Sandberg in NBC’s Chicago
sales promotion department, following
Sandberg's transfer to local sales in
Chicago.

WILLIAM D. PABST, of the ex-
ploitation and production departments
of KFRC, San Francisco, has been-
made assistant station manager, Tom
Breneman, manager, announced. He
is the son of Fred Pabst, general man-
ager of the Don Lee organization in
northern California.

JOHN J. GILLIN Jr., manager of
WOW, Omaha, and Mrs. Gillin are
the parents of a son, born Sept. 27
at St. Joseph Hospital, Omaha. He
was named John Gillin III.

ARTHUR MceDOXNALD, recently ap-
pointed sales manager of KEHE. Los
Angeles, and Mrs. McDonald on Sept.
921 became the parents of a son, born
in the Cedar of Lebanon hospital in
Hollywood.

BERNE WILKINS, formerly of
WEVD, New York, and Thomas
Harkins, of Philadelphia stations. have
joined the sales staff of WNEW,
Newark.

GORDON JENKINS has joined the
sales staff of KOMO -KJR, Seattle.
He was formerly employed by the
Pioneer Printing Co., Seattle.

JOHN E. ROBERTS, vice president
of Marvland Press Association and
secretary of the Certified Press As-
sociation. has joined the sales staff
of WBAL, Baltimore. For the last
three years he was Baltimore man-
ager of Western Newspaper Union.

DR. WILLIAM H. VOELLER,_ of
Conquest Alliance Co. Inc,, left New
York Oect. 10 for a fiying trip to Hol-
lywood, where he will supervise the
production of several Conquest re-
corded programs.

GEORGE H. BUCHER has been
elected executive vice president of
Westinghouse E. & M. Co., with head-
quarters at Pittsburgh, having been
raised from a vice presidency.

JOHN M. HEYER, sales manager
of WIOXBY. Kansas City, and Mrs.
Heyer are the parents of a 7 1b. son,
born Sept. 21.
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BEHIND
THE MICROPHONE

FRANK AUSTIN, formerly of KSTP,
St. Paul, has joined KDYL, Salt Lake
City, as an announcer. George Suell,
of KDYL, has had his second bhook
published, its title being Root, Hoy
and Die. Myron Fox, announcer, took
the first flight championship in the
Salt Lake City radio-newspaper golf
tourney.

DONALD HALADAY, formerly of
K VSO, Ardmore, Okla. Arthur
Schraeder, announcer and operator
formerly of WTCN, Minneapolis, and
Frank Devaney, announcer aund con-
tinuity writer, formerly of WLPM,
Minot, N. D., have joined WMIN, St.
Paul. Other additions are Marie Tol-
onen, women's activity director, Iidith
Mack, receptionist and Marjorie Gar-
retson, entertainer, formerly of WXYZ.

PAT KELLY, former San Francisco
NBC producer, is writing and pro-
ducing the radio programs for the San
Francisco - Community Chest which
are being presented on the various

stations in that city.

JACK SAYERS, onetime publicity
and script writer of KHJ, Los An-
geles, has been appointed chief night
announcer of KMTR, Hollywood.

IRNA PHILLIPS, author of Today’s
Children, dramatic serial on NBC-
Red that is now in its fourth year
under the sponsorship of Pillsbury
Flour Mills, will leave Chicago Oct.
22 on a South American ecruise in
search of new material for her story.

PETER KRUG, graduate of St. Law-
rence U, has joined the announcing
staff of WGY, Schenectady, replacing
John Sheehan, who has joined the
General Electric publicity department
to aid in GE broadcasting activities.
CARL A. DOTY, statistician, re-
places Barry Rumple in NBC’s Chi-
cago headquarters, following Rumple's
transfer to the New York offices.

JUBILESTA—W9XBY took advantage of Kansas City’s celebration
Sept. 26-Oct. 4 to stage a number of special programs and some good
promotion. Having the only booth in the municipal auditorium, W9XBY

depicted station activities and operated a temporary studio.

In all 58

programs were broadcast, including Bob Burns and other artists.
Above is the dinner given in honor of Bob Burns (center). Left to right:

Mrs. Clarence Salzer, wife of engineer;

Walt Lockman, sports an-

nouncer; Clair Heyer, sales manager; Gloria Gipson; Bob Burns Jr.;

Ward Keith, program director;

Blevins Davis,

Jubilesta publicity

director; Mrs. Hugh Parks and Hugh Parks, editor of Van Buren Press
Argus; G. L. Taylor, vice president of W9XBY, and Mrs. Taylor.

ART GILMORE, formerly of KFWB,
Hollywood, and other West Coast sta-
tions, has joined the announcing staff
of KNX, Los Angeles.

JAMES COX, new to radio, has
joined the continuity staff of KFAB-
KFOR. Lincoln, Neb., replacing Jim
Van Liew.

DAVID H. HARRIS, production
manager of WOOD-WASH, Grand
Rapids, and Miss Francis Billings.
formerly public relations director of
the station, were married in Septem-
ber. T. Wilcox Putnam has returned
to WOOD-WASH to take the public
relations post.

KENYON BROWN, formerly of
WOXBY, Kansas City, has joined the
announcing staff of Iowa Network.

HE wxo

LTIMORE AND MARYLAND

together comprise the fifth
largest market in the United
States.

WBAL is a basic National
Broadcasting Company Blue
Network station, and a Mutual
Broadcasting System affiliate.

Federal surveys show that
63.5 per cent of the rural popu-

NEW YORK « CHICAGO -

WBAL

SELLS

ARYLAND

WBAL

BALTIMORE,
National Representative: HEARST RADIO, INC.

SAN FRANCISCO -

BUYS

lation of ‘Maryland prefer a
clear channel station.

WBAL is the only clear
channel. high-power station in
Baltimore and Maryland.

The facts show that WBAL
must appear on your list for
the most complete coverage
of the country’s fifth largest
market,

MARYLAND

LOS ANGELES
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IRMA PERRY, long associated with
KOIL, Omaha, and KFAB, Lincoln.
Neb., pianist, accompanist, and vocal-
ist, has been named musical director
of the two stations.

JOHN L. CLARK, formerly of
KMOX, St. Louis, has been named
program manager of WFIL, Philadel-
phia, where he will develop new talent
and programs.

KARL BARRON, formerly of WFBR,
Baltimore, has joined the announc-
ing staff of WIP, Philadelphia.

TED MAcMURRY, engineer of
WBBM, Chicago, who was sent to
England a year ago to accompany
Jack Hylton to America and to pro-
duce Hylton's midocean broadeasts,
has been promoted to a position on
the WBBM-CBS Chicago production
staff.

MARGARET HARRIS, formerly con-
tinuity writer at KSFO, San Fran-
cisco, who is now in Hollywood, has
been signed for sketch writing on the
Shell Chateau program on NBC-Red
network.

M. DONALD HAMBLY has been
made production manager of KRE,
Berkeley, Cal., succeeding Jack Ben-
nett, who resigned to join KQW, San
Jose, Cal., as announcer and continu-
ity writer. George Stuart, formerly
announcer - operator at KJBS, San
Francisco, has joined KRE in a sim-
ilar capacity. KRE has also added
Gilbert Laing to its staff as announc-
er-operator.

KERBY CUSHING, sports announc-
er of KYW, Philadelphia, and Miss
Elsie Wheaton were married Sept. 27
at Canandaigua, N. Y.

JOHN R. McDONNELL, formerly
with Northwest stations, has joined
KJIBS, San Francisco, as announcer-
operator, succeeding George Stuart,
resigned.

HARRY DE LASAUX has been add-
ed to the announcing staff of KYA,
San Francisco, succeeding Kenncth
Higgins, who resigned to join KFRC,
that eity, in a similar capacity. De
Lasaux, was formerly on the announc-
ing staff of KFSD. San Diego, and
prior to that with NBC in San Fran-
ecisco.

EDGAR JACOBS, announcer, has re-
placed Charles Glover Delaney, who
left WEFBIL, Syracuse. to hecome com-
mercial manager of WESG, Elmira,
N. Y.

KATHERINE CUFF, publicity di-
rector of WFBL, Syracuse, has re-
signed effective Oct. 17 to join the
staff of Radio Guide, Chiecago.

RAY BUFFU)M, formerly publicity
director of KOIL, Omaha, on Oect. 1
became publicity manager of KFWB,
Hollywood.

HAL METZGER, manager of press
and special events departments at
WTAM, Cleveland on Oect. 12 was
advanced to the position of program
director of the station. Robert Dailey
formerly radio editor of the Toledo
Blade, becomes manager of the press
department on the same date. Mr.
Metzger retains the supervision of the
special events department under his
new assignment.

MAURICE A. RIDER has joined
KIRO, Seattle, in full charge of news
broadcasts. H. R. Langan, former
studio manager and chief announcer
of KXA, Seattle, and KVOS, Belling-
ham, Wash., has joined KIRO, as has
Gordon Bambrick, formerly of KIDO,
Boise.

LARRY DODDS, formerly of WPAY,
I'ortsmouth, has joined WSAZ, Hunt-
ington, W. Va., filling the vacancy
caused by the illness of William Her-
bert. Robert Burns is back after an
appendectomy.

BRUCE FOUCHE, formerly with
WOR press department and Western
Newspaper Union, has joined the CBS
press department in New York. Other
additions are Helen Nolan, formerly
of New York American, Jack Skinner,
and John Lagemann.

EDDY BROWN, concert and radio
violinist, has been appointed musical
director of W2XR, New York, it wa
announced Oct. 6 by John V. L. Ho
gan, president of the Interstate Broad-
casting Co.

JOSEPH KELLY has resigned from
the announcing staff of WLS, Chica-
go, to devote his time to free lance
announcing. He will continue to serve
as master of ceremonies on the Sat-
urday evening National Barn Dance
broadcasts over NBC.

JACK ODELL is back at his an
nouncing post at WAAF, Chicago
following a siege of pneumonia.

HERB MORRISON, formerly o
KQV, Pittsburgh, has joined the stafl
of WLS, Chicago, where he will dou
ble as announcer and production man

FRANK BAKER, for the past si>
months in NBC’s Chicago continuity
department and previously in charg:
of all broadecasts from the Edgewate
Beach Hotel in Chicago, has bee
added to the WLS continuity staff t
handle commercial announcements.

JACK HOLDEN, WLS announcer
is now playing the role of Tom Mi:
in the Juvenile serial sponsored b;
Ralston Purina Co. five afternoons :
week over NBC. Holden joined th:
program, which was recently moved t«
Chicago after being produced for tw:
years in New York, on Oct. 5.

EDITH ADAMS, member of th
Girl Alone cast of NBC's Chicage
studios, and Paul Dowty, of the CB.
announcing staff. will be married a
the First Methodist Church of Evans
ton, Ill., on Oct. 16.

LARRY KEATING, who recentl:
joined the NBC announcing staff i
San Francisco, has taken on tlie a¢
ditional duties as master of ceremor
ies for the transcontinental Monda
evening Carefree Carnival progran
which originates from the Communit
Playhouse in that ecity.

HELEN HARTZER. in the account
ing department of KFRC, San Frar
cisco. has announced her engagemen
to Charles Jones, contractor in tha
city. Wedding is scheduled for Nov.1¢

JOSEPH ALVIN, formerly a men
ber of the Chicago NBC press d¢
partment, has been made assistant t
Harold Bock, the network’s press rej
resentative in Hollywood. accordin
to announcement hy Llovd E. Yode
NBC western division press depar
ment manager in San Francisco. A
vin recently was associated with Lor
& Thomas in Los Angeles.

BERRY KROEGER, formerly wi
KHJ and KNX, early in Octob
joined the announcing staff of KF WY
also in Hollywood, replacing Arthr
G:il}ngre who resigned to go witI
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| KOL, Seattle, and WLS, Chicago,
early in October joined the conti-
nuity department of KNX, Holly-
wood.

JACKSON WHEELER, onetime an-
nouncer at KFI, and later with KHJ,
Los Angeles, on Oct. 5 became a staff
announcer at KNX, Hollywood.

DAVE CARTER. with the New York
publicity staff of CBS, on Oct. 6
arrived in Hollywood to become
publicity director for CBS-KNX.
Miss Connie Vance, former publicity
head for KNX, will remaiu as Mr.
Carter's assistant.

THOMAS FREEBAIRNXN - SMITH,
announcer at KNX, Hollywood, early
in October was promoted to chief
announcer of the CBS station.

ABC Barn Dance

PARTICIPATING sponsorship of
the ABC Barn Dance, broadcast
7:30-8 p. m. (CST), Wednesdays,
over the Affiliated Broadcasting
Co., beginning Oct. 7, has been as-
sumed by American Book Mart,
Chicago (rare books), through E.
H. Brown Adv. Agency, Chicago;
Sterling Casualty Insurance Co.,
Chicago (penny-a-day insurance),
through Frankel-Rose Co., Chi-
cago; and Picture Ring Co., Cin-
cinnati (novelty rings), through
Frederick W. Ziv Inc., Cincinnati.
A limit of six sponsors has been
set on the half-hour period.

Cudahy Extends

CUDAHY PACKING Co., Chicago
(Old Dutch Cleanser), on Sept. 28
extended the broadcasts of Bache-
lor's Children which it sponsored
last year on WGN, Chicago, to in-
clude eight stations on a combined
MBS-CBS hookup. Program, which
is broadcast from 10:15 to 10:30
a. m., Monday through Friday,
originates at WGN, which feeds it
to WLW on Mutual lines and to a
Columbia network of WABC,
WCAU, WJAS, KMOX, WJR and
WHK. Agency: Roche, Williams
& Cunnyngham Inc., Chicago.

Princess Pat on ABC

PRINCESS PAT Ltd., Chicago
(cosmetics), on Oct. 11 started
Princess Pat Play of the Week on
Affiliated network, Sun. 1:30-2
p- m. (CST). The first sponsor

signed by the Affiliated network
last spring, Princess Pat has been
scheduled to begin several times
previously, but was prevented for
one reason ol another until now.
Agency: MecJunkin Adv. Co., Chi-
cago.
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WOW FOR KFAB—When KFAB’s
man-on-the-street, Lyle DeMoss,
was visiting in Fremont, Neb. last
month for a broadcast, whom
should he meet and interview on
the air but John Gillin Jr., man-
ager of WOW, Omaha, keen com-
petitor of KFAB’s companion sta-
tion in Omaha, KOIL. Mr. Gillin
was in Fremont for the state con-
vention of the Junior Chamber of
Commerce, of which he is national
vice president. Here Mr. Gillin is
shown holding the first edition of
Radio News Tower, his station’s
new listener publication.

Pursang’s Spot Drive

McKESSON & ROBBINS Inc,
Bridgeport, Conn. (Pursang tonic),
is using one- minute transcribed
daytime announcements, Mondays
through Fridays, on WGY, WMAQ.
WOW, WWL, WNAC, WSAZ and
WSYR, Oct. 5 through Nov. 9, and
a quarter - hour transcription se-
ries, Musical Varieties, on WOR,
Monday and Wednesday, 8:15-8:30
p. m., starting Oct. 7. The agency
is H. W. Kastor & Sons Adv. Co..
Chicago.

s STANDARDSYMPHONY

POPULAR IN WEST

STANDARD OIL Co. of Califor-
nia, San Francisco, a2 pioneer in
the sponsorship of fine music, on
Oct. 8 presented its 469th Stand-
ard Symphony Howur over the NBC
Pacific Red network, marking its
ninth year of continuous sponsor-
ship of the program. One of ra-
dio’s most notable contributions to
the advancement of fine music, the
program is heard Thursdays at
8:15 p. m., originating in the com-
munity Playhouse in San Fran-
cisco. An outstanding feature of
the weekly program is the absence
of advertising. Standard Oil Com-
pany actually started sponsorship
of fine music in October 1926,
broadeasting concerts by the San
Francisco Symphony and the Los
Angeles Philharmonic orchestras,
simultaneously over stations KPO,
KGO and KFI, before NBC was
on the West Coast. The broadcasts
were the result of an appeal made
by the San Francisco Symphony
to overcome a budget deficit. The
oil company donated $10,000 for
the broadcasts and the response
from music lovers was so great
that arrangements were made in
October 1927 to present the con-
certs every Thursday night over
an NBC network. Mishael Piastro
is the current director of the
Standard Symphony Hour.

MRS. WILLIAM THOMAS, wife
of William Thomas of the NBC
press department in Radio City,
died Oct. 6 after the birth of a
son, their first child.

Advertizement

W

100

OSEALIVE 5

000,000 Cotton

CHOOSE
WREC as a “HI”

Spot for

Your Test

Campaigns. If They Won’t
Work Over WREC = In The
Responsive Mid-South
Market;They Won't
Work in Any Market
Anywhere

PAUL H.
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Wide Range Transmission—5,000 Watts Power

NATIONAL REPRESENTATIVES
RAYMER COMPANY
NEW YORF. - CHICAGO - SAN FRANCISCO

TENNESSEE'S FIRST AND MEMPHIS

FINEST RADIO STATION

- AFFILIATED.
WITH COLUMBIA BROADCASTING SYSTEM

Out Here
In Chicago...

® Some Random Thoughts,
Most of Which Concern
WGES, WCBD arnd WSBC

= By GENE T. DYER —

This is your column, too —so
send along any item you have!

MORE than 100,000 persons
have attended various parties given
by WGES so far this year. Tw:el\{e
thousand attended a single picnic
for Americans of German birth or
parentage. When you buy radio
advertising it’s pretty nice to know
that the station you select has real
popularity backing!
Hard to believe: A Michigan muin-
ister uses WCBD to broadcast to
listeners in his home town (150
miles away) rather than use his
local radio station. “WCBD comes
in better,” the minister explains.
* % %

“The neatest
and best set-up
of any local
station T've
ever seen,”
was the com-
pliment paid
WSBC’s new
model studios
and transmit-
ter by a radio operator who has
seen most all of them. Visit
WSBC when next you’re in Chi-
cago. Frank Stanford, its man-
ager, will be proud to show you
'round.

* * *

WEMP, Milwaukee, acknowledges the
congratulations of this column on its
first birthday with this boast: “We're
headed for first place in local busi-
ness and are mighty close to the top

right now!” Thats spunk from a
yearling!
How’s this for an announcing

staff: WGES has eighteen full
time announcers—eleven of whom
present Americanization programs
in that many foreign tongues.

* * %

WCBD’s authority to operate with
Chicago as its main studio has
been approved by the FCC. Many
new features and services are
being planned.

*

Street broadcasts have become so
thick in Chicago that interviewers
are talking into the wrong micro-
phones, almost. Two stations picked
the same identical spot and time
the other day. After arbitration
one station changed the time of
its broadcast and everybody lived

happily. y )
As in the primary, WGES is leading
in the amount of local political
broadcasts. The politicians know how
to get their message to the bulk of
the Chicago citizenry.
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AT OPENING GUN—At left Chief Engineer Craven opens the hear-
ings; at press table, the genial G. Franklin Wisner, FCC press chief,
at his “knitting”. At right is group of Westinghouse and ex-Westing-
house executives: Walter C. Evans, manager of broadcasting for West-

inghouse; C. W. Horn, NBC development and research director; Georgel

Law, Westinghouse counsel; Horace L. Lohnes, Washington attomey}
S. D. Gregory, assistant manager of broadcasting for Westinghouse
Frank B. Falknor, CBS western division chief engineer. !

Chamber’s Case for
CLEAR CHANNELS

CONTINUING the Clear Channel
Group presentation during the
afternoon session Oct. 6, Joseph A.
Chambers, consulting engineer and
former chief engineer of WLW,
presented a detailed technical case
in favor of superpower and clear
channels. Utilizing slides and pho-
tographic charts, together with re-
cordings of station signals to prove
his points, Mr. Chambers con.
sumed some four hours for his
technical presentation.
. In consonance with the preced-
ing speakers, Mr. Chambers advo-
cated an evolutionary change
rather than a widespread realloca-
tion, urging progressive modifica-
tions of the present structure.
Mr. Chambers brought out that
under existing allocations there are
195 local station assignments, 206
unlimited regional station assien-
ments, nine assignments of unlim-
ited high powered regionals, 51 as-
signments on so-called clear chan-
nels and 148 limited time assign.
ments.

Would Eliminate Daytimes

AS FOR limited time and daytime
assignments on clear channels, he
advocated that they be eliminated
because of the impairment to day-
time reception they cause upon the
dominant stations on the clear
channels. As power increases, day-
time service increases and that
translates itself into better rural
coverage, he said.

Mr. Chambers praised the pres-
ent system of allocations, that is,
the classification of clear, high
power, regional and local stations.
He said this diversification of allo-
cations is necessary to provide
adequate coverage for all types of
listeners. He emphasized again
that the majority of rural and
small town listeners are almost en-
tirely dependent upon clear chan-
nel station service. Ultimately, he
said, ultra - high frequencies mav
become available for local broad-
cast service and synchronization
methods on regional and local
channels may tend to improve serv-
ice of its stations. Clear channels
should be kept clear for future ex-
pansion and such clear channels as
now are duplicated should be re-
classified and placed in other cate-
gories, he said.

Mr. Chambers pointed to numer-
ous field surveys to prove his con-
tention that only with clear chan-
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nels can the rural listener receive
adequate service.

He recommended more stringent
regulation of stations to prevent
over-modulation interference, that
is, interference which breaks
through on adjacent channels in
terms of harmonics.

No Adjacent Interference

HE RECOMMENDED an 85%
modulation, which he said would
eliminate over-modulation harmon-
ics. By way of discrediting argu-
ments that superpower tends to
blanket out reception of stations
on adjacent channels, or for that
matter any other stations, M.
Chambers played a series of re-
cordings of programs of stations
on both sides of the 500 kw. WLW.
These essayed to show that sta-
tions like WOR, WGN, WEAF,
WMAQ and others on neighboring
channels, each with 50,000 watts
power, came in with excellent sig-
nal strength at a location only 4%
miles away from the WLW trans-
mitter.

Exhibiting additional charts and

graphs, Mr. Chambers said these
showed that if two 50,000-watt sta-
tions on opposite coasts were dupli-
cated on the same channel without
directional antennas, the secondary
service would be non-existent. Ac-
tually, he said, each station would
cover only about 85 miles from its
transmitter. With directional an-
tennas and_ the use of one lower
powered station on such channels,
he said, there would be some secon-
dary coverage but none that com-
pares with the coverage of a sta-
tion even with nominal power
when it operates exclusively on a
clear channel. Directional anten-
nas, he said, also would help to
increase the secondary service of
the dominant station but would not
enable wide coverage of the char-
acter expected from clear channels.

As for daytime stations operat-
ing on clear channels, Mr. Cham-
bers recommended a rearrange-
ment of assignments to prevent in-
terference and a ban on the licen-
sing of any future daytime sta-
tions on such waves. Instead of
these daytime stations signing off
at local sunset, he said, they should

chief technical witness:

frequency difference 0.001 to 1.

tables.

tions.

125 millivolts to 1 volt or more.

SUMMARY OF CLEAR CHANNEL VIEWS

HERE are technical recommendations of the Clear Channel Group
as presented to the FCC allocation hearing by Joseph A. Chambers,

1. That there be no radical reallocation, in view of the necessity
for retaining all the present classes of stations.

2. That the field intensity ratios for common and adjacent chan-
nel interference limitations be changed as regards the adjacent-
channel figures, and be unchanged as regards the same-channel
figures, as follows: Same channel, 20 to 1; 10 ke. frequency dif-
ference, 0.1 to 1; 20 kec. frequency difference, 0.01 to 1; 30 ke.

That interference with 40 kc. separation between stations is
sufficiently low to be ignored in the signal ratio and separation

3. That present empirical values of signal strengths required for
various grades of service be maintained for regulatory purposes.
4. That mileage separation tables, if continued in use, give way
in all cases to field measurement data or otherwise known condi-

5. That the present value of “blanketing” signal be changed from

6. That no allocation plan be set up based only on geographical
conditions.

7. That there is no objection, from the point of view of the Clear
Channel Group, to a horizontal or other increase in night power
to 5 KW by Regional stations.

8. That daytime duplication of Clear Channel assignments is not
objectionable if the present specified 1000 miles separation is main-
tained, and providing the duplicating station signs off at the hour
of sunset one-half way between the longitudes of the two stations.

9. That the present 30 clear channels remain clear, with such
change of regulations as may be required to authorize operation
with a minimum power of 50 kw. and an unlimited maximum
power, where proper showing is made.

10. That no change in the status of the 10 duplicated channels,
now classed as Clear Channels, appears necessary other than a
change in nomenclature.

—— W AT EARTE S O ST e T o

really sign off at sunset at a poin
half way between the duplicate
stations, thus insuring better prop
agation for the dominant station

Chambers’ Cross-Examination

WHEN Mr. Chambers resumed his
protracted technical testimony a
the Oct. 7 session, he was subjecte
to a grilling cross-examination b
Comdr. Craven, the questioniny
being aimed at breaking down the
theory that clear channels are es
sential to afford rural coverag¢
and that there can be no duplica;
tion on them.

Mr. Chambers delved into radi
theory by estimating coverage o
stations not only of 500,000 watts
at particular locations but also o7
5,000,000 watts. He indicated tha
the latter type station could pro
vide effective service over the en;
tire country, adding that it wa
entirely possible to build such sta
tions. A station on the easten{
coast using a directional antenn:
with 500,000 watts, he said, coul
do an acceptable service job over
most of the territorial area of th
United States. t

Recalling the outeries agains;
superpower virtually from the be:
ginning of commercial broadecast.
ing, Mr. Chambers brought ou
that all of them proved groundless:
and that instead of any deteriora
tion of service the result was im.
proved service particularly for th!
less fortunate rural listener. In be'
half of the Clear Channel Group
Mr. Chambers favored a horizon
tal increase in power for regiona
stations, declaring these increase:
should be encouraged. He said tha:
the only problem of interference i:
that it might occur on adjacen
channels and that the solution la}
in improved receivers of sufficien
selectivity.

“To procure the maximum us
on clear channels we should us«
the highest power possible,” he
said. He advocated 50 kw. as the
minimum with no maximum.

Even if all of the clear channel:
used superpower, Mr. Chamber:
-said ‘under Comdr. Craven’s cross
examination, satisfactory servic
could not be provided everywher«
in the country.

Superpower’s National Coverage

RESPONDING to a Craven in
quiry as to whether all rural lis.
teners could get as many as 2
of the clear channels if all 30 o
those now on the air were oper
ating with superpower, Mr. Cham
bers said he doubted it because o
the distance factors involved. Re
ducing the figure to 15 of the 30
Mr. Chambers said that sucl
might be possible during bes
night conditions but certainly

BROADCASTING ¢ Broadcast Advertising
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/i % In our opinion the 2I1C is the finest 5 kilowatt
i transmitter that has ever been built. We believe
that if you see it operating in regular service and
; study its amazing performance you will agree with
: our appraisal.
h Among the 21C's many engineering achieve-

18 ments are a new type of high efficiency grid modu-
! lation, a new distortion balancing system effective
i at all audio frequencies, low power consumption, low
‘ tube cost and unequalled fidelity of transmission.

We invite you to see for yourself.
3
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"COLLINS RADIO COMPANY
At

: CEDAR RAPIDS, IOWA * NEW YORK, 11 West Forty-Second Street
i ,
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TALKING TT OVER — Left to right- Hoyt R, Waaten, WRE(C and
WHBQ, Memphis; A. S. Clarke, Washington engineer; A. L. Chilton,

KLRA, Little Rock, Ark., and WGST, Atlanta; W. H.

Summerville,

WGST: 8. C. Vinsonhaler, KLRA; Andrew D Ring, FCC assistant chief
engineer for broadcasting; William Way, KVOO, Tulsa.

would not be during the daytime.

Mr. Chambers insisted that use
of superpower will not affect the
present methods of radio opera-
tion materially, and that it would
not mean the destruction of other
classes of stations. He brought
out that the development of ultra-
high frequencies for local service
in the future, and the possible
use of channels such as those in
the 1500-1600 kc. band for similar
service, would take care of future
urban needs. For that reason, he
said, clear channels should be kept
clear if service to rural listeners
from distant stations is to be pre-
served. He said he had no idea of
abandoning regional or local serv-
ice in his advocacy of superpower.
Comdr. Craven took issue with Mr.
Chambers’ recommendation that
blanketing be considered a signal
intensity of 1 volt rather than %
a volt. He brought out that many
of the complaints received by the
FCC alleging blanketing were in
thf order of 100 microvolts to %
volt.

