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Local Buy
Mates Good!

Odd Are the Things Sold in This Mad
Metropolis. More So, the Rapidity With
Which a Certain Station Sells Them

OLD-FASHIONED
SILK UNDIES
@ $5.00

Though believed to have
quietly expired with the
sitz bath, old ladies smell-
ing sweetly of lavender and certain males valiantly
support them. Truly a product of limited appeal.
But a few seconds’ mention on W OR made 10 sales
within two hours after the mention. While one
crusty old gent, succumbing to a cautious whisper,

walked off with 12 pairs . . . at $60.00.

INDIAN HEAD
CLOTH @ 39¢
by the yard

A preduet which has con-
siste.itly sold about as well
as the Peruvian cockcrow.
Not so well. Obviously popular among people who
don’t circulate, but MUST listen. If they didn’t,
a 30-second mention on WOR wouldn’t bring 25
customers into one store yodeling for Indian Head
cloth and an order for 15%; yds. Rather revolu-
tionary for a staple.
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POWDER AIR-
SPUN FOR FACES
@ 81.00

With the cosmetic situa-
tion as it is, selling a prod-
uct such as this is about as
simple as deciphering a diplomat’s note au courier.
But a 30-second mention on WOR sold twenty boxes
of this powder at $1.00 in one store and heaven
only knows how many boxes sold elsewhere, as
a result of the mention.

SHOWER CURTAINS  People who splash have a
(Of All Things!) tendency to buy things
83750 and splurge; $7.50 being
no piker’s price. One large department store had
their help clock the people who came in to buy
curtains as a result of one WOR mention. Ten
mentioned the mention and walked out with cur-
tains. Not bad for a few seconds’ selling!

If WOR Can Sell These Odd Products This Fast, It
Can Sell Any Good Ordinary Product Twice as Fast
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THE PRAIRIE FARMER STATION

BURRIDGE D. BUTLER, President GLENN SNYDER. Manager

National Representatives: John Blair and Company

x
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wax the hickory
for SPELFL7

14 STATIONS
WNAC Boston WLBZ
W T1C Hartford WFEA

WEAN Providence WSAR
WTAG Worcester WNBH

WICC \Brldgeport WLLH

{New Haven
W NLC New London WLNH
WCSH Portland WRDO

Bangor
Manchester
Fall River
New Bedford

\Lowell

|Lawrence
Laconia
Augusta

THE YANKEE NETWORK,

Good sklers

INTER sports enthusiasts who ski

swiftly down the hills and over
white-blanketed plains know that the way
to speed their flight is to minimize friction
between wood and snow.

Your sales message can have a flight as
swift and as far if you minimize the friction
of distance between the widely-scattered
market areas of New Eng'and.

The most effective way of expediting
your selling campaign is provided by The
Yankee Network, comprising fourteen
popular local stations, each situated in one
of New England’s prosperous shopping
centers. Linked in a network they give
economical but complete coverage of the
entire  New England market, from the
southern boundary of Connecticut to the

farthest retail areas of the Pine Tree State.

INC 21 BROOKLI NE AVENUE
» BOSTON, MASSACHUSETTS

EDWARD PETRY & CO.

, INC,, Exclusive National Sales Representatives

Published semi-monthly 26th issve /Year Book Numher) published in February by BROADCASTING PUBLICATIONS, INC., 870 National Press Buxldmg 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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1000 WATTS L.S
500 WATTS NIGHT
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80 KILOCYCLE!

cFS

" " SCRANTON BROADCASTERS
are in a box  in as much as this area receives satis- INC.

e the @

The 175,000 radio homes in Northeastern Pennsylvania

factory service from only one station, WGBI. PR ARERS  MiREficr Y (el Gile 1g
I G//A.eo iole n T

Scranton, the home of WGBI, is Pennsy|vanials third ﬁ_{

largest city and is centrp"y located in the 17th largest

U. S. Metropolitan area’ Nalional (Repnesentatives
JOHN BLAIR & CO.

If you want increasea sales and wider distribution in

Northeastern Pennsylvania, your MUST medium is
WGBI.

Write for your copy of “Here's Proof”’ (Revised 1938
Edition). Complete facts and figures regarding North-

eastern Pennsylvania.

