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Breakfast Time
Is BKLZ Time

KLZ'S "Rocky Mountain Roundup” Corrals
a Huge Early-Morning Rural Audience

® Six mornings a week, early-rising
ruralites of the Denver-Rocky Moun-
tain region {and urbanites, too) tune
to this lively, live-talent show featur-
ing their long-time top favorites,
Captain Ozie and the Colorado
Rangers.

Smoothly tailored to the measure
of the Rocky Mountain area under
the direction of one of the country's
foremost producers of farm radio
programs, the "Rocky Mountain
Roundup” wraps up weather, mar-
ket, road and farm information of
prime interest and importance to
mountain folk in a package of

Evidence of this program’s popu-
larity filled KLZ's mail bag almost
instantly . . . and has continued to
increase.

With scores of locally produced
shows of this same calibre and
popularity supporting its strong
schedule of CBS programs, KLZ
offers a concentration of audience-
appeal which makes KLZ-listening
the most popular pastime in the Den-
ver-Rocky Mountain region.

A Station-Tested Program
withaReady-Made Audience

The Rocky Mountain Round-
up,. broadcast from 6:00 1o
6:45 a. m. every weekday, is
now available for sponsorship

in whole or in part. This pro-
gram provides a tested vehicle
with  which to take your
product's story into the rural
homes of the Rocky Mountain
region.

Write or wire for full details.

Represented Nationally
By The E. Katz Special
Advertising Agency

Affiliated in Management with WKY, Oklahoma City and The Oklahoma Publishing Company

www americanradiohistorv com
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HORSE Mu,?%

A bronzed farmer and his hired men worked
teverishly in the hay field under the blazing
sun. With not a cloud in the sky, they raced
the weather for rain was on the way. How
did the farmer know this? Radio told him,
and in time to save bis crop from harm. . . .

The grim shadow of infantile paralysis
stalked through a great city. All schools
were closed to check its spread. Yet thous-
ands of children went to school each day, in
their own homes. Radio brought their lessons
to them. . . .,

Down on the frozen rim of the world a little
band of men defied the wind and the cold
and the dark. They were scientists secking
secrets locked in age old ice. And though
shut off from the world by thousands of
frozen miles they were never alone. An in-
visible messenger rode out across the barren
wastes to bring America to them, to bring
theis voices back to America. Radio needs
no cloak against the cold. . . .

Never, since the world began, has man

possessed a messenger like this. It is bigger
than individuals, or groups or races. Ir is
the heritage of a whole people and must be used
for their commnon good.

The instances above are lifted at random from
the annals of American radio. They demon-
stratec not only what radio can do buz what
radio is doing every day, for us all. They picture
the Horseman in the sky in harness to serve
the interests of one hundred and twenty
million people.

A message in the interests of the American System of Broadcasting by one privileged
from time to time to have contributed to its progress, by one secking new ways to broaden

E. W. CRAIG, Vice-Presidens in Charge of Radio

OWNED A ND

its services to the American listener.

W S M

The Air Castle of the South

50,000 WATTS

OPERATED

THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY

INC.,

HARRY STONE, General Manager

Y

NASHVILLE, TENNESSEE

Published semi-monthly, 25th issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC.. 870 National Press Bl;ﬂdinw. Washington, D. C. Entered as

second class matter March 14, 1983, at the Post Office at Washington, D.
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WILL HOLD HORIZONTAL
AT STATION WTMJ

Again . . . more ears for the
money ! That’s what WTMJ will
offer this summer—a plus value
that promises sustained dealer
support and persistent sales.

What are we going to do to earn
this sales-making distinction?

Nothing spectacular, really! We
just aren’t going to do what most
every radio station 'round these
parts will do. Like last summer,
we're goinyg to omit baseball from
our broadcast schedule!

With the waveband practically
circled with diamond chatter, we
know (from last summer’'s ex-
perience) that non-baseball fans
will flock to a spot on the dial
where favorite features can still
be tuned in.

A check-up of 1937 summer lis-
tening habits revealed that wo-
men, especially, were attracted to
our afternoon and evening free-
dom from baseball clamor.

They welcomed 620 kilocycles as
an avenue of escape. They learned
to regard WTMJ as an oasis
where they could listen in on pet
programs that won their favor
during the long winter.

The happy result is that WTMJ
“box office” won’t slump a bit this
summer. Listener levels will hold
pleasingly horizontal — because
our winter tuners will still be do-
ing business at the same old
stands. Of the 92 out of every 100
adults who will be home during
any average summer week, we’ll
reach our usual dominating per-
centage!

Advertisers who tie-in with
WTMJ summer programs will
thus enjoy dominating distribu-
tion and sales. By identifying
your name and your product with
a station that won’t lose its own
listening identity during the sum-
mer, you avoid the risk of becom-
ing a market waif.

Dealers won't forget you — con-
sumers either. And when autumn
rolls ’round, you’ll be in full com-
petitive stride with this market

. instead of being out-of-step
with the product parade.

So schedule WTMJ now — for a
selling summer in Wisconsin dur-
ing 1938!

THE MILWAUKEE JOURNAL STATION

Edward Petry & Co., Inc., Representatives
NEW YORK —DETROIT—CHICAGO —SAN FRANCISCO

Page 4 « February 15, 1938
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notable Jesuit priest and scholar, by name of Athanasius Kircher,
invented this broadcasting system in the 17th Century—so that the
intrigued listener in breeches at (£) could hear everything said in the
central court (L). The rest of the family could listen, too, with
“loud-speakers” in each room.  But that was only three centuries ago.
Long before that — long before Athanasius Kircher struggled with giant
trumpets—the point and purpose and power of broadcasting had taken

form. In the living woice. Before history first was scratched on stone, the

BROADCASTING S§YSTEM OF THE 17TH CENTURY— from the Bettmann Archives

www americanradiohistorv com
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voice had grooved an effortless, instant path into the mind. That path

is re-grooved in every child today—long before he seeks any other

communication with the world. And it grows with the adult. @ We

did not need radio to discover this. Here is what Pliny the Younger said,

over eighteen hundred years ago:

“We are more affected by words we hear,

for though what we read in books may be more pointed, there is something

about the voice that makes a deeper impression on the mind.” Q The truth

of Pliny’s shrewd observation has been amply confirmed in many
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laboratories of modern science. If you
care to weigh the evidence for yourself,
we will send you a copy of ExacT
MEASUREMENTS OF THE SPOKEN WORD.*
It is a little book. But it summarizes the
work of more than a score of psycholo-
gists who, for 34 years, have made com-
parative studies of the spoken and written
word; and who.have carefully measured
the zmpact made by words, spoken and
written. 4 Their conclusions —which
Pliny already knew—are a basic explan-
ation of the response which so many

millions of listeners make to radio, today.

BROADCASTING SYSTEM IN THE 17TH CENTURY. 4thanasius Kircher (1601-
1680) designed his “loud-speakers,” such as at & and s, in the shape of ornately
sculptured heads “with open mouthes” This dramatic device helped make
the entire idea very mysterious to 17th Century listeners. The principles of sound

transmission and amplification did the rest!

COLUMBIA BROADCASTING SYSTEM
NEW YORK

485 MADISON AVENUE .

www americanradiohistorv com
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What psychologists have said about

T MEASUREMENTS OF THE SPOKEN WORD”

Advertising executives are not the only readers of “Exact Measurements of the
Spoken Word.” Every psychologist whose work appeared in the book, and every
university in the country, were sent copies of it—and invited to submit their
scientific criticism of the work and its presentation. Below are typical replies.
Really typical —for only one scientist who has seen the book had anything but
warm praise for it! (And he would noz give us permission to quote his letter.)

“I found ‘Exact Measurements of the Spoken Word’
very interesting, lucid, convincing and adinirable in
the scientific caution of its arguments...Let ine com-
pliment you again upon the compilation of a power-
ful, vet honest, presentation of the casc for the ear.”
Dr. 8. A. Switzer, Department of Philosophy and Psy-
chology, Miam1 UNIVERsITY, OXFORD, OHIO

“I am sure that the psychologists who worked so
patiently on the investigations here represented would
be gratified to see their results being put to some prac-
tical use.” Dr. Harry D. Kitson, Professor of Educa-
tion, TEACHERS COLLEGE, CoLumBia UNIVERSITY,
NEW York

“I trust that you will continue to send me any pub-
lications which issue in the future from your work.
You are marking off a new field and I, along with
vour other friends, expect to learn much from vou.”
Dr. J. Elliott Janney, Department of Psychology and
Philosophy, WESTERN COLLEGE, OXFORD, OHIO

“I have read this with great interest and profit. I,
too, have been interested for quite a time in the gen-
eral problem of learning by audition as compared to
learning by vision in reference both to educational
and advertising problems. This comes at an appro-
priate time because in just a few days T am going
to discuss the problem with iy class in Applied
Psychology and 1 shall give full publicity to vour
excellent summary.” Dr. R. W. Husband, Department
of Psychology, THE UNIVERSITY OF WISCONSIN,
Mapi1soN, WISCONSIN

“I have looked through this work rather Carefully,
and am indeed immpressed with the survey you have
made of the literature in the field. You are to be
complimented upon it most highly.” Dr. C. H.
Smeltzer, Associate Professor of Psyc/hology, TEMPLE
UNIVERSITY, PHILADELPHIA, PaA.

“You have indeed succeeded in presenting the ma-
terial in an attractive fashion, without, as far as I
ain able to tell, in any way detracting from its ac~
curacy.” Dr, Clarence Leuba, Psychology Department,
ANnTtiocH COLLEGE, YELLOW SPRINGS, OHIO

“This is certainly a well put up book, and the ab.
stracts of researches are excellent in their brevity and
in their accuracy.” Dr. D. A. Worcester, Professor of
Educational Psychology, THE UNIVERSITY OF
NEBRASKA, LINCOLN, NEBRASKA

“It is an interesting piece of work and useful as a.
reference source.” Dr. H. K. Nixon, CoLuMBIA UNI-
VERSITY, SCHOOL OF BUsINEss, NEW YORK

“l am interested in the results summarized, but I
am also interested in the style of presentation which
appears to me both unigue and effective.” Dr. Edmund
S. Conklin, Department of Psychology, INDIANA
UNIVERSITY, BLOOMINGTON, INDIANA

“T have looked this over with much interest, It will,
I believe, be of service in connection with our course
in Educational Psychology.” Dr. S. L. Pressey, De-
partment of Psychology, THE OHi0 STATE UNI-.
vERSITY, CoLumBUSs, OHIO

It was pleasant to get so cordial a reception for this book in the psychological
laboratories of the country. But then, it was Science recognizing an unadorned
presentation of scientific data— welcoming, as a matter of fact, science’s own
exact measurements of the relative impact of the spoken and written word.

COLUMBIA BROADCASTING SYSTEM.
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Whin two months there will be a distinguished new

address on the Pacific Coast -"’Columbia Square, Hollywood."
A magnificent new studic and office structure, of modern-
functional design, is now being completed for KNX and the
West Coast division of the Columbia Broadcasting System.
New production facilities of unequalled beauty and utility
will soon be availoble there to all cBs clients on the
Pacific Coast. And from this address will speed programs

for Columbia’s millions of listeners from coast to coast.

“COLUMBIA SQUARE, HOLLYWOOD”

50,000 WATTS~OWNED AND OPERATED BY THE COLUMBIA BROADCASTING SYSTEM

REPRESENTED BY RADIO SALES—NEW YORK « CHICAGO » DETROIT + BIRMINGHAM + LOS ANGELES + SAN FRANCISCO
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HEN you’re due for a

tumble, no amount of

study or analysis can
keep you from falling—you
feel that you’re falling, and
you fall!

With all due regard to the
laws of gravitation and the
“laws” that govern success-
ful advertising, we know it’s

Free & Peters have had six
years of highly concentrated
experience in radio — over
140 cumulative years in ad-
vertising and radio. We know
American radio stations and
their markets like you know
your own front hall. We have
all the data that’s in the books
—PLUS enough experience
to write some more!

Exclusive Representatives:
WGR-WKBW  ______________ Baffalo
WoRY e

. . . . Southwest

true that feel — judgment And all this dope is yours if T Fi. Worth

based on past experience— you want it—whether it gives S — oa

is often a better guide than in, | d Wh Pacific Coast

1 r g us a win, lose, or draw. en KOINEALE o Portland
the data books. do you say, Sir? e T ek e
(and FREE, JOHNS & FIELD, INC.)
Picucer Radic Statics Representatives

CHICAGO NEW YORK DETROIT SAN FRANCISCO LOS ANGELES ATLANTA
180 N. Michigan 119 E.42ud St. New Center Bldg. One Eleven Sutter C. of C. Bldg. Bonsa Allen Bldg.
Franklio 6373 Lexiogton 2-8660 Trinity 2-8444 Sutter 1353 Richmoad 6184 Jackson 1678
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A New and Stronger NAB Is Organized

By SOL TAISHOFF

Board Names Loucks Temporarily and Plunges Into Search
For Paid President; McNinch Plans Network Inquiry

IN A WHIRLWIND two-day
convention Feb. 14 and 15 in
Washington, 350 broadcasters
swept into effect unanimously
a far-reaching reorganization
of the NAB, to become imme-
diately operative.

Superseding the old order,
a new and inspired leadership
from within the broadcasters’
ranks made plans for an ag-
gressive trade organization to
fight the industry’s battles on
all fronts and to inaugurate a
process of self-cleansing as a
means of averting unneces-
sary governmental interven-
tion.

Pending the engagement of
a paid president, the new
board of 23 members, which
‘went into session the day after
the convention adjourned,
designated Philip G. Loucks,
former NAB managing direc-
tor and author of the reorgan-
ization plan, as special counsel
to guide the association’s destinies
during the transition period.

Board Plans to Hold
Next Meeting in March

The new paid president may not
be hired for several months. The
board decided to move cautious-
ly. There is no thought of hiring
a “czar,” it was emphasized, de-
spite newspaper comments to the
contrary. The purpose is to retain
an executive of highest character,
public esteem and ability to serve
as the industry spokesman—but
not as a dictator.

Many names have been bandied
about, but none of them actually
means anything at this stage. No
individuals have been contacted for
the job and no salary range has
been established.

The new board, upon its adjourn-
ment Feb. 16, announced it would
tonvene again in Washington Mar.
21 to consider “the situation in re-
spect to the retention of a paid
president.”

For whatever they are worth, a
number of names have been ad-
vanced as indicative of the type of
man that might qualify as the in-
dustry’s new head. Mentioned
were Pat Hurley, former Secretary
of War; Senator C. C. Dill, former
United States Senator from Wash-
ington; John G. Winant, former
governor of New Hampshire and
former chairman of the Social Se-
curity Board; Stewart McDonald,
Federal Housing Administra-
tor; Edgar Kobak, vice-president

of Lord & Thomas; ‘M. H. Ayles-
worth, former NBC Dresident, now
with Seripps-Howard. Although his
name has been mentioned frequent-
ly for such a post in the last few
years, Mr. Aylesworth has repeat-
edly announced he is not a candi-
date.

With the sweeping into effect of
the new NAB organization, Man-
aging Director James W. Bald-
win, storm-center of recent indus-
try affairs, stepped out of office,
concluding a three-year tenure.

Jolin Shepard, 3d. Yankee Network
(District 1: Connecticut, Maine,
Massachusetts, New Hampshire,
Rhode Island}

Harry C. Wilder, WSYR. Syra-

cuse
(District 2: New York}
Clair McCollough, WDEL, Wil
mington
{District 3: Delaware, New Jersey.
Pennsylvania.)
John A. Kennedy, WCIIS, Charles-
ton, W. Vau,
{District 4: D. C., Maryland. North
Carolina. South Carolina, Virginia,
West Virginia)

W, Walter Tison, WFLA, Tampa
(District 5: Alabama, Florida, Geor-
gia, Puerto Rico)

tEdwin W. Cruig, WS, Nashville

(District 6: Arkensas, Louisiana,
Mississippi, Tennesee)
tMark Ethridge. WHAR. TLouis-

vitle
{District 7: Kentucky, Ohio)
John E. Fetzer. WKZO, Kalama-

700
(District 8: Indiana. Michigan)

Walter J. WTALL
waukee
{District 9: Illinois, Wisconsin)

Damm. Mil-

Directors
Clear Channel
Harold Hough, WBAD. Fort
Worth

Lambdin Kay, WSB, Atlanta.

Edward A,

will be elected for

named.

New Board of Directors of NAB

*Directors Elected

Lacal Channel

+Johu Elmer, WCBM. Baltimore
Allen, WLVA, Lynchburg, Va.

* Directors elected at 1938 convention from Districts 1, 3, 5. 9, 11, 13, 15 and 17
will serve onc-year terms: all others two-year terms. Thereafter all directors

two-year terms.

T Constitute executive committee which will also include new president to be

John J. Gillin, Jr.. WOW, Omaha
(District 10: lowa, Missouri. Nebras-
ka}

Earl H, Gammons. WCCO, Min-
neapolis
{District 11: Minnesota., North Da-
kota, South Dakota)

+Herh Hollister., KANSE, Wichita
(District 12: Kansas. Oklahoma)

0. L. Taylor, KGNC. Amarillo
(District 13: Texas)

Gene O'Fallon, KFEL. Denver
(District 14: Colorado, Idaho. Utah.
Wyoming, Montana)

Ralph R. Brunton, KJIBS, San
Franeiseo
(District 15: California, excluding
Sun Luis Obispo, Kern, San Bernar-
dino, Santa Barbara, Ventura, Los
Angeles. Orange. Riverside. San Die~
go and Imperial counties: Nevada.
Heawaii)

Donald W, Thornburgh.
IIollywood
(District 16: Arizona. New Mexico,
California, including counties ex-
cepted in District 15)

W, Myers. KOIN-KALE, Port-
land, Ore.

(District 17: Aluska, Oregon. Wash-
ington)

KXNX.

at Large

Regional Channel
tFrank M. Russell. WRC', Wash-
ington
Iliott Roosevelt,
Ine.

Hearst Radia

BROADCASTING ¢ Broadcast Advertising
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His post was abolished. He had
proposed what amounted to a re-
organization plan of his own. It
did not receive attention or come to
a vote.

New leadership in the industry
appeared to center around Mark
Ethridge, general manager of the
Louisville Courier-Journal and
Times, operating WHAS, and Ed-
win W. Craig, WSM, Nashville,
who introduced the reorganization
resolution. Mr. Ethridge served as
temporary chairman of the con-
vention and became pro tem chair-
man of the new board of directors
at the first meeting. Mr. Craig
marshalled the reorganization plan
through the convention with only
minor amendments in phraseology.

Ringing in the ears of conven-
tioneers were the speeches of Sena-
tor Burton K. Wheeler, FCC
Chairman Frank R. McNinch and
FCC Commissioner T. A. M. Crav-
en. The first two delivered sting-
ing addresses calling for a new
order in radio. The upshot was the
promise by Mr. MecNinch, after
Senator Wheeler had made the sug-
gestion, that the whole network
structure would be investigated
soon. He said he would make such
a proposal to the Commission.