KGO-WGY Duplication Cited

THE example of east-west coast
duplication on the clear channel of
KGO, Oakland, with 7,500 watts,
and WGY, Schenectady, with 50,-
000 watts, was cited by Comdr.
Craven. Calling this a “practical
case’’ of duplicated operation, he
asked whether it was not true that
both stations covered substantial
rural areas. Mr. Chambers, how-
ever, declared that neither was
serving as much as it would if the
channel were clear and that a
substantial amount of service to
rural residents was lost. Comdr.
Craven pressed the question of the
Clear Channel Group plan for 30
superpower stations and the re-
sults that might be procured as
against duplication of the clear
channels. He pointed out that

WTIC, Hartford, and KRLD, Dal-
las, are operating simultaneously
on the 1040 kc. channel and asked
whether their service was cur-
tailed. Mr. Chambers said the sta-
tions had doubtful night time cov-
erage although he had not made
an actual study of them.

“Why is it not feasible, for ex-
ample, to place a 50 kw. station
on the west coast and at the same
time establish another station of
low power in the east of, say, 500
watts and using a directional an-
tenna?” Comdr. Craven asked.

Mr. Chambers responded that it
is not feasible because it would
immediately prohibit the possi-
bility of the 50 kw. station per-
forming improved rural service.
He contended it would cause some
interference somewhere and cur-
tail distant coverage.

Comdr. Craven then posed the
same question but suggested that
the 500-watt station might be in
Maine with the 50,000-watt sta-
tion in Los Angeles and with a
directional antenna in use. He
asked why that would be wrong.
Mr. Chambers responded that if
the directional antenna prevented
interference, there could not be
any objection, but he said he felt
that under present technical con-
ditions, interference would result
and there would be curtailment of
dominant station service.

“Then you feel that the west
coast station should serve Maine?”
asked Comdr. Craven.

“Not now but in the future I
think that is a possibility,” Mr.
Chambers said, again adding that
he felt it would limit the future
chances of such a clear channel
station serving increased areas.

A protracted colloquy on pos-
sible European interference was
precipitated by Comdr. Craven.
Mr. Chambers said he thought
that from an engineering stand-

point the situation in Europe was
parallel to that in the United
States although it is entirely dif-
ferent socially.

Mr. Craven asked whether, with
thirty 500,000-watt stations in this
country, there would be created an
interference problem with Euro-
pean stations operating on the
same channels. Mr. Chambers de-
clared that he felt this would be
minimized because of the time dif-
ferentials of some seven or eight
hours between this continent and
Europe, and the fact that our sta-
tions would be operating when the
other stations for the most part
would be off the air.

The FCC chief engineer asked if
it were not a fact that with super-
power the question of allocations
among nations would be not ex-
panded from that of a regional
situation to an international one.
He asked also if it were not pos-
sible that this country might be
required to surrender certain of
its channels to prevent this sort
of interference. Mr. Chambers ar-
gued that the best thing for this
country would be the use of super-
power on these channels since that
would discourage operation of
other stations on the channels.

Costs of Superpower

COMDR. CRAVEN then invaded
the subject of superpower station
operation and costs. Mr. Cham-
bers had not given any testimony
on this subject, but in his prepared
statement there was a figure of
$45,000 per month for operation
on a 500 kw, station including
program costs. He said he had
preferred not to give this infor-
mation because of possible inac-
curacies and his incompetence to
discuss program costs.

Pressed by Comdr. Craven, Mr.
Chambers estimated that the av-
erage technical maintenance cost

of a 50,000-watt station, including
depreciation, is $66,000 a year.
For a 500,000-watt station he esti-
mated this cost would be $200,000
per year. The depreciation of a
50,000-watt transmitter, he said,
is written off over a six year
period whereas in the case of a
500,000-watt transmitter it is over
a 12-year period. He estimated '
that the entire cost of installation |

of a 500,000-watt transmitter is |

approximately $463,000.
On redirect examination, Mr, |
Caldwell endeavored to clear up

some of the controverted points i

raised by Comdr. Craven. He eli- |
cited from Mr. Chambers the in- |
formation that a 50,000-watt in- |
stallation overall costs $310,000.

Resuming the international in-
terference topic, Mr. Caldwell
asked ‘Mr. Chambers about the
time differentials, and brought out
that there would be little likeli-
hood of interference. He also in-
quired if the transmission over the
magnetic poles to Europe would
not constitute an absorption factor
which would minimize the strength
of the signals. Mr. Chambers said
there was no definite knowledge on
this subject but that the theory
was that radio signals take the
“Southern route” rather than over
the poles.

Mr. Caldwell pointed to the
superpower trend in Europe and
asked if it were not true that, if
in Europe stations went to 500 kw.
while U. S. stations staved at 50
kw., serious interference would
not result to the stations in this
country. Mr. Chambers responded
in the affirmative. Mr. Chambers,
responding to Mr. Caldwell’s ques-
tioning, reiterated previous state-
ments that duplication on clear
channels would prove disastrous
for rural coverage.

INTENT LISTENERS — Left to right:

George W. Smith, WWVA,

Wheeling, W. Va,; John P. Ryan, WSPD, Toledo; Father John W.
Hynes, S.J., WWL, New Orleans; Father O. L. Abel, S.J., WWL; A. S.
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Foster, WWL; C. W. Horn, NBC; Frank M. Russell, NBC; Phillip J.

Hennessey Jr., NBC.
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- A Model of Broadcasting Efficiency

RADIO_STATION WREC . MEMPHIS . TENNESSEE

™

Truscon Vertical Radiators are impor-
tant factors in maintaining high stand-

4 Two Truscon Vértical Radiators com-

b e b s .

bine with the most modern transmis-

‘sion equipment to make radio station ards of signal transmission and re-

WREC a model of broadcasting
efficiency. Operating on the direc-
ticnal system, WREC can concentrate
its maximum assigned power with
high fidelity modulation in selected

ception. Night fading is practically
eliminated. Structurally, Truscon Ver-
tical Radiators, although entirely self-
supporting, have exceptionally high
factors of safety to resist the terrific

areas of greatest population density. stresses and strains of ice and wind.

i The results are what ma For complete information 3
i Ly P

be termed *“Custom-Built about the commercial and

technical advantages of
Truscon Vertical Radiators, ¢
- communicate with Truscon /

1
Broadcasts Whereby an ad- Orther Truscon Products
used in WREC’s new

vertiser can have his pro- transmitter house:

; gram concentrated in Steel Casements

Opee-Tppaiiscl) gl Steel Company, Youngs-
town, Ohio, or direct with il

the Truscon office located

| “wanted” areas and elimi-
4 { Ferrobord Steel

2 nate practically all interfer- Roofdeck
Diamond and Rib Lath

ence from other stations on
: Catalogs on Request.

H ‘ the same frequency..

TRUSCON STEEL COMPANY, YOUNGSTOWN, OHIO

in your vicinity. ‘ ;
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wscon VERTICAL saoions
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RMA for Spomnsorship
ON SHORT WAVES

ADDING to the weighty volume of
technical testimony in support of
clear channels and superpower,
was the presentation in behalf of
the Radio Manufacturers Associa-
tion Oct. 6. Appearing first was
Bond Geddes, RMA executive vice
president and general manager,
who read to the FCC two resolu-
tions adopted by the RMA board
at a special meeting last Sept. 24.
One advocated that clear channels
be retained as they are; that re-
strictions as to the increase of
power be withdrawn, and that the
Commission establish minimum
power requirements for clear chan-
nel stations. This was in line with
the proposal of the Clear Channel
Group.

The second resolution recom-
mended that the FCC remove re.
strictions on commercial use
through sale of time of shortwave
stations in this country and that
shortwave stations be placed on
the same commercial basis as sta-
tions in the standard band. In this
connection, RMA brought out that
good shortwave broadcasting would
reach and serve many locations in
this country where, because of
other conditions, standard broad-
cast band reception is practically
impossible or very poor. It advo-
cated the building of higher pow-
ered shortwave stations.

A third resolution proposed that
present regulations making unlaw-
ful the rebroadcasting of short-
wave programs by regular stations
be rescinded and that such short-
wave broadcasting be permitted to
be picked up and rebroadecast by
other stations in the standard band
without further restriction but with
the permission of the originating
station.

Horle Describes Receivers

THE RMA technical case on re-
ceiving set characteristics was pre-
sented by Lawrence C. F. Horle,
consulting engineer. He pointed
out that receiver characteristics of
today have evolved largely under
the influence of broadcast alloca-
tions and also the economic limi-
tations imposed on the design and
productien of equipment for gen-
eral public use.

Continued evolution, Dr. Horle
said, will doubtless bring continued
improvement of receiver character-
istics but “no improvement of
major importance can be confident-
ly expected at once except at pro-

hibitive cost and Dbecause, also,
while only relatively minor modi-
fications in frequency assignment
practices may be expected to pro-
vide rather important improve-
ments in broadcasting reception.”

Dr. Horle then went into a tech-
nical discussion of selectivity and
fidelity of receivers and in related
provinces. The super - heterodyne
receiver has become more or less
standard during the last half dozen
vears and promises to continue as
the most desirable circuit, he said.
He urged that there be developed
a coordination between transmis-
sion and reception characteristics
which will provide maximum fidel-
ity for the listener and minimum
interference. He said the RMA had
appointed a special conference com-
mittee on frequency assignment
for the establishment of coopera-
tion and liaison with the Commis-
sion to that end.

IRE Favors 500 kw. on
CLEAR CHANNELS

A CLEARCUT stand for super-
power and retention of clear chan-
nels, as well as for adherence to
strict engineering principles in al-
locations, was presented by Alan
Hazeltine, president of the Insti-
tute of Radio Engineers. Declar-
ing that reasonable stability in the
broadcast structure should be
maintained and that its healthy
growth should be fostered, he de-
clared that from the practical
standpoint no sudden or drastic
change, regardless of technical
merits, would be possible.

Dr. Hazeltine commended the
present policy of granting experi-
mental licenses for exploratory
work and recommended that it
should be continued. This is de-
sirable, he said, because of the im-
minence of the development of
ultra - high frequencies for broad-
cast uses. In accord with the
Craven recommendation, he urged
that changes in broadcast alloca-
tions be made on an evolutionary
basis and after experimental trial.

“From the engineering stand-
point,” he said, “it is believed that
the continuance of an adequate
number of clear channels is the
only economic way of extending
broadcast service worthy of the
name to the scattered populations
of the nation’s farms and country
towns. * * * If there were ever
any doubt concerning the extent to
which rural listeners depend upon
clear channel stations for their
service, the results of the alloca.-

Eating Crow?

A SQUABBLE over squab led
to a gastronomical surprise
for Frank B. Falknor, CBS
division <chief engineer in
Chicago, during the FCC allo-
cation hearings in Washing-
ton. Expressing a desire for
the delectable bird Oct. 6 to
a couple of his friends, they
immediately set out to ap-
pease his wish. Leaving him
behind, they journeyed hither
and thither and finally wound
up at a pet shop where they
purchased a delicate green-
hued South American par-
rot — the closest they could
get to American squab-
pigeon. To a Chinese restau-
rant they journeyed. The
chef put squab on the menu.
An hour later they arrived
with Engineer Falknor. He
ordered the squab, and com-
plained only of its toughness.
His hosts—J. V. Cosman, of
the Federal Telegraph Co.,
and M. R. Mitchell, chief en-
gineer of WJR — ordered
chicken chow mein'!

tion survey recently published by
the Commission should serve to re-
move it.”

Cites Success of WLW

DR. HAZELTINE advocated the
use of “the highest power that is
technically and economically feas-
ible” on clear channels. He pointed
to the success of the WLW experi-
ments which he said were striking-
ly confirmed in the allocation sur-
vey as evidence of the desirability
of using power on clear channel
stations of 500,000 watts or more.
Turning to shared channel allo-
cations, or those in the regional
or local classifications, Dr. Hazel-
tine argued that of primary im-
portance in this field are the dis-
tance tables used by the FCC for
separation between stations on the
same channel. The present arbi-
trary tables, he said, should be re-
vised in accordance with actual
field measurements which would
take into account propagation con-
ditions throughout the country and
therefore be based on factual data.
These would be far more complete
and reliable than present tables.
“Under the circumstances,” he
said, “it is believed that better bal-
ance within the allocations struc-
ture and increased capacity for
service within the broadcast band
will be promoted by allowing the
distance tables to be superseded in

1

specific instances by an adequate'
showing of fact.” {

Invading directly the regiona]"
station plea for a horizontal in-
crease to 5,000 watts at night, Dr.!
Hazeltine said that on shared
channels higher night power can-
not be regarded as a measure for!
reaching a larger group of listen-
ers but rather as a desirable step |
to improve the service being re-
ceived by the audience which al.
ready exists.

“It is believed that in many
cases 1 kw. is wholly inadequate
for affording the grade of service
which the local communities served
by regional stations have a right |
to expect at the present stage of
the art,” he said. There would be
no change in the natural interfer-
ence of stations on the same chan-
nel through quadrupling the pow-
ers of those stations, he testified.
Concluding, Dr. Hazeltine said
there is need for more detailed
engineering data regarding radio
service throughout the country.
Such a survey, he added, should
chart not only the service areas|
of individual stations but alsc
would integrate the service avail- |
able to listeners in varied sections |
so that some picture may be ob-
tained of the structure as a whole |

SN

Lafount Opposes ]
MORE NEW STATIONS |

—

" CONTENDING that the country

now has all the stations it car
possibly support, former Radic |
Commissioner Harold A. Lafount;
on Oct. 8 asked the FCC Broad- |
cast Division to cease licensing'|
any appreciable number of new
stations, but better to take care
of existing part-time outlets by
improving their status.

Speaking solely as a forme
commissioner, Mr. Lafount pre
sented a statement delving deeol:
into the economics of broadcasting
and asserted that in his opiniol
substantially half of the non-net
work stations of today are no
showing profits.

Mr. Lafount urged the FCC t:
delay superpower increases ‘‘unt’
further additional information i
available.” He said the clear chan
nel survey of the FCC proved con
clusively that 50 kw. stations ar
now serving rural listeners am
that additional power at this tim
is not essential. It is not ex
pected, he said, that the signa
strength provided city listeners b
available to rural listeners an
more than the rancher expects fou

CROSS-TALK—Left to right, facing camera; Paul Singleton, KGW and
KEX, Pertland; Charles Chatterton, KGW and KEX; John C. Kendall,
Portland attorney; Glen Litten, KFSD, San Diego; S. R. Winch, KOIN
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and KALE, Portland, Ore.; Charles W. Myers, KOIN and KALE; Loui

Bookwalter, KOIN and KALE.
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... the first step in upholding
the TECHNA STANDARD

Durability of the materials used in manufacturing Techna
products is predetermined by laboratory control. Waxes
and plastics, chromium and cadmium plating—all Techna
materials and processes are subjected to scientific analysis
to prove their suitability and wearing qualities. For Techna
builds to one standard—the highest; and to one price—the

lowest consistent with that standard.

Techna studio speech input, public address, recording,
and transcription equipment will meet your most exacting
requirements. Techna prices will meet even the modest
budget more than half way. Inquiries regarding specifica-

tions and prices are answered promptly

\ New York 926 HOWARD STREET, SAN FRANCISCO CHicAGO
Cable address “Techna” Bell Teletype “SF-329
BROADCAST .... PUBLIC ADDRESS.... RECORDING .. .. LABORATORY EQUIPMENT
LA
i ~—
!
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CORRIDOR CONFERENCES — Facing camera,

left to right: Paul

Godley, regional group engineer; A. C. Wallen, Truscon Steel Co.;
Paul Loyet, WHO, Des Moines; Clarence Wheeler, WHEC, Rochester;

William C. Gillespie, KTUL, Tulsa; Walter Bridges, WEBC, Duluth;
Don Searle, WIBW, Topeka; Edgar L. Bill, WMBD, Peoria.

or five deliveries of mail a day.
As a matter of fact, he is satis-
fied with one.”

Mr. Lafount said the additional
investment necessary is not jus-
tified. Moreover, he said, all full-
time clear channel stations are af-
filiated with the national chains,
and their chain programs are sat-
isfactory in almost every part of
the country. Reflecting the senti-
ment expressed by CBS President
Paley, he said it seems entirely
probable that the networks would,
if granted 500 kw. at certain stra-
tegic locations, discontinue affili-
ated stations in that general vi-
cinity, thus forcing more stations
to depend upon local business and
Increasing local competition.

Would Discard Mileage Tables

AMONG other things, he advocat-
ed discontinuance of the mileage
separation requirements and con-
sideration of each case on its mer-
if;s; urged that all part.time sta-
tions be urged to consolidate and
move to new locations where there
are no existing stations, or be
given the opportunity to become
full-time stations; and asserted
that no advantage could come by
permitting existing or new stations
to operate at a loss or to struggle
for a bare existence because of in-
adequate assignments.

A high spot of the Lafount
presentation was the recommen-
dation that all station licenses be
issued for two years, instead of
the present six months. “This,” he
said, “would materially help the
morale of broadecasters and do
much toward stabilizing the indus-
try.”

Going into station and power
statistics, Mr. Lafount said that
last Jan. 1 there were 374 full-
time stations having 2,188,650
watts at night. Of this amount,
he said, 2,000,000 watts were allo-
cated to full-time stations on clear
channels, and that these all are
owned, operated or affiliated with
one of the three chains — NBC,
CBS or Mutual. Of the aggregate
night - power, he said, 2,130,300
watts, or over 97%, is used by the
165 full - time stations affiliated
with one of the three national
chains. This leaves but 58,350
watts for the 209 independent full-
time stations.

Urges Economic Consideration

“FROM my observation almost all
full - time stations are profitable,
especially those having a network
affiliation,” he said. “I have also
observed that part-time stations
are engaged in a struggle for ex-
istence. I appreciate the fact that

you are not obligated by law to
make it possible for broadeasters
to operate at a profit. However, I
respectfully suggest that morally
you are so obligated. In my opin-
ion it is of the utmost importance
that due consideration be given the
economic aspects of broadcasting.”

Mr. Lafount said that without
adequate power and with only part-
time, it is almost impossible to
operate a station without a loss.
The solution, he said, lies not in
eliminating such stations, but in
the elimination of the handicaps
which beset them. These 441 in-
dependant stations, and especially
the 250 part-time stations, Mr. La-
fount argued, have been sadly neg-
lected. Without adequate time and
power, he added, they will remain
without adequate revenue. With.
out the latter, they cannot serve
the public interest effectively.

Under cross - examination, Mr.
Lafount told Chief Engineer Crav-
en his observations were based
upon visits with 230 station oper-
ators during the last two years.
He agreed with Mr. Craven that
network affiliations are voluntary,
and added that independent sta-
tions are desirous of joining net-
works but often cannot. Amplify-
ing his suggestion that there be
no new stations, he declared that
few cities of any size have no sta-
tions. In cities of 50,000 to 100,000,
he added, the support would not
be forthcoming and they would
have to become so “highly com-
mercialized that they would not
have the time to give to public
service programs.”

Mr. Lafount said he did not be-
lieve two-year licenses would tend
to “freeze the status quo”, and
that stations were precarious in-
vestments because of the existing
six-month license. “I believe the
average broadcaster is responsible
and will do a more efficient job
if his license is issued for two
years,” he said. Questioned by
Assistant General Counsel Porter
whether such license would pre-
clude the FCC from taking puni-
tive action for station violations,
like acceptance of lotteries, Mr.
Lafount said he felt it would not.

Better Speech Returns

BETTER SPEECH INSTITUTE
of America, Chicago (better speech
lessons) returns to the air on Nov.
16, Sundays, 3-3:15 p. m. on 42
NBC-Blue stations as far west as
KLO, Ogden. The program will be
the same type as last season, ren.
dering speech advice, and the con-
tract is signed for 52 weeks
through Auspitz & Lee, Chicago.
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Educator Group Assails
COMMERCIAL RADIO

AN ATTACK upon commercial
broadcasting was launched by S.
Howard Evans, secretary of the
National Committee on Education
by Radio, and the former Wash-
ington representative of the Ven-
tura (Cal.) Free Press, arch
enemy of commercial broadeasting
several years ago and one of the
foremost proponents of government
swnership. Mr. Evans charged
that engineers and technicians
have gone far beyond the range
of their competence as experts in
their views as to broadcast allo-
cations. He said, for example, that
they have opposed synchronization
when ‘“everyone of them admits
that it is a technical possibility.”

“Their objections,” he said “are
based on a number of reasons,
prominent among which is the fact
that under synchronization the
local station has to lose its identity
and thus suffers in its efforts to
secure advertising support. This
may be perfectly sound and the
engineers may be entirely justified
in advancing it. But it seems to
be clearly apparent that in doing
so they are speaking beyond the
range of their expertness.”

Mr. Evans charged also that
the Commission has allowed in-
equality and unfairness to develop
in the economic practices and so-
cial uses of broadeasting ‘“to an
extent which undermines the whole
American system of broadcasting.”
He said this grows out of the
“commercial advertising competi-
tion which this Commission has
allowed to develop.”

Describing the reallocation of
1928, Mr. Evans said that the
classifications for clear, regional
and local channels called for un-
equal grants to different broadcast
licensees. “Yet,” he said, ‘““under
the theory of private commercial
competition, stations are expected
to compete on equal terms for the
advertising revenue which is their
life’s blood.

“What actually happens in
broadecasting is that the govern-
ment, by its licensing power, does
much to determine the outcome of
the competition. It licenses 50,-
000-watt stations to be erected in
urban centers, even though the
engineering justification for grant-
ing such high power is that it may
serve rural and remote areas. It
lets these stations sell time to local
advertisers in direct competition
with local and less powerful sta-
tions.

“I know that it will be said that
the grants of power are only one

of several important factors in de-

termining the outcome of commer-

cial radio competition. But it is

perhaps the most important factor.

Stations emphasize 1t in their ad-

vertising as one of their chief as-

sets. They largely make it the

basis of their rate structures. It

is so important as a factor that.|
unless the Commission recognizes’
it and makes some adjustment for

it, the members of the Commission'l
will be charged with the responsi-

bility of using the power of gov-

ernmertal license to foster unequal |
economic competition in radio

broadcasting.

Social Viewpoints |

“TURNING now from the eco- |
nomic to the social uses of radio,.
I want to emphasize that public
interest requires this Commission
to see that socially constructive
broadcasting takes place. In my
judgment the Commission cannot,
discharge its responsibility by
turning this function over to com-
mercial broadcasters. This is not
a reflection on station owners orl
operators. It is simply a recogni-
tion that the formula of broadecast
publication under which they op-
erate does not permit them to do |
a completely social piece of work.”
Mr. Evans charged, as did the
succeeding educational speakers,
that educational programs gener-
ally on commercial stations are
segregated in the unsalable hours,
while advertising and entertain-
ment programs are concentrated
at times when the greatest poten-
tial audience is available. He ar-
gued that commercial broadcasters,
have inherent limitations Which'.
render them incapable of satisfac-
torily handling educational broad-,
casting. Educators have contend-,
ed, he said, that commercial in-
terests cannot be trusted to d ‘

i

educational broadcasting.

In Europe, he said, the charge i
made that Americans while they
may have escaped political propa
ganda that is peculiar to Europeany
radio, nevertheless have “surren-f
dered almost completely to a com-
mercial propaganda which may be
just as inimical to the public
welfare.” N

“There can be no doubt that, if
certain scientific and educationa
data were to be broadcast eithe
preceding or following some of th
patent medicine programs now oI
the air, the sponsors of those pre-
grams would immediately protest
and probably withdraw their ac-
counts. This illustrates the pre-
dicament of a commercial stationg
manager. However honest he mayl{

be, he cannot use his station for
any kind of a complete educa.tlona.j
or informative program withou

making encroachments upon the

BROADCASTING e« Broadcast Advertising
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jundations of his financial sup-
hrt.”
£/ Mr. Evans made an issue of
Hsso sponsorship of United Press
ews dispatches. He pointed out
hat in one of the initial programs
fg this series, the report of an
sirline crash in which 12 persons
rere killed was omitted even
ough the news was available for
\[l’ of the Esso programs except
ose in the early morning. He
aid that NBC officials declared

at the chains do not feel it a
lesponmblhty to deliver all of the
ews to their listeners.

\' Discussing further his contention
‘hat educational programs are
ractically barred from the air
. uring evening and other finan-
{ially profitable hours, Mr. Evans
aid that the positions of these
{ . rograms are always ‘“at the suf-
lerance of the station or chain
aanagement.”” If a sponsor ap-
vears, he charged, any educational
irogram may be dropped upon

{hort notice or shifted to some
tther time. He said his testimony
was designed to show the inherent
. ncapacity of that formula to make
. proper place for education or to
ulfill the responsibility of public
service broadcasting which com-

ercial broadcasters have under-
taken in accordance with the

“erms of their federal licenses.

Concluding, Mr. Evans said the
“CC has a responsibility to see
hat the condition is corrected. It
r,'as his belief, he said, that the
lace to make such a correction is
T connection with a reallocation
»f facilities. He asked that his
riews be taken into account.

Questioned by Telegraph Com-
missioner George H. Payne, Mr.
Evans said he was the author of
A report on broadcasting made at
‘he behest of Senator Wheeler
{D-Mont.), chairman of the Sen-
s.te Interstate & Foreign Commerce

Jommittee charged with radio leg-
islation. He said copies of the
report had been sent to the FCC
nut had never been published. Mr.
Payne raised the question as to
| whether the report could be pub-
ished. Mr. Evans said he would
brefer to have that matter taken
1p with Senator Wheeler.

Asked by Comdr. Craven wheth-
‘er his proposal was for an ex-
clusive allocation of educational
proadcasting facilities, Mr. Evans
baid that other witnesses would
‘:ake up this matter. He agreed
with Mr. Craven that his testi-

'mony dealt largely with the nature
of programs rather than actual
leducational station allocations.

At this point, Chairman Prall
declared that the Federal Radio

| Wil Represintalivns

A Doubtful Joke

IT WAS no joke to the Clear
Channel Group when they
discovered on Oct. 8 a mes-
senger boy at the entrance to
the hearing room distribut-
ing neatly printed invitations
inviting their adversary Re-
gional Group to a cocktail
party that evening at a local
hotel. The work of some
practical joker, the invita-
tions read that Louis G.
Caldwell, Clear Channel
Group counsel and Carl J.
Myers, WGN chief engineer,
would be hosts. Mr. Myers
discovered the fraud, but was
forced, it is reported, to buy
off the lot from the messen-
ger for $20. It is also report-
ed in subterranean channels
that the invitations cost the
practical joker $2.75.

-~ Ve il
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Education Committee under the
chairmanship of U. S. Education
Commissioner John W. Studebaker,
was at this time considering the
subject of educational broadcast-
ing.

Educational Utopia

AS CHAIRMAN of the National
Committee on Education by Radio,
Dr. A. G. Crane, president of the
University of Wyommg, next de-
livered a statement. Generally
along the lines of that by the
preceding speaker, Dr. Crane
asked the Commission to look be-
yond its technical decisions and
take into account the social con-
sequences of all its acts. He
charged that educational uses of
broadcasting have been made inci-
dental and subordinate to adver-
tising. Hitting at the “inroads of
commercial stations,” Dr. Crane
declared that educational services
should not be placed in competi-
tion with commercial enterprises.
The educational stations of today,
he said, are the demonstration
laboratories of radio and should
be perpetuated.

Dr. Crane painted a picture of
an educational radio Utopia where-
in 33,000,000 school children would
recelve regu]ar instruction over
the air. He endorsed the proposal
of Dr. Studebaker, made at the
June 15 high-frequency hearing,
for the reservation of ultra-high
frequencies for educational pur-
poses.

As engineering witness for the
National Association of Educa-
tional Broadcasting Stations, Prof.

COVERING
THE™

TACOMA

SEATTLE
MARKETS

Coming . . . November 15th

A new KVI covering Seattle and
Tacoma with
1. NEW 5,000 Watts Daytime Power
2. NEW Western Electric Transmitter
3. NEW 444-foot Vertical Antenna
4. NEW Salt-Water Transmitter Site
For Pacific Northwest Coverage
Use the New KVI
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Edward Bennett of the University
of Wisconsin, which operates
WHA, presented to the Commis-
sion a rather ambitious plan call-
ing for a complete new realloca-
tion under which definite facilities
would be assigned to states for
distribution among their own
groups and interests for non-com-
mercial broadcasting. Asking the
Commission to protect the broad-
casting domain “from the encroach-
ment of the chains”, Prof. Bennett
suggested that it reclaim facilities
for educational and social uses.
He called for establishment of “a
noncentralized and nonmonopoliz-
able” allocation.

Without going into detail as to
how he would accomplish the re-
sult, Prof. Bennett said that chan-
nels assigned for public use,
throughout the states, would carry
no advertising but would supple-
ment and not supplant existing

WNOX

New headquarters
boast street-level stu-
dios and an auditori-
um seating 800 per-
sons.

*x Kk %

WNOX

KNOXVILLE
TENNESSEE

- A

Dots THis LooK
LIKE A
DUST BOWL?

A careful and complete survey by
competent experts places the 1936
farm income of the Red River Valley
{18 counties in North Dakota and 12
in Minnesota] at 97 million dollars.
Fargo is the business hub of this
valley, and WDAY dominates this
market .. ... Business here is good.
WDAY'’S at an all-time high.