W
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And this CBS record
tells less than half the story!

dﬂ For the second consecutive year, Columbia continues its leadership

Y

N () in all three major phases of network advertising:

<)) |
= Columbia, in 1937, carried the greatest dollar-volume of

advertising of any network in the history of radio.*

Columbia, in 1937, was the choice of more of the coun-

try’s leading advertisers than any other network. **

Columbia,in 1937, continued as the world’s largest radio

network xX**

This record, of course, is not Columbia’s alone. It was made by
the most careful buyers of advertising in the world — who in-
creased their average expenditure for Columbia Network facilities

this year over last by 25.9%.

*And did so last year.
** A nd has been for four consecutive years.

***And has been for five consecutive years.

www americanradiohistorv com


www.americanradiohistory.com

In the detailed record of these CBS advertisers is the answer to
every basic question you can ask about radio advertising: Does
radio sell slow turn-over products? Does radio sell guick turn-over
products? Is the institutional campaign effective on the air? Must
it be a ‘big’ radio program to be successful? The answers to these
questions at Columbia are not theoretical or academic. They are
written by the advertisers themselves; advertisers who, in a single
medium, bring everything to the nation — from banking to beans;
bread to abrasives; cigars, cigarettes, candy and cars!

But this tells less than half the story of the Columbia Broad-
casting System in 1937. Throughout the year, some 22,475 differ-
ent programs were broadcast to the nation over Columbia. More
than half of these were programs ‘by Columbia’—produced by the
network in the living and challenging fields of Public Affairs, Edu-
cation, Serious Music, Religion, Special Events and Sports. These
programs round out the schedule of the world’s largest radio net-
work, bringing the world’s voice, as well as its goods, home to the

nation every day of the year—wherever home may be.

A brief summary of CBS developments

in 1937 is given on the next page.
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From the 1937 CBS record

1300 sustaining broadcasts on National Affairs and News;

NEW CBS STATIONS JOINED THE
21 COLUMBIA NETWORK IN 1937.
The present total is 108 CBS stations. Con-
currently, the Network and its owned and
affiliated stations undertook their most ex-
tensive programs of construction and im-
provement of facilities. During the year,
over half of the CBS outlets increased their
power or installed new high fidelity equip-
ment, vertical antennas, and other im-
proved facilities. The installation in many
CBS stations of a revolutionary ‘“Program
Amplifier” alone effected an increase in
signal intensity equal to that which would
be produced by a doubling of power. Big-

gest item on Columbia’s 1937 construction

290 international broadcasts from, and to, 26 nations;
1250 sustaining and commercial broadcasts of serious music;

1450 educational broadcasts for adults and children.

calendar was the new West Coast Broa<-
casting Center, covering an entire city
block in the center of the movie industry
in Hollywood. Ground-breaking ceremo-
nies for the $2,000,000 project occurred last
spring and the structure, which includes
an office building and a large radio theatre
is expected to be ready for broadcasting by
next March. Recently, the Los Angeles
Board of Public Works passed a resolution
authorizing the new kNX-Columbia site to
be named “‘COLUMBIA SQUARE.” In addition
to the new broadcasting center, Columbia is
setting up an entirely new 50,000 watt trans-
mitter for KXNX to be ready for operation

concurrently with occupancy of the studios.

The COLUMBIA BROADCASTING SYSTEM
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WASHI h';:-.-c LOTHES
HOSPITAL-CLEAN

How these leading products
WIN FRIENDS AND INFLUENCE WOMEN

in Southern California!

Out here in Southern California there exists a special radio situation which you should know
about. One station, in less than a year, has obtained full stature as the territory’s leading source

of radio programs. ,iz;‘\: Eleven successive monthly surveys of the Los Angeles radio audience have
(- e

proven conclusively that more people listen to KNX than any other station. @ And once they

listen, the next thing you know they buy! That's why the major household products shown

above currently use more hours per week on KNX than all products in this classification use on

any other Los Angeles station. KNX is a buy-word with manufacturers, because it makes friends

out of listeners, and buyers out of friends. [§§ Incidentally, an up-to-date list of all KNX
A

advertised items is sent regularly to the drug and grocery trade. (Would you like a copy?) This

;

50,000 WATTS

extra service carries your message right through to the point of sale.

DLUMBVA_NET
OWNED AND OPERATED BY THE COLUMBIA BROADCASTING SYSTEM,

5939 SUNSET BLVD., LOS ANGELES—REPRESENTED NATIONALLY BY RADIO
SALES: NEW YORK, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO
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“ALWAYS FAIR—PRINTS BOTH SIDES OF THE QUESTION®

“BBC is there

when local
HEADLINES BREAK!