A cost accounting system for
broadcasting was promised by
Chairman MecNinch. He also indi-
cated stricter regulation down the
line but in a cooperative spirit.
Monopoly, purported blatant ad-
vertising, station transfer, net-
work ownership, leases and prac-
tically every issue in radio were
treated by the first two speakers.
The restrained voice was that of
Commissioner Craven who dealt
largely with allocation [Full texts
of the three speeches appear in
this issue].

Additional Funds
To Be Made Available

With the new board functioning,
under broad powers, plans imme-
diately will be started to staff the
NAB with experts in particular
lines. In its discretion the board
can appoint a labor relations coun-
sel, general counsel, technical di-
rector, public relations director and
research director.

There will be a $250,000 fund—
double that now available—for the
reorganized NAB. That figure is
based on a membership of 400, and

February 15, 1938 ¢ Page 11
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The New NAB: Facing a New Era of Regulation—4n Editorial

THE NAB has reorganized. But don’t expect
miracles. Problems can’t be solved overnight.

A basically sound plan of reorganization
was adopted without lost motion or contro-
versy. The groundwork has been laid. Upon it
must be built a personnel superstructure ca-
pable of achieving for the broadcasting indus-
try as a whole a self-reliance and a tradition
it has never had.

This is no time either for flag-waving or
skeleton-rattling. It suffices to say that the
Reorganization Committee performed a meri-
torious task, and that the rank and file of the
broadcasters recognized it promptly by sweep-
ing its plan into effect unanimously. As for
the past, it should be said that John Elmer,
retiring president, did his best against great
odds; that James W. Baldwin, retiring man-
aging director, served the industry conscien-
tiously and tirelessly during his three-year
tenure and that the industry is not unappre-
ciative of the fact that he also faced enormous
problems.

Broadcasters—all of them—know that radio
has been taking it lying down too long. A
properly-geared association, financed with an
estimated income of $250,000, can point up ad-
mittedly existent weaknesses and can combat
logically, courageously and pridefully those
who have pricked and prodded radio through
the years.

An able board of 28 men already has begun
to function. It will have the benefit of the
experience and the advice during the transi-
tion period of Philip G. Loucks, former man-
aging director, and counsel of the organizing
committee.

The paramount function of the new board
is to select a fulltime president-—a man big

enough for the big job of a big industry. It
isn't an easy task, and it shouldn’t be done
hastily. This man will stand as the industry
spokesman. He, more than any other single
individual, will mould policy. The industry
never has been willing in the past to delegate
real power to any one person, yet under the
new order it must do just that—subject to
the veto power of its duly elected board.

The convention was an unequalled event
from many angles. There were three ad-
dresses, each carrying a challenge. The Wheel-
er and the McNinch addresses were amazing-
ly sharp, candid and vigorous. Comdr. Craven,
with a background of a quarter-century in ra-
dio, was more conciliatory and dwelt more
with facts than ecriticisms, but he was equally
outspoken. He has pursued steadfastly a pol-
icy of industry cooperation, and he did not
veer from it in his remarks.

The addresses, and their contrasting ap-
proaches to the alleged evils of radio, might
generally be characterized as giving the in-
dustry a healthy “shot in the arm”., Wheeler
and McNinch were extreme in their views;
perhaps their talks presage a new era, a
tighter regulation of radio. They diagnosed
what they regarded as radio’s weaknesses,
such as monopolistic tendencies and program-
ming evils, but they candidly admitted that
further diagnosis by way of study is nec-
essary. Certainly they thought the body—
the American system of free, competitive en-
terprise—was well worth saving, for there
can be no doubt they reflected the temper of
the people in wanting the present system
maintained as a bulwark of democracy.

Those who observe the increasing centrali-
zation toward the Washington scene in almost

all social and economic affairs, and we who
live with radio day in and day out, know the
custom of legislators and regulators to cite
extremes and deal in superlatives. They know
too that this is done with the invariable
thought of reaching middle ground. The broad-
casting industry is wholly cognizant of its
shortcomings and is ready and willing to co-
operate with the national authorities.

But the broadecasting industry does not want
to see continued the one-way practice of haras-
sing it at every turn, threatening it with dire
things, and calling it every conceivable name,
with so little posted on the right side of the
ledger. It isn't looking for glory, but it should
get recognition for what it has done in pro-
viding service to the people, in culture and in
recreation. For every monopoly and blatant ad
charge, broadcasting can point to a dozen hu-
manitarian achievements in time of flood and
storm and stress.

It has been perhaps the most criticized of
industries, and it certainly has not been ar-
ticulate in its own defense. To be sure, the
speakers at the convention did temper their
sharp ecriticisms now and then with an occa-
sional fillip to the broadcasters, but we didn’t
notice them in the headlines.

And here we pick up our theme. The indus-
try has lacked adequate leadership and prop-
er expression. Thus, the new era in the in-
ternal affairs of radio, paralleling what ap-
pears to be the new era in its regulation, is
to be welcomed. The revamped, revitalized and
refinanced trade association of American
broadecasting, we fervently hope, will supply
the self-esteem and the prestige radio needs
and deserves.

indications are that the roster will
swell considerably under the new
organization.

In turning over the temporary
helm to Mr. Loucks, the commit-
tee made the proffer after he had
refused to accept any full-time
post. The attorney, for five years
NAB managing director, was called
in last October to advise the Re-
organization Committee in its
work. He was instrumental in
drafting the plan. In designating
Mr. Loucks as special counsel, the
board did so with the understand-
ing that he would serve only until
March 21. If the president is not
named by then, which is probable,
it is assumed Mr. Loucks will
continue on a temporary basis,
since he has steadfastly rejected a
permanent assignment. Everett E.
Revercomb, NAB bookkeeper, was
authorized to take care of routine
affairs under the direction of M.
Loucks until the permanent organ-
ization is set up.

The board invited FCC Chair-
man McNinch to a luncheon at its
March 21 meeting; accepting his
offer to meet with him to discuss
FCC regulatory activities.

At its Feb. 16 session the board
appointed an Executive Commit-
tee, as preseribed in the new by-
laws, which will function as a
steering committee, along with the
incoming paid president. Named
were Mr. Ethridge, temporary
chairman, and Mr. Craig, as clear
channel members; F. M. Russell,
NBC, Washington vice-president,

and W. J. Damnm, WTMJ, Milwau-
kee, as regional members, and Herb
Hollister, KANS, Wichita, and
John Elmer, WCBM, Baltimore, as
local members. The incoming presi-
dent, when appointed, will become
chairman of the board.

There was no dissension during
the convention deliberations. The
meetings wound up in two days
whereas the original agenda called
for a three-day meeting. The con-
vention settled down to serious
business from the opening gavel,
and it was apparent from the out-
set that broadcasters generally
were taking their problems and
their industry more seriously than
ever before.

Biggest Turnout Ever
of Delegates

There was a gross registration
of 433, of whom 350 were broad-
casters or station alternates—per-
haps the largest turn-out of voting
delegates in NAB history.

Election to the board of Elliott
Roosevelt, second son of the Pres-
ident and president of Hearst Ra-
dio Inc., was another noteworthy
development. The directing head of
the ten Hearst stations, Mr. Roose-
velt has become active in industry
affairs and is regarded as an im-
portant cog in the new director-
ship.

The executive committee planned
to function intermittently until
the new organization was com-
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pleted. While no formal state-
ment was made, it is understood
this committee will assume the re-
sponsibility of canvassing the field
for the paid president. Action of
the full board, however, is essen-
tial before any definite move is
made.

Election of the new board was
accomplished with less friction
than anticipated. Seventeen of the
23 members were elected by the

districts into which the country is
divided under the new by-laws.
Eight will serve two years. Nine
were designated for a one-year
term to keep a board nucleus next
year, after which all district direc-
tors will be elected for two years
while the six directors-at-large are
elected annually.

District directors will preside at
district meetings to be held each
year under the specifications in the
by-laws [published in full in this
issue]. They will be the fountain-
heads of trade association activi-
ties in their particular districts
and coordinate their movements
with the national organization.

The administrative post of sec-
retary-treasurer, provided in the
new by-laws, was not filled by the
board, as had been anticipated. It
was felt there was no need for
haste and that the paid president
should be permitted to participate
in the selection to avoid possible
friction.

Just before adjournment the
board commended the work of the
Sales Managers’ Committee and
voted to continue it, with Lew
Avery, WGR-WKBW, Buffalo, as
chairman.

Treasurer Hough
Reports a Balance

Harold V. Hough, of WBAP and
KGKO, Fort Worth, in his final

report as NAB treasurer, deliv-
ered Feb. 14, presented to the con-
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vention its balance sheet. On June
15 last year, at the preceding con-
vention, the NAB had a balance
of $8,794 and since then has col-
lected $68,812 in dues for a sur-
plus of $80,568 since the last con-
vention. During the time since
then, $61,340 has been expended.
The NAB now has on hand $19,228
with fees past due amounting to
about $5,400. The cost of the Re-
organization Committee was given
as approximately $7,000.

Reorganization Climax
Of Growing Resentment

The convention was in the na-
ture of an emergency meeting. It
was the most serious and orderly
gathering of broadcasters in the
recent years. If the reorganization
plan had failed of enactment, it
was freely predicted that the NAB
would be no more and that in its
place would probably develop sev-
aral divergent and competitive
groups, such as clear channel, net-
work affiliates and independents.

For the last three years there
has been a smouldering resentment
against NAB in its old form, and
this feeling intensified as broad-
casters dropped from membership.
The NAB members openly called
{t an impotent and innocuous or-
Zanization, and some withdrew in
Jdisgust. As long as six years ago—
at the St. Louis convention—the
demand for a paid president as in-
dustry leader arose, but the idea
died aborning.

It was the American Federation
of Musicians situation of last sum-
‘mer that caused the pent up feel-
ing to burst out. While the NAB
stood by, network affiliates took
~he situation in hand and formed
<heir own group, Independent Ra-
dio Network Affiliates, to negotiate
the form of contract for reemploy-
ment of musicians.

At IRNA meetings in New York,
Mr. Ethridge, unknown in radio

NAB Invitations

INVITATIONS for the next an-
nual convention of the NAB have
been received from Houston, Tex.,
Atlantic City, San Francisco, Po-
land Springs, Me., and Sandusky,
Ohio, President John Elmer an-
nounced at the opening session.
Success of the Washington con-
vention and the availability of
speakers there, however, may re-
sult in selection of the -capital
city on a regular basis.

but highly regarded in the field of
journalism, stepped into the breach.
He soon found himself catapulted
into the forefront of industry af-
fairs. His generalship, his ability
to compose differences calmly and
dispassionately and his engaging
personality won the spontaneous
confidence of the network affiliates.
Flanking Mr. Ethridge were Mr.
Craig, warhorse of many a radio
campaign, who personally drew
the ultimatum of NAB reorganiza-
tion or no NAB. There were also
Samuel R. Rosenbaum, president
of WFIL, Philadelphia, a relative
newcomer to radio but prominent
banker, lawyer and musician in his
community; Emile Gough, former
head of Hearst Radio; John Shep-
ard 3rd, president of the Yankee
Network and one of the most ag-
gressive NAB members for the last
dozen years; and Walter J. Damm,
WTMJ, Milwaukee, former NAB
president who had been at odds
with the old order for several
years.

The development of IRNA and
the musicians’ situation forced a
special convention of the NAB in
New York last Oct. 12 and 13.
It was at this convention that
the reorganization committee was
named to bring in a plan that was
to rejuvenate the NAB and make
it a trade association worthy of
the industry, or fail of enactment
and thereby bring about the NAB’s

demise as such. This committee
handled its work with celerity. It
retained Mr. Loucks, and within a
few weeks drafted its first reor-
organization plan in the rough.

A month later a revised re-
organization proposal was drafted,
encompassing the best views of sta-
tions supplied to the committee. It
was this plan that outlined the
broad organization with its pro-
posed paid president, regional di-
rectors and specialists in various
fields. Using its plenary powers,
the Reorganization Committee in-
structed the NAB board to call the
regular convention in Washington
to pass on the reorganization plan.

Prior to the convention, all sorts
of wild rumors were spread, main-
ly in the theatrical press, about
dissension in industry ranks, trends
toward government ownership and
kindred conclusions which tended
only to incite bad feeling and agi-
tate anti-radio interests. The fall-
acy of these usually unfounded
dope stories was exposed by the
convention itself, which settled
down to the busines of reorganiza-
tion without pyrotechnics, drama
or alleged “showmanship.”

President’s Letter Read
As Convention Opens

When the opening gavel of Pres-
ident John Elmer, WCBM, Balti-
more, sounded, there were 412 reg-
istrations for the convention. Ap-
proximately 600 were in the meet-
ing room. Following invocation by
Father H. A. Gaudin, of Loyola
University, which operates WWL,
and the opening formalities, Chair-
man Frank R. MeNinch of the
FCC read to the convention a let-
ter of greeting from President
Roosevelt.

“One of the greatest advantages
of the system of licensing broad-
casting, is that it is sufficiently
flexible to lend itself readily to ad-

NAB Membership Rises

With 23 Stations Joining

THE MEMBERSHIP of the NAB
increased by 23 stations during
the Washington convention, Feb.
14-16. Applications of 13 stations
were approved by the old board
which expired with the adoption of
the organization plan while the
new board launched its tenure by
approving 10 additional members.
The total membership now stands
at 419 stations and 8 associates.
An increase of 100 stations dur-
ing the year is anticipated by vir-
tue of the reorganization.

New members are: KTKC, Vis-
alia, Cal.; WKEU, Griffin, Ga.,
WNAC, Boston; WICC, Bridge-
port; WEAN, Providence; KGKY,
Scottsbluff, Neb.; WKBZ, Muske-
gon, Mich.: WBAX, Wilkes-Barre;
WMFD, Frederick, Md.; KWNO,
Winona, Minn.; WGTM, Wilson,
N. C.; KARM, Fresno; KGKB, Ty-
ler, Tex.; WSPA, Spartanburg, S.

; WTEL, Philadelphia; WCHS,
Charleston, W. Va.; WPAR. Park-
ersburg, W. Va.; WBLK, Clarks-
burg, W. Va,; WINS, New York;
KFJZ, Fort Worth; WCBA, Allen-
town, Pa.; WCMI, Ashland, Ky.;
WRTD, Richmond, Va.

justment to meet our changing so-
cial and economic needs,” the Pres-
ident wrote. He emphasized the op-
portunity of the broadcasting in-
dustry to serve the public but also
pointed out that an important re-
sponsibility rests upon it. “I have
the high hope that the industry
under the guidance of and in co-
operation with the FCC will prove
itself to be worthy of the great
public trust reposed in it,” he con-
cluded.

In his opening address, Presi-
dent Elmer asserted that “clear
thinking and broad vision” were
imperative at this convention. He
pointed out that the responsibility
was great and that the broadecast-

4.'-_

NEW NAB BOARD—Just.prior to the first meeting of the hew board

“I"‘& I. " ‘.

cf directors of the reorganized NAB Feb. 16, this exclusive photograph
was made by BROADCASTING. Left to right (front row): Edwin W. Craig,
WSM; W. Walter Tison, WFLA; Harold V. Hough, WBAP; John Shep-
ard, 3d, Yankee Network; Walter J. Damm, WTMJ; Mark Ethridge,
WHAS; John Elmer, WCBM. Middle row: C. W. Myers, KOIN-KALE;
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Frank M. Russell, NBC; Donal

d W. Thornburgh, CS; EIliott Roose-

velt, Hearst Radio; Herb Hollister, KANS; Edward A. Allen, WLVA;
John E. Fetzer, WKZO; O. L. Taylor, KGNC. Back row: Earl H. Gam-
mons, WCCO (CBS); Harry C. Wilder, WSYR; Clair R. McCollough,
WDEL; Lambdin Kay, WSB; John J. Gillin, Jr., WOW; Ralph R. Brun-
ton, KIBS. Absent were John A. Kennedy, WCHS, Gene O'Fallon, KFEL.
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ers should not let “prejudice or sel-
fish motive affect fair judgment.”
He expressed his thanks for the co-
operation of the membership.

Senator Wheeler’s speech eliet-
ed salvos of applause, though
it was an open challenge to the
broadeasting industry and to the
Commission to avoid the pitfalls
that might lead to Government
ownership. [His address appears
in full text on page 19.] While he
turned thumbs down on super-
power, “monopoly” which he said
could result from several “species
of power”, and censorship and op-
posed clear channels, except in iso-
lated cases, the chairman of the
Senate Interstate Commerce Com-
mittee expressed warm friendship
for the broadcasting industry as a
whole and paid tribute to stations
and networks for the basically
good program job they have per-
formed.

Criticizes Decision
In Mae West Case

It was the first time the NAB
had heard that kind of talk from
a public official. He spoke intimate-
ly of the problems of the industry,
advocating a one-year license in
lieu of the present six-month li-
cense and urging broadcasters to
prepare for facsimile and tele-
vision which he viewed as their
rightful heritage.

Senator Wheeler flayed the FCC
for the implications of its “Mae
West” decision, asserting he did
not believe that ‘the Commission’s
purpose was to penalize stations
affiliated with the networks when
they had no control over the origin
of chain programs.

Concentration of ownership of
stations in the same hands was
condemned by Senator Wheeler as
a species of monopoly. He said
that superpower placed in the
hands of one licensee or one small
group of men was a degree of eco-
nomic and political force giving
tremendous advantage over com-
petitors and a potentially danger-
ous means of moulding public

Banquet Windup

THE two-day NAB conven-
tion wound up Feb. 15 in gas-
tronomical glory with the
most pretentious banquet in
its history. In the grand ball-
room of the Willard Hotel,
scene of Gridiron Dinner and
other notable Washington
events, there were packed
some 650 broadcasters and
distinguished guests, includ-
ing members and staff of the
FCC, members of President
Roosevelt’s staff, members of
Congress and others in public
life. Mark Ethridge, WHAS,
temporary chairman of the
new NAB board, was toast-
master. Entertainment in-
cluded Kate Smith and the
Eton Boys from CBS, Stoop-
nagle & Budd and Mario
Cozzi from NBC, and Benay
Venuta from Mutual.

opinion. In all these cases, Senator
Wheeler said he felt the FCC
should cope with the problems be-
cause he believed Congress had
given it ample legislative author-
ity. If regulation of radio has
lagged in any particular, he said,
it has been in relation to the net-
works.

Regarded as a liberal and one
of the most influential members
of the Senate, Senator Wheeler’s
flat statement that he was opposed
to Government ownership or inter-
ference with broadcasting was
welcomed by the convention. He
added, however, that “we cannot
ignore the signs or the tempo of
the times. Only broadeasting’s folly
would make the threat real and
that would evolve if we allowed
any entities in the industry or out-
side it beckoning for entree, to be-
come too large, too potent, to per-
mit them to reach the point where
the influence they exert is so great
as to create political animosities
and internecine strife that could
only result in its destruction.”