WDA o INC.

N. B C KILOCYCLES
FARGO s

5000 WATTS DAY
No Do

1000 WATTS NIGHT
Affiliated with the Fargo Forum

FREE, JOHNS
& FIELD, INC.

NATIONAL
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commercial stations. He said this
would bring about “healthy com-
petition and rivalry” not only be-
tween neighboring states but also
between the “public use” and com-
mercial channels.

Under questioning by Comdr.
Craven, Mr. Bennett said he had
no specific plan of allocation and
admitted that if his idea might de-
stroy the fullest use of the limited
number of frequencies available,
then it would not be acceptable.
He agreed also with Mr. Craven
that the demand for educational
facilities might be alleviated
through ultimate use of high fre-
quencies,

Educational Stations

H. B. McCARTY, president of the
National Association of Educa-
tional Broadcasters, and director
of WHA, continued the case for
that orgamzatlon by deploring the
shrinkage in the number of educa-
tional stations from the some 100
which existed prior to 1928 to
some 34 now. Twenty-two of these
34 are members of his organiza-
tion, he said. Many of these sta-
tions, he admitted, fell by the
wayside because of their own
shortsightedness. However, he de-
clared that others succeeded in
doing what they proposed to ac-
complish and are still on the air.

In any reallocation, he said, the
Commission should see that these
stations are not only protected
now but for the future. He said
that educational station develop-
ment could not go forward under
the present limitations and re-
strictions as to hours of operation
of power, Because the bulk of
these stations are operated by
state institutions, he added, there
is a need for statewide coverage.
Therefore, he said, educational sta-
tions should be accorded the lower
frequencies, with their greater
propogation propensities, and
higher power.

Band Characteristics

BECAUSE of the enforced ab-
sence of R. C. Higgy, of Ohio State
University Station WOSU, Mr.
McCarty also presented to the FCC
the latter’s statement. In substance
the statement purported to show
the superiority of low-frequency
over high-frequency stations from
the coverage standpoint. Reference
was made to a number of propoga-
tion studies made by Prof. Higgy
and by others to bear out this eon-
tention. Throughout it was con-
tended that high frequencies do
not afford adequate coverage.

Some rather surprising state-
ments as to coverage of various
frequencies were made. These, it
was indicated, would be challenged
by other engineers. Assuming that
550 ke. represents 100% coverage
of a 1,500 square mile area, the
Higgy statement brought out that
on 600 kc. the coverage would be
only 1,300 square miles or 86% of
the basic 550 ke. On 700 ke. it
would be 1,000 square miles or
67%; 800 ke., 7,750 square miles
or 52%; 1,000 ke., 4,600 square
miles or 31%. On 1,500 ke., the
analysis showed, the coverage
would only be 10% of that of the
550 ke. channel and on 1,800 ke.
it would be only 800 square miles
or 5%. The Higgy statement em-
phasized that this covered areas by
stations of the same power on the
same frequency.

Another tabulation by Prof.
Higgy related to power required
to procure the same microvolt per
meter signal of a 1,000 watt sta-

Official Registration at FCC Allocation Hearings . .

Rev. O. L. Abell, S.J.. WWL. New Orleans.

S. E. Adcock, WROL, Knoxville.

John Aitkenhead, Jr., WADC, Akron.

W. C. Alcorn, WBNX, New York City.

Edward A. Allen, WLVA, Lynchburg, Va.

Fred L. Allman, Graybar Electric Co.,
Richmond, Va.

Campbell Arnoux, WTAR, Norfolk, Va.

A. L. Ashby, NBC, New York City.

Ralph Atlass, WIND, Gary, Ind.

Stuart L. Bailey, Jansky & Bailey, Wash-
ington.

I. R. Baker, RCA Mfg. Co., Camden. N. J.

James W. Baldwin, NAB, Washington.

Hope H. Barroll, Jr., WFBR, Baltimore.

E. G. C. Bleakley, WCAM, Camden, N. J.

John Barron, Consulting Engineer, Wash-
ington.

R. T. Bartley, FCC, Washington.

H. W. Batchelder, WFBR, Baltimore.

Edw. Bennett, University of Wisconsin,
Madison.

W. W. Benson, WIL, St. Louis.

Louis W. Berne, WCNW, Brooklyn.

Edgar L. Bill, WMBD, Peoria. Ill.

Chas. P. Blackley, WSVA, Harrisonburg,

Va.

Matthews Blanton, Attorney, KRBC, KBST,
KPLT.

I-I1 L. Blatterman, KFI-KECA, Los Ange-
es.

L.OS. Bookwalter, KOIN-KALE, Portland,

re.

Hiram A. Born. WHBL, Sheboygan., Wis.

Quincy Adams Brackett, WSPR. Spring-
field, Mass.

W. C. Bridges, WEBC, Duluth.

Isaac Brimberg. WNYC, New York City.

Willet H. Brown, Don Lee Broadecasting
System. Los Angeles.

J. M. Bryan, WBIG, Greenshoro, N. C.

Isaac Z. Buckwalter Mason Dixon Radio
Group, Inc., Lancaster, Pa.

J. F. Burke, KFVD. Los Angeles.

Harry C. Butcher, CBS, Washington.

Burridge D. Butler, WLS, Chicago.

Carl H. Butman, Radio Consultant, Wash-
ington.

Louis G. Caldwell,
Washington.

Martin Campbell, WFAA. Dallas.

Richard D. Campbell, American Telephone
& Telegraph Co., New York City.

H. K. Carpenter, WHK Cleveland.

Joe A. Chambers, McNary & Chambers,

Washington,
KGW-KEX, Portland,

O. Chatterton,
Te.

A. L. Chilton, Stations WGST, Atlanta,
and KLRA, Little Rock, Ark.

A. 8. Clarke, Clarke Engineering Service,
Washington.

Lester Cohen., Attorney, Washington.

Ray Collins. WFAA, Dallas.

C. W. Corkhill, KSCJ, Sioux City, Ia.

J. V. Cosman, Federal Telegraph Co.,
Newark.

W. L. Coulson, WHAS, Louisville.

Rear Admiral C. E. Courtney, Director of
Naval Communications. Navy Dept.

Gardner Cowles, Jr., KRNT - KSO - WMT,
Des Moines.

Edwin W. Craig, Chairman, Clear Channel
Group (WSM), Nashville.

A. G. Crane. National Committee on Edu-
cation by Radio, Laramie. Wvo.

Powel Crosley, Jr., WLW, Cincinnati.

Clear Channel Group,

tion on 570 ke. On 600 kec. a power
of 1,170 watts would be required
for the equivalent of 1000 watts
on 570, he said. On 700 ke. it would
be 2,200 watts; 800 ke., 4,600; 900
ke., 8,700; 1000 ke., 17,000 watts;
1200 ke., 72,000 watts; 1400 ke,
350,000 watts; 1500 ke., 800,000
watts.

In concluding the educational
presentation, Mr. McCarty said he
hoped that the Commission in its
future planning would make the
same provision for educational sta-
tions that it made originally and
that it would reserve a portion of
the low frequency band for educa-
tional stations. This could be done
with some voluntary plan for a
portion of these facilities among
educational stations, he said. “Only
in that way can we have full ex-
ploration rather than exploitation
of our radio sources,” he said.

Under questioning by Comdr.
Craven, Mr. McCarty declared he
was not an engineer and therefore
could not answer technical ques-
tions. Comdr. Craven sought to as-
certain the basis on which the
propogation compilations were
made but Mr. McCarty said he
could not explain them.
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Andrew W. Cruse, Department of Com-
merce, Washington.

Ronald H. Culver, Jansky & Bailey. Wash-
ington.

John Cummings, WCAM, Camden, N. J.

E. F. Dakin, CBS, New York City.

C. J. Daly, Attorney, St. Pa

Walter J. Damm, WTMJ, Mxlwaukee

Geo. C. Davis, FCC, Washmgmn.

Lincoln Dellar, CBS, New York City.

J. H. Dewitt, Jr., WSM, Nashville.

C. C. Dill, Attorney, Washington.

Franklin M. Doolittlee. WDRC, Hartford,
Conn.

A. J. Eaves, New
York City.

S. Howard Evans, National Committee on
Education by Radio. New York City.
Walter C. Evans, Westinghouse E. & M.

Co., Chicopee Falls, Mass.
C. M. Everson, WHKC, Columbus.

Frank B. Falknor, WBBM. Chicago.

Graybar Electric Co.,

Arthur Faske, WCNW, Brooklyn

Ben S. Fisher, Attorney, Washington.

Donald Flamm, WMCA, New York City.

M. E. Floegel, KFEL., Denver.

Wm. L. Foss, Consulting Engineer, Wash-
ington.

A. S. Foster, WWL, New Orleans.

D. E. Foster, RCA, New York City.

Russell Fraser, Impexial Aerogram Corp.,
Hollywood.

Lt. F. R. Furth, U. 8. Navy, Washington.

Bond Geddes, RMA, Washington.

Wm. C. Gillespie, KTUL., Tulsa, Okla.

Benedict Gimbel, Jr., WIP, Philadelphia.

E. J. Girard, Mackay Radlo & Telegraph
Co., Washmgton

Earl J. Glade, KSL, Salt Lake City.

W. J. Gleason,.Don Lee Broadcasting Sys-
tem, Los Angeles.

E. J. Gluck, WSOC, Charlotte, N. C.

Stanley W. Goulden, RCA, Camden, N.J.

S. D. Gregory, Westinghouse Radio Sta-
tions, Chicopee Falls, Mass.

David Grimes, Philco Radio & Television
Corp., Philadelphia.

Fred O. Grimwood,
Evansville, Ind.

John W. Guider, Attorney, Washington.

James W. Gum, Attorney, Washington.

Ray V. Hamilton, KXOK-KFRU, St. Louis,
Columbia, Mo.

James H. Hanley, Attorney, Washington.

Harry Harvey, KFAB-KFOR. Lincoln. Neb.

Wilbur M. Havens, WMBG, Richmond, Va.

Philip J. Hennessey, Jr., NBC, Washing-

ton.
Julius Hetland, WDAY. Fargo.
Leslie G. Hewitt, KFWB, Hollywood.
C. A. Hill, WIBM, Jackson, Mich.
Luther L. Hill, Iowa Broadcasting Co., Des
Moines.
John V. L. Hogan, W2XR, New York City.
Halzrrison Holliway, KFI.KECA. Los Ange-

Consulting Engineer,

es.

Capt. S. C. Hooper, Navy Department,
Washington.

John T. Hopkins, III, WJAX, Jackson-
ville, Fla.

C. W. Horn, NBC, New York City.
Jack Howard, Continental Radio Co., Wash-

ngton
John Howland Philadelphia Storage Bat-
tery Co., Philadelphia,
Earl C. Hull. WKY, Oklahoma City: KLZ,
Denver, Oklahoma City, Okla.
Relv J. W. Hynes. S.J., WWL New Or-
eans.

C. M. Jansky, Jr., Jansky & Bailey, Wash-
ington.
Richard Johanknecht.

Times, Watertown, N.
C. B. Jolliffe. RCA, New York City.

Watertown Daily

George 1. Jones, Graybar Electric Co.,
Washington.
R. P. Jordan, WDBJ. Roanoke, Va.

Alexander Kahn, WEVD, New York City.
Lambdin Kay. WSB. Atlanta.

John C. Kendall, Lawyer, Portland. Ore.
Joﬁn JE Kerney, Trenton Times, Trenton,

Thomas L. Kerney, Trenton Times. Tren-
ton, N. J

Harold A. Lafount, Washington.

William_Lancaster, Graybar Blectric Co.,
Washington.

George S. Law, Westinghouse E. & M. Co.,
Pittsburgh.

Laurence Leonard. WFMD. Frederick. Md.

Howard 8. LeRoy. Attorney. Washington.

G. F. Leydorf, Crosley Radio Corp., Cin-
cinnati.

Glen Litten, KFSD. San Diego. Cal.

William B. Lodge, CBS, New York City

Philip G. Loucks, Lawyer, Washington.

Eliot C. Lovett. Attornev, Washington.

P. A. Loyet, WHO. Des Moines.

J. O. Maland. WHO. Des Moines.

Alfred R. Marcy, WFBL. Syracuse, N. Y.

Maynard Marquardt. WCFL. Chicago.

Richard H. Mason, WPTF, Raleigh, N, C.

Ralph G. Matheson, WHDH, Boston.

T. E. Mathoit. Mason-Dixon Radio Group,
Lancaster, Pa.

H. B. McCarty. National Association of
Educational Broadcasters, Madison, Wis.

Clair R. McCollough. Mason-Dixon Radio
Group, Lancaster, Pa.

Ben S. McGlashan, KGFJ, Los Angeles.

D. B. McKay, Graybar Electric Co., Ab.
lanta.

James C. McNary, McNary & Chamber:,
Washington.
Carl J. Meyers, WGN, Chicago.
C. M. Meyer, KOIN-KALE, Portland, Ore
HaFrIold H. Meyer, WSUN, St. Petersburg,
a.

J. I. Meyerson, KLZ, Denver, ard WKY, |

Oklahoma City, Oklahoma City.

J'C'Z' Millar, Western Union, New York
ity.

David R. Milston, KVOO, Tulsa, Okla.

L. S. Mitchell, WDAE, Tampa, Fla.

M. R. Mitchell, WJIR, Detroit.

Robert Mitchell, WMBG, Richmond, Va.

Harold B. Morrill, Hildreth & Rogers Co.
publishers, Lawrence, Mass.

Lester H. Nafzger, WBNS, Columbus.
E. L. Nelson, Bell Laboratories, New York

City.
E. N. Nockles, WCFL, Chicago.
Rl(c:hard E. O'Dea, WNEW, New York
t

y
Gene O’'Fallon, KFEL, Denver, Colo.
Leigh E. Ore,’ WPA, Washington,

H. B. Otterman, Dept. of State, Washing: |

ton.

Eugene G. Pack, KSL, Salt Lake City.

E. C. Page, Consolidated Radio Engineer
Evanston, Il

William S. Paley, CBS, New York.

Ww. O. Pape, WALA, Mobile, Ala,

Iy, M. Patrick, Attorney, Washington.

Herbert M. Peck WKY & KLZ, Oklahouu 1

City.
Harold G. Peery, Don Lee Broadcastin
System, Los Angeles.

Paul F. Peter, Joint Committee on Radic

Research, New York City.
Herbert L. Pettey, WHN, New York City
Greenleaf W. Pickard, Seabrooke Beach

. H.
R. Morris Pierce, WGAR, Cleveland.
B, Pitts, KFEQ, St. Joseph, Mo.
Walter W. Ponsford, Graybar Electric Co.
Philadelphia.
Wm. A. Porter, Attorney, Washington.
C. Sll Powell, Graybar Electric Co., Louis
vil
Garland Powell, WRUF, Gainesville, Fla.

L. Prescott, General Electric Co.
Schenecta.dy
. U. Price, KFH, Wichita, Kan.
Jas. L. Proffitt, Attorney, Washington.

K. W. Pyle, KFBI, Abilene, Kan.
W, D. Pyle, KVOD Denver, Colo.

J. C. Rapp, KMA, Shenandoah, Ia.

Comdr. J. R. Redman, U. 8. Navy, Wash
ington.
Frank R. Reid, Aurora, Il

J. E. Richards, WBNO, New Orleans, La
Edney Ridge, WBIG, Greensboro, N.
R. J. Rockwell, WLW-WSAI, Cincinnati.
MNaylor Rogers, Los Angeles.
E. J, Rosenberg, Transamerican Brdestz
& Television Corp., New York City.
Harold B. Rothrock, Clear Channel Grour
Washington, D. C.

M. F. Rubin, WJAY, Cleveland.

J. W. Runyon, KRLD, Dallas.

F. M, Russell, NBC, Washington.

J. H Ryan, WSPD-WWVA-WMMN, To
ledo, O.

Morse Salisbury, U. S. Dept. of Agricu
ture, Washington.
Arthur W. Scharfeld, Attorney, Washmg

Oswald F. Schuette, Washington.

Frank D. Scott, Attorney, Washington.

William J. Seripps, WWJ, Detroit.

Don. Searle, WIBW, Topeka, Kans.

Thomas E. Sharp, KFSD, San Diego, Ca

John Shepard 3d, Yankee "Network, Bostor

Swagar Sher]ey, Clear Channel Groul
‘Washington.

John M. Sherman, WTCN, Minneapolis.

H. H. Shinnick, Attorney, Washington.

M. G. Shrode, U. S. Coast Guard, Wast

in;
Harogltg C. Singleton, KQW-KEX, Portlanc
Ore

H. W. Slavick, WMC-WNBR, Memphis.

Lynne C. Smeby, WXYZ and Michiga
Network, Detroit.

Calvin J. Smith, KFAC, Los Angeles.

Frank M. Smith, WLW, Cincinnati.

George W. Smith, WWVA, Wheeling, %

Va,

J. E. Smith, National Radio Institut
‘Washington.

Karl A. Smith, Attorney. Washington.

Glenn Snyder, "WLS, Chicago.

Paul D, P, Sneaman. Counsel for Ni
tional Association of Regional Broa
casting Stations, Washington.

Stuart Sprague, Attorney, New York Cit

I'! . Stahl, NBC, Washington.

J Staubltz Blaw-Knox Co., Pittsburg!
L w, Stmson KVO0O0, Tulsa, Okla.
Frank Stollenwerck, Attorney, Wasbins

ton.

H. Summerville, WGST. Atlanta.
Geo O. Sutton, Attorney, Washington.

Norman A. Thomas, WDOD, Chattanoog

A. V, Tidmore, WFMD, Frederick, Md.

Arthur Van Dyck, RCA, New York Cit

J. P. Veatch, KFEL, Denver.

S. C. Vinsonhaler, KLRA,
Ark.
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. mes A. Wagner, WHBY, Green Bay,
Wis.

uie Walker, Graybar Electric Co., Rich-
imond, Va.
_,l- C. Wallen, Truscon Steel Co., Youngs-

wn.
" |dney E. Warner, WIXBS, Waterbury,
* |Conn.

wren L. Watson, Associated Music Pub-
lishers, New York City.

. ym. B. Way, KVOO, Tulsa, Okla.

1 S. Webb, WLB. Minneapolis, Minn.

* isthuel M. Webster, Attorney, New York

2 ICity.

" hn Wesley Weekes, FCC, Decatur, Ga.
iley D. Wenger, KFNF, Shenandoah, Ia,
{m. H. West, WTMV. E. St. Louis, IIL.
jarence Wheeler, WHEC, Rochester, N. Y.

| E. Whittemore, A. T. & T. Co., New
1York City.

| farry C. Wilder, WSYR, Syracuse, N.Y.
fabel Walker Willebrandt, Attorney, Wash-
|ington.

4 N, Willets, Western Electric Co., New

. |York City.
. Williamson, Jr., WKBN, Youngs-

N. P
]- ‘town.
l:»a)'mond M. Wilmotte, Consulting Engi-
ineer, New York City.
{erbert Wilson, Consulting Engineer, New
York City.
| R. Winch, KOIN-KALE, Portland, Ore.
phn E. Wing, Attorney, Chicago.
. onald Withycomb, WFIL, Philadelphia.
8 lev. 1} L. Wolfram, WAWZ, Zarephath,
BiN. J.
L 7ilfred H. Wood, WMBG, Richmond, Va.
W. Woodruff, Jr., WRBL, Columbus, Ga.
kmuel Woodworth, Syracuse, N. Y.
aston C. Woolley, WWJ, Detroit.
oyt Wooten, WREC, Memphis.

Mutual Gathering

‘WILLET H. BROWN, assistant
£ hanager of KHJ, Los Angeles, W.
! /. Gleason, comptroller of the Don
Lee network, and Harold G.
Peery, chief engineer of the net-
work, were in New York this
ymonth to attend the nationwide
loregathering of representatives
if the Mutual Broadcasting Sys-
lem. Program and technical ar-
‘angements of the new coast-to-
coast network were to be formu-
ated. This will mean a tentative
sgreement on both commercial and
sustaining features; what pro-
grams are to be made available on
both commercial and sustaining
‘eatures; what programs are to
e made available to Pacific Coast
listeners for the first time, and the
extent of program-origination ac-
tivities of the Don Lee network.
‘Don Lee joins Mutual Dec. 29.

'SKOL PRODUCTS Co. Inc.,, New
York (Swedish Antiseptic) on
Oct. 17 starts a new weekly quar-

er-hour on WJZ, New York,
through Kimball, Hubbard & Powel
Inc.; New York.

Sound KEffeets
(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.

A SPONSOR OF RELIGION

Lutheran League, Buying Time on 16 Stations, Has
Big Following and Expands lts Network

By CHARLES F. KELLY JR.

President. Kelly & Stuhlman Inc.
St Louis

THE ANSWERS to many ques-
tions concerning the effectiveness
of radio in the field of religious
propagation, and the wisdom of
having “church” on the air, have
been revealed by the Lutheran
Hour, regular Sunday broadcasts
of which were resumed Oct. 4 on
a special Mutual hookup of 16
stations.

Broadcasting last fall and winter
on a network of 10 stations, the
Lutheran Howr produced more than
70,000 letters from its audience, in-
cluding some 20,000 that contained
contributions to help defray the
cost of the broadcasts. The figures
answer the question as to the ef-
fectiveness of the enterprise, but
the reasons for the success need
explaining.

A Wide Response

THE LARGEST factor in the suc-
cess of the Lutheran Hour has
been the effectiveness of the speak-
er, Dr. Walter A. Maier, Ph.D.,
professor of history and Old Testa-
ment interpretation at Concordia
Seminary, St. Louis, and widely
known for his writings and lec-
tures on Scriptural topics. Unques-
tionably an outstanding orator, Dr.
Maier has been strikingly effective
in his choice of topics and in his
treatment of them.

Although the Lutheran Houwr is
under the auspices of the Lutheran
Laymeén’s League, and is largely
supported by members of the
Lutheran Church, Dr. Maier’s ad-
dresses have been nondenomina-
tional and have had a good re-
sponse from people of other be-
liefs, and from thousands whom
Dr. Maier refers to as the “un-
churched”.

Dr. Maier disproved the theory
that religionists had to offer some-
thing new to win the interest of
a wide following, his lectures being
built entirely upon the Bible teach-
ings, and permitting no compro-
mise from Secriptural beliefs. The
fact that such old - time religion
could arouse interest was revealed
by several thousand “problem” let-
ters asking Dr. Maier’s advice on
many aspects of spiritual and so-
cial life. Despite the fact that his
duties at the Seminary gave him
a full-time job every day in the
week, Dr. Maier personally an-
swered each of these letters.

In addition to his uncompromis-
ing advocacy of scriptural authen-
ticity, Dr. Maier has been an im-
pl_acable foe of atheism, commu-
nism and the trend of so - called
modern thinkers to substitute seci-
ence and social planning for re-
ligious interest and activity. His
mail has included many laudatory
letters from other church men in
many parts of the country, who

} endorsed his forthright stand
KOM ’
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NBC Red . NBC Blue
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against concessions to the present-
day trend away from Bible truths.

Many considerations entered into
the planning of the Lutheran Hour
broadcasts. Selection of time, for
instance, was a problem not only
of reaching the largest possible
audience, but of avoiding any in-
terference with the activities of
local churches, of all denomina-
tions. Support of local pastors
could not be expected if the broad-
casts came at an hour that con-
flicted with their own church serv-
ices, and the result was the selec-
tion of an hour past noon when
such services had concluded.

Dr. Maier’s talks were designed
to encourage church attendance,
and his listeners were urged to
accept the Lutheran Howr merely
as a supplement to their activity
in their own congregation, what-
ever its denomination might be.

A recapitulation of the letters
received indicated that, while many
thousands of those writing in were
regular church-goers, many others
were hospital inmates, infirm and
aged persons unable to attend
church, isolated people in rural and
backwoods regions inaccessible to
church, sailors on vessels plying
American coastal waters, and oth-
ers who could not conveniently at-
tend any church. They went to
“church” by radio not to avoid per-
sonal attendance, but only because
the Lutheran Hour brought them
a spiritual inspiration and help

BEFORE YOU CONTRACT FOR
TIME ON THE AIR, GET THE
NEW WHAS SURVEY SHOW-
ING THE PROVEN PRIMARY
LISTENING AREA. DEFINED
BY MEASURED GROUND WAVE
INTENSITY.

UHAA

they would have had to do without.

Whereas many stations grant
free time to religious broadcasts,
the Lutheran Hour pays full sta-
tion rates. Production of the pro-
grams costs virtually nothing, how-
ever, as Dr. Maier and the more
than 100 other persons concerned
with the Lutheran Howr refused
any compensation for their serv-
ices.

Listeners who wrote to the
Lutheran Hour received a minia-
ture gold cross, and thousands of
booklets describing the enterprise
and the characters concerned in its
production were mailed out to
those requesting a copy.

After reviewing the results of
the last Lutheran Howr, the Luth-
eran Laymen’s League decided to
continue the enterprise on an en-
larged network, and Kelly & Stuhl-
man Inc., again was authorized to
arrange for the time and hookups
and to handle the continuities, pro-
duction direction and Dprogram
planning.

Those Brooklyn Cases

A NEW complication in the so-
called “Brooklyn cases” was ex-
pected to develop with the filing of
an application with the FCC on
Oct. 2 by Kings Broadcasting
Corp., seeking the facilities of
WBBC and WVFW, two of the
Brooklyn time-sharing staticns.
Kings, owned by The Day, Jewish
language newspaper, has entered a
consolidation arrangement with the
other two time-sharing stations—
WLTH and WARD. A rehearing
on the three-year-old case has been
ordered by the FCC for Oct. 26.

EVERY BROADCAST ALMOST NATIONAL

SINIL 3TTIASINOT 2 TVNENOI-HIIYNOD THL
A9 QILvi31dO ANV QINMO

LOUISVILLE-KENTUCRY
CBSBASIC OUTLET

Y DAY AND NIGHT WHAS
SELLS MILLIONS OF BUYERS

A TREMENDQUS VOLUME
OF MERCHANDISE IN THIS
MARKET OF KENTUCKY,
INDIANA AND OHIO.

REPRESENTED BY EDWARD PETRY & CO.
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WGY, KSL Apply
For 500,000 W atts

Clear Channel Applicants for
Superpower Total 14

TWO MORE applications for
500,000 watts, filed during the last
fortnight while the FCC allocatior
hearings were in progress, have
brought to 14 the number of such
applications now pending before
the FCC. The new applicants are
WGY, Schenectady, and XKSL, Salt
Lake City.

Aside from WLW, Cincinnati,
which is also an applicant but
which employs 450,000 of its
500,000 watts on an experimental

license basis, the other 50,000
watters now asking for super-
power are: WHO, Des Moines;

WHAS, Louisville; WGN, Chicago;
WJZ, New York; KNX, Holly-
wood; WJR, Detroit; KFI, Los
Angeles; WSM, Nashville; KDKA,
Pittsburgh; WOR, Newark; WOAI,
San Antonio.

Of these, WJZ is the only NBC.
owned station and KNX the only
CBS-owned station, the KNX an-
plication for 500,000 watts having
been filed under the previous own-
ership but retained by CBS before
the FCC. KDKA is Westinghouse-
owned but managed by NBC, and
WGY is General Electric- owned
and managed by NBC. Like WLW
in its early experimental stages.
KDKA under former Radio Com-
mission authorizations has experi-
mented with up to 400,000 watts
in after-midnight tests, while WGY
has conducted similar experiments
up to 500,000 watts. Neither, how-
ever, previously had applied for
superpower full time.

Of the 14 pending superpower
applications, only XFI, WGN.
WHAS, WHO, WLW and WSM
are in the Clear Channel Group
which on Oct. 6-7 presented its
case before the FCC, asking not
only for the preservation of clear
channels but for removal of the
present 50,000 - watt maximum on
clear channels. The others of the
Clear Channel Group who have not.
applied for superpower as yet are
WFAA-WBAP, Dallas-Fort Worth-
WHAM, Rochester; WLS, Chicago;
WOAI, San Antonio; WSB, At-
lanta; WWL, New Orleans.

Coaxial Cable Installed

INSTALLATION of the A.T.&T.
coaxial cable between New York
and Philadelphia has been com-
pleted. While construction of the
television modulating equipment is
progressing none has yet been in-
stalled. All the line repeaters and
the channel and group terminal
equipment at New York and Phil-
adelphia have been installed and
lests and adjustments are now un.
der. way. Expenditures for the
project are divided between perma-
nent and temporary construction
on the cable, the temporary charges
being placed in a suspense account.

Conkey Feed Spots

G. E. CONKEY Co.,, Cleveland
(poultry feed), on Oct. 16 will
start a series of farm programs
on KDKA, Pittsburgh, Pridays,
12:15-12:30 p. m., and on Oct. 19
will start sponsoring a daily-ex-
cept-Sunday series of five-minute
butter and egg market reports on
KFAB, Lincoln. Agency: Rogers
& Smith Adv. Agency, Chicago.