When the most sensational investigation in the
history of the city government “broke”, BBC put
microphones in the Council Chamber to broad-
cast questioning of witnesses. In addition, BBC
transcribed the proceedings, ran them at night,
received hundreds of letters and calls of congratu-
lation from listeners. . . . When Buffalo and
the suburbs were buried under the worst December
snow in a decade BBC cleared schedules, broad-
cast notices of postponements, directed supplies to
storm-bound families and communities. . . . When
the Six Day Bicycle Races came to Buffalo there
was a BBC announcer looking down at the wooden
saucer describing the spills and thrills. . . . When
local headlines break BBC transforms them into
broadcasts.

It is this type of service that makes local listeners
tune to the ends of the dial first. It is this type of
service that keeps them tuned to BBC. They know
that BBC’s Special Features Department broad-
casts the headlines they read.

It is this listening habit that means sales for you.
The broadcasts BBC listeners hear today make
trade journal headlines tomorrow.

BUFFALO BROADCASTING CORP.

Represented by Free and Peters, Inc.

e

B
ROADCASTING

The Buffalo Times
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BROADCASTING
SYSTEM

The Nation’s Greatest Regional Network
Lewis 6’/[:;1 Weins

Genoral Managor

1076 West Seventh St.
Los Angeles, California

Offfiliated with the
UTUAL
ROADCASTING
YSTEM
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Cleveland’s Friendly Station .« John F. Patt, Vice-President and General Manager

(P

Edward Petry and Company, National Representatives
HIGHLIGHTS FROM ANOTHER GREAT YEAR IN THE GROWTH OF A GREAT RADIO STATION ...
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On-the-scene coverage Complete coverage of Largest mail response

'% Ohio River flood. Cleveland Food Show, for a single month in £
'} Inaugurated series in co-operation with history. ‘};‘_
‘% of programs presented food brokers and “Vox Pup” from
£ by Cleveland Adver- manufacturers. Cleveland Dog Show.
\)4' tising Agencies. 18 Special Event 19 Special Event

23 Special Event Programs. Programs.

Programs. 24 New Accounts. “23 New Accounts.

13 New Accounts.
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-
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Greatest Publicit
Lineage in a csingle
month in history.

Greatest Number of
Civic Leaders and Per-
sonalities presented

REYFENGYL

poe
h=

Third Annual
[ WGAR-Senior  High
7] Declamation Contest.

5
R

25 Special Event
Programs.
10 New Accounts.

23 Special Event
Programs.
10 New Accounts.

from studio in any
month in history.

ST

13 Special Event
Programs.
15 New Accounts. ¥
=
»y

TN

~-
&35

=——EULY %4.\ GUST

More Sports Celebri-

ties interviewed than

8 any month in history.

9 Special Event
Programs.

12 New Accounts.

Second Annual
|#==- WGAR-Orphans
"E Outing at Great Lakes
£ Exposition.
F 13 Special Event
Programs.
11 New Accounts.

Joined Columbia
Broadcasting System.

On-the-scene cover-
age National Air Races
and Western Open
Golf Tournament.

15 Special Event

Programs.
21 New Accounts.
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Complete seli-out in
football coverage.
Largest number of
local and national spot

Complete coverage
Cleveland AutoShow.
*On-the-spot ™’

Extensive coverage of

hockey games
Increase in schedule

of operating hours.

D)

tion.
19 Special Event
Programs.
13 New Accounts.

22 Si)ecial Event
Programs.
23 New Accounts.
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Spot Radio to Continue Upward in 19338

Business Recession Halts Boom But Year Will Witness

Another Gain Unless Economic Catastrophe Occurs
SPOT RADIO will have a big vear in 1938—a little bigger

and a little better than 1937.

That prediction is made with only one “if”’—if the present
business recession doesn’t develop into an economic rout.

A careful survey of time buyers and advertisers in the
principal centers of the United States and Canada shows
that while many campaigns have been sharply curtailed in
the last few months, a lot of them will be back in full swing
if an anticipated pickup in general business develops by

spring, or fall at the latest.

_ There is less marking of time among advertisers and agen-
cies than might be expected at a time when business charts
are pointed downward. Radio advertising is not affected as

se-riou§ly as other media by
recession curtailment of ad-
vertising campaigns.

New Advertisers

What curtailment actually
has occurred has been con-
siderably offset by the en-
trance of many mew advertis-
ers into the spot picture.

Thus the prospects for 1938
are brighter than many have
suspected, but the picture is
not the rosy one that was
painted a year ago. Despite
the last-quarter slide in 1937 the
year will show a good gain over
1936, but present indications are
that 1938 will show a much small-
er increase over 1937.