Senator Wheeler said it would
be “little short of radio suicide to
permit any entities in the industry
to acquire too much power, either
through absorption of independent
stations or dictatorship of the poli-
cies not in the interests of the
local communities served.”

Transfers of stations were
touched upon by Senator Wheeler
when he observed that the license
given a station is valid only so
long as the broadcaster serves his
listeners. He said stations were
not given authority to transfer
licenses to another party and that
the FCC as the governing body
must determine whether the new
applicant is competent, qualified
and responsible “and is not sell-
ing something for far in excess of
the real value of the station.”

Omits Any Reference
To Newspaper Ownership

Significant was Senator Wheel-
er’s failure to mention newspaper
ownership of stations. He was the
first member of Congress to voice
an opinion on divorcement of sta-
tions from newspaper ownership
and it had been expected his re-
marks would cover those views.

Sentiment generally was that
the Wheeler speech, while biting in
its tenor, nevertheless came at a
good time and would have a sober-
ing influence on the industry and
on the Commission.

The most formal type of parlia-
mentary procedure was voted at
the Monday afternoon sessions
which considered the Reorganiza-
tion Committee report. Mr. Eth-
ridge, ex-officio member of the Re-
organization Committee, who in a
short span has developed into a
central industry figure, took over
the chairmanship on motion of
Mr. Craig, as the head of the Re-
organization Cominittee. The con-
vention then resolved itself into a
meeting of the Committee of the
Whole to consider the report of
the Reorganization Committee, sec-
tion by section, as included in the
new by-laws. There were several

Mutual Asks More Time
From NBC-Blue Outlets

A MOVEMENT to procure more
time from NBC-Blue stations to
permit them to carry Mutual com-
mercials was launched during the
NAB convention in Washington
Feb. 14-16 by Mutual. Fred Weber.
Mutual general manager, called
conferences with the objective of
rallying sentiment among the net-
work’s outlets to demand addition-
al time.

A guarantee of at least one
half-hour per evening between 7
and 9 is sought, station executives
reported following the final ses-
sion Feb. 16.

In addition to time clearance,
sales and network problems were
discussed. Among those attending
were Lewis Allen Weiss, Don Lee
network general manager; Gene
O’Fallon, KFEL, Denver; John
Shepard 3d, and W. W. Warner,
Colonial networks; Leonard Kap-
ner, WCAE, Pittsburgh; Al Cor-
mier, WINS, New York; T. C.
Striebert, WOR, Newark; Ed
Burke, WBAL, Baltimore; and
Samuel R. Rosenbaum and Don
Withycomb, WFIL, Philadelphia.

Libel Exemption Bill

A BILL to exempt broadcast sta-
tions from liability for libel or
slander was introduced in the New
York State Assembly in Albany
Feb. 11 by Assemblyman Phelps.
of New York. It provides that no
station shall be liable for libel or
slander unless the station manager
or operator expressly authorizes
the use of the objectionable lan.
guage,

routine amendments. After the
Committee of the Whole had de-
voted two hours to reading and
discussion of the 1report, it ad-
journed and the convention then
was reconvened. The formality of
adopting the certificate of incor-
poration of the NAB immediately
preceded the vote on the reor-
ganization plan, which required a
(Continued on page 105)

Some of the 500 or More Attending NAB Convention

in Washington
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McNinch Warns Industry to Toe the Mark

Calls for Cleaner

Programs; Plans
Net Probe

Chairman Frank R. Mec-
Ninch, of the FCC, addressed
the NAB convention Feb. 15.
He departed frequently from
his prepared text. BROADCAST-
ING herewith presents the full
text of his speech as delivered
on the convention floor:

When I took office as Chairman
of the FCC, I had but little under-
standing of the wide scope of the
duties and responsibilities of the
Commission in the licensing and
regulation of the radio. Each week
has brought to me an increasing
realization of the importance of
the Commission’s work to the pub-
lic as well as to the industry. So
intriguing and fascinating has the
Commission’s field of opportunity
for public service become, that
while, as it was expressed in the
press, I was loaned from the Power
Commission to the Communications
Commission for a period of a few
months, I am now planning, gentle-
men, to continue in this work until
I may have had a part in at least
charting a course of constructive
regulation and the formulation of
policies for the guidance of the in-
dustry and the solution of some of
the more important problems in-
herent in radio and facing your in-
dustry.

In a remarkably short time ra-
dio has taken first rank as & means
of mass communication. The very
fact that radio has this power to
carry its message direct and daily
to so many of our -citizenship,
stamps it as a unique public utility
which is affected with a peculiar
and distinet public interest and one
whose basic problems are social
rather than economie. This chal-
lenging social significance lifts ra-
dio to a new and a different and a
higher level of responsibility than
any other means of communication.
It stamps it, in my judgment,
with an imperative dedication to
the public service. You cannot es-
cape that. You dare not seek to
avoid the fullest discharge of the
public trust and the trusteeship
that is yours incident to the li-
cense you hold. For while we no
longer speak technically of the
ether, the radio frequencies are a
part of the public domain.

Radio Essentially
A Social Force

You enjoy a special privilege to
use one of the most valuable re-
sources known to man which has
been harnessed by the genius of
man and made the servant of all
of us. The importance of radio and
its intimate nature cautions all
who deal with it that in a democ-
racy radio must be kept a demo-
cratic institution, that radio should
and must respond to and reflect
our true national ideals.

I have said that radio is essen-
tially a social force. True, it has

PRESIDENT ROOSEVELT’S LETTER

#y dear Chairman McNinch:

American Covntinent.

vancement.

Honorable Frank R. McNineh,
Chairman,

Federal Communications Commission,
Washington, D. C.

THE WHITE HOUSE
WASHINGTON

February 12, 1938

It is a pleasure through you to extend greetings and good
wishes to the radio broadcasting industry on the occasion of the Six-
teenth Annual Convention of the National Association of Broadcasters
to be held in the Capital of the Nation.

During the past year we have witnessed basic developmente
and progress in radio which will have a profound effect upon the ap-
plication of broadcasting in this country as well as on the North

One of the greatest advantages of the system of licensing
broadcasting is that if is sufficiently flexible to lend itself readily
to adjustment to meet our changing social and economic needs.
pew field of public service such as that of brfoadcasting we may and
should expect rapid progress in both the development of the art and
in meeting the public requirements that this national resource shall
increasingly contribute toward our social as well as our economic ad-
The broadcasting industry has, indeed, a very great oppor-
tunity to serve the public, but along with this opportunity goes an
important responsibility to see that this means of communication is
made to serve the high purposes of a democracy.
that the industry under the guidance of and in cooperation with the
Federal Communications Commission will prove itself to be worthy of
the great public trust reposed in it.

Ina

I have the high hope

I hope the forthcoming deliberations will be fruitful of
wise judgments in dealing with the many and diverse problems that
enter into the broadcasting industry.

Very sincerely yours,

Aot B,

its economic aspects and there is,
gentlemen, a perfectly proper place
under our system for the profit
motive. But herein lies one of the
gravest dangers to the future of
the radio industry. For if you un-
wisely, as I would deem it, yield
to the temptation to exalt profits
to the impairment of the public
service, you may be sure that the
public will in the course of time
demand a reckoning.

Of all industries it seems to me
that radio, because it is so essen-
tially social in its implications and
effects, clearly calls for a leader-
ship that has social vision and a
mature wisdom which understands
and mistakes not that in such a
public utility as that with which
you deal, there is—there can be—
but one safe and sure way to win
and hold the public favor. That,
gentlemen, is through the enlight-
ened, genuine and unselfish purpose
to serve the best interests of the
public. Beware of reliance upon
propaganda and political pull and
influence. If you may forget every-
thing else I say, I think it may be

BROADCASTING ¢ Broadcast Advertising

worth while for you to remember
that. These are but broken reeds
upon which you dare not lean in
this industry of all industries. And,
familiar as I am sure you are with
the history of other industries, I
remind you of how some of them
relied in the past upon false and
misleading propaganda to advance
their interests, of how some of
them relied upon political influence
for the accomplishment of their
purposes, rather than upon the
sheer merit of their service and
the genuine devotion to the public
interest. A conscience quickened
and sensitive to the interests of the
public is a never failing monitor.

Public Quick to
Recognize Vices

The leaders of this industry
must be able to take the long view,
and not look too closely and im-
mediately at profit. A just public
is always willing to pay a fair re-
turn for a valuable service ren-
dered, but that same just public is
also quick to recognize the devices
and the vices of those who would

profiteer upon the public resources.
This resource is merely loaned to
you, not for your primary benefit
but for the largest good of the
largest number of our people, the
public being willing at the same
time that you shall have a fair re-
turn upon your investment and for
your energies and your ability.

I believe (because I am some-
what of an idealist though I hope
I am also practical), that in all
business, but peculiarly in your
business, there are larger dividends
to be had in decency than in any-
thing that stops short of it, that
there is more profit to be had in a
genuine high-purpose service to the
public than in any process which
includes the cutting of corners or
the taking of a short route to the
glittering gold that may appear to
lie so readily at hand!

‘Greed May Return
To Plague Us’

We are all familiar with the
fable of killing the goose that laid
the golden egg, and we are so fa-
miliar with it that we pass over
many of its implications. But,
many have been so unwise as to
do this very thing, time and time
again in America, in dealing with
public utilities. They were unduly

* urged by that greed and selfish-

ness that resides in all of us and
which, if we are to hold it in check,
requires on our part a clear reali-
zation that if we pursue this
course, our greed may return to
plague us tomorrow in ways that
we may not think of when we
gather the immediate and easy
gold. You are in a high sense and
a real sense—and we are not mere-
ly dealing with phrases and words
—trustees of a public resource.

You have no property interest in
it. You can acquire no right to it.
It belongs to the people. It is their
property. They want it used and
they want you to use it but they do
not want, nor are they willing for
it to be abused. And a trustee with
anything like an adequate compre-
hension of his trust, will be too
wise to permit himself to abuse
that which is entrusted to him for
the public good.

Frequencies Available
For Public Service

It would be, though I do not
want to intimate that I think any
such day is even approaching, an
ill day for the broadcasting indus-
try of America if that facility
should be permitted to become a
whirligig of adventurers or the
plaything of fortune hunters. For
the people had no such thought in
their minds when through the act
of Congress they made these fre-
quencies available for the use and
benefit of the public.

If the NAB is earnestly inter-
ested in maintaining the present
license system, as I am sure you
are, then I summon all of you to
a public spirited cooperation among
yourselves and with the Federal
Communications Commission and
with the Congress to the end that
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radio may become an increasingly
constructive, enlightened, entertain-
ing and helpful servant of all the
people.

And, when I say cooperation, I
mean cooperation and not mere lip
service to the principle. I mean co-
operation when in your judgment
it will cost you something to co-
operate. I mean cooperation when
the course directed runs counter to
your judgment but represents the
mature judgment of the Congress
or of the Commission, the immedi-
ate representatives of the people,
the owners of these frequencies.

In years gone by I have often
been assured of cooperation and
then when we came to deal with
matters across the table, I was
disappointed to learn that coopera-
tion to some meant cooperation
through acceptance of their views
rather than any honest or serious
effort on their part to meet the
view of the regulatory agency, un-
der oath of office to discharge its
duty.

Keeping the Industry
On Democratic Basis

I invite your real cooperation.
You shall have my sympathetic
and I hope understanding, fair
and just cooperation to the end
that such problems as confront us
may be solved in a constructive
manner so as to best serve the
public, your boss and my boss.

If you want to keep radio demo-
cratic—and I do not doubt that
you do—you must be on your
guard against the growth and de-
velopment of any autocratic power
within the industry. Yours is a
very young industry and it need
not, except through folly, fall into
the grievous errors that other in-
dustries have fallen into in the
past. Certain utilities in the past
permitted a concentration of con-
trol that grew to such vast pro-
portions as to become a veritable
Frankenstein that ultimately
turned upon and destroyed its very
creators and destroyed the confi-
dence of the public in the utilities
as well.

Why follow the tragic path that
others have trod to their down-
fall and ruin when all we need
to do is look about and read the
handwriting on the wall which is,
that America is monopoly - con-
scious, that America hates auto-
cratic power. that America will
not tolerate the dominance of greed
over publiec utilities that touch
either the economic necessities or
tllle social requirements of its peo-
ple.

You know the familiar history
of the railroad industry and of the
power industry and of some other
industries that paid the terrific
price of a hot condemnation by the
public because of the very thing
I am talking to you about. And,
I warn you in the friendliest pos-
sible fashion and with the pro-
foundest and most genuine and
sincere interest in you and in your
industry, that you need not tread
the path to this Gethsemane if
you will but stand firm and be true
to the highest interests of your in-
dustry and, therefore, the highest
interests of the public.

Do not deceive yourselves, gen-

Chairman Lashes Out

FRANK R. McNINCH
tlemen, as others in days gone by

may have deceived themselves
about other industries, that your
industry is different from others
and that this thing cannot hap-
pen to radio. Face the stark re-
ality that it has happened to
other industries, that it happened
so silently, so gradually, so unob-
trusively, that no one could put
his finger upon the particular time
and place when unwieldy concen-
tration of control had spread its
influence like a blight upon the
industry concerned.

Says Radio Cannot
Survive an Insull

A member of your own industry
said to me not long ago, “Radio
cannot survive an Insull.” Indeed
it could not, as the people are even
more interested in and have a
more definite sense of proprietor-
ship over radio than perhaps over
any other public agency. The
American public tumbled the pyra-
mids of Insull and devastated the
financial empire he built, and you

may be sure that it will not toler-
ate an Insull in this industry which
touches so intimately the homes
and our social life at so many
angles.

The people have a keen con-
sciousness that radio belongs to
them. They are watching with an
intelligent yet sympathetic inter-
est how you administer that which
is loaned to you. They have high
expectations, as they have a right
to have, as to the kind and quality
of service they are to receive.
While the public is fair and pa-
tient, it will ever hold to striet
accountability its trustees to whom
are entrusted any public resource
for their use.

I had the pleasure with you of
hearing Senator Wheeler’'s great
speech to you yesterday and I
found myself in agreement with
many of the things he had to say.
He discussed many subjects of ob-
vious importance and interest to
you and to the nation. Among them
he discussed the subjects of mo-
nopoly, of chain broadcasting, of
concentrated control and of pre-
serving to the local communities
their pride and social and econom-
ic interest in their local broadecast-
ing stations. He spoke with such
consummate skill and comprehen-
siveness that it would be unpar-
donable for me to take your time
in a further general discussion of
those subjects. Instead, I shall, in
keeping with the office I hold and
with the responsibility that is
mine, undertake to make concrete
applications of principles including
some of those enunciated by Sen-
ator Wheeler.

Commission’s Duty
To Regulate Industry

I conceive it to be my duty—in-
deed it is a pleasure when I may
—to cooperate with the industry
with which I have to deal officially
in seeking constructive solutions
of its problems. This, to me, is
much the preferred course and I
should like to feel, as I hope I may
have reason to feel, that your in-
dustry will be found to be so pro-

Worst Storm in History of California
Wreaks Havoc With Station Equipment

THE Sacramento Valley’s worst
storm in history, roaring through
the region Feb. 9, took its toll of
radio stations when the recently
installed tower of KFBK, Sacra-
mento, and KGDM, Stockton, were
blown down and the stations forced
off the air. KFBK's tower was com-
pletely wrecked, according to a
report to BROADCASTING by Guy C.
Hamilton, general manager of the
McClatchy radio and newspaper
enterprises. It was off the air from
12:45 p. m. Feb. 9 until the morn-
ing of Feb. 11 when its engineers
were enabled to operate it with
horizontal antenna wires.

Using Temporary Antenna

Mr. Hamilton stated that KFBK
temporarily is erecting a collap-
sible steel - pipe pole of quarter

.wavelength, and that it may take

several months to replace the

‘tower. The station in the mean-

time is enabled to provide about
50-mile coverage.
The storm also swept through
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the San Francisco bay area where
several stations, including the 50,-
000-watt KPO, were also thrown
out of commission for some hours.
None lost towers, however.

KFBK'’s contract with the tower
manufacturers guaranteed its with-
standing a 90-mile gale, whereas
the wind’s actual velocity was
55 to 60 miles. The tower will
be replaced by the manufacturer,
and in addition to that guarantee
was covered by wind insurance of
$15,000.

“The first result of the storm,”
said Mr. Hamilton, “was a failure
of the power supply. When the
power finally came on, we found
that we had a leak in our main
cable which we ourselves own and
which we had repaired. When we
finally turned the juice on, the
power in the wire was so great
that the omsulators blew out and
we did not actually get to broad-
casting until this morning (Feb.
11).”

gressive, so public-spirited, so
genuinely cooperative, that you
may run somewhat ahead of the
edicts and the mandates of regula-
tion and make the Commission’s
task the easier and your position
the stronger.

But, while I believe in coopera-
tion and invite and shall welcome
it and shall meet you as nearly
half-way as the law will permit
me, I cannot forget that the Com-
mission is under the mandate of
the law to regulate this industry.
I shall not seek to escape that
duty. I hope I may find the courage
never to flinch from what may be
my duty in the exercise of the
functions that are entrusted to me.

I am not one of those who be-
lieves that an industry requiring
regulation may safely be trusted
with the job of regulating itself.
I doubt if any of us really want to
be regulated, however slightly the
regulations may affect us. And yet
I am sure that all of us believe
that there are many industries, in-
cluding yours, that must be regu-
lated for their own good as well as
for the public good and hence I be-
lieve in firm, courageous, yet fair,
judicial, considerateregulation
directed toward the advancement of
the industry in so far as that is
compatible with the law.

FCC to Investigate
Monopoly Issue

Senator Wheeler discussed the
danger to the industry if a mo-
nopoly were permitted to develop
or exist. My word to you on this
subject is that it is the duty of the
Communications Commission to
prevent the development of a mo-
nopoly or to set about to destroy it
if one exists. I have no less deter-
mination than that I shall con-
tribute all that I can toward these
ends and in so doing, I shall be
convinced that I am serving the
best interests of the industry as
well as of the public.

I am not particularly interested
in whether there may be a techni-
cal or legal monopoly. My concern
runs ahead of that consideration to
discover whether there is a concen-
tration of control amounting to a
practical monopoly. If there is &
monopoly, it exists in direct viola-
tion of the law and it should be
suppressed. If there is no mo-
nopoly, may I suggest that you re-
examine the extent to which there
may be developing a centralization
of control. Ask youselves the ques-
tion: Whither is it tending ?

I could think of many things
more pleasant to say than some of
the things I am saying, but I have
never conceived it to he a wise or
manly course for an administrator
to merely indulge in flattery and
compliment thus to avoid hurt-
ing anyone's feelings. I speak to
you under a sense of obligation
of office which I hope I do not un-
duly exaggerate. But I am perfect-
ly certain that I have an impera-
tive and an inescapable duty in
this premise. The discharge of it
in the direction I am indicating to
you is absolutely the best thing
that could happen for your indus-
try to the end that there may be

(Continued on page 108)
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H. C. Read. ATET Co.; R. E Poole, Western I, Leslie Fox.