Case for Clear Channels, Superpower
(Continued from page 11)

by at least one group appearing at
this hearing.”

Going into the duplication ques-
tion and attacking the arguments
in support of it, the group pleaded
that, whatever may be the number
of clear channels decided upon, the
FCC at least continue to provide
that they shall be clear, and that
stations on which duplication is al-
lowed be classified as high power
regionals. On this score, it asked
that the present actual number of
30 clear channels be maintained
inviolate.

Preserve the Independents

THE GROUP pleaded that if
clear channels are reduced they be
not at the expense of independent-
ly owned clear channel stations.
“We all agree”, read Mr. Cald-
well, “and T am sure the networks
agree with this as heartily as any-
one else in this room—that mo-
nopoly is not to be tolerated in
broadcasting. If all the high-power
clear channel stations, or too many
of them, should fall into the hands
of two organizations with head-
quarters in New York, we shall
have gone a long way toward what
we all agree is bad. There will be
at least a partial monopoly of that
very important part of the radio
audience that lives in rural areas.”

The Group asked that limited
time and daytime stations be re-
moved from clear channels, and
that in any event no additional
ones be licensed in the future. As
to power, it asked that the present
regulation, which says that the
dominant station on a clear chan-
nel be not less than 5 kw. nor more
than 50 kw., be revised to read
that the power be not less than 50
kw. That would open the way for
500 kw. or more.

Pursuing this course, the Group
opposed a minimum requirement
of 500,000 watts, pointing out that
while some of the clear channel
stations are ready to go to super-
power others are not, and the lat-
ter may want to wait one, two or
three years.

As to economics, that is, the arg-
uments that superpower will de-
stroy regionals and locals, the
Group said the answer is found
partially in the psychology of lis-
teners who turn to the station lo-
cated where they live in prefer-
ence to the station of another city,
if the program service is of equal
interest.

Program Service Factor

“IF THE program service is not
of equal interest, is it a sound
principle of economics that the lis-
tener should be deprived of the
better program so as not to cause
any loss of listening public or rev-
enue to the broadcasters of the in-
ferior program?”’ Mr. Craig’s
statement asked. ‘“Does public in-
terest mean the interest of the
broadcaster or of the public? * * *
Finally, the conclusive answer is
found in the actual financial rec-
ord, present and past, of regional
and local stations located within
areas served by clear channel sta-
tions.”

The Group asked also that,
whatever the decision as to maxi-
mum power, the privilege be made
available to all clear channel sta-
tions. It said it had no quarrel
with the claims of regional sta-
tions for a horizontal night power
increase to 5,000 watts, stating:
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“We believe it is reasonable, based
on sound engineering facts and
principles, and should be granted.
So far as we have any knowledge,
we have no quarrel with the claims
to be made by any other group at
this hearing for improvement in the
regulations governing their chan-
nels. Our interest is solely in the
two major issues.”

A note against any drastic or
radical changes in existing alloca-
tions was sounded in conclusion.
The changes sought for higher
power on clear channels and by
regional groups are but evolution-
ary steps of the character the FCC
has stated it had in mind, it was
added.

Craven’s Cross-Examination

FCC Chief Engineer Craven, after
Mr. Caldwell had completed the
Craig statement, began his cross-
examination. The cross-examina-
tion covered the defense of clear
channel station service, with
Comdr. Craven endeavoring to as-
certain whether Mr. Caldwell de-
fined such service as ‘‘national”.
Mr. Caldwell said that clear chan-
nel stations with superpower could
be relied upon to give service over
a large area, but that Pacific
Coast stations could not be expect-
ed to do a job of serving the en-
tire country. Comdr. Craven raised
the point of whether clear channel
station signals should be “pro-
tected all over the country.” To
this Mr. Caldwell said that a mis-
take is made in talking of station
service. He said the object of clear
channels was to provide rural cov-
erage to listeners who otherwise
would not get service.

Answering further questions,
Mr. Caldwell said that clear chan-
nel stations at present deliver a
good night-time service to many
rural listeners, but that it is not
high quality service and this serv-
ice would be improved appreciably
with superpower.

Practically all of the stations in
the clear channel group, said Mr.
Caldwell, are operating at a profit,
as far as he knew. Asked by
Comdr. Craven whether the power
increases would mean a decided
increase in net profits for the sta-
tions, Mr. Caldwell said he was
not in position to answer.

Comdr. Craven then raised the
question of interference with
European stations and with other
stations in the Western Hemi-
sphere through the use of super-
power. He asked whether inter-
national complications might not
develop if such interference should
occur. Mr. Caldwell replied that
there might be an international
question, but that as far as he
knew none of the several super-
power European stations has
caused interference with stations
in this country. He had pointed out
previously in the Craig testimony
that there are two 500,000 watt
stations operating in Europe, aside
from some of greater power than
50,000 watts.

MISS MARY ALLEN, specialist
in makeup, dress design and ward-
robe for British stage and screen
producers for many years, has
been engaged by the BBC as as-
sistant in charge of makeup and
wardrobe in its Television Depart-
ment.

Gilmore Oil Finds
Lively Tieups Aid,
Successful Series

Youth’s Paper and Monogram: |
Attract Many Prospects

By C. S. BESSEMEYER
Vice-President in Charge of Operations
Gilmore Oi} Co., Los Angeles

GILMORE OIL Co. has conducte:
numerous merchandising tieups b
connection with its radio program:
during the many years it has em
ployed this means of advertising
Two examples —one permanen
project and one temporary one—
will serve to show the almost sen
sational success that has attende
these undertakings.

When Gilmore’s Strange As 1
Seems program first went on th
air a little over a year ago, th
Gilmore Cub was brought into ex

istence. This is an eight-pag
color magazine, newspaper Siz¢
which features Strange As 1

Seems drawings and facts, puzzles
stories, cartoons and other fea
tures. The first edition was 100
000 copies.

Today the monthly run is 525
000 copies and the circulation i
growing monthly!

The Gilmore Cub is not throw
away or handed out indiscrim’
nately. It can only be obtained b.
driving into a Gilmore service ste
tion and asking for a copy, thu
bringing a potential gasoline or o:
purchaser into the service statio

The Cub is announced only b
radio, and brief announcements o
two programs usually are suffic
ent to move the entire issur
Eleven Pacific Coast stations ar
used and the paper is distribute
onlv in the three Coast states.

When you consider that th
means one Cub to each thre
homes in the territory, the succe:
oflfthis radio tieup speaks for i
self.

Monograms for Automobiles

A SHORT time ago Gilmore o
fered monograms for automobil
via the radio program. The pla
called for the motorist to buy
quart of Lion Head Motor Oil, ¢
more, and pay 10 cents for a mo
ogram order card which he fille
out with the desired initials.

A week later the driver
turned to the station and tt
initials, procured from headqua:
ters in the meantime, were applie
to his car.

Thus, not only was at least or,
quart of oil sold, but the motori
was brought into the station twic
thus making more potential szl
and starting the habit of visitir
the station.

And 46,267 sets of monogran
were applied—an average of nea
ly 2,000 a day! Aside fro
“A-boards” outside the statio
(and these were more of a “r
mindful” nature than anythir
else) radio was the only meal
employed to advertise the mon
grams. A few brief announc
ments at the beginning or end
the Strange As It Seems progra
were all that were made. i

From these two incontestab
bits of evidence, it seems concl
sive that radio merchandising ti
ups, if properly handled, can
made to produce almost phenom
nal results.
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1l{| Maland on Economics
h- (Continued from page 11)

i an effort to show that business
if‘ | improving rather than on the
. |-c]me He also went deeply into
lie subject of advertising expendi-
sres and pointed out that the
sadcasting industry since 1934
s increased at a greater pace
an have other advertlsmg media.
.l 'e pointed out that in 1931 an
|"CC survey of broadcasting in-
| ime disclosed that the industry
! = a whole was operating at a net
ss, “Broadcasting had had a dec-
{e of being heavily in the red be-
re it even approached breaking
| ren, and it was 13 years old be-
sre it crossed the line into the
llack,” he said. “Broadcasters
rere losing anywhere from a few
“{iollars to half a million dollars a
“I"ear in that earlier period.”
As for the current year, Mr.
¢ § Taland predicted the $100,000,000
{'hark would be reached by broad-
i | .asting and that if the trend is
aintained the industry may look
orward to even greater increases
-1 the future. Again he referred
' published statistics to prove his
nint that broadcasting is today
Iutstrlppmg all other media in its
lid for the advertiser’s dollar.
¥ “Yet, in the face of all that I
ave said,” he continued, “the
¢ madcastmg industry received but
1'0.8% of the amount of money
{pent in 1934 for advertising in
i{he major media, and but 11.9%
riem 1935. The future is one for op-
ltimism, indeed, if broadecasting
diifontinues to enjoy the favor of its
furge listening public and thus to
( e an increasingly attractive
timethod of reaching the public.”
1* A review of these figures, Mr.
filaland argued, substantiates the
Clear Channel Group contention
that it is the duty of stations to
idivert some of this profit to the
uinigh aim of improving reception in
‘ural areas. He said this should
iinean higher power all down the
',:me for regionals as well as locals,
wwith due allowance for those cases
‘lwhere economic support may not
hiave reached a point to justify
=xpend1tures for 1mprovement
“The figures show, in my opin
(niom, not only that the industry can
Jiwell afford to lay down these im-
.L.n'oved tracks but that there will
| e plenty left over to take care of
iprospective developments in tele-
4 vizgion, experimentation with the
4iultra-high frequencies, and any

other development that may be on
ithe horizon.”
i

Larger Circulation

! INCREASED circulation would
reault from higher power, Mr.
'J Maland said. He pointed to the
listatements of technical experts
“that primary daytime service is
{inot now rendered to about 75% of
[‘the area of the country, containing
.'over 40,000,000 people, without
ks aakmg into account the deficiencies
{{in nighttime service. The indus-
| fry as a whole, Mr. Maland said,
will gain in revenue as 1t gains in
. circulation and as it gives better
assurance that its programs will

Electrical Transcriptions
for STATIONS and SPONSORS

i1 HOLLYWOOD 4 CHICAGO

reach what it claims as its present
circulation.

Discussing possible increased
rates for superpower stations, Mr.
Maland referred to WLW’s in-
crease of some 20%. Taking into
the account the trend of broadcast
advertising and the increased cov-
erage that would result, he said,
it can hardly be doubted that the
higher rates would be easily ab-
sorbed and would be met cheerfully
by advertisers.

Coming to the high point of the
effect of superpower upon other
classes of stations, Mr. Maland
pointed out that radio “circula-
tion” can not be cut down without
playing into the hands of compet-
ing media with an eventual ad-
verse effect on the entire industry.

First he raised the question of
duplication of clear channels and
the economic effect upon the sta-
tion owners who propose it — the
National Association of Regional
Broadcast Stations. “The most ob-
vious corollary is that there will
be more stations which, with re-
spect to power and coverage, will
in general fall in the category of
regional stations.” And he pointed
out that most of these stations ob-
viously would go into cities in
which there are already stations.
To buttress this argument, he
quoted lengthily from statistics re-
lating to station locations to show
that the vast majority are in ur-
ban areas.

There is no city in the country
with a population over 81,000 that
does not have at least one station,
said Mr. Maland. The largest city
that has none is Saginaw, Mich.,
with 80,715, but he said this might
well be included as a part of the
same community as Bay City,
Mich., which has a station. More-
over, he said, many stations located
in small towns or cities in recent
months have moved to larger ur-
ban areas.

Mr. Maland stated flatly it was
his opinion that regional and local
stations as a whole “will benefit
and not suffer” from the increase
to 500,000 watts on clear channels.
He added:

“Take the physical technical
facts as a starting point. These, at
least, are not difficult to prophesy.
A 500-kilowatt station will deliver
a signal at any given point slight-
ly over three times the signal a
50-kilowatt station would have de-
livered at the same point. Its con-
tours in terms of field strength will
be somewhat enlarged, although
not anywhere as much as the lay-
man might expect, as you have al-
ready seen from the technical ex-
hibits.

“I confess I am utterly unable

STELLI

Cutting Needles
for all acetate blanks

Here’s what a user says: *‘One needie cut
fifteen 15 - minute tramscriptions before even a
trace of surface noise appeared.'’ Original cost,

75¢ each, Replaced indefinitely. 25c¢ each,

Harder than steel. Tougher than
sapphire, Hand - lapped
with diamond dust.
=

o ELECTRIC-MusIC
201 Verona Ave., Newark, N. J.

RANGERTONE. INC.

to understand the thought the
President of CBS expressed yester-
day in this connection. He said, as
I understood him, that this trip-
ling of signal strength would make
such a difference that Columbia
would be forced to drop affiliate
stations located within the primary
service area of the clear channel
station. A few minutes later he
said, as I understood him, that
this same tripling of signal would
not substantially improve rural
and remote service.

Field Strength

“IN ANY EVENT, take any field
strength you want, 10 millivolts
or 5 or 2 or one-half a millivolt,
and you will find the contour
somewhat further out and includ-
ing some cities and towns that
were not included within the cor-
responding contour of the 50-kilo-
watt station. The 10-millivolt con-
tour, of course, encircles the area
in which a signal satisfactory for
city-dwellers is delivered, accord-
ing to the Commission’s standards.
The 2-millivolt contour does the
same for the residential or sub-
urban dweller. We can, I think,
disregard anything beyond the
2-millivolt contour, since the sig-
nal is insufficient for listeners in
any comniunities likely to have
broadcast stations. And I suspect
that Columbia would not drop any
affiliate unless it were located at
least within the five-millivolt con-
tour and perhaps closer.”

Citing additional statistics, Mr.
Maland said that if all clear chan.
nel stations went up to 500 kw.,
there would be but 24 more re-
gional stations within the five mil-
livolt contour of the clear channel
stations. Of the 24, nine are affili-
ated with networks, four with

YOUR'SALES’
IN WESTERN

#oNTPNA

KGIR

BUTTE-MONTANA
JOSEPH McGILLVRA WALTER BiDDICK CO.
NEW YORK-CHICAGO * PACIFIC COAST.

HOLLYWOOD OFFICE °
1509 N. Vine Street

Thanks To You, Mr. Sta-
tion Manager And Adver-
tising Agency Executive!

Your courtesy to our field managers, and the time given to them
in listening to our programs is greatly appreciated.

We are happy to receive your contracts leasing these features
for your use, and we want you to feel that your relationship
with Transco is not only going to be a pleasant one, but a profit-
able business association as well.

In producing these programs, Transco has kept pace with the
ever increasing demand of a critical audience for the very best
in entertainment, and from the moment your order is received
in our office, the objective of our entire organization is to render
every possible service to you and your clients, to the end that
each radio campaign using a Transco feature length program
will be productive of sales results.

RADIO TRANSCRIPTION COMPANY

OF AMERICA, LTD.

® CHICAGO OFFICE
666 Lake Shore Drive
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I THAT'S RADIO - DOING A JOB!

! CAMEL CIGARETTES swing their radio campaign from
Hollywood to New York and back with the speed of light.
And tell their story to New York, to Hollywood —to all the
towns between—with the speed of light. Only radio can
do this. Only neticork broadcasting can do it. Which is on-e
reason why the Columbia Ne,twork. is now carrying the
strongest schedule of radio advertising and entertain-

ment in its history
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NBC and five with Columbia.
“These are the stations which will
lose their network connections if
Mr. Paley’s prophecy is correct.
There are 59 local stations within
the present contour and 26 more
within the new contour, an increase
of 44%. None of these is affiliated
with a network and consequently
no local will be injured in this re-
spect.”

Dipping into the financial state-
ments of regional and local sta-
tions, as reported to the FCC in
afplications for license renewals,
My. Maland quoted statistics on
the earnings of those stations to
prove his arguments.

He set out to show that these
categories of stations had not suf-
fexed when clear channel stations
went up from 5 to 50 kw. but that

WWNC

ASHEVILLE, N, C.

Fulh Time NBC Affiliate 1000 Watts
[ J

Big Crops and
Good Prices !

Official estimates indicate
North Carolina’s 1936 crop
values will equal the quarter
billion dollars of 1935. Use
WWNC and you blanket
Western North Carolina —
where prosperous agriculture
joins with manufacturing,
resort business and mining
to make a rich, responsive
market!

on the other hand they have made
a remarkable gain, Taking the last
renewal applications of these sta-
tions as the source of information
he calculated the average monthly
profits of regionals and locals with-
in five millivolt contours of 50 kw.
clear channel stations and com-
pared them with the average
monthly profits of regional and
locals outside these contours, as
well as the overall averages. The
averages were based on returns
from 160 regional stations and 130
locals. The average monthly profits
of all regionals was $2,534.84. The
average monthly profits of region-
als outside the five millivolt con-
tours was $1,894.10.

Highest Profits

THE AVERAGE monthly profits
of regionals within the five milli-
volt contours was $3,675.05. And
the average monthly profit of the
members of the NARBS was
$2,904.33, or almost $400 bettev
than the average for all regionals.

The same holds true for locals,
he said, with the average monthly
profits of all of them at $535.10;
of those outside the five millivolt
contours $409.90, and of those with-
in the contours $1,187.99.

The highest profits reported by
any regional and by any local, he
said, “are from stations located in
cities having clear channel sta-
tions. The same is true of the
highest profit reported by any re-
gional belonging to NARBS.” Con-
cluding this argument, Mr. Maland
said it was difficult to find anv
basis in actual experience for the
claim that the proposed increase
of power of clear channel stations
would work injury to regionals or

% think of radid®
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of solid quarte

'%;Mhere is no more reason to
dvertising only in terms
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Y :
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Super-Power Costs

SOME basic figures on the
costs of installing and operat-
ing a 500,000 watt station by
existing 50,000 watt clear
channel stations were given
the FCC Broadcast Division
Oct. 8 by Louis G. Caldwell,
counsel for the Clear Chan-
nel Group. He said the ex-
pense involved in the instal-
lation of a 500 kw. transmit-
ter at a station already hav-
ing a 50 kw. unit would be
$310,000. The overall cost
for operation of a 50,000
watt transmitter is $3,500
per month. In the case of an
increase to 500,000 watts,
this cost would be raised to
$12,000 a month. Deprecia-
tion on a 50,000 watt job is
charged off at the 1rate of
$2,000 per month and in the
case of a 500.000 watt instal-
lation at $4,630 per month.
Thus, he said, the total for
the respective units would be
$5,500 per month for a 50 kw.
and $16,630 per month for a
500 kw. Breaking down these
monthly items, the power
bill for a 50 kw. station is
$1,600 per month and for a
500 kw. $6,560; tubes, $900
as against $4,000; personnel;
$800 as against $1,000, and
miscellaneous, $200 as against
$440. No attempt was made
to estilnate the increases in
program expenses and other
costs since under orvdinary
circumstances there is no
reason why these should in-
crease.

locals. Then he plugged in a few
additional arguments.

He said the increase of power
necessarily would drive local ad-
vertising to regionals and locals:
the increased power would mean
increased rates with the local ad-
vertiser unwilling to pay for cov-
erage that would be wasted on
rural markets. “The clear channel
station becomes more and more
distinct as an advertising medium.
less and less a competitor,” he as-
serted. “To use a familiar analogy.
it resembles a magazine read over
a wide area as distinguished from
a local newspaper.”

For the Clear Channel Group as
a whole, he said, a hurried survey
indicated that in most cases the na-
tional advertising constitutes 90%

LET USTELL YOU wyY You CAN'
HOT AFFORD TD PASS OPTHE

LARGEST INDEPENDENT
STATION i CHICAGO ¢

200 N.WELLS ST, CHICACO. . JLL,
HATIONAL REORESFATAIIVES
WEED & CO. 350 MADISON AVE, N.Y.C.

or more and the local advertising|
10% or less of the total. In only]
two cases, he said, does the na-
tional business drop below 70¢.
“Manifestly, a regional or Ilocal;
station 50 or 100 or more miles
away from the clear channel sta-
tion will not suffer with respect
to its local advertising. In fact!
all regionals and locals are more
likely to gain than lose. There is
no greater incentive to local ad-
vertising than the interest in ad-
vertising that is created among
prospective local advertisers by
successful national advertising
They are awakened to its useful
ness.”

Attempting further to disprove
the “threat” of networks drop-|
ping regional affiliates if super|
power comes, Mr. Maland pointec
out that in Chicago two network
clear channel stations deliver sig-/
nals of an average of six to eighi
millivolts in Milwaukee. Yet, he
said, Milwaukee regionals stil
have their NBC and Columbia af
filiations.

“Suppose, however, that they
should lose their present networl
connections. What reason is thert
for believing that additional net
works will not be established, o
for believing that the regional ma:
not find a very worthwhile missio
to perform in additional program:
of ‘a local interest? The apprehen
sion is, however, completely un
founded, so far as the independent
ly owned clear channel station i
concerned. The tendency would in
evitably be in the other direction“l
with the clear channel station tak
ing a smaller and smaller amoun
of network programs and the re
gional station taking an increasing
amount. This is not guess-work "
It can be demonstrated from ac
tual experience.”

Rural Population

THE ADVERTISER who want
regional coverage in the sense o
reaching the rural and small tow:
population. continued Mr. Malanc
will not use a reegional or local sta
tion anyway. He does not do s
now and he would not do so i
clear channel stations increase t
500 kw., he said. On the othe
hand, the advertiser who wants t
cover any city of large or eve
fair population intensively will no
use a clear channel station 75 o
100 miles away but a regional o
local in that city if it has a sta
tion. Even in national regiona
broadeasting. he said. a tendenc-
is fast developing which bids fai
to bring substantial revenue t
regionals and locals. He 1'efe1'1'e‘
to the rebroadecasting by such st+
tions of programs disseminated b
a high-power clear channel statio
some distance away. The possibil
ties of such service will be enoy
mously increased with higher pov
er, he said. and in a sense this c
be described as regional networj
broadecasting. ’
Diverting from his assigned sul
ject of economies, Mr. Malan
criticized unnecessary hearings bi
fore the FCC in competitive cased
He referred to those which a1

1

WGH |
GivesLive Local Representation |
In Three Prosperous Cities |
With Studios and Offices
NORFOLK — PORTSMOUTH r
—NEWPORT NEWS
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l,,,sed on applications which are
mntrary to Commission regula-
ons or engineering standards and
shich have, or ought to have, no
pasonable possibility of being
sranted. “The Commission un-
ubtedly already has some con-
sption of the large sums which
‘roadcasters must pay annually to
‘efend their assignments and their
steners against such applications.
£ seems to us that much will be
jained by a rigid adherence to anv
regulations that may be adopted
E) that there will not be the con-
Jdnuous temptation to new appli-
iants to gamble on a waiver of

e rules.”

In closing, Mr. Maland talked
bout social effects of proposals
kelating to clear channels. The so-
ial importance of radio, he said.
1= too obvious for discussion. As
Jor the retention of clear channels
.L'ith superpower, he said it is an
ssue of whether the commodity
(hould be modernized instead of
{ »eing antiquated. There is no con-
liet, as it is sometimes claimed,
re said, between sound economic
(ind social principles and sound
echnical principles. “Adherence tc
he later will further the public
T social interest and at the same
ime will further the industry’s
rue economic interest. It is non-
«dherence to sound technical prin-
iples that leads to uneconomic and
unti-social consequences.”

The cross-examination dwelt
argely upon competitive phases of
hroadeasting. taking into account
'he proposed superpower.

“If we retain 30 clear channels
nd allow 500 kw. could we con-
emplate within the next two or
‘hree years that there would be
810 such stations?”, asked Comdr.
[_;raven. Mr. Maland said he was
nable to answer but that he felt
chat eventually and if their cir-
rumstances permitted, clear chan-
nel stations would take advantage
»f the superpower opportunity.

On ‘the question of competition,
1e said he felt there would be no
adical economic effect but pointed
ut that the broadeasting business
s one of perennial change. Asked
whether clear channel stations are
‘ppgl'ating at a profit, Mr. Maland
said that he did not have the in-
formation but that WHO was op-
srating at a profit.

Comdr. Craven asked whether in
the case of WHO it would be will-
ing to install a 500,000 watt trans-
mitter at the same time as it in-
vested large sums in television if
television appeared simultaneously.

Campbell-Ewald Company

WMBD has proved it reaches th
rich Central llinois market. Tha't'g
why this station carries, we believe,
more national and more focal adver-
tising than any station its size in
:‘markg:hof its" size.,

ow, with greatly increased coverage,
WMBD is doing a better job thgan
ever for the Chevrolet account. Thank
you for this business! We are pre-
pared to do the same kind of a job
for your other accounts.

MEMBER CBS NETWORK "%,
S,

YHEBE D,

PEORIA, ILLINROIS
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Just for Fun

A NEW account of WIP,.
Philadelphia, after audition-
ing 22 girls for an announc-
ing role, selected the one
they decided was the best of
the group and then discov-
ered it was J. Jessie Kane,
secretary to Benedict Gimbel
Jr., WIP president. She had
entered the contest as a joke.

To this, Mr. Maland said he would
have to know something about tel.
evision costs and could not answer
directly. .

The question of multiple con_tro]
of superpower stations was raised
by Commissioner Irvin Stewart,
who inquired of Mr. Maland
whether he was in favor of limit-
ing the number of superpower sta-
tions under single control. Mr.
Maland responded in the affirma-
tive. Then Dr. Stewart asked
whether he would favor a require-
ment that not more than one su-
perpower station should be under
single control in a particular lo-
cation and Mr. Maland’s reply was
an emphatic yes.

Rate structures were invaded
again when Broadeast Division
Commissioner Norman S. Case in-
quired of Mr. Maland whether
rates were scientifically arrived at
or arbitrary. He followed this with
an inquiry as to whether increased
rates could be procured to justify
the increases of 30 clear channel
stations to 500 kw. and Mr. Mal-
and said it was reasonable to as-
sume that the increased cost would
not effect the industry appreciably.

Frank Presbrey

ADVERTISING lost one of its out-
standing leaders Oct. 10 with the
death of Frank Presbrey, founder
of Frank Presbrey Co. Inc., a lead-
ing advertising agency, at his home
in Greenwich, Conn. Mr. Presbrey,
81, succumbed to a heart attack.
A native of Buffalo, Mr. Presbrey
was an 1879 graduate of Princeton,
where one of his classmates was
Woodrow Wilson, He was publish-
er of a newspaper in Youngstown,
0., and founded and published a
magazine in Washington which
later merged with the Literary Di-
gest and was otherwise active in
the publishing field until 1896 when
he established his own agency. He
retired as its president in 1930 in
favor of his son, Charles Presbrey,
who still heads it. He has fre-
quently been called “the dean of
American advertising”. His widow,
his son and two daughters survive.

TIEING in with Mayor Bernard
Dickmann’s safety eampaign in St.
Louis, the St. Louis Globe-Demo-
crat, is sponsoring two 15-minute
juvenile broadcasts a week on
KMOX, featuring General Safety,
who talks to the youngsters on the
importance of caution.

CALL letters of KIUJ, Santa Fe,

N. M., licensed to L. Laurence
Martin, have been changed to
KRQA.

WOL
FIRST among local stations

in the United States in
Total Business.

Washington,. D. C.

POWERFUL

. .. now oper-

ating on

Bxw

POPULAR

.+ . 13% more listeners than
the first competing outlet

Krby

is the outstanding radio buy in

Spokane, carrying your sales mes-
sage throughout the $400,000,-
000.00 trade area that is a ‘‘hot
spot’ on the nation’s sales map.

KFPY REPRESENTATIVES
J. H. McGILLVRA, 485 Madison Avenue, NEW YORK and
Palmolive Building, CHICAGO

WALTER BIDDICK CO.. 568 Chamber of Commerce Bldg., LOS ANGELES
and i358 Russ Bidg., SAN FRANCISCO
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Here are three ‘“‘voices”
which. cover very completely
the Major Missouri Markets.
— Missourians” prefer these
stations because they “speak
their language”.

Your message over these
stations will .increase your
turn -over and distribution
throughout the State.

Write for ONE LOW RATE
and time available.

KWT0-KGBX
N B C
SPRINGFIELD, MO,

KCMO

KANSAS CITY, MO,

WTMV
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Cleveland - 610 Kilocycles

We Dominate
the
Foreign Market

WJAY IS THE ONLY
RADIO STATION IN
CLEVELAND CONCEN-
TRATING ON FOREIGN
PROGRAMS

That Means When You
Use WJAY You Broad:
cast to 606, of Cleveland

EDYTHE FERN MELROSE
Manager WJAY Cleveland
Camegie Hall CHeny 0464

Representatives

Weston, Frykman and Allen

Paley on Superpower
(Continued from page 12)

local advertisers, while delivering
the same coverage as it delivers to
national advertisers, the net result
is apt to be an actual operating
loss on the sale of local advertis-
ing, which must be compensated
by an artificially high rate to na-

tional advertisers. An economic
paradox results which makes the
superpower station’s problems
harder.