A lot of present placements are
on a short-term basis, not surpris-
iny in view of the feverish state of
the general business mind. Big in-
dustries like the auto industry are
involved in seasonal, labor, politi-
ca., used-car and other factors and
the effect is felt throughout the
business field.

National Situation

Labor and political unrest may
develop into serious advertising
factors in 1938 but predictions
along this line fall into the realm
of pure speculation. Talk among
anti-administration advertisers is
generally accepted as mostly “bark”
rather than “bite” when actual dol-
lars-and-cents business decisions
are made.

Following are reviews of senti-
ment in several cities as obtained
by BROADCASTING’s representatives,
alcng with a list of leading spot
sponsovs and their plans for 1938:

NEW YORK

Consensus of radio directors of
70 agencies surveyed in New York
by BROADCASTING is that business
in 1938 will hold its present level
and may improve, but that an in-
crease comparable to that of 1937
over 1936 cannot be expected.
While some said that business is
very much better now than it was
at this time last year, others said
that it is no better, if as good. Gen-
erally, they believe that business
will vary little from its present
level in the immediate future but
that next fall will find a definite
rise.

With particularr reference to
spot, Blayne R. Butcher, radio di-
rector, Lennen & Mitchell Inc.,
said:

“Spot broadcasting has proven
so efficacious for certain of our
clients that, in every instance, their
current campaigns are being con-
tinued through 1938 and plans for
expansion are being discussed, with
a fair likelihood of accomplishment.

“Spot, with its flexibility and its
opportunity to localize broadcast
interest, is a natural for the na-
tional client’s advertising tie-in and
seldom fails of achievement if
given the right planning and atten-
tion. It is a good thing for the
broadcasting industry as a whole
for station personnel has more in-
centive to meet the demand for
initiative and showmanship with
better programming and Dbetter
programs. Thus does the listener
profit and, of course, the clients
who have helped make financially
possible this wider public service.”

J. Lloyd Williams, time buyer, J.
Stirling Getchell Inc., said the
agency will do as much if not more

BROADCASTING ¢ Broadcast Advertising

business than last year and billings
will probably be up. Louis Tappé,
radio director, Schillin Adv. Corp.,
stated “Business is great; we ex-
pect a 20%¢ increase in spot this
vear. We see no signs of a depres-
sion, and our clients report good
prospects.”

The increased amount of net-
work business makes it difficult for
the time buyer to place spots, ac-
cording to Herschel Deutsch, radio
director, Lawrence C. Gumbinner
Adv. Agency. He said that while
his agency normally prefers spots
to networks, the spot advertiser
can no longer develop a listening
audience because his programs are
constantly being shifted due to sta-
tions’ network commitments.

CHICAGO

That radio advertising in general
suffered during the declining
months of 1937 because of the
“business recession” was the con-
sensus of leading advertisers and
agencies in Chicago, although ra-
dio did not suffer as much as other
advertising media.

Chicago mail order companies,
for instance, clipped their budgets,
with Montgomery Ward & Co., Chi-
cago, discontinuing quarter - hour
transcriptions on 72 stations, and
Chicago Mail Order Co. planning
no radio for the first half of 1937
unless business suddenly improves.
Sears, Roebuck & Co. is continuing
its tests on 6 stations but unques-
tionably expansion of the program
to other markets would be more
rapid if general business conditions
were better. Other leading radio ad-
vertisers that postponed or de-
creased their 1937 fall plans were
Bunte Candy Co. and Willard Tab-
let Co., with Purity Bakeries can-
celing all radio advertising the first
of the year.

The entire picture, however, is far
from a gloomy one. An influx of
radio advertisers who had never
used radio, went on the air success-
fully during the last quarter of
1937. Among the new spot adver-
tisers are Stuart Co.
(Stuart’s Dyspepsia Tablets), Secott
Powders, Smith Overall Co. (will
start Jan. 3), Sayman Products Co.
(Sayman’s soap) and General Mills
(Corn Kix—a new cereal).

Of course, the usual “double-
play” trend in radio was evident in

1937 which clearly showed that na-
tional advertisers using spot ju-
diciously, can build their sales up
and grow into network advertisers.
Three from spot to network adver-
tisers are: Zenith Radio Corp,, a
heavy spot advertiser in 1936 which
is expending its entire radio ap-
propriation on its Zenith Founda-
tion show on CBS; Procter &
Gamble Co. (Drene shampoo),
which started out using spots and
is currently using the bulk of its
radio appropriation on two weekly
NBC programs featuring Jimmy
Fidler; Skelly Oil Co., now spon-
soring the Court of Missing Heirs
on a regional CBS hookup.