Electric Co.; H. A. Cowham. CBS, E.’:‘.'Ef F‘.Tf:

WDAF. are friend-
ly rivals away from
their home baili-
wick of Kansas
City.

Maurice Clarke.
WHEC_ Roches-
ter, and Boyd
Fitzpatrick,
WH

Carl Meyer, WGN, Chi:
’ cago, and Ted Streibert.

Olesn, N. Y. 4 *WOR. Newark.
Smiling
Don Davis.
WHEB,
Kansas
City.

Earl €. Cammons. WCCO, Minncapolis: Edward

Petry: Stantey Hubbacd, KSTP. St. Paul; William

] Scripps. WW)|, Detrgit; Glenn Snyder, WLS.
Chicago.

Carl H. Butman, Washington
Clarence T, Cosby. KWK, St.
Louis: Paul H. Raymer, Paul H.
Raymer Co.: Naylor Rogers. In-
ternational Radio Sales: Bob
t Convey, KWK; Fred Brokaw.
Faul H. Raymer Co

-
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pins @ Mutual car-
nation on Samuel Rosen-
baum, WFIL, Phil-

Edwin W. Craig.
WS M, Nashville,
chairman of Reor
ganizing Committec,
rendering his report.

Bill Chnc. WLS, Chicago (right) shoots a candid of Lew
Avery, WGR-WKBW, Buffalo. at safes managers meeting.

Roy Radner,
WIBM, ackson. Mich.:
Ceorge W. Smith, WWVA,
Wheeling; |ay Kelchner
WMMN, Fairmount, W. Va.

Dick Jordan.
WDB), Roanoke.

snapping the pho- Maurice Coleman, WATL Senator
tographer Ly Atlanta: Ed Flanigan. Wheeler
ping hm. WSPD. Toledo. Speaks

Haery €. Wilder. WSYR. Syracuse: Father H, A, Caudin, WW1L,
New Orleans: John Ewing. KWKH. Shreveport; Father W. A,
Burke, WEW, St. Louis.

Calvin Rawlings. district attor-
ney of Salt Lake City: Sidney
Fox. KDYL, Salt Lake: John
M. Baldwin. KDYL, Philip G.
Lasky, KSFO, San Francisco.

=

February 15, 1938 « Page 17

wWWwWw.americanradiohistorv.com


www.americanradiohistory.com

Advertising Bill Now in Final Stages

Trade Commission Gets
Broad Power Under

New Measure
By WALTER BROWN

THE House of Representatives on
Feb. 14 adopted the conference re-
port on the Wheeler-Lea bill broad-
ening the powers of the Federal
Trade Commission. Favorable ac-
tion by the Senate on the report,
which is expected this week, will
send the bill to the White House
for President Roosevelt’s signa-
ture.

While the conference made a
number of minor changes in the
legislation, the bill remains sub-
stantially as it passed the House
Jan. 12 [BROADCASTING, Jan. 15].
The original Senate bill, passed
last March, broadened the base of
the FTC in issuing cease and desist
orders. The House Interstate Com-
merce Committee tacked on the
controversial proposal to give the
FTC control over false and mis-
leading advertisement of food,
drugs, devices and cosmetics.

Because of the large volume of
food, drug and cosmetic advertise-
ment carried by broadcasting sta-
tions, the Wheeler-Lea bill is of
much concern to the industry. The
conference retained in the bill the
section which exempts radio sta-
tions, as well as newspapers and
advertising agencies, from any lia-
bilitv under the administration of
the act provided they do not with-
hold information from the FTC
relating to advertisers who may
be considered violators.

Broad Discretion

The extent to which radio ad-
vertising will be affected by the
new law will depend on its admin-
istration. The FTC is given broad
discretion in interpreting what
constitutes false and misleading
advertising. The measure itself de-
fines false advertising as that
which is “misleading in any ma-
terial respect”.

Armed with authority to issue
cease and desist orders with teeth,
and a $5,000 fine for violation
when the order becomes final, and
a similar fine as well as imprison-
ment for advertisers convicted of
false advertising, the FTC becomes
one of the most pewerful federal
agencies. Since it is a quasi-judic-
ial body, advertisers are expected
to fare much better than they
would had the power over adver-
tising been placed in a bureau of
a department as proposed in the
Coperand food and drug bill.

A statement accompanying the
conference report pointed out that
the Senate had accepted the ad-
vertising section of the House bill
with a few minor amendments. The
House accepted provisions in the
Senate bill defining such terms as
“corporation” ‘“documentary evi-
dence,” “acts to regulate com-
merce” and “anti-trust acts.” The
House accepted a Senate amend-
ment providing that FTC commis-
sioners would continue to serve af-
ter the expiration of their ap-
pointment until their successors
are appointed and qualified.

The Senate accepted the House
provision providing a fine of $5,-
000 instead of $500 for violation
of a cease and desist order.

A change of some importance
was the rewording of the section

dealing with penalties for violation
of the advertising section. The
conference agreement restricts the
penalties under this section to
cases where the injury may re-
sult from use of the commodity
‘“under the condition prescribed in
the advertisement thereof or under
such conditions as are customary
or usual.”

In other words, if a purchaser
of liniment is injured using the
preparation internally, the adver-
tiser is not to be held liable. It is
not the intent of the section, the
conference report said, to provide
penalization in such cases “where
there might be injurious results
merely because of reactions of con-
sumers due to their peculiar idio-
syncrasies or allergic conditions.”

Clause Afecting Packers

The conference changed the
wording of the bill relating to
exemption of meat packers which
provides that meats and meat-food
products duly inspected, marked
and labeled in accordance with
rules and regulations under the
Meat Inspection Act shall be “con-
clusively presumed not injurious to
health at the time the same leave
official establishments.”

In the section dealing with false
advertisements, there was a pro-
vision relating to a difference of
opinion among experts as to the
truth of a representation in ad-
vertisement. It was provided that

such advertisement would not be
held misleading if the difference of
opinion were clearly stated. The
conference decided this provision
“was unnecessary for the purposes
of the legislation” and struck it
from the bill.

The section defining the term
cosmetic included “articles intend-
ed to be rubbed, poured, sprinkled
or sprayed on, introduction into, or
otherwise applied to the human
body or any part thereof for
cleansing, beautifying, promoting
attractiveness, or altering the ap-
pearance.” The conference struck
the word “intended” and reinserted
it after the word “thereof.”

Chairman Lea (D-Cal.) of the
House Interstate & Foreign Com-
merce Committee, and Chairman
Wheeler (D-Mont.) of the Senate
Interstate Commerce Committee,
headed the conference which
whipped the FTC bill into final
form.

Exemptions in Bill

That portion of the bill exempt-
ing broadcasters and publishers
from liability under certain condi-
tions reads as follows:

“(b) No publisher, radio-broadecast
licensee, or agency or medium for
the dissemination of advertising, ex-
cept the manufacturer, packer, dis-
tributor, or seller of the commodity
to which the false advertisement re-
lates, shall be liable under this sec-
tion by reason of the dissemination

by him of any false advertisement,
unless he has refused, on the request
of the Commission, to furnish the
Commission the name and post-office
address of the manufacturer, packer,
distributor, seller, or advertising agen-
¢y, residing in the United States, who
caused him_to disseminate such adver-
tisement. No advertising agency shall
be liable under this section by rea-
son of the causing by it of the dis-
semination of any false advertisement,
unless it has refused, on the request
of the Commission,
Commission the name and post-office
address of the manufacturer, packer,
distributor, or seller, residing in the
United States, who caused it to cause
the dissemination of such advertise-
ment.”

The definition of false advertise-
ment as contained in the revised
measure, iS as follows:

*(a) The term ‘false advertise-
ment’ means an_advertisement, other
than labeling, which is misleading in
a material respect; and in determin-
ing whether any advertisement is mis-
leading, there shall be taken into nc-
count (among other things) not only
representations made or suggested by
statement, word, design, device, sound,
or any combination thereof but also
the extent to which the advertisement
fails to reveal facts material in the
light of such representations or ma-
terinl with respect to consequences
which may result from the use of the
commodity to which the advertise-
ment relates under the conditions pre-
scribed in said advertisement, or under
such_ conditions as are customary or
usual. No advertisement of a drug
shall be deemed to be false if it is
disseminated only to members of the
medical profession, contains no false
representation of a material fact, and
includes, or is mccompanied in each
instance bg truthful disclosure of, the
formula showing quantitatively each
ingredient of such drug.”

to furnish the

AFRA Signs Second Artist Contract

WINS, WCFL on List;
Concentrating on

Net Programs

A TEMPORARY contract covering
the announcing staff of WINS,
New York, has been signed by the
station management and execu-
tives of American Federation of
Radio Artists, AFL talent union.
This is second station contract to
be negotiated by AFRA, which in
December signed a contract for
the announcers at WCFL, Chi-
cago, giving them a 40-hour, five-
day week and a 29% raise to a
minimum of $45 weekly, and con-
taining the provision that any an-
nouncer hired by the station must
either be or become an AFRA
member.

What the AFRA Wants

At the moment, however, AFRA
executives are not spending much
time in dealing with individual
stations, as they are concentrating
on the major task of negotiating
standard contracts for all talent
employed on national network
programs. AFRA committee is
meeting regularly with representa-
tives of the major networks and
of the American Association of
Advertising Agencies. The WINS
compact calls for five-day, 40-hour
week, AFRA shop and salary re-
adjustments. WINS also has agree-
ments with two AFL unions, IBEW
for engineers, AFM for musicians.

AFRA officials have consistently
refused to disclose or discuss the
specific provisions of their de-
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mands. The following outline is
therefore not official, but it came
from a usually reliable source and
is believed to contain the main
demands of the union. Dramatic
talent on network commercial
programs, under the demands, is
to be paid $256 for a 15-minute
broadeast with one two-hour re-
hearsal; $60 for a half-hour show
with two two-hour rehearsals, and
$75 for an hour program with two
three-hour rehearsals. Dramatized
commercials on 15-minute shows
will cost $15; $30 on 30-minute
shows and $45 on hour shows,
with a full hour’s rehearsal on
each. Rebroadcasts call for a 50%
of the minimum fee if made on
the same day and for the full pro-
gram charge if made on a differ-
ent day.

Demands for solo singers on
national network sponsored pro-
grams call for $35 for 15 minutes,
$50 for a half-hour and $75 for an
hour, with one, two and three
hours rehearsal respectively. Over-
time charge is $10 for each half-
hour. Singers in groups will be
paid slightly less than this scale.
Auditions of two hours will carry
a charge of $10, with $5 an hour
overtime. Transcription fees are
to be the same as for network
programs for both actors and sing-
ers. Sustaining program fees are
consistently 109 less than for
commercials. Scale for announcers
is said to be still under discussion.

The American Guild of Radio An-
nouncers and Producers has mailed
ballots to its membership asking
for a vote to determine future sta-

tus of the union, whether it should
maintain its present independent
position or become affiliated with
American Communications Asso-
ciation, CIO radio union whose
membership is confined chiefly to
technicians, or AFRA, AFL tal-
ent union.

Ballots were mailed out after
two meetings of delegates of the
28 AGRAP chapters failed to reach
a decision. First session on Jan. 7
wound up with delegates return-
ing home for instructions [BroAp-
CASTING, Jan. 15], and after a sec-
ond conclave Feb. 4 had produced
no better agreement it was decided
to put problem directly to the
membership.

The union, which will celebrate
its first anniversary April 2, was
founded at WABC, New York, by
Roy S. Langham, production man
at CBS and AGRAP president. At
present AGRAP claims a member-
ship of approximately 300, with
28 chapters, mostly in the East.
While concentrating on organizing
announcers and production men,
AGRAP has also taken sound ef-
fects men, engineers, writers and
others into its fold. A two-thirds
majority vote is necessary to de-
termine AGRAP’s future course.

While the current recession has
slowed down organizing all along
the line, AGRAP reports that ne-
gotiations with WOV-WBIL, New
York, are completed and a signed
contract was expected any day.
Mrs. Emily Holt, executive secre-
tary of AFRA, reports satisfac-

(Continued on page 101)
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Avoid Monopoly, Improve Service: Wheeler

PutsResponsibility
For Programs at

The Source

Following ig the full text of
the speech delivered Feb. 14 at
the NAB convention by Sena-
tor Wheeler (D-Mont.):

IT IS a rare circumstance for a
Senator to address an audience of
broadecasters. Ordinarily a Senator
or some other public official uti-
lizes the facilities of broadcasters
to talk to the public. I welcome,
therefore, this opportunity to con-
sider with you some of the vital
problems of this industry—prob-
lems which are not only the con-
cern of broadcasters themselves but
which are likewise of great impor-
tance to all the people of the na-
tion.

As licensees of the Federal Gov-
ernment, you broadcasters are the
custodians of one of the people's
most valuable natural resources.
The magic of science has placed in
your hands the temporary control
of the greatest method of mass
communication ever devised by the
genius of man.

Points to Danger
In Abuse of Privilege

I use the word “temporary” with
purpose. Because this great vre-
source, this indefinable something
the engineers call “the ether” has
been and should forever be inalien-
ably reserved to the people. You
are the trustees. To overlook or dis-
regard this trust relationship is a
breach that calls for a forfeit
of your franchise, I am confident
that all of you recognize your obli-
zations as broadcasters in this re-
spect. Yet I feel that we cannot
amphasize too often the positive
Juties of those who hold a public
franchise.

In fields other than broadcasting,
perpetual grants by the Govern-
ment to its individual citizens too
often develop a false proprietary
sense that results in an abuse of

the granted privilege. So I remind
vou today of your responsibility
to those you serve, not because I
have any information that you are
unmindful of these obligations, but
because I have the belief that
among the many problems you
have gathered here to consider,
there may be interwoven the basic
question of our Democracy’s fu-
ture.

America, as we know it, has
thus far escaped the contagion
which has spread anmong other na-
tions of the world. Through a per-
iod of bitter economic strife, our
democracy has survived. Free
speech as exemplified by a free
radio and a free press has made
its contribution to this survival of
our political system. Your recog-
nition of your responsibilities in
operating a free radio is an im-
portant part of the needed assur-
ance that our cherished system will
long endure.

I need not indulge in a detailed
comparison of the radio systems
of this nation and those in which
democratic principles have been
abandoned. You are familiar with
that story. In all of those countries
where fundamental human rights
have been subjected to the tyranny
of dictatorship, radio is the ex-
clusive instrument of the central
government. To perpetuate these
undemocratic systems, controlled
propaganda is essential with radio,
one of its most important mediums.

Therefore, my repeated emphasis
of your duties as a trustee is based
upon the fervent hope of maintain-
ing our democratic processes
through whatever crisis may de-
velop, whether it be political or
economic. That is and should be
our fundamental consideration,
While it is a necessary function
of government to make informa-
tion available to its citizens, politi-
cal or monopolistic control of the
media for distribution of informa-
tion is inconsistent with basic dem-
acratic principles. The pattern of
dictatorship, whether it be fascist
or communist, is uniform in its
centializcd esntrol by government

PLUGS FOR V. P.%s.
Wheeler Chides Russeil and
Butcher in Speech———

SENATOR WHEELER (D-Mont.)
in his vigorous speech at the NAB
convention at its opening session,
opened and closed it with what
were described as “spot announce-
ments” for Frank M. Russell and
Harry C. Butcher, NBC and CBS
vice-presidents respectively in
Washington.

With a glint in his eye, Senator
Wheeler related that when word
first spread around that radio
might be investigated by the Sen-
ate Interstate Commerce Commit-
tee, which he (Wheeler) headed,
the two broadcasters got together
and decided that they should go to
confession. Butcher suggested a
“deaf priest” to whom they could
go. Russell, the Senator related,
went in first and came out after
a while bedraggled and beaten.
Butcher, amazed, asked about the
trouble and if he didn't see the
“deaf priest.”

“Hell no,” responded Russell (as
related by Wheeler). “It was Me-
Ninch of the FCC.”

of facilities for mass communica-
tion.

For obvious reasons, neither you
nor I want to see government own-
ership in American radio; but we
cannot ignore the signs or the
tempo of the times. Only broad-
casting’s own folly would make the
threat real. And that would evolve
if we allowed any entities in the
industry, or outside of it beckon-
ing for entree, to become too large,
too potent; to permit them to reach
the point where the influence they
exert is so great as to create politi-
cal anamosities and internecine
strife that could only result in its
destruction.

Fears Concentration
Of Influence

There are several species of mo-
nopoly that might get a strangle-
h~14 on radio. All deal with power.
One is power in watts—high power

protected over unlimited areas—a
second is power in numbers of sta-
tions concentrated in identical own-
ership. The third relates to the
power and the status of the net-
works, Each deals with the extent
of influence, of coverage, in the
hands of a single person or group.
And in each case you have another
element of “power”, that which re-
poses in radio because of its pecu-
liar faculty in moulding public
opinion—a unit of force and in-
fluence that cannot be achieved by
any other medium.

Inherent Influence

In High Power

If radio has any tradition, it is
that of service to a particular com-
munity and its immediate contigu-
ous areas. Many stations—the best
of them—have acquired for them-
selves a definite status in their
communities, a sort of local pride,
attained because they have dedi-
cated themselves to these communi-
ties and their advancement.

With high power a station im-
mediately loses its local or state-
wide status. It has no community
to serve. The nation becomes its
oyster. It is in direct competition
with those smaller local units which
theretofore performed an accept-
able and commendable local or
regional service. High power places
in the hands of one licensee, one
man or one small group of men,
a degree of power, both economic
and political, that gives him tre-
mendous advantage over his com-
petitors and places in his hands
a potentially dangerous means of
moulding public opinion.

As I construe it, this is con-
trary to those basic concepts of
our constitutional and democratic
form of government. Thus, I be-
lieve that the clear channel, as
such, is undesirable, although it
may be necessary in a few in-
stances. The initial reason for the
clear channel was rural coverage.
That premise is no longer valid
when we find that practically all
of these channels now are assigned

Fa

'WCBM, Baltimore, retiring NAB(P
Brown, FCC; T. A. M. Craven, FC

RAPT ATTENTION—Was paid Senat.
concentration are (left to right) Rev. H. A. Gaudin, WWL, New Orleans; E. B.

4

or Wheeler (left)
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to the metropolitan centers of the
country rather than rural areas
and that the majority of them
therefore serve a small geographi-
cal area over which they are mere-
ly giving a duplication of service.

The second species of monopoly
is the concentration of facilities in
identical hands. This ecan happen
locally or nationally; locally when
all or practically all of the outlets
in a given community are con-
trolled by the same group. It can
happen nationally through owner-
ship by the networks, or by other
groups, of important stations in
key comiunities. This danger be-
comes readily apparent when we
find many of the most coveted fa-
cilities reposing in the hands of the
major networks. This to me ap-
pears to be a matter with which
the FCC should cope, for the Con-
gress has given it ample legisla-
tive authority to do so.