“The third disadvantage for the
superpower station lies in the mul-
tiplication of its numbers. Here I
should like to fall back upon ques-
tions. Can 20 or 25 superpower
stations be as successful as one?
Will the existence of many 500
kw, stations tend to equalize
and nullify the advantages of each,
although it does nothing to nullify
the heavy investment and operat-
ing cost of each? In other words,
isn’t it dangerous to project the
phenomenon of one superpower
station into the commonplace of
many 7" ‘

Effect on Other Stations

MR. PALEY concluded further
that ‘“we must face honestly the
almost certain fact that if super-
power is admitted under the rules,
1t will appear in cities and markets
that have little possibility of sup-
porting it without detriment to
local program service, and will ex-
tend so widely that it becomes a
commonplace.”” As to the effects
upon regional network stations,
Mr. Paley said:

“Perhaps the most serious prob-
lem which confronts these regional
stations which are now on one of

Y
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the networks, and which lie within
the future service area of a super-
power station, is the fact that they
must face the probable loss of
their network affiliation.”” This
loss, he added, would entail loss of
audience, loss of revenue from the
network and loss of network sus-
taining prestige programs.

“The addition of network pro-
grams,” he said, “seldom fails to
double the habitual audience of a
station, even within its own city.
The subtraction of network pro-
grams seldom fails to reduce that
audience by half.”

As for the effect upon local net-
work stations, CBS found only dis-
advantages and dangers, and Mr.
Paley pointed out that in two cities
on the CBS network the addition
of superpower would in all proba-
bility lead to the dropping of seven
stations now on the network. Simi-
larly, non-network stations would
suffer, he added, if signals from
distant stations swept through
their communities with three or
four times their present strength.

Cross-examined by Chief Engi-
neer Craven, Mr. Paley said that
it was his estimate that in all but
few cases rural residents now re-
ceived substantially good day and
night coverage. With superpower,
he said, that coverage would only
be slightly improved. Asked by Mr.
Craven whether his testimony was
meant to be purely economic rather
than engineering, Mr. Paley said
that the two subjects were inter-
related and that his effort was to
“advise caution”’.

WAYX Goes on Air

THE NEW WAYX, 100 watter on
1200 kc., recently authorized for
Waycross, Ga., was to be inaugu-
rated Oct. 12, using a composite
transmitter with Collins Radio Co.
speech input equipment. Owner
and manager of the station is S.
F. Sapp. Jack Murray, formerly
with WRVA, Richmond, and
WGST, Atlanta, is commercial
manager. F. M. Fortier, formerly
with WXYZ, Detroit, and WOOD,
Grand Rapids, is chief announcer.
John Tobola, formerly with KELD,
El Dorado, Ark., and WFMJ, Day-
tona Beach, Fla., is chief engineer.

Rolls Razor to Place

LEE & SCHIFFER Inc., New York
(Rolls razor) in December will
make up a spot schedule to start
early in 1937. Kimball, Hubbard
& Powell Inc., New York, is agency.

Saturation Point
In Radio Sets At
Rockford, Illinois

WROK at Rockford, Illinois, is con-
ducting its annual listeners’ survey
this year on the house - to - house
basis, starting with Rockford.

Preliminary reports on the survey
show that 96 out of every 100 Rock-
ford homes have radio sets; out of
every 100 radio homes 97 listen reg-
ularly to WROK : and 60 say plain-
ly and enthusiastically that THEY
BUY GOODS ADVERTISED ON
WROK.

Cover northern Illinois and
southern Wisconsin with
WROK, Rockford.

b

Y
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TELEVISION IN 2 YEARS,
Paley Disc’oses CBS Budgeted

For Big Investment

THE significant disclosure the
CBS is bulwarking itself again:i
the imminent advent of televisio
which he estimated is close =
hand, was made by William !
Paley, CBS president, in his stat:!
ment before the KFCC allocatic
hearing Oct. 6. Mr. Paley was cai
tioning the FCC against requirin
heavy financial commitments 1
stations at this time, especial
for superpower in view of fortl
coming changes in the art.

“In television alone,” he said,
is my opinion, after a study |
European developments and
knowledge of television’s statt
here, that the broadcasters as
less than two years away fro
commitments of many millions «
dollars. Columbia’s budget alone |
over $2,000,000—for experiment
broadcasting work in this ne|
field. Many more millions mu’
follow, in the public interest, b
fore there is any hope of return!

“Now what about the cost ..
superpower ? Our careful estimat
of the cost of 500 kw. stations i
dicate a burden of over $10,000,0(.
of capital investment by the broa; I
casters—with an additional opera |
ing cost of between $3,000,000 ar
$4,000,000 a year. These are n.
guesses but careful estimates 17
engineers and accountants. Kno\ |
ing the economics of broadcastir
as well as we do, I feel justified
saying that if the burden of co
of superpower is thrown upon tl
industry at almost the same tin|
it is faced with costly develo'
ment work in new fields, one ¢
the other is very apt to suffer.”

Mr. Paley had returned fro
several months in Europe only tl
week before, and his statement i
dicated he had studied televisic
while there. Earlier in the summe
Paul Keston, CBS vice presiden
spent several months in Euroy
during which he also studied tel
vision exhaustively.

New KMOX Studios

WHEN Major Bowes salutes S
Louis Oct. 22, during his CE
broadcast for Chrysler, he will al
turn a key, which, by means of
photoelectric cell, will open tf
doors of the newly constructe
studios of KMOX, Columbia ke
station in St. Louis. Fifteen tho’
sand square feet of floor space :
the St. Louis Mart Building hat
been added to the 25,000 squa:
feet already occupied by the st
tion, the addition including a lar;
reception room, musicians’ loung
new “Magic Kitchen” with its ow
auditorium seating 175, ten ne
executive offices, a continuity reo
and an additional broadcasting st.
dio. The station thus now h:
eight studios, ranging from -
small one for speakers to the R
dio Playhouse which seats an auc¢
ence of 400.

Roosevelt v. Landon
Yale v. Harvard
Lewis v. Green

NEWS is your best bet this fall.

TRANSRADIO
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{uirements which we have recom-
4 Inded for clear and regional sta-

ns.
d"5. With respect to differentia-
in in the maximum power per-
itted in the daytime and at night
see no objection if the expense
' maintaining the added equip-
.nt over balances the benefits to
derived from the greater power.”
Mr. Lohr concluded with an of-
' = of utmost cooperation with the
|bC in whatever decisions it may
hch as a result of the extraordi-
Liry hearings. If higher power
pkans better service to the pub-
:t he said, then let there be high-
power. “If it produces hazards
our present methods of network
erations, then let us adjust our
thods to meet the public inter-

"r()bjectives of the NBC as the
| pneer network were outlined in
'le opening of his statement. “We
1 buld not have you believe that
"th’s concern for the radio audi-
ce is one of pure altruism,” he
1id. “We do want to impress
1won you that NBC’s only business
that of broadcasting; that we
lpe to be in it for a long time,
xl_ld that, in the long run, he who
irves best profits most — in this
| ?-.siness, above all others.”

General Welfare

{BFINING his view of the public
iterest requirement of the law.
\jr. Lohr declared his company
strued it to mean the welfare
. ’“all listeners throughout the
Liuntry. He spoke of NBC’s serv-
3, frequently at a monetary loss.
outlying stations in sparsely
ittled areas. He described the
iture of NBC’s service not onlv
| the way of commercial pro-
‘tams, but public events which are
the non-sponsored category.
_?.Discussing power, Mr. Lohr de-
| ared that no matter how strong
| station’s signal may be, it will
')‘at retain its audience against
lresent day competition unless it
‘irnishes an attractive program
{ thedule. By the same token, he
ided, unless the station is able to
liver its program to the loud-
seaker sufficiently free of inter-
rence from other stations and
tufficiently above the noise level
" its community to render an ac-
:lf’s;ptab]e and enjoyable service, its
tsteners are not receiving the
fjaximum service which it is pos-
#/ble to give them.
' “Finally,” he declared, “the term
Yjublic interest’ means an industry
Jerating upon an economic foun-
{ation strong enough to carrv
"iese obligations. It was then
‘“iat he made his plea for three-
- ®ar licenses.
. “In the long run,” he added,
. most of the economic problems
"cing this industry must be de-
| ded by the owners of stations
i iemselves. But it is obvious that
1 » whatever extent undue and un-
| ise economic burdens are imposed
| pon the broadcaster by regula-

0S ANCELES: SEATTLE*SAN ERANCISCO

| Lohr Asks for Gradual Changes

(Continued from page 12)

tions, to that same extent must his
capacity to render service suffer.
Or, by exercising your regulatory
power wisely, you can bring about
an ascending spiral wherein the
industry, built upon sound econom-
ics, supplies Dbetter programs
through better stations to a bet-
ter satisfied public and thus be-
co]r;xe increasingly prosperous it-
self.

Against Reallocation

LIKE practically all preceding
industry witnesses, Mr. Lohr rec-
ommended against a reallocation
of station assignments, declaring
he could perceive no substantial
benefit either to the public as a
whole or the industry as a whole
from such an upheaval. He said
he did not mean to imply that the
present system is so perfect that
there is no room for progress, but
that it should not be changed un-
less the public would profit sub-
stantially.

Declaring the question of power
to be the most important single
issue involved, Mr. Lohr asserted:

“We believe that it would be un-
wise and unduly disturbing to the
industry for you to require ex-
penditures of this magnitude for
this purpose by any class of sta-
tions at this time. And in using
the word ‘require’, we mean to in-
clude not only affirmative manda-
tory regulations but also any ac-
tion which would permanently
penalize the station owner who
fails or is unable to install higher
power upon short notice.

“Your present practice is to re-
quire that each applicant who
comes before you seeking increased
power shall present evidence satis-
factory to you that he has ade-
quate financial ability to incur the
increased operating expenses in-
volved including depreciation, with-
out jeopardizing his economic abil-
ity to render service. We see no rea-
son to change this requirement.
What shall be considered adequate
financial responsibility must be a
question to be determined upon the
facts in each case and therefore,
the only standard we can suggest
is that of reasonableness. We do
think that the prospect of in-
creased profit subsequently is not
a complete justification for the
grant. Considerable weight should
be attached to the applicant’s
proven ability to do something

elected by
CHEVROLET-FORD

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 cection,
you can do so effectively and
economically with KFRO. In-
vestigate!

BPKFR

“VOICE OF LONGVIEW”
LONGVIEW, TEX.

IJROADCASTING e Broadcast Advertising

more than merely to make both
ends meet heretofore.

“There are no valid social ob-
jections to higher power. You have
been told that if you authorize
higher power on some stations it
will enable them to deliver satis-
factory signals in areas not now
served by them and that, because
their program service is superior,
these higher powered stations will
attract listeners who must now be
content with something less. This
has not been the experience of the
industry. On the contrary, it has
been our experience and that of
the receiving set manufacturers
that when broadcasting service im-
proves in any community the inter-
est of that community in all broad-
casting increases proportionately.
Moreover, higher power will not
come over night. It will come
gradually and will be assimilated
over a period long enough to give
each station an opportunity to re-
adjust its methods of operation
and to find its proper place in the
economic and social structure. In
any event, the answer cannot be
to protect a station through de-
priving the listening public of a
superior service; it must be to im-
prove the service of the smaller
station.”

APPLICATION for 5,000 watts
both day and night on its 930 ke.
regional frequency was filed Oct.
13 with the FCC by KPRC, Hous-
ton, now using 5,000 day and 1,000
night.

Seek Denver Local

HEADED by Jerry Akers, com-
mercial manager of KVOD, Den-
ver, and formerly with WCKY,
Cincinnati, the newly formed Mile
High Radio Corp. has applied for a
new 100-watt night and 250-watt
day station on 1210 ke. in Denver.
Mr. Akers is president.of the con-
cern, with C. W. Besse, president
of the Colorado Beverage Co., as
vice president, and Jack Langan,
local head of the Universal Film
Exchange, as secretary-treasurer.
Another pending application for a
new station in Denver is that of
Rev. S. H. Patterson, seeking 1,000
watts on 1570 ke. Mr. Patterson

recently sold his KVOR, Colorado
Springs, to the owners of KLZ,
Denver, and WKY, Oklahoma City.

WIL

Tre Pioneer CoMMERCIAL
StaTioN IN ST.Louts /

FIRST in St. Louis
to broadcast music
by remote control.
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Head of The
Lakes
Company
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guarantees coverage of the able-

The Arrowhead Group that
to-buy Tri-State area.

Crosley Reports Superpower Success

(Continued from page 14)

ter into the determination of these
questions.

“I am, however, able to give cer-
tain facts showing the relative
cost of installation and operation
of a 500 kw. and a 50 kw. plant
based upon our experience, and
since 50 kw. equipment is now
standard, and a sufficient number
of such units have been installed
and in operation over a period of
years, it should not be difficult to
apply these ratios to any given
case.

“In determining total operating
costs, it is necessary to provide
for a depreciation or amortization
of the original cost of equipment
for a period which approximates
the life of the equipment. In the
following comparison of figures
we have used a depreciation of
109 based on 10 year life for both
the 50 kw. equipment and its com-
parative 500 kw. equipment. Break-
ing down the purely technical
items, we find that it costs us 371%
more for electrical power; our wa-
ter bill is 80% higher, tubes cost
us 33% more in operating the 500
kw. transmitter over a 50 kw. unit.
These figures do not take into ac-
count added program expenses, ex.
tensive building or construction.
or additions to the administrative
or executive staff which may be
regarded desirable or even neces-
sary. In our own case we did add
1409% to administration and sal-
aries; 9% to fixed charges and
rent; 75% to program costs, and
depreciation of 109%, so that in go-
ing from 50 kw. to 500 kw. our

No. 1 Of A Series On
The New York Market!

YORKVILLE—ess than one square mile in area this section

has a population larger than the

ORKVILLE is the most pictur-

esque of New York City's Ger.
man colony. In it are concentrated
101.690 people with an average fam-
ily expenditure of $2,461 per year.
But that doesn’t tell hall the story of
New York City's Teutonic popula-
tion!

city of Duluth, Minn.

IMILAR, communities exist
throughout the metropolitan area
comprising a total of 884.062 Ger-

man speaking people, larger than
the population of Leipsig, Germany.
Of clannish temperament they lis-

ten to programs in their native lan-
guage daily on WBNX!

WBNX covers this market with 41 German language programs per week.

Full Stajj For Foreign Lan-
guage Productions Available,

SPEAKS THE

LANGUAGE

B85

WBNX Programs Are Based On
Population Characteristics,

1000 WATTS DAY AND NIGHT
A NEW APPROACH TO THE NEW YORK MARKET
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operating cost has increased 68%.
As against this total operating in-
crease of 68%, we increased our
advertising card rate 20%, but
have been able with the greater
demand for our station to operate
at a profit.

Effect Upon Regionals

“IT IS EVEN more difficult to
estimate the economic effects of
500 kw. operation upon stations of
other classes located within the
service area of the 500 kw. sta-
tion. We have had no experience
on this point and no opportunity
to observe, other than that afford-
ed by our ownership and operation
of WSAI, which is a regional sta-
tion also located in Cincinnati. In
that case the operation of the 500
kw. transmitter at WLW has had
no adverse effect upon the net-
work or other business of WSAIL
As a matter of fact, the business
of the regional station has in-
creased steadily through this per-
iod.”

Cross-examined by Comdr. Cra-
ven, Mr. Crosley said he believed
WLW’s percentage of profit with
500 kw. operation is as great as it
was before it increased the power.
He pointed out this would indicate
that the station is making more
dollars. Responding to additional
questions, he said he would supply
definite information on this but
that since WLW was operated as
an integral part of the Crosley
Radio Corp., separate figures were
not broken down to show revenue
from the station and operating
overhead for the respective divi-
sions. Asked what the investment
in WLW was, Mr. Crosley estimat-
ed that it amounted to about a
half million dollars over and above
the 50,000 watt cost. He said this
included a new building, vertical
radiator and other equipment.
Comdr. Craven asked Mr. Crosley
whether in his opinion the opera-
tion of thirty 500,000-watt stations
would have any effect upon pres-
ent business methods of the indus-
try, and Mr. Crosley responded
that he was not in position to an-
swer since he had never studied
the question.

Practicallv all of the members
of the FCC asked several ques-

Covers the
Islands
like the

waters
cover the sea.
.
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FRED 5. HART, President and Gesatel Maneger
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tions of Mr. Crosley on the eca?
nomic side, and Telegraph Commis}
sioner George H. Payne launche!
what was intended to be an attac
upon WLW and its president on ii
program policies and methods.

Favors Smaller Stations

MR. PRALL inquired whether tt
granting of any great number
superpower licenses would tend t
destroy smaller stations, and M
Crosley said that he personal
was in favor of horizontal o
creases for small stations. He sa:
he had always made his own anal:|
ses on the basis of one static
operation but that he did not fe
that any damage would be dor.
smaller outlets. Smaller station
he said, apparently are prosperir
and there is a big demand £
new ones. Asked by Mr. Pr:
whether it was a case of “surviv
of the fittest”, Mr. Crosley said 1
had seen no such indication. Cor
missioner Thad H. Brown inquir,
whether the licensing of addition
superpower stations would we:
away from smaller stations the
audiences, and Mr. Crosley respon
ed that his observations were th
listeners preferred to “select
their programs. With addition
stations, he said, listeners wou
get a greater degree of selectic
but he did not feel that any su/
stantial audience would be drav
away from local stations.

On the question of station rate
also raised by Commission
Brown, Mr. Crosley said that .
felt it was “so much guesswork
When WLW went to 500 kw.,
sald, the station arbitrarily i
creased its rates 20%), feeling th.
this was justified since it wou
give its advertisers three or fo
times the coverage formerly ¢
forded. There were no unfavorat
reactions, he said. Mr. Crosle
under questioning by other co
missioners, declared that he fd
the Commission should decide f
itself whether other stations shot
be permitted to go to 500 kw. a:
that he did not feel competent
make any recommendation. 1
said there are many advantages
high power but that the Commissi
must analyze and judee each p:
ticular application. The Comm
sion, he said, should take into ¢:
count the ability of the licensee’
buy and pay for the installatid|
its ability to serve public intere |
and whether its geographical lo
tion is such as to permit it to re¢
der good service with the increas
power. “It would be impossil
for me to be for or against 30 s
stations,” he said.

Payne Hits at Policies *

RESPONDING to Commissio
Norman S. Case’s question as
whether 500 kw. should be

greatest power permitted at t
time, Mr. Crosley said he saw
reason to limit the art by any
striction on power. It was at
point that Commissioner Pa
obviously in a militant mood,
tacked Mr. Crosley and his meth
of operation. The commission

WTCN

ST. PAUL AND MINNEAPOLIS
FREE & SLEININGER, Inc.

Notional Representotives

I
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4 Hce had previously notified news-
kpermen that he would develop
not news” with Crosley on the
yand, and suggested they send re-
rters.
Snapping his questions at the
oneer broadcaster, and demand-
r,:g prompt and explicit replies.
‘ommniissioner Payne asked how
Jluch of the WLW profits were
plowed back into programs”. Mr.
rosley said the question was one
‘hich he could not answer offhand
at that he would be glad to at-
smpt to supply the information.
The Telegraph Commissioner
1 nen asked whether the Crosley
jorporation paid any dividends.
wnd Mr. Crosley said they amount-
1d to $.25 a share last year. Then
e asked how much of the com-
jany Crosley himself owned and
he answer was approximately one-
ourth.
1 Reading from a sheaf of cor-
espondence before him, Commis-
foner Payne went into such things
s the Crosley ownership of the
weneral Pharmacal Co., manufac-
urers of two proprietary products:
4 llleged refusal by the station to
ell time to competitive accounts
n these lines; allegations that
4 Crosley had given instructions that
he station broadcast nothi-
sbout labor difficulties or strikes;
Thulleged refusal to broadcast Town-
send talks and talks of other min.
ity groups and alleged cancel-
gtion by Crosley of the Gruen
Watch Co. program last year fea-
curing Drew Pearson and Robert
1 3. Allen, authors of the Washing-
on Merry-Go-Round. To all of
chese allegations, Mr. Crosley, nev-
er losing his composure, entered
‘denials. Frank M. Smith. general
sales manager of the station, pro-
' 7ided certain of the responses and
Telezraph Commissioner Payne.
zontinuing his baiting tactics, in-
terjected numerous caustic remarks
‘about Mr. Crosley not makine the
Jecisions in his own organization.

Accusations Are Denied

{ MR. CROSLEY denied that Gen-
eral Pharmacal refused to accept
advertising of competitors. and as-
serted it solicited various such ac-
counts; denied he had ever given
instructions against labor or strike
broadcasts. Mr. Smith admitted
| that the station did refuse a Town-
send talk because it was offered
at the time a House Committee
was investigating the Townsend
pension movement and at the con-
clusion of those hearings the

e a survey of
djo station
popularity

A CPA mad
Kansas City 12
and program

write us if
copY¥ of bhis

THE SPORTS
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of the
MIDDLE
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MO.
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LANDON’S DOUBLE — Those at-
tending the allocation hearings
thought they were “seeing things”
when they spotted William C. Al-
corn, vice president and general
manager of WBNX, New York,
who looks even more like the
G.0.P. presidential nominee than
this picture evidences.

Townsend movement did not renew
its request. Mr. Smith said that
WLW had given the Lemke partv
time and that the policy of WLW
was to treat all parties alike un-
der the same terms and under all
conditions. As for the Pearson-
Allen case, Mr. Smith said that a
question arose about the injection
of personalities into the broad-
casts which might have resulted
in libel action against the station
He said that WLW refused to take
the program unless the libel re-
sponsibility was taken by the au-
thors but that they elected to tem-

per their remarks rather than as-
sume that responsibility. As a
consequence, he said, the program
was carried for the duration of its
contract.

Commissioner Payne concluded
his attack with the reading of a
letter from Senator Norris (R-
Neb.) in which the Senator was
quoted as saying there had been
complaints against WLW as con-
trolled by financial interests that
would not permit anything said
over the station that was ‘“detri-
mental to private interests.” Called
upon to answer the assertion, Mr.
Crosley said that his company al-
wayvs leaned over backwards on
controversial matters.

The WLW case was concluded b
R. J. Rockwell, technical supervis-
or, who put on a talking motion
picture demonstration to prove the
argument that even with its 500.-
000 watts the station does not
blanket any stations up and down
the dial even within the shadow of
its own transmitter. He defined
various types of interference that
have resulted and traced them
down. In virtually every case thev
were attributable to “man.made”
interference rather than to super-
power.

G-E “Hour of Charm”

GENERAL ELECTRIC Co.,
Bridgeport, Conn. (electrical ap-
pliances), will feature Phil Spit-
alny and his girl orchestra in an
afternoon series of programs to
begin Nov. 2, Mondays, 4-4:30
p. m. on 21 NBC-Red stations. The
program, entitled Hour of Charm,
is signed for 26 weeks through
Maxon Ine.,, New York.

town theatre.

PITTSBURGH

Pulling Power

On his new program over WCAE a spon-
sor last week offered theatre tickets to listen-
ers who could list correctly the unannounced

names of singers and orchestras.

The contest was not easy. The correct

answers, however, just missed filling a down-

- BASIC NBC RED NETWORK
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With 5,000 watts power,
daytime, and 1,000 watts,

night, KFH sells mer-
chandise for its adver-
tisers.
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Regionals Fear Ruin by 500 kw.

(Continued from page 13)

2215

tive regional areas may be im-
proved and made satisfactory.
These principles and these facts
were necessarily considered and
finally determined in favor of re-
gional stations and were the basis
on which the Commission neces-
sarily acted in permitting regional
stations to increase their day time
operating power to 5 kilowatt.”

Station Popularity

GOING into business aspects of
regional operation, Mr. Spearman
said it has been found somewhat
easier to sell the services of re-
gional stations to local advertisers
if the local advertiser is convinced
that the station has been carrying
a large amount of national busi-
ness. This is on the premise, he
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added, that many advertisers be-
lieve that the popularity of a sta-
tion is largely dependent upon na-
tional business for high quality
programs. The average increase in
the technical operating expense of
regionals by virtue of 5 kw. opera-
tion, Mr. Spearman said, would
amount to about 21.48%. There is
no question, he said, that the in-
creased volume of business result-
ing from such power boosts, would
easily offset the relatively small
increased cost of operation.

As for stations on Canadian
shared channels, Mr. Spearman
argued that the present rules lim-
iting power on such channels
should be eliminated and left to
the discretion of the FCC.

Under the head “Opposition to
500 kw. Station Menace”, the
NARBS counsel launched a vigor-
ous tirade against superpower. He
then set out methodically to break
down the Sept. 1 FCC allocation
survey contending that it was
based largely upon “theory and
conjecture.” It had been indicated
before that this survey would be
attacked in that fashion. Indi-
vidual post-cards returned by rural
listeners were examined by Mr.
Spearman’s organization, he said,
and a categorical challenge to the
results was made.

Going into “economic and social
considerations”, Mr. Spearman
said that 500 kw. stations to just-
ify themselves socially must show
that they will provide ,listeners
with program service which is not
available to them at present. He
contended that the clear channel
stations are for the most part net-
work stations and that it is there-
fore obvious that the service which
the public will receive from clear
channel stations in the future will
be as it is today and as it was yes-
terday—network programs.

“In view of these facts this Com-
mission should give consideration
to the present coverage by network
programs. The networks and the
stations, including practically all
classes of stations affiliated with
these networks, have done this job
for the Commission and have done
it well. Both the National Broad-
casting Company and the Colum-
bia Broadcasting System have con-
ducted thorough and painstaking
surveys to determine coverage of
their respective networks. The
thoroughness with which these sur-
veys were conducted and the re-
sults analyzed cannot be compared
with the post card survey which
we have discussed. The networks

1

'T/u: Adverﬁsinq Test Station
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. of the Major
Connecticut Markets
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National Representative
Free, Johns & Field, Inc.
New York — Chicago — Detroit
San Francisco — Los Angeles

have done a much more thoroug)
job.”

Mr. Spearman next analyze:
coverage surveys of both NBC an|
Columbia, which he said purporte:
to show that they already covere
practically all of the country. “W
submit that it is fundamentally un
sound to permit the operation o
clear channel stations with 500 kw
power and thus to give them onl
a 10% increase in population whicl
they could serve, if in grantin;
this authority it might in any wa:
tend to disturb the status of othe
important classes of stations.”

Declaring that NARBS is con
vinced that the installation and of
eration of 500 kw. stations is eco
nomically unsound, Mr. Spearma:
pointed to a report made by lead
ing engineers for the advisor
committee on engineering develop
ments of the National Advisor
Council on Radio in Educatior
which said that cost of maintain
ing and operating the plant of :
50,000 watt station along with in
cidentals would be $194,750. Wit!
other necessary figures added, h
said his engineers concluded tha
on this basis the minimum cost fo
operating a clear channel statio
of 50 kw. would be $214,750.

Superpower Costs ‘

“OUR engineers after investigat
ing the difference in cost of oper
ating a 500 kw. station as com-
pared to the cost of operating
50 kw. station, advise that the cos
of operating a 500 kw. station wil
be more than 2% times and slight
ly less than three times as muc
as the cost of operating a 50 kw.
station. If we take the minimun
difference and multiply the cost o
operating a 50 kw. which is $214,
750 by two and one-half it is foun:
that the minimum cost of operat
ing a full time 500 kw. statio’ |
will be $536,875, or $322,125 mor
than the minimum annual cost o
operating an efficient 50 kw. sta
tion.”

Injecting a new note in his dis
cussion, Mr. Spearman said tha
a week ago, after he had prepare
his presentation, he received a ne:
edition of the National Advisor
Council report in which the figure
had been changed as to the cost o
operating a 50 kw. or a 500 kw
station. “The amazing disclosu
that comes from the new repor
of the committee is that in 19
it cost only $10,000 to cover a
the power needed to operate a
kw. station 16 hours per day wher ]
as the report of the same commi
tee showed that the power bill iy
1932 to operate a 50 kw. statio
would be $30,000. This means tha
power rates have been reduce
75% and that they now are onl
25% as much as they were if
1932. Does anyone believe tha®
such reductions have been made i
power rates?”