Regarding spot, Chicago adver-
tising executives were of the opin-
ion that there is a marked tendency
towards larger space purchases.
More five and 15-minute programs
are being bought with less pur-
chases being inade of the brief
chain breaks, 100-word announce-
ments, and smaller size announce-
ments.

Several agency heads complained
of the constantly increasing costs
of radio time with one of them pre-
dicting that “if stations don't quit
raising their rates perennially there
would be a general exodus of ad-
vertisers to other media.” There
must be a stop to this constant
rate-raising and advertisers will
soon discover that with high rates,
high talent cost, and increased mu-
sicians’ rates their radio advertis-
ing simply won’t pay, it was stated.

Lesson to Be Learned

One agency executive pointed out
that “in boom times newspapers
and magazines were continually
raising their rates until advertisers
suddenly discovered that the re-
sults did not warrant the excessive
cost and so curtailed their black
and white expenditures. The result
was a more sane rate adjudgment
by the printed media. Radio has
still not experienced a major dis-
aster but the honeymoon won’t last
forever. When the crash comes, and
radio stations adjust their rates on
a more equitable basis, then the ra-
dio business will have gotten out
of its infaney stage and be on a
more solid foundation.”

Two marked trends were pre-
dicted in 1938, They were the use
of more commereial time in Canada
and an inerease in foreign-language
programs. With Canada putting on
better programs, building more
powerful stations, receiving more
popular American network shows
than ever before, placement of more

January 1, 1938 + Page 13
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spot business in Canada has al-
ready begun to be felt there with
even more spot placements to take
place there in 1938. The increase
will take effect despite the fact that
Canadian stations ban the use of
transcriptions after 7:30 p. m.
Leaders on the Canadian band-
wagon are such prominent national
advertisers as Procter & Gamble
Co. (Oxydol and Kirk’s Castile
soap) and Miles Laboratories (Al-
ka-Seltzer).

Several Chicago agencies are
compiling more data on the foreign
language programs and it is likely
there will be a substantial increase
in 1938 in this type of placements.
National advertisers pioneering in
this field include Libby, NeNeill &
Libby, Procter & Gamble and Alka-
Seltzer.

DETROIT

The advertising outlook in this
automotive city is so colored by the
fortunes of auto sales that in a
period of sharply recessed deliver-
ies, such as has been experienced
since the introduction of the 1938
models, there is little cheer in the
agencies and only slightly more in
the offices of the non-automotive ad-
vertisers.

The agencies, large and small,
work in a frame of mind where the
success of forthcoming campaigns
is most apt to be predicated on the
anticipations of the automotive
agencies. Consequently, a survey at
this time will not bring out an ac-
tual outlook on the future, but an
immediate state of mind developed
by the circumstances of the mo-
ment.

At this time, and probably until
the end of the hard winter period
in mid-February, the outlook is
most pessimistic. All forms of ad-
vertising, radio included, have been
pared down. There is a quiet back-
ground of belief, however, that the
earliest signs of spring will see a
renaissance of major proportions,
and in this belief there is consider-
able logic. The root of the present
new car sales problem is centered
in the numbers of used cars on
dealer lots throughout the country,
and used cars are most difficult of
sale in the winter months.

The automobile promotion ex-
perts maintain that spring will see
this “log jam” of used cars begin
to move, where upon dealers will
have more money with which to
make trades—something very diffi-
cult at this time—and deliveries of
new cars will recommence. Adver-
tising in the auto industry is pro-
portioned almost directly to unit
sales of new cars. Any pickup of
sales, therefore, will be immediate-
ly manifested in increased allot-
ments for time.

This circumstance may well make
a favorable position for radio spot
developments. The auto companies
and their agencies are today at-
tempting to steer wide and clear of
definite commitments for time or
space, inasmuch as they cannot be
positive of developments ahead.
This accounts for ths dropping of
such programs as the Pontiac Var-
8ity Show, the General Motors Sun-
day Night Symphony, and the
Chevrolet Seymour Simons show,
all chain presentations. These were

concluded as contracts ran out. No
other chain programs appear slated
for discontinuance, inasmuch as
they are contracted for well ahead.