Relation of Networks
With Their Affiliates

The third form of monopoly may
sprout from another type of power
—and I refer to the power of the
networks over the independently
owned stations affiliated with them.
This power has come to the net-
works in two ways—first, from the
fact that a considerable portion of
the affiliated station’s revenue is
derived from, and is under the con-
trol of the network. And second,
that the stations in smaller com-
munities are largely dependent up-
on the programs which the net-
works furnish them.

I do not want to imply that the
networks have abused their power.
Nevertheless that power exists and
both the networks and the affiliated
stations are conscious of it. That
power leads to inequitable bargain-
ing ability between the two, and
that unequal bargaining power, if
abused, may lead to monopoly.
Whether they have abused that
power the independent stations
know better than I,

Network broadcasting has con-
tributed greatly to the service of
the public. The networks are en-
titled to a fair return on their in-
vestments and to a reserve to serve
as a cushion for the coverage of
national events for which they re-
ceive no pecuniary return. They
have been important factors in
the upbuilding of radio to its pres-
ent giant and influential stature.
I should be the last one to wish to
see them regulated to the point of
extinction. I know what the net-
work programs mean to the people
of my own State. But we cannot let
this power of which I speak enable
the networks either to absorb the
independent stations or dictate pol-
icies not in the interest of the local
communities served. That would be
little short of radio suicide which
neither you nor I want to see hap-
pen,

Responsibility Belongs
At the Source

And while on the subject of net-
works, it seems to me that if reg-
ulation of radio has lagged in any
particular, it has been in relation
to these national entities. In this
connection, I call attention to the
Commission action when after re-
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ceipt of complaints, made an inves-
tigation into the allegedly obscene
or indecent performance of a mo-
tion picture actress over one of the
networks. The Commission’s ruling,
while reprimanding the network,
likewise reprimanded some 60
stations affiliated with the chain.
Many stations have taken this as
an open threat that if any other
complaints were made against
these stations they would be hailed
onto the carpet to show cause why
their licenses should not be re-
voked. I cannot believe that this
was the Commission’s purpose as
they must realize that the stations
affiliated with the networks have
little if any control over the pro-
grams originated by the chains.
They are in no position to censor
these programs, or delete them in
advance of their rendition. They
cannot cut off the program that
transgresses the law, offends listen-
ers, or is immoral until after the
damage is done. In all cases such
as this it seems to me the respon-
sibility must rest squarely upon the
shoulders of the station that origi-
nates such programs as it is there
alone that correction in any broad-
cast can be made.

Equal Opportunity
For Political Candidates

Perhaps the most important
problem concerns the use of radio
as a method of influencing public
opinion. An informed people is the
basis of our Democracy. From the
town meetings of our grandfathers,
we have developed a technique
through radio that is rt once a
unifying force and an instrument
of power so tremendous that its
ultimate significance cannot yet be
appraised. The potentialities of the
improper utilization of radio are
fraught with such peril as to re-
quire the elected representatives of
the people to guard zealously
against the possibilities of such
abuse. This raises the question of
monopoly and also the problem of
the relation of the regulatory power
of government and the use of radio
for political and commercial pur-
poses. Congress has expressed it-
self specifically upon these two
matters in the Communications Act
of 1934.

Under Section 315, the licensee
is required to afford opportunity
to a qualified candidate for public
office to use its facilities if it has
granted his opponent such an op-
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portunity. From a purely legalistic
point of view, that requirement of
equal treatment of rival political
candidates means simply what it
says. It was written specifically in-
to the Act to make certain that
he who holds a public franchise
would not abuse his privilege by a
partisan diserimination in grant-
ing the use of the forum of the air
to qualified candidates in a politi-
cal campaign. Yet, in spirit, 1 feel
that this provision goes beyond the
matter of political speeches in a
campaign year. It was an expres-
sion of a princivle which might be
called the *doctrine of fair play.”
Congress did not write into the
law all the specifications which
would require licensees to adhere
to this doctrine of fair play. To
undertake such a task would lead
into immense difficulties and when
the job was finished, such legal
specifications might abridge the
right of free speech itself. How-
ever, Congress did say that you, as
a licensee of a broadecasting facil-
ity, cannot take sides in a political
controversy by denying the use of
your station to one candidate and
granting it to another. And I think
you will all agree that this is a
sound principle. If it is sound with
respect to political candidates in a
canipaign year, it must also be a
good policy with respect to other
public questions, whether or not it
is written into the law. In other
words, radio, unlike the newspaper,
should have no editorial policy, no
axes to grind, nor any group’s par-

ticular political or economic philos.
ophy to peddle. Radio should afford
equal facilities to those who are
responsible and have something
worthwhile to say, irrespective of
the personal view of the licensee.

By this I do not mean that ra-
dio should devote all its time to
broadcasting competing views of
all who may have the desire to
talk. Naturally, there must be a
common-sense limitation to the time
devoted to controversial public
questions. The selection of topics
and the time devoted to their dis-
cussion is the responsibility of the
licensee, subject to review by the
Commission when it passes upon
its question of whether you are
operating in the public interest.
How well this process of selection
is exercised under the “doctrine of
fair play” is the important thing.

A proper balance should be
maintained between those who ad-
vocate and oppose questions impor-
tant to the people and this “doe-
trine of fair play” demands equal
treatment as to time, number of
stations and all other factors which
will assure that both sides have the
opportunity to reach the same au-
dience. It is through that process
that the instrument of radio can
continue its development consistent
with out democratic traditions.

One of the other problems which
faces you and which you naturally
look to Congress to help solve is
the matter of bringing up to date
a law enacted before broadecasting
was even thought of —the copy-
right law. This is a matter which
does not come before the Inter-
state Commerce Committee but is
one that should be worked on by
Congress. I hope it will be done
in the near future.

Three-Year License
Opposed at Present

Many of you have discussed with
me the lack of stability in the
broadcasting industry that has re-
sulted from short term licenses—
the six month tenure. You would
like to hear me say that I believe
you should have your licenses
granted for a three-year term, the
longest permissable under the Com-
munications Act. I am sorry but I
do not feel it is yet time for this,
even though I am mindful that

.(Contz'nued on page 98)
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Broadecast Progress Is Forecast by Craven

Sees Business and
Economic Gains

From Treaty

The speech delivered to the
NAB convention Feb. 15 by
Comdr. T. A. M. Craven, of
the FCC, follows in full text:

THERE are several pertinent mat-
ters which I desire to discuss with
you in a spirit of constructive co-
operation but nevertheless with
complete candor. I hope that my
quarter century of experience in
radio both in the Government and
in private industry may enable me
to be of constructive assistance to
the progress of radio service to the
public as well as to the industry
you represent in this convention.
However, since I believe that the
greater progress must be the re-
sult of voluntary action by the in-
dustry itself I have no ambition to
be what is colloquially termed a
“reformer.”

Before offering you any sugges-
tions, it should be understood that
I consider the American system of
broadcasting has been proved be-
yond question to be the best for
our country. I know of no sound
reason for suggesting a radical
change in the fundamental law
enacted by the Congress of the
United States.

The constitutional guarantees of
free speech and free press arve
keystones in a democracy such as
ours, and to these I would add a
free radio. The industry should
recognize that the very existence
of a continuing successful radio in
this eountry depends upon keeping
the facilities which are licensed to
private individuals by the Govern-
ment available for service to all
the people and denying them to
none who desire to make an hon-
est appeal to public opinion upon
a legitimate social doctrine.

It is proper that radio broad-
casting in this country be operated
by private industry and it is equal-
ly proper and necessary that this
industry be encouraged to earn
reasonable profits when it renders
good service to the public.

However, in broadcasting, 1 be-
lieve you will agree that since an
individual must receive from the
Communications Commission a li-
cense to operate on a radio fre-
quency, this individual cannot even
attempt to make a profit through
the operation of a broadcast sta-
tion without the cooperation of the

public through the agency of Gov-

ernment.

Some fail to realize that in ob-
taining this license they have been
granted the use of a modern na-
tural resource which belongs to the
people of the United States. Be-
cause of this public grant the li-
censee has a definite responsibility
to the people to render a public
service for the benefit of his com-
munity and the nation.

It may be natural for broad-
casters to become so engrossed in
their day to day business routine
that they lack the time to think
clearly of the broader aspects of
their business. Therefore, the
broadcasting industry should be
vigilant in developing an intelli-
gent foresight and cooperation
along broadvisioned objectives,
else they may fail to achieve the
ultimate success for which they
have striven with such vigorous
pioneering.

May I suggest that in this plan-
ning it is essential for each indi-
vidual broadcaster to realize he is
merely a part of an integral whole.
This is a basic fundamental of
broadcasting by reason of the in-
herent scientific situation as well
as the public responsibilities of
each licensee. What a single indivi-
dual does influences almost instant-
ly, either directly or indirectly,

A POSEY FOR ELLIOTT — The son of the President of the United
States, Elliott Roosevelt, now chief of all Hearst Radio enterprises, is
snapped in a happy mood as Mutual’s pretty flower girl pins a carna-
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the welfare of others in this in-
dustry. Peculiarly, broadecasting
differs in this respect from other
businesses. One significant differ-
ence between the broadcasting in-
dustry and other businesses is that
in broadcasting there is an instan-
taneous contact with millions of
the citizens of our country every
day of the year and at all hours of
the day.

These elements of difference
should be taken into consideration
in planning your future course of
action. Also, it should be antici-
pated that a failuve to realize and
appreciate the social responsibili-
ties devolving upon each broad-
caster could very easily cause a
public veaction which might force
a change in the existing system.

Voluntary Improvements
By the Industry

There is need for improvement
in the broadcasting industry and
I believe that each of you recog-
nizes that improvements can be
made. However, these improve-
ments should be made volun-
tarily by the industry, with the
cooperation of the Government, af-
ter there has been a thorough ac-
cumulation of facts to enable a
clear comprehension of the econom-
ic consequences of any proposed
change. Thus improvements in the
industry must be evolutionary, and
both the Government and the va-
rvious elements of the industry
should avoid radical panaceas or
other cure-alls. At least all should
have sufficient facts to enable far-
sighted vision as to the economic
and social results of any changes
which at first may appear to be
desirable.

I, therefore, hope that the in-
dustry will cooperate with the
Government in obtaining many of
the facts of an economic charac-
ter which are now lacking. The
careful accumulation of such data
is essential to any rational effort

to eliminate some of the economie

inequalities which exist at present.
It is likewise necessary before at-
tempting the development of any
constructive program of improve-
ment in the social phases of the
service which must be rendered to
the people of the country.

In brief, there is much about
this industry which must be learned
by the Government. Also the in-
dustry itself should have a more
comprehensive knowledge of some
of its basic industry problems. I,
therefore, bespeak your coopera-
tion in providing us information
which may be sought from time to
time in order to enable us all to
reach a more intelligent apprecia-
tion of many of these vital ques-
tions. Sound conclusions can be
reached only when the facts are
available and for my part, I do
not propose to base any decision on
any of these fundamental prob-
lems except after a careful exam-
ination of all the available facts.

Censorship In Any
Form Is Opposed

There recently has been much
criticism concerning program con-
tent. Some of this has been justi-
fied, while other criticism fails to
consider some practical factors in-
herent in the American system. I
ain personally opposed to any form
of censorship, either direct or indi-
rect, but I do suggest that the pub-
lic relations department of your
organization might consider most
carefully existing public reactions
and seck to develop a construc-
tive program of improvement, par-
ticularly with reference to adver-
tising continuity.

There has been some notable
progress in this direction, but it is
a vexatious problem and involves
consideration of the many different
situations which exist between sta-
tions. If the industry as a whole
approaches this subject in an in-
telligent, dispassionate manner, it
has the capacity to reach a sane,
businesslike solution of the prob-
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lem which will lead more quickly
to general stability in the existing
structure.

As heretofore stated, broadcast-
ers have a great responsibility in
keeping open their medium of com-
munication to responsible groups
who desire to use such facilities
for reaching the public, particular-
ly on questions affecting the wel-
fare of the nation, and there is a
duty in seeing that broadcasting
facilities are widely available
rather than confined to the very
few who have the price to pur-
chase all of the time on all of the
available facilities.

It is recognized that in many in-
stances this involves a practical
problem, particularly in view of
the fact that you must render a
balanced program service in order
to maintain continued interest of
the public. In addition there are
problems concerning libel or slan-
der and the necessity of avoiding
the demagogic utterances of irre-
sponsible quacks who seek to arouse
public passion and prejudice. Nev-
ertheless, in my opinion, this whole
broad question is one of the prob-
lems which requires solution by
the industry itself, and demands
the most farsighted consideration
from both social and economic
standpoints.

Educational Programs
A Continuing Duty

The Commission has recognized
the need for continuing develop-
ment of radio as an educational
medium. Under a recent order
there has been allocated for the
use of public and private educa-
tional systems a group of high fre-
quencies which can be developed
into a real instrument of public
benefit. I can visualize great possi-
bilities in the use of these educa-
tional stations in developing a new
technique for instruction by radio,
not only through broadcasts from
a central station to the class rooms
in a particular community but also
to the individual homes in that
community.

The allocation of these frequen-
cies for non-commercial education-
al stations does not relieve broad-
casters from their continuing re-
sponsibility to use their facilities
for educational purposes. Because
of the propagation characteristics
of these frequencies statewide cov-
erage cannot be expected from an

individual station. Licensees of reg-
ular broadcast stations still have
the duty to their communities and
to the country at large to continue
the efforts that already are under
way to develop suitable programs
that will contribute to the cultural
advancement of our people.

Keep Pace With
Labor and Technology

Today, in all industries there are
many problems involving labor,
and all thinking people are of the
opinion that with the modern
technological trends, it is essen-
tial that the nation ascertain meth-
ods to secure employment for
people who have been displaced as
a result of the applications of new
inventions. Radio itself was a new
invention which caused a net in-
crease of employment and upon
which there has been founded a
vast new industry. Hence, we
should not forget that even in ra-
dio there is a responsibility upon
those engaged in the business to
so plan future technological de-
velopment that consideration will
be given to the social trends of
modern times.

Since radio is such a young art,
it will appear that there is a great
opportunity for the industry to con-
tribute toward the public welfare
in establishing new phases of the
industry which will in part take
up the slack of unemployment
caused by other modern technolog-
ical trends. To do this, the indus-
try must plan on tremendously
broad lines and utilize vision and
economic planning of a character
which has hitherto not been at-
tempted by many other industries.

Here is an opportunity which re-
quires, however, greater coopera-
tive effort on the part of individ-
uals than hitherto thought possible.
I am sure you must realize that I
am referring to such new develop-
ments as facsimile, television, and
ultra shortwave broadcasting, and
the consideration of the effect of
these new developments upon the
existing structure.

There have been recent occur-
rences which give concern as to
the stability of the radio busi-
ness. It is suggested that part of
this instability has been caused by
the industry itself. The failure of
some of its individuals to recog-
nize the inherent interdependence
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foreed upon you by the very nature
of the medium which you employ
is a contributory factor. Other
causes are perhaps due to misun-
derstanding, and others by an un-
warranted fear of possible harm to
your business where in reality no
real threat exists.

Ordinary logic, in many in-
stances, would remove many of
these unjustified fears. Also, it is
suggested that the industry some-
times feeds very much upon base-
less rumors of what somebody
plans to do, or what the Commis-
sion does or fails to do. Again,
constructive thought, cooperative
industry planning based upon
facts, and the fearless vision of a
well organized industry would go
far toward increasing the stabil-
ity of your business.

I have faith that all the ele-
ments of this industry have the
ability to work out their problems
in a spirit of constructive coopera-
tion because they have pioneered
in the past with courage and I can
see no reason why in the future
they should not employ this same
courage to solve the problems
which now confront them.

Reviews Recent
North American Pact

In the past, one of the factors
which has contributed to the in-
stability of the radio industry has
been the North American radio
situation. This was recognized by
this Government as early as 1929.
Since that date, in cooperation
with other nations, there have been
several attempts to arrive at a so-
lution of this serious and basic
problem. The underlying difficulty
is caused by the fact that each na-
tion of the world has a sovereign
right to use radio.

In 1927 the United States, and
all the other nations of the world
recognized this fact and agreed
that the standard broadecast band
for all nations should be a por-
tion of the radio spectrum between
the frequencies of 550 and 1500
ke. When this was agreed upon, it
was a perfectly sound and proper
thing to do because it not only
gave consideration to the services
other than broadcasting which
exist in every nation but also to
the technical phases then inherent
in the manufacture of broadcast
receiving sets.

However, when this agreement
was made in 1927, no one antici-
pated the full needs for broadcast
service either in the United States
or in other nations on the North
American Continent, or the effect
of these foreign stations upon the
service rendered by our stations
in the United States. The radio
art was too new at that time and
services other than broadecasting
were then, as now, tremendously
important.

Subsequently, the other nations
constructed broadcasting stations
without regard to the technical
question of radio interference.
Thus, when it came to the matter
of frequency assignment, these na-
tions were compelled to use fre-
quencies assigned to United States
stations. The early use by foreign
stations of frequencies assigned to
our own broadcasters was not so
noticeable because stations in the
other countries were relatively few
in number and of low power.

However, as time passed, the
United States noted a vast increase
in the number of stations in other
countries, and also a vast increase
in their kilowatt power—one na-
tion having several stations with
powers very much in excess of 50
kw. This situation causes havoc to
the reception from many of the
stations in our country, and is re-
sponsible for very much of the in-
terference and poor signal service
now rendered by some of our sta-
tions.

Havana Conference
Viewed in Perspective

The situation had become so
alarming to this Government that
in the early part of 1937 we
accepted the overtures of Cuba
for a preliminary conference to
discuss informally methods to solve
a situation which, if continued,
promised to destroy the usefulness
of radio on the entire continent.
This preliminary conference was
held in Havana, Cuba, in March,
1937, where engineering represen-
tatives from Canada, Cuba, Mex-
ico and the United States found it
possible to agree upon engineering
standards which might form the
basis of a system of allocation of
frequencies to stations on the
North American Continent.

“Thus, for the first time, there
was created the possibility of solv-
ing this international interference
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problem and placing radio service
in each of the nations on the North
American Continent on a more se-
cure basis. However, at this pre-
liminary Havana conference, it
was ascertained that three of the
North American nations desired
channels to use exclusively as they
saw fit.

Adding the total demands of
these nations for exclusive chan-
nels, it was discernible that the
United States was expected to sur-
render the use of nearly half of
the spectrum assigned to broad-
casting between 550 and 1500 ke.
Fortunately the United States dele-
gation impressed the other nations
with the impossibility of solving
the international question by such
proposals, and they accepted the
recommendations of the prelimi-
nary Havana conference as a basis
of discussion for a formal confer-
ence, which, as you now know, was
held at Havana in November, 1937.

At the latter conference, the
United States delegation was con-
fronted with a most difficult deci-
sion. There were two broad courses
of action to them. The first of
these was, that in spite of the fact
that all nations of the world had a
sovereign right to use the broad-
cast band between 550 and 1500
ke., the delegation might demand
freedom from interference as a
right acquired by the contributions
we as a nation had made as a re-
sult of our early pioneering in the
technical development of radio.