L]
Source of Business

THE NEW REPORT, he said, doe
more than support figures on or
eration of 500 kw. which had bee
presented previously, “The figur
is given by us at half a millio|

of Radiy Stations |
NEW YORK - CHICAGO - DETROIT- SAN FRANCISC
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fars and the new réport re.
ired to by the committee of emi-
it engineers gives the figure of
£2,000 as the cost of those items
fidental to the transmitting plant
without accounting for one
my to cover studios or other
tessary investments.”
Mr. Spearman, like the Clear
wnnel Group, drew heavily upon
« financial statements filed by
tions with the FCC to cover
siness done by various station
bups. He used these in building
| his argument that superpower
itions would be forced to go
ler the business of regional sta-
I'ms in order to increase their
| renue because of the heavy in-
4 stment and operating expense.
A sking what will be the result
‘clear channel stations operating
ith 500,000 watts, Mr. Spearman
htinued:
10t will mean the financial ruin
1’ such stations or else it will
an that these stations must in-
nFase the amount of business done
| them to offset these losses. This
jings up a practical question. Will
4 .is necessary amount of addition-
' ]business done by them come
pm new business, from increased
vertising budgets, or will it come
om regional stations, and if from
igional stations, what effect will
le depletion of their revenues
1.ve on them?
L“We have been unable, after dil-
ont search, to find where the
st amount of new business will
me from. This question is of
ch momentous importance that
1le Commission should never au-
iorize the operating of 500 kw.
‘ar channel stations until it has
gen satisfactorily answered and to
“ate no such satisfactory answer
as been made, nor is such satis-
ry answer being attempted. The
cts are that until this question
. definitely and conclusively an-
! wered, this Commission cannot
ssume to say that such new busi-
pss will offset these extraordi-
‘ary out - of - pocket losses and it
V'iust necessarily conclude that if
lach clear channel stations secure
Phough business to offset these
‘eavy losses, it must come from
‘tcreased rates, greater participa-
Yion in advertising budgets and

4 1:X)

SEATTLE
1000 Watts

SAYS:

“Our figures please the
eye and fit the budget”

NATIONAL REPRESENTATIVES

NEW YORK CHICAGO -
DETROIT SAN FRANCISCO

from regional stations. No facts
have been pointed out and none
have been found by us indicating
that advertisers are going to in-
crease their budgets by anything
like the percentage necessary to
leave their existing business on
regional stations and add a suffi-
cient sum to take care of the losses
incident to the operating of 500
kw. stations and pay a reasonable
return on the investment of the
owners of these stations.

Survival of Fittest

IN THE final analysis the ques-
tion of what to do about 500 kw.
stations is to make a decision that
such stations will not be permit-
ted, or else to look for a fight to
the death and finally for the sur-
vival of the fittest as between re-
gional and clear channel stations.
Such a fight will not help either.

“This is especially true of na-
tional spot advertising. If 500 kw.
stations are authorized, these sta-
tions are going to do their dead
level best to sell the national spot
advertiser on the theory that the
coverage which he will get from
using these 500 kw. stations is so
great that they can afford to pay
the increased cost and they do not
need regional stations now used by
such national spot advertisers to
reach the American public.

“If 500 kw. stations continue in
the future as they have in the
past to carry chain or network
programs, it follows as a matter
of course that the rates for car-
rying . these by 500 kw. stations
must be severely increased.

Further, Mr. Spearman said
that 500 kw. stations would go to
the advertiser and agency to sell
them on the idea that their cov-
erage is so great that regional
stations within their service areas
will not be necessary to secure
complete coverage. He cited the
technical testimony in behalf of
NARBS in connection with signal
strength of 500 kw. stations.

“If half the national spot busi-
ness and half the chain business
now carried by regional stations
should move over to 500 kw. sta-
tions, and this percentage of move-
ment and more would probably
take place in short order, it is seri-
ously doubted that it would offset
the losses incident to the operation
of 500 kw. stations. What is more
important, our investigations dis-
close that if anything approaching
this percentage of chain and spot
broadcasting should move from re-
gional stations to 500 kw. stations,
it would destroy the economical
status of regional stations and
cause them to operate at a loss if
their continued operation could be
carried on at all in many places.”

“Life or Death”

THE FACTS indicate that the
stake of the regional stations in
this question is great and that it
may mean life or death economi-
cally to them, he said, adding that
if the Commission authorizes 500
kw. stations the investment will
have the practical effect of “freez-

ing development along current lines
and will act as a positive and im-

You can tell *em in English—They’ll
understand. 859% of the population
of this section of Westcrn Montana is
American born.

2o ke KGVO Monna
Columbia Broadcasting System Affiliate
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portant impediment to future
progress along such technical
lines.”

Concluding with his argument
on duplication of stations on clear
channels, Mr. Spearman said that
if duplicate operation is allowed
that stations of such powers as
have been operated successfully for
many years be authorized. In other
words, he recommended that the
duplication should be with 5 to 50
kw. stations depending on the com-
parative need for stations in the
key communities.

“We submit that the operation
of these stations on clear channels
should be provided for in view of
the facts that their operation
would not limit or interfere with
any worthwhile service now being
rendered; would make for a greater
use of facilities and less waste in
their use; would tend to relieve in-
terference to regional stations and
generally expand and improve
their service, and generally im-
prove radio service by providing a
greater number and greater va-
riety of programs to a much larger
population than could be done in
any other way. The proposal 1is
sound socially and economically
and these are of primary import-
ance. It is, of secondary import-
ance, technically feasible.”

On Cross-Examination

UNDER cross-examination, Mr.
Spearman revealed that the region-
al group was not asking for a
“horizontal increase” to 5 kw. on
all regional channels as such. In
response to a query by Mr. Craven,
he said that his group favored re-
vision of the rules so that the
power limitation of 1 kw. at night
would be removed and ‘that appli-
cations thereafter should be con-
sidered on their merits. He said
that if regionals go to 5 kw. there
would be no marked effect on lo-
cals. He pointed out there was no
complaint from locals when region-
als were increased from 1 to 5 kw.
during daytime. Responding to ques-
tions submitted by Louis G. Cald-
well, counsel for the Clear Channel
Group, Mr. Spearman said the as-
sociat.on was opposed to 500 kw.
stations and that with respect to
WLW he was not in position to
say whether the association fav-
ored the reduction to 50 kw. status
from its present 500 kw. since that
matter had never been discussed.
He said WLW is operating experi-
mentally as a 500 kw. station.

There were further questions
from Mr. Caldwell regarding the
operating costs of regional stations
and the increase that would result
from the proposed horizontal boost.
Mr. Spearman, however, contended
that the figures wused were not
comparable. To the question put
through Mr. Caldwell as to what
‘““specialization of function” he
would assign as the function of
clear channel stations, Mr. Spear-
man replied that the question was
“unintelligible”. Mr. Caldwell an-
nounced that he was satisfied with
the answer.

Mr. Spearman concluded with
the statement that by virtue of his
examination of the financial state-
ments of clear channel stations
filed with the Commission, there
were several such stations which
“couldn’t make the grade” finan-
cially to cover the 500 kw. opera-
tion. The total of some of these
stations, he said, would not be suf-
ficient to pay for the technical
cost of 500 kw.

A GOOD
Radio Station

caes BETTER

Cherry & Webb

Broadcasting Co.
PROVIDENCE R. L.

a BASIC

station on

e Becomes
COLUMBIA
January 1.

e Now a Mutual and In-
ter-City afhiliate.

e« FREQUENCY 630
KILOCYCLES.

o Excellent coverage of
the rich Rhode Island
trading territory . ..
most densely populated
state on the continent
.« . one of the wealthiest
areas in all America.

¢ Splendid studio equip-
ment, organ and talent
facilities.

Bargains Available

to Shrewd Buyers

NOW!

e Rate advances become
operative January 1,

1937.

e Contracts made now
effective to August 31,
1937.

e Schedules still flexible
but filling rapidly.

Wire or write for
availabilities

Station WPRO

Representatives

PAUL H. RAYMER CO.

Necw York - Chicago - San Francisco
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Watch
Our
Smokel |

Those big stacks
that rare skyward up
and down the Ohio
Valley certainly bear
watching these days.
They are doing a bit
of “‘sky writing” that
spells business and
plenty of it!

Steel mills are going
great guns — Potteties
are beehives of activ-
ity — Glass Plants are
humming — Coal
Mines are making new

All of which

means that men are

records.

working and when men
work they spend and
when they spend it’s
time to advertise and
when it’s time to ad-
vertise in the Ohio
Valley it’'s WWVA for

results!

Check our “smoke”!

National Representatives

JOHN BLAIR & CO.

NEW YORK . . . CHICAGO
DETROIT . . SAN FRANCISCO

Columbia Station

5000 WATTS

WWVA

1160 KILOCYCLES

DR. PICKARD’S TECHNICAL CASE FOR REGIONALS

TECHNICAL testimony to sub-
stantiate the NARBS plea for du-
plication on clear channels, hori-
zontal increases for regionals to
5 kw. and opposition to super-
power, were presented graphically
by Dr. Greenleaf Whittier Pickard,
Boston consulting engineer, on Oct.
8 and 9. Much of the research
work for his calculations and de-
ductions was undertaken by Paul
F. Godley and John A. Barron, con-
sulting engineers.

Dr. Pickard began on the pre-
mise that with 500,000 watt opera-
tion, interference would be caused
not only in the United States but
with stations all over the world.
Dr. Pickard used many hypotheti-
cal cases to support his contention
that duplication on clear channels
would not obliterate secondary
service to the pnoint where rural
coverage would be destroyed. For
example. he said. that if a station
in Seattle was placed on the chan-
nel of WJZ in New York. using
5 kw. with a directional antenna,
it would give full protection to
WJZ. Another case he cited was
that of a 5 kw. station in San
Francisco on the clear channel of
WCAU, Philadelphia. He employed
coverage contours to show that in
such a hypothetical case the num-
ber of listeners served would not
be seriously curtailed.

Dr. Pickard. projecting numer-
ous charts and maps on the film
screen, demonstrated to the Com-
mission that his calculations dis-
closed that only a small addition
to the potential audience to be
served is in sight if all 50 kw.
transmitters went up to 500 kw.

Audience Coverage

TODAY’S 50 kw. stations, he
showed. with plants costing about
$128.648. are capable of serving
22.819,000 radio homes. At 500 kw.,
with plants costing. according to
his estimates. $328,500, these sta-
tions would serve only 22.869.000
homes—too slight an increase to
be a weighing factor.

Dr. Pickard showed that with
50 kw. stations, service today is
available from two networks in
22.492,000 radio homes; at 500 kw.,
these stations would serve only
22.869.000 homes. he estimated.
Thus he concluded that 98.35% of
the radio homes of the country al-
ready can secure service from two
networks.

Discussing international interfer-
ence ranges. Dr. Pickard placed
a theoretical 500 kw. station in
Washington, which he said would
deliver winter interfering signals
at 25 microvolts per meter well
down into South America, the radi-
ating pattern also cutting through
Europe at a point not far from
Berlin. A 5 microvolt signal, he
added. would include the major
part of Africa. some of Asia and
most of the Pacific Ocean as well.
Dr. Pickard asserted that many of
our clear channels alreadv are
heard clearly in Europe, which he
internreted as meaning that thev
are laving down so strong a field
intensity there now that the in-
ternational interference problem
would be considerably aggravated
with 500 kw.

Attempting to show that manv
of the clear channels are occupied
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by Mexican stations, Dr. Pickard
projected a chart which showed
that there are no less than 25 sta-
tions in Mexico which are using
clear channel assignments. Dr.
Pickard produced exhibits designed
to show that regional stations do
a sizeable job of covering the coun-
try both daytime and nighttime
even at present. He said he found
that at night the regional stations
of the country cover to the 2.11
millivolt line an audience of more
than 175,000,000 people.

He pointed out, of course, that
this is greater than the popula-
tion of the country but that in
many areas regional service is pro-
cured from more than one regional
station and the totals were com-
bined in such cases. At night, he
said, these stations, again taking
into account the overlapping of
service, cover an audience of
245,000,000 people.

Staggered Frequencies

A NEW note in allocation tech-
nique was proposed by Dr. Pick-
ard when he suggested that re-
gional stations on the same chan-
nel should operate with slightly
staggered frequencies of a separa-
tion of perhaps 17 cycles. In that
way, he said, the service of these
stations could be expanded by
elimination of the signal of the
undesired station in this ‘“out of
phase” operation. The reason for
this, he said, lies in the character
of receivers now being built and
also because the human ear would
not be able to pick up the off-
frequency interference which would
be created. He said this was not
a ‘“‘paper idea” but had been proved
in actual operation.

By staggering of frequencies
within the 50 cycle tolerance now
permitted, Dr. Pickard said that
there would be an appreciable
broadening of regional station cov-
erage. For example, he said it
would result in an increase of
nighttime coverage by regional
stations supplying service to
175,000,000 people to a figure of
nearly 190,000,000 people.

Dr. Pickard argued that if clear
channel stations used effective an-
tennas they would be able to in-
crease their coverage appreciably
without increasing power from 50
to 500 kw. He recommended use
of a “one wave Franklin antenna”
which he said in some instances
would increase coverage from 70%.

Analyses of reception of distant
clear channel stations in Boston
next were presented by Dr. Pick-
ard to show that they do not put
out a signal capable of good re-
ception because of “seasonal ef-
fect.” It should be remembered,
he said, that in the case of the
FCC’s allocation survey the rec-
ords were made during March,
April and May and not during the
months of June and July when the
seasonal effect is most noticeable.

Pickard’s Cross-Examination

ON cross - examination of Dr.
Pickard by Chief Engineer Craven,
the distinguished engineer was
asked point-blank whether in his
opinion there could be duplication
on all clear channels. Dr. Pickard
said he felt that the duplication

could be effected on 5, 10, or 15 ¢’
the channels described as clear, 1¢
ferring to the total of 40 provide
for in the 1928 allocations rathe
than the 30 which are clear 3
present. That is interpreted t
mean that at the outside, Dr. Picl
ard felt that five additional clea
channels could be duplicated. Ur
der further questioning Dr. Pick
ard said he felt that in a gener:
way these channels could be dupl
cated with stations separated th
width of the country and also one¢
half the width of the country. 1
any closer duplication occurred,
said, interference of an objectior
able character would be created.

To the hypothetical question 3
to what he would do if he starte
from scratch in allocations, D
Pickard said he would like to se
a reallocation on a frequency bas!
which would give particular type
of frequencies to areas depender
upon particular types of propage
tion conditions. In other words, I
said, he would assign high powe
to the stations dependent largel
upon sky wave coverage of remof
areas and the lower frequencies t
those stations which serve prin
arily because of their groun
waves.

Dr. Pickard said he was in fav¢
of full-time operation of statior
and felt that time-sharing operatic
proves a handicap. Asked what }
would recommend that the FCC ¢
in the event it decided upon cle:
channel duplication, Dr. Picka
said he would first look out for tt
present group of stations to pe
mit them to render best servic
and that he would take care (r
full - time and half - time existir
stations before considering any ne
station grants.

On Horizontal Boosts

ON THE 5 kw. power increas
Comdr. Craven raised the questic
of interference that might 1°
caused by the boosting of powes
of 250-watt and 500-watt regional
Dr. Pickard agreed that a pro.
lem of large proportions was i
volved and said that he had d
voted his primary attention in co
sidering these horizontal boosts
stations of 1,000 watts rather the
those of 250. He said he believé
Canadian - shared regionals cou
use 5 kw. with proper direction
antennas. Dr. Pickard also agre:
with Comdr. Craven that the 1
creases of stations using 250 a1
500 watts would produce not on
a serious engineering problem b
also a serious allocation problel
Asked what he would do if a st
tion on a regional channel did n
wish to go to 5 kw. because of ec
nomic reasons while others on t
wave proposed to increase, L
Pickard said that the station r.
fusing the boost could be protect
through use of directive antenne

Rural Service Now Good

WHEN Comdr. Craven also rais
the question of local stations «
channels adjacent to regionals a
of clear channels adjacent to r
gionals, Dr. Pickard said that
would advise that this engineerii
development go slowly. He said .
recommended the use of direction
antennas for all classes of statio
including locals.

Summarizing this testimo
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imdr. Craven asked whether Dr.
kard believed that shared sta-
Ins should be given full time first
1Tthe event of duplication; that
‘¥ | stations should go up in power
kizontally; that 10 or 15 of the
hsent stations described as oper-
Jng on clear channels might be
:b]icated, and that present fu].l-
lhe regionals should go up in
{;\'er. Dr. Pickard responded in
b affirmative.
Pr. Pickard said he believed that
jral service under existing stand-
Hs is very good in practically all
sas of the ecountry during day-
jpe. At night, he said, the cov-
‘Bge was not so great. He said
at improvement of rural cover-
e could result by increasing the
iImber of stations and by syn-
ironization; that one other way
huld be by a “very considerable
Frease in power”, but that he be-
lved this was less satisfactory.
FiAsked whether he believed 500
. operation an advantage, Dr.
‘lckard said he did not. He said
lat in telephone engineering it
s found long ago the best way to
‘crease coverage was by “relay
dleps” rather than by boosting
pwer at one source. He said this
Tas a very complete analogy to
e superpower situation. He said
»+ believed that power has reached
& practical limits and that there
ould be no increases beyond
1,000 watts. Comdr. Craven, how-
rer, pointed out that Dr. Pickard
ad advocated a raise in regional
hhwer from 250 to 5,000 watts or
1 times, and at the same time op-
hsed a tenfold increase in clear
| lannel coverage. Moreover, Comdr.
raven said that the statement in
yposition to superpower was in
sagreement with the IRE. Dr.
: ‘ickard sald he was in disagree-
tent with the IRE because he con-
dered the additional power not
«asible and not the best solution
‘the problem.
Comdr. Craven raised the case
 WLW and asked whether he
bkt that operation with super-
mwer was unsuccessful for rural
i isteners. Dr. Pickard said that the
. 'mote coverage of the station,
»om his own observations, was not
l,20d in Boston. He added, how-
ver, that if WLW was reduced in
ower from 500,000 to 50,000 watts
nere would be a loss of signal
crength in the ratio of one to
‘n‘pe. This is on the ground, he
| ointed out, that the increase in
ignal strength is three to one
! tom 50 to 500 kw.

CBS School Manuals

{IANUALS for 45,000 teachers
7ll 'be distributed by CBS in an-
wer to increasing requests from
Il over the country for this
Teacher’s Manual and Classroom
wuide” of its American School of
he Air. Instructors in schools,
anging from government out-
osts to those in crowded metro-
olitan areas, are correlating their
‘ourses with those of the air
chool, which opened its eighth sea-
on Oct. 13, The manual, a 62-page
uide, is designed to help teachers

] =

¥ 'n securing visual aids and supple-

| hentary instruction in connection
fvith the several courses presented
;ally, Mondays through Fridays,
rom 2:15 to 2:45 -p. m,, EST.
1oompiled by Miss Helen Johnson,
lirector of the school, the manual
fltives a short synopsis of each
‘ilay’s instruction, followed by sug-
restions for visual aids, books for
. leading and music references,

WORLD’'S TALLEST — When the
world’s tallest boy visited Lincoln,
Neb., last month, J. B. Lake inter-

viewed him for station KFOR.
Robert Wadlow, is 18 years old,
8 feet 5 inches tall, and weighs
475 pounds. Robert is shown in
the picture with his father, his
uncle, and on the right, Monte
Meyer, of the KOIL-KFAB-KFOR
commercial staff in Lincoln.

Studebaker Auto Using

Political Promotion Idea

STUDEBAKER SALES Corp. of
America, South Bend, is the latest

. sponsor to tie-in with the presi-

dential campaign for a merchan.
dising idea. Five Studebaker cars
will be awarded to the persons who
come the closest to guessing the
popular vote cast for Landon and
Roosevelt on Nov. 3. Listeners
may obtain post-paid entry cards
at any Studebaker dealer or may
send entries in a letter or on a
posteard. Large posters in win-
dows of all Studebaker dealers give
details of the contest and list the
time of the Studebaker Champions
on NBC-Red, Mondays, 9:30-10
p. m. Roche, Williams & Cunnyng-
ham Ine., Chicago, is the agenecy.

General Motors Corp., Detroit,
on behalf of its General Motors
Symphony Concerts has every GM
showroom in the country display-
ing a large red and white win-
dow poster directing attention to
the radio series on the NBC-Red
network, Sundays, 10-11 p. m. from
Carnegie Hall, New York. Camp.
bell-Ewald Co. of New York serv-
ices the account.

Added Registrations . . .

FOLLOWING are the additional
FCC allocation hearing registra-
tions to those published on pages
62 and 63 of this issue:

Thomas S. Baker, Washington.

Louis W. Berne, WCNW, Brooklyn.

Clifford M. Chafey, WEEU, Reading, Pa.

Arthur Faske, WCNW, Brooklyn.

Howard 8. Frazier, consulting engineer,
Philadelphia.

John J. Gillin Jr., WOW, Omaha.

Paul F, Godley, consulting engineer, Mont-
clair, N. J.

Purnell H. Gould, WFBR, Baltimore.

Hugh A. L, Halff, WOAI, San Antonio.

R. N. Harmon, Westinghouse Co., Chicopee
Falls, Mass.

M. D. Hildreth, WORL. Boston.

Harold O. Landis, WEEU, Reading, Pa.

Frank Megargee, WGBI, Scranton, Pa.

A. Mortimer Prall, Transamerican Brestg.
& Television Corp., New York.

Ray B. White, WAWZ, Zarephath, N, J.

Grant Wrathall, KUTA, Cedar City, Utah.
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Policy Changes Seen

(Continued from page 10)

based on competitive showings,
should get the preferred treat-
ment; that locals which can show
the need should be given available
regional assignments, and so on
down the line. Where there is the
possibility of new stations, it is
felt, these should go to areas not
now having stations, or perhaps,
to cities without adequate service.

Part-time Stations

THE PROBLEM of part-time sta-
tions on clear channels also comes
into the spotlight in the event of
superpower. It was contended that
with 500,000 watts the channel
should be clear, so far as possible,
both day and night. Such stations
as may be taken off to make way
for the superpower likewise would
have to be accommodated on other
facilities. The Broadeast Division
also had forcibly placed before it
the plight of the part-time station
classification and the

in every (
words of several witnesses that
they are economically unsound.

Their elevation to full-time status
constitutes another matter requir-
ing consideration ahead of licens-
ing of new stations.

As BROADCASTING went to press,
it was indicated that the hearings
might conclude about Oect. 17.
Among groups yet to appear were
National Independent Broadcasters
Inc., representing some 70 local
stations, the technical cases for
both NBC and CBS—aside from
the presentations of their presi-
dents; Hearst Radio Inc.,, and

groups of independent stations
represented by counsel.

NIB, it was expected, would
present a case in favor of a flexi-
ble allocations system, wherein
local stations would be allowed to
increase their powers when it was
shown that with 100 watts they
could not cover their markets.
The indication was that in general
the locals would support the stand
of NARBS on such matters as
superpower and duplication on
clear channels. They will also seek
to have additional channels made
available for local stations, to re-
lieve congestion on the six channels
now assigned them and to allow
sufficient separations between sta-
tions so they will be in position to
increase power.

RESULTS?

COUNT MOST

Let us acquaint you

with our work.

Blanketing the Twin Cities

The only full time in-
dependent radio sta-
tion in  the Twin
Cities. “ e

ers in the Saint Paul and Minneapolis mar-

WMIN . .. reaches one million prospecfive- custom-
9 B

—the-8th largest trade area in the country.

WHIN
WMIN Broadcasting Company

" Saint Paul, Minnesota

S '|8 hours of it;qntinqéusiﬁ
broadcasting e've ry day.

ot
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HE YEAR’S BEST OPPORTUNITY
FOR EFFECTIVE PROMOTION!

*

A Lasting Advertising Medium
At Regular Rates!

HE 1937 BROADCASTING YEARBOOK Number is now in process of produc-

tion. Its contents will be more comprehensive and complete than previous

numbers and will include many new departments and up-to-date radio broadcasting
data for the year.

Previous YEARBOOK Numbers have been accorded remarkable acceptance by
national and regional radio advertisers, advertising agencies handling radio ac-
counts, station executives, and all other groups in the radio broadecasting industry.

Every progressive concern associated with the business of broadecasting will
find it a profitable investment to advertise in the 1937 YEARBOOK Number . . .

It will be a year ’round medium for their advertising message.

The YEARBOOK Number
Will Be Published Early In 1937

® The YEARBOOK Number is sched- ®
uled to be mailed on or about Feb. 15,
1937, and will be sent to all regular sub-

scribers.

MAKE YOUR RESERVATION TODAY!
Final Advertising Forms Close December 15, 1936

BROADZASTING

roadcast
Advertising

NATIONAL PRESS BLDG. WASHINGTON, D. C.

—
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Arthur Garbett of NBC
Is Awarded Fellowship

ARTHTUR S.
GARBETT, NBC
western division i
educational direc- 3
tor in San Fran-
cisco, nationally

5
17 R Y
@% ’
known for his e

work in the de- —

velopment of mu-
W

sic appreciation, i
Mr. Garbett

has been awarded
a special grant-

in-aid fellowship by the Humani-
ties Division of the Rockefeller
Foundation to perfect his simpli-
fied system of teaching musical
composition to children and adults.
His method is being experimentally
used in both the Oakland and San
Francisco public schools.

Award was made in recogni-
tion of Garbett’s work in the field
of musical education by radio
through such programs as the
Standard Symphony Hour and
Standard School Broadcast, both
sponsored over the NBC-Pacific red
network by Standard Oil of Cali-
fornia; the New World and other
educational musical features. He
will continue as head of the NBC
western division educational de-
partment, but will devote a portion
of his time, under the fellowship,
to the development of this simpli-
fied approach to the study of mel-
ody-writing, harmony and song
composition which he originated.
A pentatonic, or five-note scale, is
the basis of the method.

Ve . ¢

The Other Fellow’s Viewpoint . . .

An Agency Corrects Us

To the Editor of BROADCASTING:
We notice you list the Burns &
Allen program as Wednesday 9:30
p. m. as originating from the West
Coast. Please note this is broad-
cast, as it has been for the past
vear, 8:30 to 9 p. m.
F. WaALLIS ARMSTRONG Co.,
Philadelphia, Pa.
Oct. 2, 1936.

One on Benny

To the Editor of BROADCASTING:

I note in the latest issue of your
magazine a short item concerning
Jack Benny’s propensity for kid-
ding his sponsor.

With the reading of the item I
was reminded of my apprentice-
ship in radio as a page boy at Ra-
dio City.

It was the custom of Jack Benny
to introduce to his studio audience
the cast of the program. This gen-
erally tock place about five min-
utes before broadcast time. Of
course the introductions were of a
humorous nature as befitted the
comedian.

One of the page boys was al-
ways stationed just inside the door
of the studio and Jack Benny
would invariably include him in
the introductions as ‘“the Student
Prince” (the uniforms of the pages
made the appelation amusing). Of
course the page would be the sub-
ject of the stinging laughter of the
audience which was not only dis-

x

OMAHA
“Covers the Nation’s
Bread Basket”

590 Kilo 5000 Watts

John Gillin Jr., Mgr.

John Blair Co.. Representatives
New York, Chicago, Detroit.

San Francisco

ON THE N.B.C. RED NETWORK
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Y WOW’S SERVICE to women
grows ! Latest addition is the Bond
Bread cooking school conducted
thrice weekly by Gladyse Miller
Schulte, home service director of
the General Baking Company.
Miss Schulte is shown with Mr.
Ralph Smith, manager of Bond's
Omaha unit, at the initial broad-
cast from the advertiser’'s club
room auditorium September 14.
Modern homemakers listen to
WOW more intently as this new
service program is added to many
already on the air over this_ sta-
tion. Mrs. Modern goes WOW
stronger than ever.

WWWW americantadionisiorny com

concerting but also rather humili-
ating (who likes to be the butt of
a joke?).

I determined that even at the
risk of my job I'd put a stop to it.
Forthwith I saw to it that I was
standing within the door at the
time of the introductions.

When Benny introduced me to
the audience in the usual manner
I waited until the laughter died
down and said ‘“thank you Mr.
Cantor” . . . The ‘“house came
down” .. . Benny threw down his
script and started after me . . .
Don Wilson, his announcer,
laughed till the tears ran down
his face and was still laughing
when the program went on the air.

I didn’t lose my job but I did
start a regime of heckling the
heckler. At every opportunity
Jack Benny suffered from the sub-
tle ridicule of the page staff.

DoriAN ST. GEORGE,
WLVA, Lynchburg, Va.
Oct. 3, 1936

FHA Disc Series

To the Editor of BROADCASTING:

I should like to express our ap-
preciation for the article you gave
our new series of transcriptions in
the last issue of BROADCASTING
[Sept. 15].

As a result of that article, we
have had a large number of re-
quests for further information
concerning the series.

GEORGE T. VAN DER HOEF,

Chief, Radio Section,

Federal Housing Administration

Washington, D. C.