But, while the major programs
are being discontinued, the auto
companies want to keep promoting,
even though they do not want to
tie themselves down to definite con-
tracted obligations. As a conse-
quence, they are turning to spot
time, which can be used more or
less informally, without the obliga-
tion of carrying through an ex-
tended series of programs. One of
the largest time buyers in Detroit
told BROADCASTING that the very
uncertainty of the situation made
it appear likely that spot announce-
ments would be leaned on heavily,
as perhaps the most flexible type
of programming possible.

Chevrolet, through Campbell-
Ewald Co., is not using as many
stations at this time for its Musical
Moments series as it was a year
ago, when nearly 400 stations were
carrying the discs. Somewhat over
200 outlets are now using Musical
Moments. DeSoto will be at the end
of its 55-station lineup on its tran-
scription show late in January, and
likely will not renew for the time
being, for the reasons enumerated
above. J. Stirling Getchell Inc., is
the agency. Olds has wound up a
13-week series of dises featuring
Glen Gray, through D. P. Brother.
This covers the transcription ac-
tivity among the auto companies,
although another phase is the avail-
ability to dealers of transcription
shots prepared by the agencies and
available without charge to dealers.
This activity has about tapered out,
and will not be much in evidence
until spring again.

SAN FRANCISCO

In the estimation of a number
of San Francisco time buyers, 1938
allotments will be a shade better—
and that’s being very conservative
—than the broadcasting business
handled in 1937.

One of the staunch supporters
of the sound advertising medium
—Emil Brisacher, head of the ad-
vertising firm bearing his name—

stated that according to orders al-
ready in there will be a substantial
increase in all branches of radio
advertising — studio, transcription,
spot announcement—which will be

SALES MANAGERS—Who met at Chicago in December to arran
a national get-together included (seated, 1. to r.)

placed by his office during the next
12 months. Mr. Brisacher is of the
opinion that there is a tendency to
get away from the spot announce-
ment and that more live talent and
transcribed productions will be the
order of things this year. He pre-
dicted no increase in general in
spot announcement advertising,
stating that many stations are find-
ing it difficult to place spot an-
nouncements and on others the cost
is all out of line with the other
types of radio advertising.

Louis Honig Jr., of the Erwin
Wasey & Co. agency concurs with
Mr. Brisacher that 1938 will see a
decided increase in the business of
broadeasting. “Things look very
good right at this moment,” he said.
“I feel certain that it is going to
be a good year for radio.”

Hassell Smith, manager of Long
Advertising Service, San Francis-
co, was optimistie, likewise, as to
the 1938 radio outlook. He stated
that in spite of the business reces-
sion the latter part of 1937, the
half dozen radio shows his agency
is handling did a fine selling job
for the advertisers. He is of the
opinion that the trend is for more
live talent shows during the coming
year, with spot announcements go-
ing almost solely to local independ-
ents. It is becoming difficult to get
satisfactory spot announcement
time on the larger stations, he said.

Miss Ann Director, radio direc-
tor of J. Walter Thompson in San
Francisco, looks forward to some-
what larger appropriations for ra-
dio advertising from some of her
agency’s clients, she stated. She
prophesied a good year for radio.

W. S. Day, radio account execu-
tive at Leon Livingston Advertis-
ing Agency, San Francisco, stated
that his agency has already con-
tracted for more radio time than
it carried in 1937 and that all of
this new business will call for live
talent studio programs. He is op-
timistic over the 1938 outlook.

Richard Holman, radio executive
of Rufus Rhoades & Co. Agency,
San Francisco, stated that from all
indications there would be consid-
erably more sponsored radio pro-
ductions in 1988. The trend, ac-
cording to Mr. Holman is toward
the live talent show. Several pro-
ductions now placed by this agency
plan to increase their radio activi-
ties and several new ones are be-
ing planned.

e for

W. W. Warner, WAAB,

Boston; Purnell Gould, WFBR, Baltimore; Craig Lawrence, KRNT, KSO,

Des

Moines; Herb Hollister, KANS, Wichita; Standing—J. Leslie Fox,
KMBC, Kansas City; Charles C. Caley, WMBD, Peoria; J. Burryl Lot-

tridge, KTUL, Tulsa; Wm. R. Cline, WLS, Chicago; K. W. Church,

KMOX, St. Louis; E. Y. Flanigan, WSPD, Toledo; Lewis H. Avery,
WGR, WKBW, Buffalo. [See story on page 28.]
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Although labor conditions
throughout the country have had
a marked effect on the West Coast
market and will continue to do so
for some months to come, Pacific
Coast agency executives and spon-
sors too are maintaining an opti-
mistic viewpoint on prospects for
1938.