Such a course would have placed
the United States in a disadvan-
tageous position for the future, be-
cause it was soon recognized that
the other North American nations
could not solve their legitimate do-
mestic radio problems by agreeing
to such a demand, and therefore
would be forced to reject such pro-
posals and would then deternine to
agree among themselves to use fre-
quencies set aside for broadcasting
by general international accord,
without reference to the require-
ments of the United States.

If these nations had pursued this
course, it would have been natural
for them to choose for their high
power stations the frequencies used
by our low power stations. One na-
tion had plans for 10 stations of
100 kw. or more. Thus the service
of the vast majority of our local
and regional stations might have

been absolutely ruined by interfer-
ence from foreign high power sta-
tions.

The other course open to our
delegation was to endeavor to ne-
gotiate an agreement in which
sound engineering principles were
applied to secure a joint use of the
spectrum among the nations con-
cerned, reserving to the United
States as much liberty, as was pos-
sible under the negotiation, to pre-
serve every existing station in the
country.

Calls Havana Pact
Eminently Satisfactory

The latter course was that which
the delegation decided to follow,
and it resulted finally in obtaining
an agreement which in my opinion
is eminently satisfactory to the
United States and augurs well for
the future stability of our radio in-
dustry. The delegation, in choosing
this main course, might have taken
either of two procedures; one, a
complete and drastic reallocation
without reference to the existing
domestic situation; or else one
which maintained, in so far as
was possible, the existing domestic
situation, but which left to future
national action the determination
of any necessary domestic read-
justments.

In my opinion, the decision to
choose the second procedure was
sound, because it afforded the op-
portunity for the United States
Government to solve its domestic
problems by judicial proceedings
which accorded fair treatment to
all applicants or existing stations
compatible with the principles laid
down in the Conununications Act
of 1934. Had any other course been
taken, the delegation would have
been forced to determine every
phase of the individual destiny of
every single station in the country;
and this, in my opinion, is imprac-
ticable in any international con-
ference.

I shall not go into detail with
respect to the agreement which
was reached, but I wish to empha-
size the fact that it is an acceptable
agreement. It eliminates destrue-
tive radio interference; it averts
chaos in radio, and it reserves to
the United States the greatest pos-
sible flexibility, under the circum-
stances, to settle its own domestic

OHIOANS—Ganged up on H. K.

Carpenter, WHK - WCLE, Cleve-
land (center), are the twosome
from WADC, Akron. At left is
Fred Bock and at right is E. A.
Marschal.

affairs without undue complica-
tions.

In this connection, I note that
the subject of the North American
Treaty is mentioned in a report
which has been placed before your
organization by your managing di-
rector. The least I can say about
his report is that I am surprised at
the apparent lack of understand-
ing of the treaty, and I feel that
the industry should be seriously
concerned with some of the recom-
mendations made in his report with
respect to reservations to be placed
in the treaty by the Senate of the
United States.

In my opinion, it is most unwise
to cause the sacrifice of the fine
opportunity now presented for a
sound settlement of a most difficult
international problem by injecting
purely domestic conflicts which
properly should be resolved by com-
plete hearing and consideration un-

der the accepted administrative
procedure.
To place reservations in the

treaty such as are recommended in
the report might easily bind the
United States in an unnecessary
manner in the future. It would give
rights to other nations which the
delegation at Havana was particu-
larly anxious to aveid.

If the industry fears that ad-
vantage will be taken of the flexi-
bility of the treaty in applying it
to the solution of the domestic
problem, it would be a very simple

matter to pass domestic legislation
or regulations prescribing the man-
ner in which the treaty shall be ap-
plied, but to place reservations on
the treaty itself, which reserva-
tions must be deposited with other
nations, seems to me unnecessary
as well as counter to the interests
of the United States.

It is only fair to state that noth-
ing in the treaty prevents all the
32 disputed clear channels reserved
for prior use in the United States
from having power limitations
placed upon them by our Govern-
ment. There is nothing in the
treaty which prevents a complete
reallocation of the 32 channels
among the various licensees, if,
after proper hearing, the Federal
Communications Commission so de-
sives.

Furthermore, there is nothing
in the treaty which prevents the
FCC from wmaking all of the 32
channels Class 1-B clear channels,
o1 all of them regional channels,
or all of them local channels. The
latter can be accomplished under a
provision in the treaty by taking
advantage of the articles giving
the United States priority of de-
termination of its destiny, recog-
nizing, however, that any lowering
of standards, such as changing a
clear channel classification to a re-
gional or local channel classifica-
tion, automatically gives other na-
tions the privilege to use the same
channels in the same manner.

Keep Domestic Situation

Out of World Problem

I suggest to the industry that
the North American Broadcast
Treaty is one to which the indus-
try can subscribe wholeheartedly,
because the price paid is so much
smaller than hitherto thought pos-
sible for such an international ne-
gotiation.

A failure to ratify this agree-
ment on the part of the United
States will of certainty cause the
United States to pay a tremendous-
ly greater price in the future,
either through destructive inter-
ference or else through the sur-
render of far more than was re-
linquished at Havana in November,
1937. It is my contention that we
surrendered nothing vital in this
treaty, and that we secured an op-
portunity to benefit not only the

(Continued on page 99)

b

CONVENTION CHATS—In panel of photos by our eandid cameraman are (1 to r): Albert A. Cormier,
New York; Don Withycomb, WFIL, Philadelphia; Edward Petry, Edward Petry & Co.,

Hearst Radio Inc., New York; Emile Gough,
New York; William Stewart, International News Service,

New York; Cliff Taylor, WBEN, Buffalo; Lewis Allen Weiss, Don Lee Broadcasting System, Los Angeles; Mrs. John Blair; John Blair, Chicago.

BROADCASTING ¢ Broadcast Advertising

www americanradiohistorv.com

February 15, 1938 + Page 23


www.americanradiohistory.com

How NAB Was Reorganized: Text of New By-Laws

ARTICLE I—NAME
The name of this Association
shall be the National Association
of Broadcasters.

ARTICLE II—OBJECTS

The object of this Association
shall be to foster and promote the
development of the art of radio
broadcasting; to proteet its mem-
bers in every lawful and proper
manner from injustices and unjust
exactions; to foster, encourage and
promote laws, rules, regulations,
customs and practices which will
be for the best interest of the pub-
lic and the radio industry.

ARTICLE III—-MEMBERSHIP
AND DISTRICTS

SgcTioN 1. CLASSES OF MEMBERS.
The members of this Association
shall consist of two classes, Active
and Associate.

SECTION 2. ACTIVE MEMBERS.
Any individual, firm or corpora-
tion engaged in the operation of a
radio broadcasting station within
the United States or its dependen-
cies shall be eligible to Active
Membership in the Association to
the extent of one membership for
each radio broadcasting station
(licensed within the band 550 to
1600 ke) which it operates.

SECTION 3. ASSOCIATE MEMBERS.
Any individual, firm or corpora-
tion engaged in any business di-
rectly connected with radio broad-
casting, but not such as to come
within the requirements for active
membershig;I shall be eligible to
Associate Membership in the As-
sociation. Associate Members shall
not be entitled to any vote.

SECTION 4. DISTRICTS. The Active
Members shall be divided into sev-
enteen eroups, which groups shall
be designated District 1 to District
17, both inclusive. The seventeen
Districts shall include, respective-
ly, those Active Members of the
Association having their main stu-
dios in the following areas:

District 1.—Connecticut, Maine,
Massachusetts, New Hampshire,
Rhode Island and Vermont.

District 2.—New York.

District 3—Delaware, New Jer-
sey and Pennsylvania.

Distriet 4.—District of Colum-
bia, Maryland, North Carolina,
South Carolina, Virginia and West
Virginia.

District b.—Alabama, Florida,
Georgia and Puerto Rico.
District 6.—Arkansas, Louis-

ana, Mississippi and Tennessee.

District 7.—Kentucky and Ohio.
District 8.—Indiana and Michi-
gan.
_ District 9.—Illinois and Wiscon-

sin.

District 10.—~Iowa, Missouri and
Nebraska.

District 11.~—Minnesota, North
Dakota and South Dakota.

District 12.—Kansas and Okla-
homa.

Distriet 13.—Texas.

District 14.—Colorado, Idaho,
Utah, Wyoming and Montana.

District 15.—California, exclud-
ing the counties of San Luis Obis-
po, Kern, San Bernardino, Santa
Barbara, Ventura, Los Angeles,
Orange, Riverside, San Diego, and
Imperial; Nevada and Hawaii.

District 16.—Arizona, Califor-
nia, including the counties of San
Luis Obispo, Kern, San Bernar-
dino, Santa Barbara, Ventura, Los
Angeles, Orange, Riverside, San
Diego and Imperial, and New
Mexico.

District 17.—Alaska, Oregon and
Washington.

SECTION 5. VOTING. Each indi-
vidual, firm or corporation admit-
ted to Active Membership in the
Association shall appoint and cer-
tify to the Secretary-Treasurer of
the Association the owner, a part-
ner, an officer, or an agent, who
shall be actively engaged in the
business of such member to be its
representative in the Association
and who shall represent, vote and
act for the member in all the af-
fairs of the Association, including
the holding of office therein. There
shall be one vote for each active
member.

SECTION 6. ELECTION OF MEM-
BERS. Any individual, firm or cor-
poration eligible to membership as
provided in Sections 2 and 3 above,
on making written application
therefor, may be elected to mem-
bership. For such election a ma-
jority of votes of the Board of Di-
rectors is required.

SECTION 7. DURATION OF MEM-
BERSHIP AND RESIGNATION. Mem-
bership in the Association may
terminate by death, voluntary with-
drawal as herein provided, or
otherwise in pursuance of these
bylaws. The right of a member to
vote and all other rights, privi-
leges, and interest of a member in
or to the Association, its rights,
privileges, and property shall cease
on the termination of membership.
Any member may, by giving writ-

Official Welcome

GEORGE E. ALLEN, Com-
missioner of Washington and
its semi-official Mayor, start-
ed the NAB convention off in
typical radio fashion. He
suggested that broadcasting
conventions do away with
welcoming addresses and in-
stead substitute spot an-
nouncements at card rates.

ten notice of such intention, with-
draw from membership provided
such member's dues have been
paid to the end of the expiring
month. Such notice shall be pre-
sented to the Board of Directors
at the next succeeding meeting of
the Board of Directors.

SECTION 8. SUSPENSION AND EXx-
PULSION. For cause, any member-
ship may be suspended or termi-
nated. Sufficient cause for such
suspension or termination of mem-
bership shall be violation of by~
laws or any agreement, rule or
practice properly adopted by the
Association, or any other conduct
prejudicial to the interests of the
Association. Such suspension or ex-
pulsion shall be by two thirds vote
of the entire membership of the
Board of Directors; provided, that
a statement of charges shall have
been mailed by registered post to
the last recorded address of the
member at least fifteen days before
final action is taken thereon. This
statement shall be accompanied by
a notice of the time and place of
the meeting of the Board of Direc-
tors, at which the charges shall be
considered and the member shall
have the opportunity to appear in
person or by his representative
and present any defense to such
charges before action is taken
thereon.

ARTICE IV—DUES

SECTION 1. After March 1, 1938,
each Active Member shall pay dues
on net receipts from the sale of
time received during the previous
calendar year. Net receipts from
the sale of time are defined as
billings based on gross rate for
broadcasting service less time and
advertising agency discounts, if
any, and including net billings to
networks. No member shall be re-
ouired to state its actual volume
but to name annually to the Sec-

REORGANIZERS AND OTHERS-—Left to right: Philip G. Loucks, Washington attorney;
KGIR, Butte; Walter Damm, WTMJ, Milwaukee; Edwin W. Craig, WSM, Nashville; John éhepard 3d, Yan-
kee Network; E. A. Allen, WLVA, Lynchburg, Va.; Don Elias, WWNC, Asheville, N. C.; Mark Ethridge,

WHAS, Louisville; Campbell Arnoux, WTAR, Norfolk; Edwin C. Spence. Messrs. Craney, Damm,
Shepard «nd Allen were members of the Reor

Ethridge as ex officio member.
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E. B. Craney,

Craig,

ganization Committee, with Mr. Loucks as counsel and Mr.

retary-Treasurer on his call the
class into which its volume falls.
It is understood that each Active
Member is in honor bound not to
name a smaller classification than
that into which its volume actually

falls. The annual dues, payable
monthly in advance, shall be as
follows:

Monthly
Class Range of Income Dues
A 0- 15,000____% 5.00
B 15,001- 36,000____ 10.00
C 36,001- 60,000____ 15.00
D 60,001- 80,000____ 20.00
E 80,001- 120,000__._ K
F 120,001- 160,000 K
G 160,001- 200,000 X
H 200,001- 300,000____ 75.00
1 300,001- 400,000____ 100.00
J 400,001- 500,000____ 125.00
K 500,001- 600,000____ 150.00
L 600,001- 800,000____ 200.00
M 800,001-1,000,000_.__ 250.00
N  1,000,001-2,000,000____ 400.00
O  Over 2,000,000________ 500.00

SECTION 2. The Board of Direc-
tors shall determine the dues for
various classes of Associated Mem-
bership.

ARTICLE V—MEETINGS

SECTION 1. ANNUAL. A stated or
annual meeting of the members
shall be held in each year on such
day and at such place and time as
is determined by the members at
their previous annual meeting, or
the Board of Directors shall fix
such place and time of such meet-
ing, and shall order notice of such
meeting mailed to the last recorded
address of each member at least
thirty days before the time ap-
pointed for the meeting. At such
meeting Directors-At-Large shall
be elected to succeed the Directors-
At-Large whose terms then expire.
At such meeting there shall like-
wise be transacted any other busi-
ness that may be then properly and
legally presented.

SECTION 2. SPECIAL. Special
meetings of the Association may
be called by the Board of Direc-
tors. Upon written request of sixty
members of the Association, the
Board of Directors shall call a
special meeting to consider a spe-
cific subject. Notice of any special
meeting shall be mailed to each
member at his last recorded ad-
dress at least fifteen days in ad-
vance, with a statement of time
and place and the information as
to the subject or subjects to be
considered.

SECTION 3. QUORUM. At any duly
called meeting of the members,
twenty per cent of the active
membership shall constitute a
quorum for the purpose of trans-
acting such business as may come
before the meeting. If less than a

uorum is present a majority of
the active members present may
adjourn the meeting from time to
time until a quorum is present.

ARTICLE VI—ORDER OF BUS-
INESS

SECTION 1. BOARD T0 DETERMINE.
The order of business for annual
or special meetings shall be deter-
mined by the rules prepared by
the Board of Directors. The order
of business for other meetings of
the Association, Board of Direc-
tors and executive committee shall
be as follows:

BROADCASTING ¢ Broadcast Advertising
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. Call to order.

. Action on minutes.

. Receiving communications.

. Election of officers and new
members.

. Reports of officers.

. Reports of committees.

. Unfinished business.

. New business.

SECTION 2. PRIORITY OF Busl-
NESS. Any question as to priority
of business shall be decided by the
chair without debate.

SECTION 3. PARLIAMENTARY
RULES. The order of business may
be altered or suspended at any
meeting by a majority vote of the
members present. The parliamen-
tary rules as laid down in “Rob-
ert’s Rules of Order” shall govern
all debates, when not in conflict
with these by-laws.

ARTICLE VII—DIRECTORS

CSIMILE v EDITION
FACSI y

BROADZASTING

National Press Bidg.

O=INTT RO

16TH ANNUAL CONVENTION, NAB WASHINGTON, D\ C MONDAY, FEBRUARY 14, 1938

REVAMPING NAB MAIN THEME

SeEcTioN 1. NUMBER. The busi-
ness and affairs of the Association 2 3 . Exhibit
frail “he managed Ly snd wnder Reorganization Committee Plan Appears ibiters
the direction of a Board of Direc- Special Heprescoiatives
tors of twenty-three members, to
i belegie iy Strongly Supported by Delegates B s
ed, each of wnom shall be an Ac- WITH sentiment appearing to be overwheimingly in favor of reorgani- Amperex Electronic Products . 425-70
Live D/{emb(zr t‘-’f the tAsﬁ“’atwn °§ zation, the 16th annual convention of the NAB convenes at the Willard  Applehy & Appleby . . 436
: ii%lise;}n’;slsv%facnuzc’;- e:ﬁg;_ Hotel today in a tense atmosphere, with sume 200 registered delegates  Associaled Recorded Program
i,rér st a v in attendance. The enrollment was expected to reach possibly 300 Service .. ... . 926-74
SECTION 2. CLASSIFICATION OF broadeasters, with an over-all attendance of about 200 more. John Blair & Co. - - 48T3R
DIRECTORS. There shall be one Di- Feeling was provoked largely by the unprecedented action of the Broadcasting Magazi 01
rector from each District, referred retiring managing director, James W. Baldwin, in his an- Cinaudagraph Corp. . - -_----?36
nual report a fortnight in advance. CBS ———— 328

to hereinafter for purposes of con-
venience as District Directors.
There shall be six additional Di-
rectors, referred to hereinafter for

Fairchild Aerial Camera Corp._934-35
Finch Telecommunication Laba. 923-24
Free & Peters ... 87218

The NAR board at its final meet-
ing last night discussed the report
but it was gencrally agreed that

Facsimile First

purposes of convenience as Direc-
tors-at-Large, two of which shall
be representative of large stations,
two of which shall be representa-
tive of medium stations, and two
of which shall be representative of
small stations, operating power to
govern these classifications.

SectioN 3. ELECTION AND DUTIES
oF DistricT DIRECTORS. At least
sixty days prior to the expiration
of any District Director’s term of
office, such District Director shall
fix a time and place, and give
proper notice thereof, for a meet-
ing of all Active Members having
their main studios in such District,
at which meeting there shall be
elected by majority vote one such
Active Member as Distriet Direc-
tor for the ensuing two-year term.
Such meeting shall be held at least
thirty days prior to the next an-
nual membership meeting.

The name of the Director so
elected shall be certified to the Sec-
retary-Treasurer of the Associa-
tion immediately upon his election.
In addition to his duties as a mem-
ber of the Board of Directors, each
District Director shall preside at
all meetings of members of his
District and report to the Secre-
tary-Treasurer all actions taken at
such meetings.

SECTION 4. NOMINATION OF DI-
RECTORS-AT-LARGE. The District Di-
rectors shall constitute a nominat-
ing Committee which Committee
shall meet in advance of the an-
nual membership meeting and shall
nominate two persons, for each of
the six Directors-at-Large as de-
fined in Section 2 above. Such nom-
inations shall be reported to the
membership during the first session
of the annual meeting.