Oct. 2, 1936

Hammond Organ Cited

HAMMOND CLOCK Co., Chicago,
manufacturing Hammond electric
musical instruments, is charged by
the Federal Trade Commission
with unfair competition in claims
made for its instrument. Among
representations allegedly made are
that use of “The Hammond Or-
gan” means ‘“that real organ music
of unbelievably beautiful quality is
now possible in any home at an
expense no greater than that of a
good piano’’; that the instrument
“produces the entire range of tone
coloring necessary for the rendi-
tion, without sacrifice, of the great
works of classical organ litera-
ture,” and that many organists
agree the instrument is compara-
ble to pipe organs costing $10,000.
These and similar representations
are false, according to the com-
plaint, which charges that with
the exception of the flute notes the
respondent’s instrument is not
capable of producing faithfully the
musical tones of a pipe organ nec-
essary for the accurate, adequate
rendition of the great compositions
or organ music; that its tone is
not an improvement over that of
any modern organ of recognized
merit, and that it is not compara-
ble to a $10,000 pipe organ or to
any pipe organ.

THE Maxwell House Show Boat,,
sponsored by General Foods Corp.
for Maxwell House Coffee, cele-
brated its fourth consecutive year
of NBC broadcasts during the pro-
gram of Oct. 8.

Plotting Spots |
(Continued from page 17)

trickling into the home offic}
When only one station in a city !
to be used, the best plan for o
concerned is for the client to allo]
his visiting agency representati
to avoid field men, and inste:
seek opinions from disinterest
parties. Of course, in using th
method, the client must impo
considerable confidence in the jud
ment of the agency man, and tho
agency men who are station br
are most apt to justify this, sin
they have a distinct advanta:
through training and experience.
Agencies which have consid
able spot billing are going to
increasingly thankful for the n¢
trend in the field, which is ns
only to radio advertising, havii
enjoyed much success in oth
media. That is the use of mo
than one station in a city. Statio
and station ‘reps’ are beginnii
to shape sales arguments to age
cies and clients along these lin
and they are obviously sound.
Advertisers do buy more th
one newspaper’s circulation in
prescribed area — therefore, w
not more than one radio statio
It is admitted that listening hi
its are a much more importa
factor today than ever before a
the advertiser, through his agens¢
should take advantage of the p =
cies of stations in shaping the ty
of program that would best car:I
his message to the station’s ty
of audience. One station may
noted for its novelty, news a
sports broadcasts, while anotk
may be widely known for prepar:
rehearsed and cultivated shos
Obviously the station’s policy a
its advice should never be ignor,
for station men are, or should
just as anxious to promote a s
cessful campaign as any clie
and they should know their ty.!
of potential listener. There :!
several broad rules that govg‘

program selection on all statio
but when it is possible to place
spot that is, so to speak, ‘rif.
down the listener’s alley’. why 1°
capitalize on this?

One final word to the aggress
station official, which, in th
lush radio days, is scarcely nec
sary. The smart agency man vl
appreciate criticism and advi,
and should want to know all
good and bad about his propos
campaign, for it will save eve -
body much grief in the long r .
Don’t always ‘“yes” the agenl
man. “Yes” may not be the ri:*\c
answer. A

i
i

Remington Rand Disct

REMINGTON RAND Inc, B
falo, is placing a series of tr -
seribed announcements throufl
Armand S. Weill Co. Inc.,, whil
produced the series. All annourn;
ments are less than a minute,ig
lowing time for identificationé
local Remington Rand offices:3
various cities. Promoted are €
noiseless typewriter, standard ty -
writer and office supplies, witta
girl’s voice portraying Scieir
Modernism, Modern Secretary :d
Success following introduct§
chimes. Credits are handled i§
George Hartrick, of WTAM, Cle¢j-
land, and Charles Lewis,
WBEN, Buffalo. Announceme £
for the rest of the Remington R. d
line, also using allegorical char:-
ters, are being considered.

BROADCASTING ¢ Broadcast Advertisig
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BRIDES' SCHOOL
;f/IRE Program for Women Has

: Novel Features
1 IRE, Indianapolis, has started
iz School for Brides, a new pro-
.m for women, broadcast five
- imings weekly. The feature in-
.ljduces a new twist in womnen's
1 igrams, offering the housewife
| opportunity to take an active
t by presenting her own view-
ints on the many problems af-
ting the home. The School for
‘lides is an informal, friendly
«cussion of household problems
itributed by the housewives of
fianapolis. As the series pro-
" ‘bsses, housewives will be invited
#i|lappear on the programs.
nI.The originator is Sue Short, who
res charge of each broadcast.
ss Short recently came to WIRE
4 Chicago. It 1s her belief that
hy by stimulating a variety of
fwpoints is it possible to reach
.[satisfactory solution of individ-
'r‘;]l problems.
}

' National Safety Bank

ATIONAL SAFETY BANK &
HitUST Co., New York, origi-
sdtors of the CheckMaster Plan,
sturned to WOR Oct. 11 with a

v program featuring Allan D.
' rigsby of the University of To-
-.'Lio as The Family Counsellor, a
kw departure in bank radio ad-
thjrtising with mass appeal. Last
piason National sponsored The In-
tiiring Reporter on WOR. Pub-
_ti.ity Associates are program coun-
1 and Kayton Spiero, the agency.
;|iexander Efron, vice president of

e National Safety Bank and

rust Company, is in charge of ad-
gnirtising.

In Washington

The activities of politics, business
and society are more colorful
than ever before. You will enjoy
Washington

The best in accommodations,
locationand smartsurroundings
are available at this distinctive
hotel.Write or wire for reservations.

HAY-ADAMS HOUSE

LAFAYETTE PARK AT SIXTEENTH
NATHAN SINROD,MGR.

WASHINGTON, D.C.

Bank Series Plans

(Continued from page 7)

the program will originate in the
auditorium of the Curtis Institute
in Philadelphia, with an individual
microphone arrangement for each
program, the pickups being ar-
ranged under Mr. Stokowski’s per-
sonal direction to insure the best
possible transmission of each num-
ber. While an audience will be
present in the auditorium to wit-
ness each broadcast, studio ap-
plause will not be permitted, as
the sponsors feel that the pro-
longed applause that frequently
follows an orchestral number would
be too disrupting to a 30-minute
program.

Guest Speakers

EACH broadcast will also include
a four-minute talk by an outstand-
ing guest speaker. These talks have
been arranged in accordance with
replies received to a letter sent to
a number of presidents of manu-
facturing companies asking what
tvpe of information they would
like included in a program of this
type. The answers fell roughly
into three groups: Those who want
an unbiased report of what is go-
ing on in Washington, those who
said they would like to hear a re-
presentation of the good old-fash-
ioned American philosophy of ad-
vancement by thrift, industry and
personal initiative, and those who
would like up-to-the-minute infor-
mation on new business practices.

To accommodate the first group
Willard M. XKiplinger, author of
the weekly Kiplinger Business Let-
ter published in Washington, will
give a summary of the legislative
high-lights once every four weeks.
To present the philosophy of Amer-
ican business the sponsors have se-
lected Walter B. Pitkin, whose Life
Begins at Forty and subsequent
books have won him a wide follow-
ing. Mr. Pitkin will also speak
once every four weeks. For the
other two weeks of each month a
group of outstanding business men
will appear as guest speakers. The
head of an advertising agency will
discuss current advertising theory
and practice; an accountant, a law-
ver, a credit man, a merchandis-
ing expert, and other business
leaders will each give a glimpse of
his profession, covering almost
every field of endeavor with the
sole exception of banking, which
will not be mentioned by these
guest speakers. Mr. Kiplinger will
speak from Washington, Mr. Pit-
kin from New York, and the others
from wherever they happen to be.

On special occasions, such as
Christmas and New Year’s Day
(both of which fall on Friday),
soloists will be substituted for
speakers. The programs will be
merchandised to the public with
posters for display in bank lobbies
and windows, with special letters
to be mailed by the sponsor banks
to their depositors, with enclosures
to be sent out with monthly state-
ments, and with space on the ra-
dio pages of newspapers in the
cities included in the campaign.
Cooperative banks will also use
some of their own advertising
space to promote the radio series.

The program will be known sim-
ply as Philadelphia Orchestra, as
it was felt that the original title,
The Business Forum of the Air,
applies only to the four-minute
talks and would give radio page
readers a distorted idea of what to
expect.

{BROADCASTING ¢ Broadcast Advertising
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You push this
little key down...

Teletypewriter service links stations together by
written communication. 200 yards apart or 2000
miles . . . two stations or many . . . instructions
can be givep, queries answered, requests for time
clearances and last-minute script changes can be
handled. An accurate written record is made of
each message. Carbon copies can be struck off
simultaneously for routing and filing. Teletype-
writer service contributes speed and precision to

any business that must work fast and accurately.

BELL SYSTEM =
TELETYPEWRITER SERVICE |
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PROFESSIONAL
DIRECTORY

JANSKY & BAILEY

An Organization of
Qualified Radio Engineers
Dedicated to the
SERVICE OF BROADCASTING
National Press Bldg., Waeh., D. C.

There is no substitute for experience
GLENN D. GILLETT
Consulting Rodio Engineer

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 Coverage
Reports.

McNARY and CHAMBERS
Rodio 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 ‘Gransmission
Equipment
2106 Calumet Ave.
CHICAGO ILLINOIS

JOHN BARRON

Consulting Radio Engineer
Specializing in Broadcast and
Allocation Engineering
Earle Building, Washington, D. C,
Telephone NAtional 7757

e
—_—

E. C. PAGE

Consulting Radio Engineer

725 Noyes St.  Phone Univ. 1419
Evanston, Il

EDWARD H. LOFTIN

BROADCAST, COMMUNICATIONS
AND PATENTS CONSULTANT
1406 G STREET, N. W,
DIstrict 4105
WASHINGTON, D. C.

FRED O. GRIMWOOD

Consulting Radio Engineer
Specializing in Problems of
Broadecast Transmission and

Coverage Development.

P. 0. Box 742 Evansville, Ind.

J. M. TEMPLE

Consulting Radio Engineer

30 Rockefeller Plaza
New York City

P, 0. Box 188
Times Square Statlon

JENKINS & ADAIR, Inc.

Engineers

Designers and Manufacturers of Radio
Transmission, Sound Film, Disc Record-
ing and Communication Eaquipment
3333 BELMONT AVE. CHICAGO, ILL.
CABLE: JENKADAIR

HERBERT L. WILSON

Consulting Radio Engineer
Design of Directional Antennas
and Antenna Phasing Equip-
ment, Field Strength Surveys,
Station Location Surveys.

260 E. I61st ST. NEW YORK CITY

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 AND ASSOCIATES
1023 Wallace Ave. Wilkinsburg, Pa.

66 BROAD STREET

Wo { DE
YRR

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

NEW YORK, N. Y.
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IN THE
CONTROL ROOM

ERNEST E. JEFFERSONY, formerly
NBC studio engineer in San Fran-
(1SCO, lias been ndmed transmitter en-
gineer at KSFO in that eity. He re-
places John I’owers. who resigned to
join Techna Corp., San Franeciseo
equipment manufacturers, as chief en-
gineer.

M. W. HORRELL, for the last year
chief research engineer of First Na-
tional Television Ime., Kansas City,
has returned to his alma mater, Kan-
sas State College at Manhattan, Kan..
to take over television research and
supervise the operation of its experi-
mental visual station WONAK.

C. W. LOEBER, FCC inspector in
charge of the Dctront distriet, has
been ordered to take charge of the
&t. Paul distriet on Nov. 1. He sue-
ceeds John M. Sherman, who resigned
Sept. 16 to become chief technician
of WTCNXN, Minneapolis.

BRUCE VAUGHN has been taking
the place of William Heitz. of WSAZ,
Huntington, W. Va., who in turn has
been pinch-hitting for Rill Bradley.
of WCIIS, Charleston, W. Va.

WILLIAM ROBINSON and Lester
Seyfert have joined the laboratory
staff of Commercial Radio Equipment
Co.. Kansas City, which is planning
to introduce several mew items in the
broadeast field.

CRAIG E. PICKETT, NXRBC studio
engineer in Chieago, and George
Maher Jr.. NBC studio engineer in
San r'rancisco, exchanged jobs Sept.
30, each replacing the other.

NED NOLAN, craduate of Dodge
Institute. Valparaiso, Ind.. has joined
the engineering department of WGAR.
C]e\e]and rep]acxm Ed Penny. who
has resigned to become a ship opera-
tor.

EDWARD HLAVATY has left the
Chicago sound effects staff of NBC to
take charge of a shortwave transmit-
ter for the Illinoix state police. Irving
B. Bickler replaces Hlavaty at NBC.

CARL DREHER. chairman of the
Academy of Motion Picture's Re-
search Council scientific committee,
left Hollywood for New York to make
a television survey.

HARRY R. LUDRCKE, director of
television of the Don Lee Broadcast-
ing System. on Sept. 29 was issued
Tetters Patent No. 2.055.748 by _the
U. S. Patent Office covering a televi-
sion deviee of his own invention.

HAROLD ROYSTON. of NBC's Chi-
cago engineering staff, is the father
of a baby girl.

WALTER TIBBALS. sound effects
operator of WNEW, Newark. is suf-
fering from blood poisoning econtraet-
ed while experimenting with a noise
gadget.

KFWB on Warner Lot

KFWB, Hollywood, early in Octo-
ber abandoned the executive offices
which it has occupied for many
yvears on the top floor of the Warn-
er Brothers Theatre Bldg. in Hol.
lvwood and moved into its new
quarters on the Warner Bros. lot
at Sunset Blvd. and N. Bronson
Ave., Hollvwood. This reunites the
administrative and program forces.
The production department had
moved to the lot nearly a vear ago.
The studio offices occupy an entire
building on Warner’s lot with com-
plete facilities. The radio depart-
ment will continue to occupy sound
stage four at Warner’s lot where
the quarters include sound stages.
studios, rehearsal and audition
rooms and offices for the produe-
tion division.

)

f/\\ lNFORMATICi

EQUIPMENT
e o o

SERVICE

—_—

Radio Engineering |

Consultants

®

For Established Station:
and

For New Station Applican

—e

Frequency Measurcments |

Tru-AXIS prife CRYSTAI
(Approved by F.C.C.)

COMMERCIAL DADI!
EQUIDMENT COMDAN
7205 BALTIMORE o KANSAS Ty, mi

CLASSIFIED
ADVERTISEMENTS |

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

Forms close 25th and 10th of
month Dreceding issues.

Help Wanted

Combination announcer and prog
director with executive ability. No Ii
heads. Must come well recommended. '
full particulars first letter — experie.
references. connections. ete. Must be %
ing to locate in South. Box 564, Br
CASTING. b

Situations Wanted

REGISTERED PROFESSIONAL
GINEER., legally and technically qual
all states, desires responsible enginee
position. B.S., M.S. degrees. Thorc
knowledge E.E., Radio, Physics: ek
years experience operation, maintena
design, construction; field strength ex}
Travel or locate. Impressive credent]
Employed but desire change. Box
BROADCASTING.

Program Director — Station Executi =
College Degree — Employed. Years of
perience of program directing, musncaTx
rectmg, continuity writing and anno |
ing. Experience on chain and indepen b
stations. At present Physical Educa |
Director and Publicity Director of on«
the largest counties in Pennsylvania.
565, BROADCASTING.

Wanted: The management of the A ¢
Bureau at some representative statioi-a
good territory with a recoguized a t
following. Qur organization experieri
well qualified and financially respons 4
Write for details. Box 563, BROADCAST

Station manager with ten years exj :
ence wants to manage station on |-
centage basis. Prefer small station.
of references. Box 555, BROADCASTING "

Wanted to Buy

Will pay ecash for full or part-time
tion in city over 100,000. Box 567, B
CASTING.

Have clients for broadcasting station

now operating. All matters confident-al

Radio Investment Compan
Broadeasting Properties

Times Bldg. New Yor

For Rent—Equipment 8

Approved equipment, RCA TMV-#
field strength measuring unit (m:
direct reading; Astiline Angus Auton
Recorder for fading on distant statirz
GR radio frequency bridge; radio os:
tors, etc. Reasonable rental AlliedF'
search Laboratories, 260 East 161st St &
New York City

For Sale—Equipment
Western Electric 100 Watt 12-B Ti @
mitter. This transmitter is in exce
condition, being recently retired from IE

ice due to a power boost. Sold com
with ‘“low hours”
immediately and can be inspected at

set of tubes. Avai
time. KGFF, Shawnee, Oklahoma. l'

BROADCASTING e Broadcast Advertisig
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EQUIPMENT

'ES RADIO & SUPPLY Co.,
hey. 11, mauufacturers of broad-
station equipment. announce the
ase of a new catalog. No. B-21.
4 ainiug to speech input equipment.
. jote control apparatus. transcrip-
| turntables, power supply equip-
t. microphones. recording devices
accessories pertaining thereto.

ZNVEN Co., Newark, has released
letin 334 describing its new atten-
icor, designed as a mixing or master

1 control in broadcast speech im-
l equipment. public address sys-
5. sound recording laboratories and
nd projection systems.

NYON TRAXNSFORMER Co. Inc..
ih York, is publishing a house or-
| titled Kenyon Engineering Neuws.
joted to news of interest to engi-
s, sound technicians. amateurs
" { other experimenters. Distribution
F‘through a mailing list and loeal
| ‘'ributors.

DIO EXNGINEERING & MFG.
. Jersey City, announces a pre-
linary coupling amplifier for use
|b any type crystal reproducer. It
ijesignated R20-A and the unit in-
iporates low and high-frequency
‘nnensation. complete ac operation.
4 200 ohm output terminations and is
It within a round metal housing.

L XDT EXNGINEERING Co.. Chi-
§o. announces a new neobheam oscil-
tzope, with image reflected on re-
1 ving mirror to sweep horizontally
oss the line of vision.

‘| IPERITE Corp.. New York. is
»moting its new boom stand, silent-
adjustable in vertical or horizontal
ition without adjusting serews. A
1 cluteh is used for the vertieal
lustment. It is obtainable in chrome
gunmetal finish.

{TENSIVE modifications are being
de in_the studio and control room
KDYL Salt Lake City. to accom-
=i -date the new Westeru Electric 23-A
. ‘ech input cquipment. The revisions
| !lude a rearrangement of the entire

htrol room layout. installation of
Asre dynamic microphones, and the
4 neing of new studio loudspeakers.
fohe changes' are being supervised hy
{hn Baldwin. KDYI chief engineer.

1
4 3GM. Albuquerque, N. M., has pur-

1 S

is BT .

|

. -

nsed a new Collins 1 kw. transmit-

and a Blaw-Knox vertical radiator.

s_expansion plans are set. subject
+ FCC approval.

4 “A” CUT CRYSTALS

B+ (Approved by FCC)
With mounting

Hollister Crystal Co.

WICHITA, KANSAS

Botanical Item

KGMB, Honolulu, has a
“phonograph needle tree” in
its back yard. The Hawai.
jan Kiawe tree (pronounced
kee-ah-ve) grows thorns al-
most replicas of the regula-
tion phonograph needle, with
a point that practically
reaches shadowgraph perfec-
tion. The thorns give excel-
lent reproduction, wear well,
and will not scratch even a
sensitive surface. Therefore
the velp of an announcer
who finds himself without
needles at the zero hour just
before putting on a transecrip-
tion program is unheard of
at KGMB. In an emergencv
he dashes out into the back-
vard, plucks a thorn or two
and is ready for his program.

EQUIPMENXNT being installed in the
vew WDSW, 100-watt daytime sta-
tion on 1370 ke. which the FCC last
July authorized the Champaign (Ill.)
News-Gazette to erect. will comprise
a composite transmitter. with Collins
speech input. RCA and WE micro-
phones. Truscon vertical radiator and
RCA turntables. The station expects
to go on the air by Dee. 10.

WESTERN ELECTRIC equipment
throughout is being iustalled in the
uew KROY 100-watt daytime station
on 1310 ke., authorized by the FCC
for construction in Sacrameuto. Cal,
by Royal Miller, local automobile
dealer. The station will go on the air
about Nov. 1, with E. E. Wolfe as
manager and chief engineer. Mr.
Wolfe formerly was with KXA, KIT,
KMO and KORE.

KTS4, Sau Antonio, unit of Ifearst
Radio Ine.. on Oct. 4 will put its
new 3 kw. Westeru Eleetrie transmit-
ter in operation.

CONSTRUCTION of the new KFOY.
St. Augustine, I'la., a 100-watter re-
cently authorized by the ¥FCC, is un-
der way aud the station is expected to
go on the air Dec. 1, using a Trus-
con vertical radiator, according to
Mayor Walter . Fraser who heads
the Fountain of Youth Properties
Ine., which lholds the C. P.

CJRC, Wiunipeg, has installed a new
410-foot Blaw-Knox radiator, said to
be the first of its kind in western
Canada. CJRM, Recgina, is planning
a similar installation.

KUOA, Siloam Spriugs, Ark., is com-
pleting a building to house a new
Western Electric 3 kw. transmitter.
Work also has started on a 450-foot
Blaw-Knox radiator. New equipment
will include Western Electric eight-
ball microphones and transeription

turntable.

(moDEL FsB)

|
l friction clutch provide
1

28", or more.

ADJUST ABLE in any DIRECTION

Noiseless action permits noiseless adjustment
while operating. Adjustable counterweight and
SMOOTH AND EASY
OPERATION. Boom can be lowered or raised by
mere pressure of the hand, without requiring
any locking devices. Microphone height can be
varied from 36” to 96”. Length of Boom arm,

| List Price, gunmetal, 350.00.' Chrome, $55.00
AMPERITE (Ompany ss1 BROADWAY, NEW YORK

Write for
Bulletiz ST. |
Also new
Microphone |
Proposition

SROADCASTING e« Broadcast Advertising

C. C. MacDONALD. head of Olesen
Sound Studios, Hollywood, has re-
signed to establish Recording Equip-
ment Mfg. Co. at G611 Sunset Blvd..
Hollywood. The firm will handle re-
cording machines and accessories as
well as p. a. and remote control sys-
tems. The trade name of “Renco”
will be used.

GLOBE - UNION Inc, Milwaukee
(Ceutralab radio products) is the new
title of the former (:lobe-Union Mfg.
Co., headquartering at Milwaukee.
under a simplified corporate setup rat-
ified by stocklolders. Executive con-
trol of operating factories in various
parts of the country remains at Mil-
waukee.

BOONTON RADIO Corp., Boonton.
N. J,, has announced its new QX-
Checker. Type 110-A. a precision in-
strument for production testing. group-
ing and adjusting coils and condensers
at frequencies ranging from 100 to
25.000 kec.

INFORMAIL ground - breaking cere-
monies for the new plant of KFWD,
Hollywood. were held late in Septem-
ber at Baldwin Hills where the tech-
nical plant will be located. Nov. 135
has heen set as the completion date
for the new transmitter.

Little Crow Expanding

LITTLE CROW MILLING Co,
Warsaw, Ind. (Koko - Wheats, ce-
real), on Sept. 28 started Russel
Pratt on KDKA, Pittsburgh, and
Happy Hank on WGY, Scheneec-
tady; on Oct. 12 started Uncle Bob
on WHAM, Rochestei, N. Y.; and
on Nov. 1 will start Uncle Wayne
on WGAR, Cleveland. Like Jolly
Joe on WLS, Chicago, and Uncle
Neal on WJR, Detroit, which this
sponsor 1is continuing, these chil-
dren’s programs are broadecast for
15 minutes in the early morning,
six dgys a week. Agency: Rogers
& Smith Adv. Agency, Chicago.

PRESIDENT
OF CRE!

MR. E. H.
RIETZKE

Being BETTER Than
Your Requirements lIs

A Big Step Toward A
BETTER JOB ...

The man who isn't capable of better performance
than his job requires ... will never get a chance
at more important duties and a better salary.
New improvements—new conditions— are forcing
men back who have not the foresight to see the
need for TECHNICAL TRAINING . . . NOwW!

PRACTICAL RADIO
ENGINEERING

For Men Who Want To Get Ahecad

Write today for information about our home study
training in Practical Radio Engineering for pro-
fessional radiomen. The many CRE] men now
holding important jobs in more thao 25% of the
U. S. broadcasting stations . . . are proof that
SUCCESS comes with KNOWLEDGE.

Catalogue on Request

CAPITOL RADIO

ENGINEERING INSTITUTE

Dept. B-10
Washington, D. C. 14th & Park Rd.
29 Broadway

New York City

' Ihe Gates

"Remote Combine

A co-ordinated Velocity
microphone and high quality
A.C. Remote Amplifier

FEATURING —

1—High gain all A.C. Remote Amplifier
2—Modern full size Velocity Microphone
3—Uses metal tubes (glass rectifier)
4—Completely shielded—small in size

Priced at $77.00 complete

GATES RADIO & SUPPLY CO.

Quincy, I, U. S. A.
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FEDERAL COMMUNICATIONS COMMISSION ¢

ACTIONS OF THE

(Broadcast Division)

Decisions . . .
SEPTEMBER 29

(Supplement to list published in Oect. 1
issue)

MISCELLANEOUS-— WHDL, Olean,
N. Y., reconsid. & granted without hear-
ing amended applic. change 1420 to 1400,
increase power 100 to 250 w D, move
trans. locally; WJEJ, Hagerstown, Md.,
reconsid, & granted applic. mod. lie, LS-
11 p. m. 50 w 1210 k¢ Tues.. Thurs., Sat.,
Sun. permanent basis; KDON. Monterery,
Cal.,, denied reconsid. grant F. W. Atkin-
son new sta. Watsonville, Cal.,, 1310 ke
250 w D and request it be set for hearing:
KGCU. Mandan, N. D.. reconsid. action
9-17-35 and removed applic. renewal from
hearing docket, granted regular renewal :
WCKY, Covington, Ky., denied reconsid.
action 5-1-36 setting for hearing applic.
CP new equip., increase 5 to 30 kw non-
directional, and to grant same in part with-
ont hearing increasing to 10 kw 25 kw D,
and to leave request for 30 kw on hearing
docket ; WATR, Waterbury, Conn., granted
CP change trans. site, studio, loeally,
change equip., directional antenna D & N,
‘hange to 1290 ke, increxse 100 w Itd. to
250 w unltd.

RATIFICATIONS::
\;VMT, Des Moines—Extension program

test.

WMBQ, Brooklyn—Granted temp. auth.

Joseph Husid to operate under terms of

bresent license 60 days.

OCTOBER 7
APPLECATIONS GRANTED:

WLBZ, Bangor, Me—CI new trans.

WKOK, Sunbury, Pa.—CP new equip.

WSAJ, Grove City, Pa.—CP change
equip.

KFRO, Longview, Tex.—CI’ increase 100
to 250 w D.

KFRU, Columbia,
Center, Neb.: WGIL,
CP new trans.

KOMO, Seattle—CP change equip., move
aux. trans.

KGGM, Albuquerque, N. M.—CP move
trans. locally, new equip.. vert. radiator,
increDase 250 w to 1 kw N. 500 w to 1

Mo.; KMMJ, Clay
Fort Wayne, Ind.—

W .
KYS, Oakland, Cal.; KFAC, Los An-

zeles; KFVD, Los Angeles— CP new
trans.
WNLC, New London. Conn.—License

for CP’ 1500 ke 100 w Ix

WCAO, Baltimore—License for CP aux.
trans.

WMMN, Fairmont, W. Va.—Lijcense for
CP as modif. change equip.. increase to
300 w 1 kw D 890 ke unltd., move trans

WDRJ. Roanoke, Va.—License for CP
new equip., increase to 1 kw 3 kw D.

KGF 2 Shawnee, Okla.—License for CP
- modif. new equip.. increase to 100 w
250 w D 1420 ke unltd.,, move trans.

WSIX, Nashville—License for CP as
mOt_iif. move studio, trans., new antenn:.

KANS, Wichita—License for CP 1210
ke 100 w unltd.

WQDM, St. Albans, Vt—Modif. CP
move trans., studio locally, increase power,
change hours 1390 ke 1 kw N & D, Sh.

KNX, Los Angeles—Modif. license from
Western Broadcast Co. to Columbia
Brdestg. System of Cal. Ine.

WNYC, New York—Extension temp.
aux, license,

WDBO, Orlando, Fla.—Modif. CP new
equip.

WGAL, Lancaster. Pa-—CP move trans.
locally, change freq., equip., antenna.

KOVC, Valley City, No. D.—Modif. CP
rans.. studio sites, vert. radiator.

KABC, San Antonio—CP new trans.

KFEQ, St. Joseph, Mo.—Amended CP
hanre equin.

_KORE, Eugene, Ore.—CP trans., studio
ites. vert. radiator.

WCAX, Burlington,
P new trans.

WRBNYX, New York—License for CP new
equip.. move trans.. directional antenna 1
«w 1350 ke Sh.-WAWZ.

WTRC, Elkhart, Ind.—License for CP
hange equip,, increase power, change
name.

WEW, St. Louis—License for CP change
equip.

WFIL, Philadelphia—Modif. CP
ite, extend completion.

WJBK, Detroit—Modif. CP new equip.,
extend completion.

KFXD. Nampa, Id—CP new trans.

KGKB, Tyler, Tex.—License for CP
move trans., vert. radiator.