Regardless of the present busi-
ness recession, the possibility of
strikes and similar conditions, they
are of the opinion that a big year
is in store for radio, and state that
many national and regional spon-
sors have substantially increased
their advertising appropriations.
Besides continuing with network
shows, several are supplementing
with special spot campaigns. Agen-
cy executives point out that spot
supplements network coverage by
filling in the gaps where coverage
is weak.

Predict Busy Spring

Time buyers in Southern Cali-
fornia are looking toward a busy
spring season and many predict
that the coming year will reach a
new peak for spot broadcasting.
While loathe to estimate how much
spot business will be placed during
the next several months, radio ex-
ecutives in the major Los Angeles
and Hollywood agencies agree that
practically every spot campaign
now on the air, and placed from
the West Coast, will continue.

In many instances sponsors will
increase coverage with additional
stations as markets open. Several
West Coast agencies report their
clients are planning extensive spot
campaigns for the spring and early
summer using five-minute and quar-
ter-hour transcriptions. Many cli-
ents whose budgets are now being
made up will, for the first time, in-
clude radio in 1938.

Extensive announcement and
quarter-hour transcriptions, aug-
menting live talent programs on lo-
cal stations will swell the volume
of spot business. Many advertisers,
it was pointed out, are seasonal,
and conduct only short duration
campaigns, but they too will in-
crease coverage to include more
stations than last year, in several
instances doubling their efforts.

With desirable network time at a
premium, more and more spot ra-
dio will be used nationally, accord-
ing to a recent survey made by the
Raymond R. Morgan Co., Holly-
wood advertising agency, for one
of its clients. Frank Howe, the
agency’s public relations director,
pointed out that clients have shown
a preference for transcribed quar-
ter hour script shows, and he de-
clared that that was definitely the
trend throughout the country.

“We have found that spot broad-
casting has a number of definite
advantages over network radio ad-
vertising under certain merchan-
dising conditions,” he said. “Spot
broadcasting can be adapted to spe-
cific regional sales and distribu-
tion problems, and in many cases
it is being used to intensify adver-
tising in metropolitan markets.
During the past few months three
large national accounts have start-
ed programs on a national scale,
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using transcribed programs pro-
duced by our organization, in pref-
erence to a live talent network
show.”

William G. Scholts, president of
Scholts Adv. Service, Los Angeles,
primarily a regional advertising
agency, declared he is looking for-
ward to a bigger and better year,
with more radio to be used by cli-
ents than in the past. He was also
o the opinion that the trend on
the West Coast is toward more
transcribed quarter and half hour
script shows, and stated that spon-
sors are willing to use a program
that has been tried and proved in
another locale.

He called attention to the fact
that national and regional adver-
tisers often need a local sales push
to help dealers and find this in spot
schedules. He stated that while net-
work shows are good-will builders,
transcribed shows generally do a
better selling job, because of that
c.oser local tie-in. Accounts han-
dled by the Scholts Adv. Service,
currently using radio and which
are expected to increase their ac-
tivities during 1938 include Pacific
Division of A & P Food Stores, Los
Angeles; Holland House Products
(beverages), Los Angeles; Dolly
Madison Cake Co., Los Angeles, and
Continental Food Corp., that city.

In the survey of sponsors which
begins on this page BROADCASTING
has endeavored to give an indica-
tion of their 1938 plans insofar as
they had materialized late in De-
camber. Naturally the list is by no
means complete but it covers a
good percentage of the major users
of spot.

Canada Expects Record Year
As Sponsored Programs Soar

Dominion Becomes Radio-Advertising Conscious;
General Business Conditions Continue Good

By JAMES MONTAGNES
THE CONCENSUS among Ca-
nadian advertising agencies and
transeription services is that at
last the Canadian advertiser has
decided to take radio as a serious
advertising medium. This trend be-
came noticeable toward the latter
part of 1937, and is expected to
speed up during the coming year.

Broadcasters look to 1938 as an
extremely good year basing their
opinions on this new interest of the
Canadian national advertiser in ra-
dio, on the big array of United
States and Canadian network pro-
grams which are being hooked by
the government-owned Canadian
Broadcasting Corporation for its
own and private stations, and on
the fact that the recent United
States business recession has not
been more than psychologically felt
in Canada as yet.