SectioN 6. ELECTION OF DIREC-
TORS-AT-LARGE. Election of Diree-
tors-at-Large shall proceed as fol-

ows:

A. The President shall appoint
an Elections Committee of three
persons.

B. The Elections Committee shall
prepare ballots upon which there

the isspe shoulg be squa
befo . Lt

THIS is the first actual spot-
i be trans-

ie Co. g A

FACSIMILE FIRST—This is the first actual spot-news newspaper to be transmitted by facsimile. In coop-
eration with RCA, this piece of copy was the first to be “moved” Feb. 14 over the facsimile apparatus set up
in connection with the NAB convention at the Willard Hotel, Washington, for demonstration-purposes. Trans-

mission was via experimental station W3XAM set up in the Washin

on Hotel, transmitting on 40.1 me. to the

Willard. Immediately following transmission of this page under the direction of Charles J. Young, RCA
facsimile inventor, it was rushed to the printer for reproduction by planograph process. Exact size of the
reproduced sheet was 12x8% inches.

shall be arranged the names of
twelve nominees for Directors-at-
Large in six groups of two names
each.

C. The elections Committee shall
compile a list of Active Members
eligible to vote in the elections.

D. The Elections Committee
shall distribute ballots.

. The Elections Committee
shall on the second day of the
membership meeting announce a
time and place for balloting and
shall supervise such balloting.

F. Immediately after the con-
clusion of balloting, the Elections
Committee shall proceed to count
ballots and announce the results.

G. The nominee receiving the
highest number of votes in each of
the six groups shall be declared
elected.

SECTION 6. TENURE. All Direc-
tors-at-Large shall be elected to
hold office until the conclusion of
the membership meeting to be held
next after their eleetion. District
Directors shall assume office at the
first meeting of the Board of Di-
rectors following the meeting of
the membership held after their
election and shall hold office until
the close of the second annual meet-
ing after assuming office; pro-
vided: that District Directors elect-
ed at the 1938 annual membership
meeting by District 1, District 3,
District 5, Distriect 7, District 9,
District 11, Distriet 13, District 15
and District 17, shall serve until
the close of the 1939 membership
meeting and that District Directors
elected at the 1938 annual mem-

BROADCASTING ¢ Broadcast Advertising

bership meeting by District 2, Dis-
trict 4, District 6, District 8, Dis-
trict 10, Distriect 12, District 14,
District 16, shall serve until the
close of the 1940 membership meet-
ing.

SECTION 7. BOARD MEETINGS. The
Board of Directors shall meet at
least three times a year, one of
which meetings. shall be held im-
mediately following the annual
meeting. The President mav when
he deems necessary, or the Secre-
tary-Treasurer shall, at the request
in writing of seven members of the
Board, issue a call for a special
meeting of the Board, and only
five days notice shall be required
for such special meetings.

SECTION 8. ELECTION OF PRESI-
DENT. The Board of Directors by
a two-thirds vote of the members
present shall elect a President and
a Secretary-Treasurer and shall
have the power to fix their terms
of service, duties and salaries and
enter into contracts for such pur-

ose. The Board of Directors shall

ave authority to engage and dis-
charge employes and agents of
the Association, fix salaries, admit,
sus(sipend or expel members, create
and appoint committees or groups
of members having common prob-
lems, and do everything necessary
and desirable in the conduct of the
business of the Association and in
accordance with the By-Laws.

SECTION 9. TRAVEL ALLOWANCES.
The Board of Directors shall have
power to pay traveling expenses of
officers, committees, members and
others in cases where such ex-

penses are incurred in carrying
out the business of the Association.

SECTION 10. ANNUAL AUDIT. The
Board of Directors shall direct an
annual audit of the books of the
Association by competent auditors.

SECTION 11. QUORUM. A majority
of the Board of Directors shall con-
stitute a quorum for the election
of officers and all other purposes
unless herein otherwise provided.
In the absence of the President the
members may choose a chairman
for the meeting.

SECTION 12. ABSENCE. Any mem-
ber of the Board of Directors ab-
sent from a meeting shall send a
communication to the President or
Secretary-Treasurer stating his
reason for his absence, and the
membership of the Board in at-
tendance shall decide in each in-
stance whether or not such absence
is excusable. In the event there are
three consecutive unexcused ab-
sences on the part of any mem-
ber of the Board of Directors, his
membership on the Board shall be
declared vacant.

SECTION 13. VACANCIES. Any va-
cancies that may occur on the
Board by reason of death, resig-
nation, or otherwise, may be filled
}:)g the Board for the unexpired

rm.

ARTICLE VIII—OFFICERS

SECTION 1. PRESIDENT. The Pres-
ident shall be executive officer of
the Association and shall preside
at meetings of the Association and
of the Board of Directors and of

(Continued on page 102)
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License Fees for Recordings

Are Described as Unavoidable

RCA- Victor Declares That Recorders Will Act in
Near Future; AFM Negotiations Halt Plans

A LICENSING fee, to be paid by
radio stations to the makers of
phonograph records for the priv-
ilege of broadcasting these records,
is “unavoidable and inescapable,”
in the opinion of RCA Mfg. Co.
Ine. No specific plans regarding
amount or form of such fees or the
date they will be demanded by the
recorders have beeh formulated, as
far as could be ascertained, but it
is probable that action in this di-
rection will begin as soon as the
recorders have completed their ne-
gotiations with the AFM.

Asked whether the license fees
would be on a per piece basis or
on a flat annual payment plan, re-
gardless of the number of phono-
graph records used by the station,
a representative of RCA stated
that that company, at least, would
be willing to adopt any system that
is satisfactory to the broadcasters.
While RCA believes that the per
piece method might be fairer, it
would also probably be more ex-
pensive due to the necessity of
keeping complete records of all
phonograph records broadcast.
However, a conference will be held
with the broadcasters before any
licensing plan is put into effect so
that the best possible and least
onerous method may be devised.

Objection of Artists

RCA fccls that a licensing sys-
tern will really prove a benefit to
broadecasters, pointing out that the
“promiscuous and unregulated” use
of phonograph records was a chief
cause of the demands of the AFM
for increased employment of musi-
cians in broadcasting. Further-
more, a number of the most popu-
lar recording artists have said they
refuse to make records unless as-
sured the dises will not become
competition to them on the air,
which opposition would probably be
withdrawn if they were to receive
additional compensation for each
broadeast of the recording.

Because they felt that the record-
ing companies were not protect-
ing their rights, these artists,
through their associations, Nation-
al Association of Performing Art-
ists and American Society of Re-
cording Artists, have brought pres-
sure on the recording companies to
take action and have also instituted
several suits against stations on
their own behalf. In the Fred War-
ing-WDAS case in the Pennsyl-
vania courts, the artist won a de-
cision prohibiting the broadcast of
the recording in question by a
Pennsylvania station without his
permission, as a result of which
the NAPA is attempting to license
stations to broadcast the record-
ings of its members. RCA insists
that such licenses have not been
authorized by it, nor by any other
recorder so far as it knows, and do
not absolve broadcasters who in-
fringe on the rights of the record-
ing companies by broadcasting
their phonograph records.

From the recorders’ point of
view, broadcasting of phonograph
records is held to be improper on
two counts. First, it causes the
breach of a written agreement be-
tween the recording company and
its distributors which expressly
provides that each recording is to
be sold for non-commercial use.
Second, it constitutes competition,
as both the recording companies
and the broadcasters are -engaged
in the business of providing en-
tertainment for the public. These
contentions were made in a letter
sent to all broadcasting stations
by RCA Mfg. Co. in January
[BROADCASTING, Feb. 1] and it is
understood that similar letters will
soon be sent by other recording
companies. Stations answering
RCA’s letter and requesting per-
mission to continue to broadcast
Victor and Bluebird records were
sent a request form which, when
approved by RCA, assures them
that until further notice to the con-
trary their use of Victor and Blue-
bird records will not be made the
basis of any claim against them.

Another interested party is the
music publisher. Under the copy-
right law of 1909, a publisher who
grants one recorder permission to
make a phonograph record of one
of his numbers must give the same
permission to any other recorder,
at a miximum fee of two cents a
record. The publishers are now con-
tending that this fee was not in-
tended to cover commercial uses
such as broadcasting and threaten-
ing not to issue the original record-
ing rights unless a more equitable
arrangement is made.

Thus, whatever license fees the

2

CITR—The official seal of the In-

ternational Telecommunications
Conference which convened Feb. 1
at Cairo, Egypt.

recording companies mniay collect
from broadcasters will probably
have to be divided: Among the re-
corders, who feel they are being
treated unfairly by a competing
medium; the artists, who likewise
claim unfair competition when
their recordings are used as radio
programs; the musicians who also
object to competing with dises of
their own making; and the publish-
ers, who want to be paid for com-
mercial use of their music. Unless
these various groups are all satis-
fied, steps are threatened to end
broadcasting of phonograph records
by legal means if possible and if
that fails by a drying up of the
sources of new records.

Library of Broadcast Material Begun
At Michigan U. by Prof. Waldo Abbot

CONCEIVED and directed by Prof.
Waldo Abbot, director of its broad-
casting service, University of Mich-
igan, has established a library of
broadcasting with the purpose of
gathering all ma-
terial that will be
of value to future
broadecasters, ad-
vertising special-
ists and students
of broadeasting.
First contribution
of material came

‘ in the form of 145

LEEEE books and pam-
Prof. Abbot phlets from CBS.

Prof. Abbot, a leading figure in
radio in education and director of
one of the leading broadcast serv-
ices cooperating with existing sta-
tions, says he anticipates the mate-
rial assembled in this library will
attract scholars of Americana, edu-
cation and politics.

Pamﬁhlets and reports issued by
networks and stations, by agencies
and advertisers, surveys, publicity
of all types, scripts of sustaining
and of sponsored programs, radio
addresses, educational programs,
commercial announcements, maga-
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zines, and books are being cata-
logued in the university’s Morris
Hall library as fast as they are re-
ceived.

“Much of the broadecast material
that has influenced national
thought and speech has been
thrown away after the programs
have gone on the air,” said Prof.
Abbot. “It is the intent of the Uni-
versity Broadcasting Library to
save for future research workers
as much as possible of what is now
being broadecast.” Prof. Abbot ap-
pealed for cooperation from broad-
casting interests, stating:

“With this in mind the Univer-
sity of Michigan requests that you
send to its Broadcasting Library,
Morris Hall, Ann Arbor, all such
material that you have that has
been issued in the past, and that
you place the Library on your
mailing list to receive material of
the future. The Library is particu-
larly interested in representative
scripts of plays, both sustaining
and sponsored, scripts of addresses,
outlines of programs, announce-
ments, publicity, surveys, tie-in
campaign material, annual reports,
anniversary program scripts, news

Cairo Conference
Is Well Attended

Seventy-one Countries Listed
Among the 285 Delegates

A TOTAL of 285 delegates from
71 countries and colonies have reg-
istered for the International Tele-
communications Conference which
convened in Cairo, Egypt, Feb. 1.
While the conference will devote
attention largely to telephone and
telegraph matters, broadcasting
will come into the discussions in
connection with the allocation of
international frequencies for short-
wave broadcasting and the amend-
ment of existing international rules
dealing with interference.

In addition to the registered del-
egates, some 80 representatives
from 42 operating organizations
are attending, together with 27 ob-
servers for 14 nonoperating organ-
izations. All told, there are about
400 participants in the work of the
conference, exclusive of the Egyp-
tian secretariat and the scores of
delegation office workers behind the
scenes. The American delegation,
including delegates, technical ad-
visors, staff members, representa-
tives of operating agencies and ob-
servers and their families aggre-
gates in excess of 60, all stopping
at the Palace Hotel, where offices
have been set up.

Division of Work

The American delegation, headed
by Senator Wallace H. White Jr.
(R-Maine). has divided its work
into two sections, in accord with
the conference procedure. One con-
ference deals with wire telegraphs
and telephones and the other with
radio communications. Both will
amend the international regula-
tions governing telecommunica-
tions, subject to ratification by the
Senate. It is expected that the con-
ference will last some eight weeks.
There appears to be the determi-
nation on the part of several major
delegations to get through and go
home by the end of March.

Hassan Sabry Pasha, Egyptian
Minister of Communications, was
unanimously elected president of
the convention. Mahmoud Shaker
Pasha, general manager of the
Egyptian State Railways, tele-

raphs and telephones, and J.
%Ve]};b, director-general of Egyp-
tian telegraphs and telephones,
were elected vice-presidents.

releases, books, and magazines. All
such material will be filed in fire-
proof cabinets and catalogued un-
der your name. Your cooperation in
this project is earnestly solicited
and will be greatly appreciated.

“The William L. Clements Li-
brary of American History at the
University of Michigan is one of
the outstanding research libraries
because of its original source ma-
terial, letters, diaries, reports, etc.
The University of Michigan Trans-
portation Library, established only
a few years past, has gathered
time-tables, reports, statements,
pictures, surveys, and other data,
invaluable to the scholar tracing
the development of transportation.
Before it is too late, won’t you join
in the preservation of material con-
cerning this great, young, national
force and business. Things you
consider of little research value to-
day may be invaluable fifty years
hence.”
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A Detroit Bank’s Pronounced Success

borrow, to give you more “Lit-
tle Known Facts Tomorrow.”
Thousands of Detroiters are
familiar with that little couplet
used as the signature of the Did
You Know or Little Known Facts
About Detroit program sponsored
by the Industrial Morris Plan
Bank.

Our bank was one of the first to
recognize radio as an important ad-
vertising medium. We ran the en-
tire gamut of program possibilities
including spot announcements,
musical entertainments, news com-
mentating, news reporting, dramat-
jc sketches—in fact we used almost
every kind of program which we
thought would fit into bank adver-
tising. While we had been using
these program methods we were
not entirely satisfied, if for no
other reason than that our pro-
gram had the same character as
other advertisers. Our problem was
to find a new type of show.

An Idea Is Born

Have you ever tried to develop
a new idea for a radio program?
Then you know something about
the barrenness of the field. You
know too, about the flash of an
idea you had just before you fell
asleep and how the idea had cooled
when you came to review it in the
morning.

Have faith. Keep trying. Just
about the time you feel that all
workable ideas have been exhaust-
ed your muse or lady luck will
come to your rescue.

In our case it was the applica-
tion of an overheard conversation
to our problem. These two con-
versationalists were talking about
a new program dealing with New
York’s Broadway. Now, we reason-
ed, if distant Broadway holds such
charm for Detroiters, why wouldn’t

FROM every source I'll beg and

Hometown Programs Bring Accounts
And Promote Good-Will

By R. M.

MEISEL

Advertising Manager, Industrial Morris Plan Bank, Detroit

the story of Detroit carry a propor-
tionately greater interest. So came
the basic idea. There was still the
problem of working out the many
details.

Our radio commentator and I,
after considerable exchange of
ideas, decided to write a broadcast
which had to do with Detroit’s in-
dustrial, civic and educational in-
stitutions—always of course, from
the human interest standpoint. In
the development of this program
we had several aims:

1. In bringing Detroit to De-

izen’s interest in his city is in di-
rect proportion to his knowledge of
that city.

3. We were at last pioneering a
new program—one which couldn’t
be duplicated at every flick of the
dial.

The Little Known Facts pro-
gram was given a daily trial over a
13-week period. To say it was suec-
cessful would be putting it mildly.
Telephone calls, telegrams and let-
ters came pouring in, commenting
on the program and requesting cop-
jes of the broadeast. One day imme-

HAD THOSE who guide the advertising destinies of Detroit’s
Industrial Morris Plan Bank heeded the dire warnings of skep-
tical advisors, the bank might never have achieved the out-

standing radio successes that have aroused nationwide interest.
It seemed that every time Morris Plan Bank had a hunch, some-

one was sure to sit on it. And every time someone sat, the bank

stood up for its hunch. As a result, the bank has won a warm
place in the hearts of Detroit listeners, its programs are “must”

listening in thousands of homes and its list of accounts has
been nicely bolstered. Leading Detroiters praise the series.

troiters we were continuing the In-
dustrial Morris Plan Bank’s policy
of service, which, by the way, is
about the only thing a bank has
to sell. A $10 bill in one bank has
as much value as ten dollars in
another bank—it’s the extra plus of
service that make the difference.
2. We were convinced that a cit-

diately after a talk on “Detroit the
City Dynamic” we suggested that
listeners might obtain copies of
the broadcast by phoning the bank.
Eight special operators received
160 calls in less than two hours. Li-
brarians, school teachers, students,
businessmen, housewives and labor-
ers, many of whom called at the

bank personally, asked us to con-
tinue the program. We continued
for another 13 weeks. The second
series was even more successful.
As this article is being written an-
other series based on the same gen-
eral principle is being developed,
called Did You Know or A Day in
Detroit.

News From All Points

Our commentator made daily in-
terviews with heads of such large
concerns as the Burroughs Adding
Machine, U. S. Rubber, Frederick
Sterns, and Parke Davis compan-
ies and various automobile plants.
We discussed such cultural and
civic projects as the Detroit Zoo,
the Library, Art Institute, Sym-
phony Orchestra, etc. The police
department furnished material for
some ten broadeasts including the
homicide squad, bureau of missing
persons, bureau of weights and
measures. One night our commen-
tator spent the entire evening rid-
ing in a police cruiser gathering
broadeast material. He also jour-
neyed two miles underground in the
new Detroit sewage disposal proj-
ect, hunted rats with the depart-
ment of public works in their rod-
ent extermination prograny, and
gathered news from the air in the
Detroit News plane, “The Early
Bird.” Hospitals, special schools,
government agencies, sports, even
special days such as Thanksgiv-
ing, Constitution and Memorial Day
came in for consideration. On spec-
ial holidays, charity drives, etec.,
we omitted the commercial as a
generous gesture to the day.

The complete series was bound in
printed form and sent to those who
had made written requests. The
demand was so heavy that we have
been obliged to have a third re-

(Continued on page 54)

\ HOW A MORRIS PLAN BANK ORGANIZES ITS ADVERTISING DEPARTMENT

ADVERTISING DEPT.

NEWSPAPERS
AND MAGAZINES

STREET CARS

BILLBOARDS

DIRECT MAIL

**PRONOUNCE IT"* PROGRAM

EVERY SUNDAY-S P.M. [HALF HOUR)

=

LISTENING AUDIENCE l

i

: I PRONUNCIATION NEWS E

Sy :.---.':..-C:. G e
UBLIC PRONOUNCE-A-DOWN

pef

TALKS TO SCHOO!

Page 30 ¢ February 15, 1938

TEACHERS ASSN'S-ETC. :

“DID YOU KNOW'’' oRr
= LITTLE KNOWN FACTS ABOUT DETROIT

I EVERY DAY-MON. THRU FRI. [5 MIN.]

LISTENING AUDIENCE

TALKS TO SERVICE CLUBS,
CHURCHES, SOCIETIES, ETC.

5
+

& “PRINTED COPIES
OF BROADCASTS :

S R Ut S e g

wiTelEesoresmaten | 1
PRESIDENT OF BANK e

Chlei S i
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ARTFORD is our home, but

within a radius of 30 miles
there are more than a million listen-
ers. People prefer WDRC because
they enjoy the wide variety of good
entertainment. Advertisers, both
local and national, profit from this
large listening audience by the di-
rect sales made.
Fortunately, our coverage is not
anly large in size but rich in tex-
ture. People within our area are
steadily employed . . . their tastes
and needs are diversified. This com-
bination makes an enormous buying
power . . . and a steady market.
In short, it’s the loyalty of our lis-
teners plus the consistency of our
advertisers that make WDRC pow-
erful.
WDRC is Connecticut’s Pioneer
Broadcaster and a basic station of
the Columbia Broadcasting System.