Vt.—License for

trans.

KQv, Pittsburgh—Temp. auth. simul.-
WSMK spec. days.
WOI. Amos, Ia.—Spee. auth. rebroad-

cast KGHO police programs,

KFJR, Portland, Ore.—Vol.
cense to KALE Inec.

WJIM, Lansing. Mich.—Vol.
license to Harold F. Gross.

SET FOR HEARING—NEW, Lawrence
K. Miller, Pittsfield, Mass., CP 930 ke 250
w D: NEW, Knoxville Journal Brdestg.
Co., Knoxville, CP 1200 ke 100 w N 250 w

assign., li-

assign.

D unitd.; WILM, Wilmington. Del., CP
vert. antenna, move to Chester, Pa.;
WMMN, Fairmont, W, Va., CP new

equip., increase to 1 kw 5 kw D; WGAR,
Cleveland, CP new trans., increase to 6§
kw; WHKC, Columbus, O., CP new trans.,
antenna changes, increase 1 kw 5 kw D;
WEEI, Boston, modif. CP to 3 kw D & N;
WAIM, Anderson, S. C., modif. CP direc-
tional antenna N, 1 kw unltd. ; NEW, Julius
Brunton & Sons Co., San Jose, Cal., CP
increase to 5 kw D; KQW, San Jose, Cal.,
CP increase to 5 kw D, move to Sacra-
mento; NEW, Staunton Brdestg. Co. Inc.,
Staunton. Va., CP 1500 ke 100 w N 250
w D unitd.; NEW, William Avera Wynne,
Wilson, N. C,, CP 1310 ke 100 w D; NEW,
World Pub. Co., Tulsa, Okla., CP> 940 ke
1 kw 5 kw D unitd., directional N.

APPLICATIONS DENIED--WINS, New
York, temp. auth. pro football games;
WCOP, Boston, temp. auth. LS 8 p. m.;
WINS, New York, temp. auth. LS-midnight
for election broadecasts.

APPLICATIONS DISMISSED (request
of applicants)—NEW, Palmer Brdestg.
Syndicate Inc., Portland. Me., CP 1210 k
100 w unltd.; WSMK, Dayton, modif.
license 1380 ke 250 w unltd.: KRKO,
Everett, Wash., vol. assign. license: De-
troit Nat'l League Football Club Inec..
auth. transmit games to CKLW by wire.

MISCELLILANEOUS — Reconsidered ac-
tion 7-2-36 granting modif. license to 1 kw
D 610 ke unltd.. and directed applic. be
granted for unltd. time.

RATIFICATIONS:

KAST, Astoria, Ore.——Granted auth. vol.
assign. license to Astoria Brdestg. Co.

WJRD, Tusecaloosa, Ala.—Modif. CP
trans., studio site, vert. radiator.

KLO. Ogden, Utah—OQral argument con-
tinued.

SEPTEMBER 30 TO OCTOBER 13, INCLUSIVE

NEW, Port Huron Brdestg. Co., Port
Huron, Mich.—Granted motion remand
applic. CP 1370 ke 250 w D for further
hearing.

WHAT, Philadelphia — Denied motion
withhold decision on applic. Eastern States
Brdestg., Corp.

OCTOBER 9

SET FOR HEARING—NEW, Rev. Ed-
ward Warren Cromey, Brooklyn. CP 1130
ke 1 kw D, asks facilities WOV, to be
heard 11-16-36; WOV, New York, applic.
transfer control to Arde Bulova, to be
heard 11-16-36.

ORAL ARGUMENTS GRANTED—NEW,
Eastern States Brdestg, Corp.. Bridgeton,

N. J., 12-17-36; NEW, Gomer Thomas,
Bellingham, Wash., 1-7-37; NEW, Voice
of Marshall Assn., Marshall, Tex., 1--7-37.

MISCELLANEQUS — NEW, Escanaba
Daily Press Co.. Escanaba, Mich., granted
continuance hearing until last week No-
vember; KFPM, Greenville, Tex.. denied
reconsid. & grant renewal license and as-
signment without hearing, with hearing
set for 10-20-36; WSPD, Toledo, granted
auth. intervene applic. L. Martin Court-
ney for CI> 1420 ke 100 w unltd, Toledo,
set for 11-25-36. NEW, John S. Braum.
Waco, Tex., granted written appearance
applic. CP Waco 1500 ke 100 w D, and
additional 10 days. hearing set for 11-11-36;
NEwW, Earle Yates, Las Cruces, N, M.,
granted 10 days amend applic. CP 930 ke
1 kw D, to amend to 1500 ke 100 w N
250 w D unltd.; KNOW, Austin, Tex.,
granted intervention applie. State Capitol
Brdestg. Assn., Austin, 1120 ke 500 w
1 kw D spec.; WMEX. RBoston, granted
interventio applic. WAAR modif. license:
KGFX, Moorhead, Minn., granted regular
renewal, U. 8. Court of Appeals for D. C.
has afirmed Commission’s auth. removal
to Duluth 1500 ke 100 w unltd.; NEWwW.
Richard M. Casto, Johnson City, Tenn.,
granted petition intervene applic. W.
Hanes Lancaster & J. W. Birdwell, John-
son City. applic. CP 1200 ke 100 w 230 w
D unltd.

FOR SOUND—Newest acquisition of the ABC production staff is an
elaborate sound effects machine which has just been completed by Jen-

kins & Adair Inc., Chicago.

In appearance not unlike a modernistic

portable bar, the instrument is said to be able to cope with any sound

requirement that the most inspired seript writers can devise.

Three

turntables, which can be operated simultaneously at varying speeds,
permit the use of an almost endless variety of sound effect records. A
microphone and speaker combination enables realistic reproduction of
radio and telephone conversations, with either city or rural-type phones.
Eight different pieces of sound apparatus, such as bells, horns, sirens,
may be operated from the machine by remote control. This machine,
which was ordered early in the spring, is the second of its kind to be
turned out by its maker; the first is in use at WGN, Chicago.
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Examiners’ Reports . . |

KRE, Berkeley, Cal. — Examiner Hj
recommended (1-288) that applic. vol. :
sign, license from First Congregatio
Church of Berkeley to Central Califor|
Broadcasters Inc. be granted.

NEW, Saginaw Brdestg. Co., Sagina,

Mich.; Harold F. Gross & Edmund
Shields, Saginaw—Examiner Dalberg r{
ommended (I-289) that applic. Gross

Shields for CP 950 ke 500 w D be denie
that applic. Saginaw Brdestgz. Co. for f;
1200 ke 100 w 250 w LS spec. be grant

WMFF, Plattsburg, N. Y.-— Examir
Hyde recommended (I-294) that app
modif. license 1310 k¢ 250 w D to 1i

ke 100 w 250 w LS unltd. be granted.

NEW, A. Tornek, d/b Metro Brdes
Co., Los Angeles—Examiner Seward r
ommended (I-295) that applic. CP 820
250 w Itd. be dismissed with prejudice
that _applic. be denied.

NEW, W. D. Davis, Dixon Pyles.
H. Johnston. d/b Magnolia Brdestg. C
Jackson, Miss.—Examiner Seward reco
mended (I-296) that applic. CP 1420
100 w unltd. be dismissed with prejudi

NEW, Duluth Brdestg. Co.. Dulutl
Examiner Seward recommended (I-2¢
that applic. CP 1200 ke 100 w unltd.
dismissed with prejudice. f

NEW, Ogdensburg Advance Co. Ir
Ogdensburg, N. Y.—Examiner Hill reco
mended (I-298) that auth. transmit p
grams to foreign countries be dismis::
with prejudice.

KS0, Des Moines — Examiner Dallx
recommended (I-299) that CP increase
1 kw to 2!%2 kw be granted.

KUJ, Wwalla Walla, Wash.—Exami
Irwin recommended (I-300) that app
modif. license 1370 ke 100 w unltd.
1250 ke 250 w unitd. be granted.

Applications . . .

OCTOBER 1

NEW, Kings Brdestg. Corp., Brookly1
CP 1400 ke 500 w Sh-WLTH, wAI
asks facilities WBBC, WVFWwW. |

WGY, Schenectady — CP change ant |
na, increase 50 to 500 kw, move tra
locally. I

WKBN. Youngstown—CP vert. anten
move trans. locally.

KGFI, Corpus Christi, Tex.—Modif.
move trans., change equip., change 1
to 1330 ke, increase 100 w 250 w D
500 w, change equip. ]

WDAF, Kansas Citv —CP new trai
antenna. move trans. locally.

WBOW, Terre Haute. Ind.—CP r
trans., directional N, change 1310 to
ke, from 100 w 250 w D to 500 w 1
D, move trans. locally.

OCTOBER 2

WSAN, Allentown, Pa.—CP new tra
antenna.

WCBA, Allentown, Pa.—Same.

WCOA, Pensacola, Fla. — CP cha
trans., antenna, move trans. locally,
crease 500 w to 1 kw.

KABR, Aberdeen, S. D.—CP new traf
ch.;l(nge 1420 to 1390 ke, increase 100 w
1 kw. 4

KGLO, Mason City, la.— Modif.
change trans., antenna, sites.

KITIO, Spokane—CP new trans.. cha
1120 to 1110 ke. 100 to 500 w, D to un

KFJR, Portland, Ore.—Vol. assign.
cense to KALE Ine.
OCTOBER 6

WIBX, Utica, N. Y.— CP new trav
vert. antenna, change 100 w N 300 w
to 100 w N 250 w D, move trans. to T-

of Marey, N. Y. Sd]
WWRL, Long Island, N. Y.—Modif.
cense re spec. hours, asks WMBQ hour&‘\

KTSA. San Antonio — License for E‘
new trans.

KRBC, Abilene, Tex. — License for
as modif. 1420 ke 100 w unltd.

WAML, Laurel, Miss.—Modif. license
unltd.

NEW. Northwest Publications Inc.,
luth—CP 920 ke 250 w D.

NEW, Harold A. Lason, Ernest C. He
rickson, Huron, S. D.—CP 1340 ke 25(
unltd., facilities KGDY.

WEAU, Eau Claire, Wis.—Modif. CP =
crease 250 w to 1 kw.

WFBM, Indianapolis — Modif. licens: |
kw 5 kw D to 5 kw N & D directional -
KUMA, Yuma, Ariz.—CP change eaq’
KJR, Seattle—CP move aux. trans.
KO}I‘VIO to be used as aux. for KOMO ‘{
KJR. !

L)

BROADCASTING ¢ Broadcast Advertisi:f‘
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OCTOBER 8
VBCM, Bay City, Mich.—Modif. license
w to 500 w 1 kw D.
+{ROK. Rockford, II.—CP vert. anten-
increase D 500 w to 1 kw.
JFVD, Los Angeles—CP directional an-
a, increase 250 w to 1 kw, amended
., directional to vertical antenna.

' s OCTOBER 9

JEW, Westinghouse E. & M. Co., Chic-
.» Falls, Mass.—CP and license 6 high-
.. stations.

J/EW, Hearst Radio Inc., Washington—
1310 ke 100 w 250 w D unltd., fa-
ies WOL contingent grant WOL ap-
. change to 1230 kc.

'SAY. Rochester—License for CP 1210

100 w D,

{EW, H. A. Hamilton, Spartanburg,
*—CP 1420 kc 100 w 250 w D unltd.
[EW, J. H. Allison, Rhea Howard, B.
iionnell, d/b West Texas Brdestg. Co..

hita Falls, Tex.—CP 1380 ke 1 kw
|ld. directional N.
‘|''HA, Madison, Wis.—License for CP

‘nge equip., increase power.
'VOE, Santa Ana, Cal.—License for
change equip., move trans.

OCTOBER 10

/DBJ, Roanoke, Va.—Modif.
IN5kw D to5 kw N & D.
YBLK, Clarksburg, W. Va.—Modif. CP
trans., vert. antenna, trans. site,
{EW, St. Petersburg C. of C., Fl
11050 ke 5 kw ltd.

WIND, Gary, Ind.—Modif. license 1 kw
lw D to 5 kw N & D.

“EL, Salt Lake City—CP change trans.,
t. antenna, increase to 500 kw.
KWYO, Sheridan, Wyo.—License for
change equip., vert. antenna, increase
lrer. move trans.

OCTOBER 13

JEW, Metropolis Co., Jacksonville, Fla.
" 1310 ke 100 w unltd.,, amended to
<0 ke 250 w.

‘IARK, Little Rock—Modif. CP increase
wer, move trans., asking change 500 1
Dtol kw N & D.

KRRV, Sherman, Tex.—License for CP
|modif. 1810 ke 100 w D.

IIPRC, Houston — Modif. license from
mston Printing Co. to Houston Printing

license 1

a,—

pra——.

D.
NEW, Curtis Brdestg. Corp., Indian-
blis—CP 1500 ke 100 w N D Sh.—
{BV, unused facilities WKBV or equal
!ision of time amended to spec hours
me not used by WKBV).

WHLB, Virginia, Minn.—License for

new station.
JEW. Aberdeen News Co., Aberdeen,
CP as

D.—CP 1390 ke 1 kw unltd.
dif. new equip., increase power, move

KFPY, Spokane—License for

ns,

%0Y, Phoenix, Ariz.—Vol, assign. li-
Jiz= to Salt River Valley Brdestg. Co.
NEW, Harold M & Mrs. Eloise Finlay,
!. Grande, Ore.—CP 1500 kc 100 w D,
rended to 100 w 250 w D 1420 kc¢ unltd.
NEW, Mile High Radio Corp., Denver
CP 1420 ke 100 w_unltd.., amended to
10 ke 100 w 250 w D.

KRKO, Everett, Wash.—CP new trans.,
“t. antenna, change 1370 to 1420 ke, 50
to 100 w 250 w D, from Sh.-.KVL to
fitd.. move studio, trans. locally.

RANSFER of the motion picture
‘omotional activities of the De-
irtment of Commerce from the
secialties Division to the Elec-
ical Division, under Andrew W.
ruse, chief of the latter section
as announced recently. Mr. Cruse,
‘radio engineer, was formerly
ith broadcasting stations in Cuba.

—

e

| T ———
Record Piano Music at 3314 R.P.M.

i - i "

Il the best.

Museum Opportunity

THE SECOND-HAND dealer
has made his first contact
with television even though
that visual art has not yet
been dubbed commercially
feasible. In the miscellane-
ous for sale column of the
Washington Star of Sept. 29
there appeared—‘Television,
2 sets, Jenkins, estate of the
late inventor, worth $500;
sell for $25.° The inventor
mentioned was the late C.
Francis Jenkins, pioneer in
visual radio who ten years
ago was transmitting experi-
mentally in Washington with
mechanical scanning.

Correct Radio on the Air

TO BRING itself up-to-date on the
correct use of radio in education,
the Adult Education Council of
Chicago is sponsoring a series of
six lectures for executives of the
90 - odd educational agencies and
institutions that comprise its mem-
bership, including universities, li-
braries, museums, civic organiza-
tions and other bodies contributing
to the culture of Chicago. Classes
are held each Monday in the quar-
ters of the University Broadcast-
ing Council, where James M. Whip-
ple, UBC production director, leads
the group in an analysiz of the
correct and incorrect uses of radio
for educational purposes.

1. J. FOX, New York (furs), will
start a series of fall programs on
WEAF, Oct. 16, Fridays, 7:45-8
p. m. Peck Adv. Agency Inc., New
York, is agency.

BETTER than .01%

is what we guarantee all
Scientific Radio Service Crys-
tals. Why experiment — use

CRYSTAL SPECIALISTS
SINCE 1925

Supplied in Isolantite Air-Gap
holders in 550-1500 kec. band.
Frequency drift guaranteed to
be “LESS THAN THREE
CYCLES” per million cycles
per degree centigrade change
in temperature.

with UNIVERSAL
Professional Recording Machine
New, improved design—Superlative perform

ance—Solid, heavy—DPrecision machined—
16-in. distortion proof turntable disc—
Constant speed rim drive—110-volt AC
100% synchronous reversible motor—Indi~
vidually calibrated timing bar provides for
both 33% and 78 r.p.m. at 90, 110 and
130 lines per in.—Solid steel bar slide—
The climax of four years of research and
experiment.

UNIVERSAL MICROPHONE CO., Ltd.,
' 424 Warren Lane Inglewood, Calif.,U.S. A,

Approved by Fed-
$ eral Communica-
tions Commission.
Two Crystals_.._$90

clonie

124 JACKSON AVENUE
University Park
HYATTSVILLE, MARYLAND
Send for our price list and

booklet
] Dept. B-1062
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WOR with its powerful
50,000 watt transmitter, is
one of the leading stations
in the East. No compromise
is ever made with quality at
WOR——price is not considered
—every piece of equipment must be the finest ob-
tainable before it is accepted.

The installation of PRESTO INSTANTANEOUS
RECORDING equipment in the studios of WOR
after the most gruelling tests that could be devised

by the engineering staff is eloquent proof that
PRESTO has no peer in its field.

Write for new descriptive catalogue.
MANUFACTURERS OF THE FAMOUS GREEN SEAL DISCS.
EVERYTHING FOR RECORDING FROM A NEEDLE
TO A COMPLETE STUDIO INSTALLATION.

Export Division (except Australia and Canada)
M. SIMONS & SONS, INC
25 Warren Street, New York. N. Y.
Cable: Simontrice, N. Y.

RECORDING CORPORATION

139 West 19th Street, New York, N,

sty - - T i, T
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Toys and Botile Caps—Hand-Painted Photos—Big Day
In Boston—Kellogg—Miniature Station

52 Promotion

CHOCOLATE PRODUCTS Co.,
Chicago (Stillicious Yeast, Vita-
min B Chocolate Milk), on Oct. 26
starts Buddy & Ginger, 10-min-
ute transcribed juvenile serial,
broadcast three afternoons weekly,
on WGN, KSTP, WEBC, WJR,
WGST, and continues on KNX,
where it was broadeast through-
out the summer months as a test.

The sponsor plans to extend this
yvear the premium-for-proof-of-sale
plan it tried out so successfully
last year on WBBM in Chicago.
A list of toys was offered to lis-
teners sending in Stillicious bottle
caps, with different items ecalling
for varying numbers of caps, and
in addition the young listeners
were asked to write the name of
their school on the back of the
caps, the sponsor promising to
award a radio set to every school
named on three thousand or more
caps. In an eight-week campaign
the sponsor received wmore than
380,000 bottle caps, and awarded
80 receiving sets to as many
schools throughout the Midwest,
mc}udmg points as far away from
Chicago as Winona, Minn., Evans.
ville. Ind., and Mt. Clemens, Mich.
At the beginning of the campaign
sound trucks visited Chicago schools
at recess time, distributing litera-
ture telling about the prizes to be
given away in exchange for bottle
caps.

The unusual length of the pro-
gram occured accidentally, accord-
ing to Kenneth C. Ring, radio di-
rector of J. L. Sugden Advertising
Co., Chicago, which directs the ac.
count. “When the Buddy & Gin-
ger program was launched three
Years ago in Minneapolis”, he
stated, “we had intended mak-
Ing it the customary quarter-hour
in length but the only time avail-
able; durlpg that late aftermnoon
period which has become the radio
children’s hour was a ten.minute
spot, so we built our program to fit.

“This odd length has proved to
be both a curse and a blessing,”
Mr. Ring continued. “On the credit
side we have found that this ten-
minute show is doing as much as
a guarter-hour could, and at two-
thirds the cost for time. But as
more and more advertisers are go-
Ing on the air it is becoming hard-
er for us to secure ten-minute
spots with any assurance of being
able to hold them and in another
vear it is entirely possible that it
will be necessary to turn Buddy
& Ginger into ‘a full 15-minute
show.”

Asked about the premium plan,
Mr. Ring said that disregarding
immediate sales the idea of award-
ing receiving sets to schools had
built tremendous goodwill for the
sponsor with both the children and
their schools. Letters were received
from every school expressing its
thanks, in many cases signed by
every membe:' of the student body.

*

KNX, Hollywood. on Oct. 12
launched the CBS Junior Nurse
Corps series with a prevue to the
radio press, PTA clubs and civic
groups. The program originates in
New York three afternoons a week
and is sponsored by Swift & Co.,
Chicago.

MOORE. Ltd., San Francisco,
(men’s clothing), sponsoring Foot-
ball Score Board with Larry Keat-
ing commentator, on KPO, is of-
fering a special football chart to
dialers, which is designed to en-
able listeners to follow program
with greater ease. Charts, which
are obtainable without charge or
oblization at any of the Moore
stores in the San Francisco bay
region, list all major football
games of the season, and also con-
tains teams’ strength ratine in the
opinion of grid experts and scores
of last year’s contest. Program,
heard Saturdays at 5:45 p. m.,
gives final scores of all important
college games plaved that after-
noon.

B % 8

KFJZ, Fort Worth, persuaded the
school superintendent to include a
brief list of KFJZ’s educational
programs with the bulletins from
his office, with the result that more
than 50 public schools, including
grade, high and junior high, car-
rted the notice on their bulletin
boards. KFJZ’s mimeographed
bulletin was made on plain paper,
however, with no sponsor’s name
mentioned. The single sponsor,
whose program resume appeared
on the bulletin, was decidedly
pleased, however, with this addi-
tional promotion.
#* £ &

ST. CLAIRE BREWING Co., San
Jose, Cal,, on its five-minute tran-
scription Prize Belodies program
over KFRC, San Francisco, Wed-
nesdays at 10 p. m., is offering a
$1.25 hand-nainted vhoto enlarge-
ment to dialers for four St. Claire
beer bottle caps and 25¢. Couvon
is obtainable from independent
grocers and liquor dealers in the
San Francisco Bay region. News-
paper and window displays supple-
ment the weekly radio program,
placed thru Guggenheim Adv.
Agency, San Francisco.
* £ %

WBIG, Greensboro, N. C., is offer-
ing listeners cash prizes for pro-
gram ideas, with Jefferson Stand-
ard Life Insurance Co. seeking
suggestions for radio observance
of its 30th anniversary. If the
winner of the $50 prize is a mem-
ber of a family protected by Jef-
ferson, the prize will be doubled.

WHO, Des Moines, mailed more
than 1,000 invitations to agencies
and advertisers throughout the
country and to public officials for
the fall opening Oct. 3 of the Jowa
Barn Dance Frolic, which started
its sixth year on the mammoth
stage of Des Moines Shrine Audi-

torium, largest theatre west of
Chicago (4500 seats). Enclosed
with invitations were illustrated

Iowe Barn Dance souvenir books
and large descriptive folder on
WHO. WHO’s Jowa Barn Dance
is sponsored by Mantle Lamp Co.,
Penn Tobacco Co., Flex-O-Glass
Mfe. Co., Murphy Products Co..
Postal Life Insurance Co.. and
Drug Trade Products.

SEPT. 27 was station promotion
day in Boston. with WNAC be-
coming the NBC - Red outlet and
WEEI joining CBS. Edison Elec-
trie INluminating Co. distributed an
arty brochure reproducing adver-
tisements that appeared in local
newspapers. The announcement was
done in formal style. Complete
WEEI proeram lists were distrib-
uted by Edison to every home it
serves in the Boston area. They
were done nv in animated booklet
form. WNAC’s promotion included
a series of laree newspaper an-
nouncements. Teasers preceded
full.page advertisements.

* * £

PITTSBURGH PLATE GLASS
Co., Pittsburgh (institutional) is
offering free booklets entitled De-
sign for Living, which tells how
to keep a house in repair. A free
coupon is sent to every listener re-
questing the booklet. The coupon is
worth 25 cents towards the pur-
chase of a Pittsburgh paint prod-
uct. Program is heard on CBS,
Sundays, 2-2:45 p. m., and Batten,
Barton, Durstine & Osborn Inc.,
New York, is the agency.

¥

HARRIS SOAP Co., Buffalo, of-
fers copper skillets to listeners
who return four box tops from
Harris soap flakes and 79 cents.
Distribution is through Hygrade
Petroleum Co. stations, which
handle the skillets in return for
attention they attract by distribut-
ing them.

Y * *

H. SUTLIFF TOBACCO Co., San
Francisco, (tobacco), sponsoring
Sports Forum with Ira Blue com-
mentator on KPO, is offering a
free trial size package of Heine's
blend pipe tobacco to dialers upon
receipt of a request by postcard or
letter.

NOISE SUPPRESSORS — Ira Beanblossom, of the Dayton Health De-
partment (left) and Jack Hodgkinson, WHIO engineer, part of a crew
conducting noise tests in an effort to create public interest in stopping
unnecessary traffic noises, operating the WHIO remote truck.
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MERCHANDISING handled
Don Gardner, account represent|
tive of N. W. Ayer & Son Ir
Boston, for Kellogg Co., Bat
Creek cereal firm, includes givi
away during the week of Oct. !
a measuring cup at all groce
with each purchase of Kellog;
All-Bran. On Oct. 13, Sylvia W
ters started broadcasting Ne|
England Pure Food Institute o\
a five-station hookup of New Er
land Network, including WEI
Boston, WCSH, Portland, WTI
Hartford, WTAG, Worcest
WJAR, Providence. Window p: |
ters for all grocery stores car
ing Kellogg’s All-Bran are bei
distributed. Newspaper advert
ing is included. On WBZ-WBZ
Boston-Springfield, Kellogg’s M
ody Time, a musical progra
every Monday, Wednesday a
Friday from 6:15-6:30 p. m,,
cludes a slogan contest for P
Ten words or less are requirn
Prizes are 40 tickets to professic
al National League football gam
Duration of the contest coincic
with the conclusion of the seas:
A pair of tickets to the 20 b
slogans received weekly are bei
given. Best slogans are chos
each week for the following wei
end game. |
‘ l

* #

WTAM, Cleveland, has issued
24-page 8x11 inch sales promoti
booklet entitled Johnny Twrn T
Crank or The Book of Wonde
which strikes a new note in rac
promotion material. The usual ¢
facts are spread throughout 1t
book but are emerged into con
strip illustrations and copy. Ho
ard Barton, WTAM sales pron
tion manager, conceived the unig
presentation.
* * *

WPFIL, Philadelphia, is operati
a miniature broadcast station
the Philadelphia Food Fair a
Better Homes Exposition, f
which it is exclusive radio rep
sentative. All types of progra
are being broadcast from the «
position booth, which includes s
dio, control room and exhibits.
* * *

WOR'’s book of fact and fancy,
Market-To Market, published ea:
this year, received the anm
Award of Merit of the Americ
Institute of Graphic Arts.

Market-To Market will be plac
on public exhibition from Oct.
to Nov. 7 at the Institute’s gall
ies, 115 E. 40th Street, New Yo

® * *

WBT, Charlotte, N. C,, held a p
audition by transcription of t
Swift & Co. CBS Junior Nu:
Corps program for Sunbrite cle:
ser, with 25 women as well as :
tail officials attending. Sunbr
was displayed and given away.
* * &

KFJZ, Fort Worth, drew consid
able local publicity during lat
September when the station ¢
nated a scholarship at Texas W
leyan College, Fort Worth, to 1
listener submitting the best ess
of not more than 150 words on
subject, “The Value of a Colle
Education”.

IN ITS PROMOTION in conn
tion with the Philadelphia ra
show, WIP staged a two-way ¢
versation from the show to an a;
plane above. An RCA recei'l
picked up the voice from the pla ,
fed it to the control room andt

was relayved over the air. oy
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it INO more impartial and unprejudiced
.i‘urvey of broadcasting stations’ popularity has

iver been made than the survey whose recently
|

‘joublished, results showed WLW to be the

itation most listened to in thirteen states.

K The same survey showed WLW to be the second

1m0st popular station in six additional states.

HE CROSLEY RADIO CORPORATION . CINCINNATI
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A STAR PERFORMER |

1SN ra W
that isnt temperamental
*
The RCA Victor 70-A Transcription Turntable Equipment fulfills an impo?
tant function. Day after day 1t exhibits lasting qualities, and quality that last_i
It 1s mechanically efhcient and provides perfect reproduction.

@ Station owners enjov the feeling of assurance that this sturdy, reliabi
equipment gives. They know that reproduction 1sn’t just good—it 1s ée.sg
They know that this equipment 1s going to last a long, long tume. |

® Hundreds of stations all over the country have given the 70-A the;
stamp of approval in the most flattering manner—by ordering addition;’
units. And after all, that’s the real test for real equipment. It proves 1]
ability to do the job. |

® Compact, easily installed and quiet 1n operation, the 70-A 1s the 1de

unit for a difficult task.

LISTEN TO THE MAGIC KEY PROGRAM EVERY SUNDAY
AT 2TO 3 P. M, E. S8 T., OVER NBC BLUE NETWORK

T

ol 'I{-_( < ¢ :' . .‘.;:" .1' ' : < ,. ; ._ ae '.'."'.' 'K .--‘ &
i - RCA. MANUFACTURING CO., "I_NCT,f CAMDEN, N: J. - "A.Service of .the Radio Corporation of. America
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