Spot broadcasting in Canada, it
appears, is a long way behind that
of the United States, some agen-
cies going as far as to say three
years. Accordingly spot broadcast-
ing is expected to show a major in-
crease in the coming year, though
some agencies feel it will only lit-
tle more than equal the record of
1937, which was better than 1936.
While Canadian restrictions re-

quire live talent shows during most
of the evening hours, it is believed
spot campaigns in the early eve-
ning and late evening hours close
to a big network show are going to
be in demand and such time be at
& premium.

Better Equipment

Another factor that reflects a
healthy outlook in the Canadian
broadeasting industry is the amount
of nioney being spent by Canadian
stations to improve studios and put
in new equipment, while many in-
creases in power to 1 kilowatt sta-
tions are expected for early 1938
following a large number during
the latter part of 1937. This speaks
for increased advertising revenue
prospects, for Canadian stations
have been more or less afraid to
spend money on their equipment
and studios due to the uncertain
attitude of the government. Now
that the government-owned CBC is
going after commercial business,
and making a good job of it accord-
ing to agencies and station repre-
sentatives, the outlook is more
favorable to a stabilizing of the in-
dustry, to more advertising revenue
soliciting by the stations.

Typical of the interest being

(Continued on page 46)

What Many Spot Advertisers Are Planning in 1938 . . .

Abelson’s Jewelry Stores, Newark
Has renewed contracts for an-

nouncements on three stations and ex-

pects to add others during the year.

Agency is Schillin Adv. Agency, New
ork

Acme Feeds, Forest Park, Il

Plans to continue in 1938 with five
15-minute market reports six times
weekly on  seven stations — WLS,
WHIO, WIRE, WMT, KROC, KM4,
WNAX. A few other markets may be
added. K. E. Sheppard Adv. Agency,
Chicago, handles the account.

Acousticon Dictagraph Co.,
Toronto
Running a test program early in
1938 for the Toronto market. New
on the air in Canada. Agency: All-
Canada Radio Facilities ILtd.,, To-
ronto.

Albers Brothers Milling Co.,
Seattle

May increase its radio activity dur-
ing 1938 and will continue its studio
concert program Good Morning To-
night on 5 NBC-Red network stations
on_the Pacific Coast (KPO, KHQ,
KOMO, KGW, KFI). Agency: Er-
win-Wasey Co., San Francisco.

Alkine Laboratories, New York
__Has & larger budget for 1938 ra-
¢io. Client is now using announce-
raents on four stations, through
Schillin Adv. Agency, New York.

All-Canada Radio Facilities Ltd.,
Toronto
Reports that national spot cam-
paigns, handled in 1937 were decid-
edly increased over 1936, and antici-
pates from present bookings that 1938
will be even better.

Mark W. Allen Co., Detroit
Plans spot ¢ampaign early in 1938
for 2-Drop hand lotion. Frank Pres-
brey Co., New York, is agency.

American Chicle Co., Long Island
City, N. Y.

Running minute transcriptions on
about 21 stations for Sen-Sen and will
continue with no change. For Adams
Clove chewing gum, 50 stations are
carrying announcements, and more are
to be added. Agenc¥ is Badger &
Browning & Hersey Inc., New York.

American Cranberry Exchange,
New York
Limits its radio advertising to the
September-January period, and is now
finishing up this season’s contracts on
12 stations. Agency: Gotham Adv.
Agency, New York.

American Packing & Provision Co.
Ogden, Utah

Early in January starts a weekly
quarter-hour transcribed home eco-
nomic serial, American Kitchenr, on 8
stations (KDYIL, KLO KID KTFK
KSEI KHO KSUB KEUB), placing
through Gillham Adv. Agency, Salt
Lake City.

American Poultry Journal, Chicago

U.sing spot announcements on 4
stations, will continue until summer,

and possibly through mnext winter.
Agell:cy: Schillin Adv. Agency, New
York.

American Tobacco Co., New York

Continuing its college news broad-
casts for Luckies five minutes, five
nights weckly on two stations, and
may expand to as many as fifteen sta-
tions in college towns. Agency: Lord
& Thomas Inc., New York.
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American Tobacco Co., New York

Will continne to use spot announce-
nients, live news and sports hews on
about 63 stations, and may add others
in the course of the year for Roi-Tan
cigars. Sponsoring Treasure Hunt on
six stations, and will use spot an-
nouncements from time to time for
Cremo cigars. Lawrence C. Gumbin-
ner Adv. Agency, New York, is agen-
cy for both accounts.

Anderson Co., Gary, Ind.

Using announcements on 33 sta-
tions for Sleetmaster; will discontinue
early in the year and probably re-
turn next season. Agency: Schwab &
Beatty Inc., New York.

Association of Pacific Fishe