TN

PRI

Sox

Ay

0

O
<

7
2CO

National Representatives

5000 Watts Days
International Radio Sales

1000 Watts Nights

The only COLUMBIA Network
“THE ADVERTISING TEST STATION

SR s ; INTHE ADVERTISIN "
Station in Connecticut CTEST CITY
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Recorders Dicker
With Musicians on
Proposed License

Sample Agreement as Offered
By AFM Called Intolerable

NOW THAT most of the stations
affiliated with the major networks
have signed new agreements with
their local musicians unions, agree-
ing as a group to double their ex-
penditure for staff musicians and
to the other provisions of the stand-
ard IRNA-AFM contract, the union
has resumed negotiations with the
makers of phonograph records and
transcriptions.

Resumption was in typical union
fashion: Each company received a
sample license form together with
a letter notifying it that unless it
had obtained an AFM license by
Feb. 26 it would receive no further
services from union musicians.

Negotiations last fall were brok-
en off abruptly when, after the
transcription committee had put up
heated resistance to the ban on sup-
plying records to “unfair” stations,
the AFM board had told them they
needed no contracts but would be
given licenses instead, drawn up on
the union’s own terms, which they
could then accept or turn down
with no further argument [BRoAD-
CASTING, Nov. 1].

Stricter Than Ever

The committee of the phonograph
record manufacturers was similar-
ly told that licenses would be is-
sued to this group, but the commit-
tee was permitted to submit sug-

stions which the board said would

e considered when the licenses
were prepared. This was to have
been within a couple of weeks, but
was postponed again and again un-
til the IRNA dealings were com-
pleted.

New license form, which is the
same for both transeriptions and
phonograph records, shows little
evidence that any suggestions but
those of the union itself had been
considered. If anything, it is more
severe than the original 16-point
plan laid down by AFM last sum-
mer [BROADCASTING, Aug. 15]. The
first provision is a closed shop
clause requiring the licensee to em-
ploy only union musicians, without
any provision for amateurs, vir-
tuosi or hill-billy nonunion talent.
It forbids the licensee to make rec-
ords for use by any “unfair” ra-
dio station or other place of amuse-
ment and also forbids the making
of records for “unfair” sponsors,
whatever they may be. These re-
strictions are considered by the re-
corders to be both secondary boy-
cotts and in restraint of trade, il-
legal practices, as well as placing
on the shoulders of the recorders
the policing of stations to protect
the AFM interests.

The sixth clause states that the
musicians shall not be asked to as-
sign any rights in the master re-
cordings, which the recorders feel
is the same as asking them to turn
over all chance of profit to the
musicians. The seventh clause gives
either party the right “to termi-
nate the license at any time with-
out cause or for any reason,” and
the eighth nullifies all existing con-
tracts between musicians and re-
cording companies by ascribing to
this license ‘“‘the only terms and
conditions under which members of
the Federation will render ser-
vices.” The final clause makes all

Proposed Termsof Recorders’License

_, License from American Federation of

H o

(hereinafter called the “Licensee™) for

the employment of musiclans by the li-

censee in the making of electrical tran-

scriptions and recordings by other means.

This license is granted upon the applica-
tion of the above-named Licensee and is
subject to and dependent upon such Li-
censee’s full and complete performance
of all of the following conditions:

First: That the Licensee use and employ
as musicians, only members in good stand-
ing of the Federation.

Second: That this
not lusive) is
is not transferable and no person, firm or
corporation other than the Licensee named
herein shall be entitled to any benefit
therefrom.

Third: That the Licensee

(a) Will not sell, lease or grant the
use of any phonograph or elec-
trical transcription recordings to
any radio statlon, hotel. cafe or
any other place of amusement
which the Federation considers un-
fair to it or place any of them in
a position to make use of any
such phonograph or electrical
transcription,

(b) Will promptly advise the Federa-
tion of each recording made and
the specific purpose for which it
may be used.

(c) Will have each recording and each
copy thereof clearly show on its
face the purpose for which the
same may be used and that such
use is limited to the purbose
specified.

Will have each record legibly num-

bered, such number to appear on

the face of the record and reg-
istered with the Federation.

(e) Will promptly furnish the Fed-
eration with a full and complete
catalogue of all existing record-
ings owned or controlled by the
Licensee or in which the Licensee
may have any interest or right of
user and to keep the Federation
informed from week to week of
all new recordings.

{f) Will promptly furnish the Fed-
eration with a copy of the seript
of each record showing the sub-
Ject matter thereof.

(g) Will furnish the Federation
promptly on demand with a copy
of any r ding made, includi
those made or pressed in Canada.

(h Will not use commercially. record-
ings made for audition purposes
or for filing. the use thereof to be
limited solely for auditions to pro-
spective buyers or employers to
induce the employment of makers
of such records; neither will the
Licensee use any such records at
any time when or any place
where the general public Is invited

license (which is
1 to the Li

(d

at any time dubbs records or re-
records transacriptions or record-
ings., However, the Federation
may permit such re-recording in
specific instances on special ap-
plication, in each of which, the
determination of the Federation
shall be final.

(b) For the making of records to be
used in any radio broadeasting
station, restaurant, hotel, cafe or
any other place deemed by the
Federation to be unfair to it or
its members for any reason what-
soever.

(¢) For the making of records for

audition or other purposes for a

sponsor deemed by the Federation

to be unfair to it or its members
for any reason whatsoever.

For any Lilcensee or anyone else

failing to observe and comply with

each of the terms and provisions
hereof with respect to all record-
ings for the Licensee's own ac-
count or for the account of any-
one else including instances where

a sponsor employs or furnishes

his own musicians.

Fifth: That recordings. wherever speci-
fled in this license shall be deemed to
include and cover phonograph records.
electrical transcriptions as well as any
other form of mechanical reproduction of
music.

Sixth: That musicians shall not be re-
quested or required to assign any existing
or future rights to or in connection with
any master record for recordings or tran-
scriptions. and no contract with any mu-
slcian shall be so construed nor shall any-
thing herein contained be s0 construed
as to constitute any assignment by the
musician, or any orchestra of which he
forms part, of any such rights.

Seventh: That this license may be ter-
minated by either party at any time with-
out cause or for any reason.

Eighth: That this license states and
contains the only terms and conditions
under which members of the Federation
will render services as musicians in mak-
ing recordings.

Ninth: That in the event of any viola-
tion of the terms hereof by the Licensee.
and the Federation shall believe that such
violation has occurred, each and every
member of the Federation shall thereby
and thereupon be deemed relemsed and dis-
charged of and from any asnd all engage-
ments and contracts with the Licensee and
of and from any and all claims of every
kind and nature by the Licensee, against
any member of the Federation and the
Federation,

Tenth: That all contracts between the
Licensee and members of the American
Federation of Musicians shall at nl times
be subject to and bound by the present
and_future provisions of the Constitution,
By-Laws, Rules, Regulations and Resolu-
tions of the Federation and of all Locals

d

or present. In all other t:
the provisions contalned in this
license will apply to all such au-
dition records.
Will not record any music with-
out the knowledge or approval of
the musicians performing same,
and not do any such recording
without the Federation’s consent
in writing.
Will not release any recordings
or permit same to be used for any
purpose without a clearance first
obtained therefor from the Fed-
eration, which clearance is to in-
clude industrial recordings. to
wit: recordings not used for
broad ing but for exhibi
and lecturing.

(k) Will not make transcriptions from

library records.

Fourth: That members of the Federa-
tion will not play or perform and will not
be requested or required by the Licensee
to play or perform:

(a) For any Licensee or maker who

(i

[#]

thereof. affected thereby, and all such con-
tracts shall be deemed to include and be
subject to the following:
(a) “The Dpresent and future provi-
sions of the Constitution. By-
Laws, Rules, Regulations and Res-
olutions of the Federation and its
Locals affected thereby, apply to,
and shall govern, this License,
and any stipulations in conflict
therewith shall be null and void.”
(b) "As the musicians engaged under
the stipulations of this License
are members of the American
Federation of Musicians. nothing
in this License shall ever be so
construed as to interfere with any
obligation which they may owe
to the American Federation of
Musicians by reason of their prior
obligation to the American Fed-
eratlon of Musicians as members
thereof."”
NOTE: This license is and remains the
property of the American Federation of
Musicians,

contracts between licensees and mu-
sicians subject to and bound by
“present and future provisions of
the Constitutions, By-Laws, Rules,
Regulations and Resolutions of the
Fegeration and of all Locals there-
of

Questioned as to their reaction
to these licenses, a number of lead-
ing transcription and recording
companies were unanimous in stat-
ing that they are definitely unac-
ceptable in their present form.
They also said that none of them
would sign any agreement or li-
cense without first discussing it
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with the other companies. In view
of the short time allowed for ne-
gotiations—several companies had
not received their forms on Feb. 9
—most of them favored asking for
an extension in the deadline date.
Whether such a request would be
granted could not be ascertained,
as AFM president Joseph N. Web-
er was in Miami and not expected
back in his New York headquar-
ters before Feb. 14. Lloyd Egner,
head of NBC’s transcription divi-
sion and chairman of the transcrip-
tion committee, was also out of
town on a midwinter trip.

2 TEXAS STATIONS
AUTHORIZED BY FCC

TWO NEW local stations in Texas,
one in Laredo and the other in
Beaumont, were authorized by the
FCC in decisions announced Feb.
10. Licensee of the Laredo station,
which will operate with 100 watts
night and 250 watts day on 1500
ke., is Mervel M. Valentine, an
electrical engineer and amateur ra-
dio license holder. Call letters have
not yet been selected.

The Beaumont station, which will
be known as KRIC, was authorized
to use 100 watts full time on 1420
ke, Licensees are a partnership
consisting of B. A. Steinhagen,
former mayor of Beaumont, who
heads the Comet Rice Mills of that
city; D. C. Proctor, former local
councilman, engaged in the whole-
sale drug business, and .
Whitehurst, an insurance man.

Laredo at gresent has no local
outlet other than stations licensed
by the Mexican government operat-
ing across the river in Nuevo La-
redo. Beaumont has a regional sta-
tion, KFDM, owned by the Mag-
nolia Petroleum Co. but operated
under lease by the Sabine Broad-
casting Co., headed by James M.
Gilliam. KFDM is under option to
be sold to a group headed by C.
W. Snider and his son-in-law, Dar-
rold A. Kahn, who is manager of
KGKO, Wichita Falls, shortly to be
moved to Fort Worth. An examin-
er’s report of last Feb. 17, favoring
the sale of KFDM for $115,000, is
pending FCC action.

Devoe Places Discs

DEVOE & RAYNOLDS Co., New
York (paints), for its subsidiary,
Peaslee-Gaulbert Div., Louisville,
Ky., the second week in March will
start a series of five-minute WBS
transcriptions, to be heard once
and twice a week. The discs, con-
sisting of music and dramatized
commercials, will be heard on 14
stations: WSM WBT WHAS WSB
WAPI WRECKELD WWL
WFAA KRGV KRLH KPRC
WFLA WJAX. For Wadworth
Howland Div., Malden, Mass., five-
minute WBS dises of the same type
will be used starting the latter part
of March, on WBZ-WBZA WJAR
WFEA WTAG WTAC. Agency is
J. Stirling Getchell, New York.

Kelvinator Discs
KELVINATOR Division of Nash-
Kelvinator Corp., Detroit, will use
one-minute transcriptions as part
of its spring campaign. Series of
16 one-minute dises, announced b
Frank Gallup, have been cut by E.
V. Brinckerhoff & Co. and will be
supplied on request to dealers for
local placement. Similar series last
year was used by some 250 dealers
and it is expected that about as
many will use the present series.
Account is directed by Geyer, Cor-
nell & Newell, New York.

Brewers Delay Plans

UNITED BREWERS Industrial
Foundation, New York, widely re-
ported as about to start a network
show before the end of February,
has temporarily postponed such
plans until a larger number of
brewers have underwritten the pro-
posed campaign. The program will
probably feature Richard Himber’s
orchestra, on a CBS network. The
Monday, 8-8:30 p. m. spot is un-
der consideration. Agency is New-
ell-Emmett Inc., New York.

BROADCASTING ¢ Broadcast Advertising
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Stations KFAB Lincoln ¢ Neb.
KOIL Omaha  Neb.
KFOR Lincoln » Neb.

Announce the appointment

of

E. Katz Special Advertising Agenéy

as
National Representatives

Effective March 1, 1938
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Aqm’n — Standard
pioneers! The same spontaneity, the
same flair for originality which has
contributed so greatly to Standard

Radio’s amazing growth in the short
space of only four years. has been
applied to a conspicuous sore spot in
transcription buying, with equally im-
pressive results. STANDARD RADIO’S
TAILORED TRANSCRIPTION SERVICE
adds new significance o the question—

"Are Younr Trandcripliond
Un To Standard?”

100 NEW SELECTIONS EVERY MONTH
20 HOURS OF CONTINUITY EVERY WEEK

® Would you like to have a complete presentation of this new
and revolutionary plan? A letter or wire to the nearest
Standard office will bring it to you.
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MADE-TO-YOUR-MEASURE,

Standwed Radios

TAILUREEH)ANSCRIPTIUN

( Standard Radio inaugurates a new epoch in the field of transcription library
services. Now, for the first time, a service which is individually tailored
. made up to {it the specific and individual needs of each radio station!

STANDARD'S TAILORED TRANSCRIPTION SERVICE means that stations
may now subscribe to a service which includes the types of talent which
fit in with their other live talent sources and the preferences of their
listeners and sponsors.

Stations desiring the full service, will find Standard Radio’s new library
augmented to a higher figure than ever before. Besides a substantial in-
crease in the basic library, the service provides 100 new selections each
month, and 20 hours of prepared continuity each week.

®@ @

Starting from the full service, stations can now eliminate specific types of
music. For this purpose, organized sections may be deleted, thus reducing
both service and cost to meet the specific and individual needs of your station.

Standwed Radeo

180 N. MICHIGAN AVENUE, CHICAGO, ILL. e 6404 HOLLYWOOD BOULEVARD, HOLLYWOOD, CAL.

>
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Canadian Stations Bar General Reps

Join With Advertisers,
Agencies to Banish

Second 159,

CULMINATING a movement
against general station represen-
tatives in Canada that received its
first impetus in 1934, the Canadian
Association of Broadcasters at its
annual convention Feb. 7-9 at Ot-
tawa acted to abolish the gradual-
ly fading system of general station
representation effective March 1,
1938.

Practical enforcement of the ac-
tion comes about through coopera-
tion with the Canadian Association
of National Advertisers and the
Canadian Association of Advertis-
ing Agencies, whose members have
agreed not to recognize general
representatives in the placement of
time. CAB members combined, with
few exceptions, to refuse business
tendered through general represen-
tatives.

As a result, exclusive represen-
tation in Canada, already well es-
tablished, gains new ground. It is
expected that the exclusive repre-
sentation field, led by All-Canada
Radio Facilities Ltd. and Joseph
Hershey McGillvra, soon will be in-
vaded by several of the larger gen-
eral representative firms.

Private Network Urged

Recommendations by N. P. Col-
well of Joseph Hershey McGill-
vra’s Canadian office, for standard-
ization of rates were considered
nearly adequate for full approval
and were referred to a fact nding
committee and are to be revised
and put into force either June 1,
1938 or Jan. 1, 1939. All stations
approved standardization.

In another unanimously adopted
xesolution, the CAB moved to pro-
pose to the government the estab-
lishment of a commercial network
of privately-owned stations to re-
place the government-owned net-
work. Under this proposal the ra-
dio set tax will be reduced from
$2.50 to $1.

At a dinner to all delegates
given Feb. 7 by the city of Ottawa
and Dr. G. M. Geldert of CKCO,
C. D. Howe, Canadian Minister of
Transport, stated that he felt
there will be a separation of inter-
ests between publicly-owned and
privately-owned stations and pro-
grams as time goes on. Lt. Com-
mander C. P. Edwards, Director of
Air Service, was another speaker.

The growth of the organization
and its increased expenditures and
needs for expenditures were shown
by the increase in annual dues to
the association, from twice-a-year
payments of the peak hour rates,
to monthly payments of the peal\

uarter-hour rate, practically doub-

ling the fee. Three stations were
admitted to membership: CJBR,
Rimouski, CKFG, Vancouver, and
CIJCS, Stratford.

The closed session with Glad-
stone Murray, CBC general man-
ager, was reported amicable. Sub-
jects discussed were censorship, in
which the CBC pointed out that
stations should try to settle their
own problems along that line, that
the CBC did not want to become

Heads Canadians Again

HARRY SEDGWICK

involved; transcriptions, with the
CAB pomtmg out to Murray that
transeription regulations of the
CBC should be revised and allow-
ance made for union control of
transcription orchestras, as well as
for transcriptions for stations car-
rying French CBC sustaining pro-
grams in evening hours in English-
speaking sections of Canada; poli-
tics, w1t%| Mr. Murray being of the
opinion that the amount of politi-
cal time on any one station should
be left to the station’s own judg-
ment.

Intense interest in the conven-
tion brought 52 broadcasters, rep-
resenting 55 of the CAB’s 569 mem-
ber stations, to Ottawa. Originally
scheduled for two days, the ses-

Gun for Sedgwick

WHEN the Canadian Asso-
ciation of Broadcasters, meet-
ing in Ottawa Feb. 7-9, ten-
dered a double-barreled shot-
gun to newly-reelected Presi-
dent Harry Sedgwick in ap-
preciation of three years of
outstanding leadership, they
chose a unique method of
presentation. Al Leary, man-
ager of CKCL, entered the
convention hall struggling
with Frank Ryan, CKLW
chief, for possession of the
big weapon. President Sedg-
wick, coming to the rescue,
demanded the shotgun—and
got it.

sions were extended another day.

Extra revenue from increased
dues will be used to educate com-
munities on the value of radio and
the place it occupies in Canada,
with the hope of eventually using
CBC line facilities for this educa-
tion promotion.

Indicative of the interest of
agencies and advertisers in Ca-
nadian radio, W. M. Ramsey, Proc-
ter & Gamble Co., Cincinnati; Ben
Pollet, account executive of Comp-
ton Advertising Inc., New York,
and several important Canadian
advertising executives were in at-
tendance.

Officers Elected

Mr. Sedgwick was reelected to
the presidency for the fourth con-
secutive year. H. G. Love, CFCN,
was elected vice-president. Mem-
bers of the board of directors are
Phil Lalonde, CKAC; F. H. Elp-

Canada Plans to Build

Seven 50 Kw. Stations

IN A REPORT tabled by the House
of Commons at Ottawa, the Canad-
ian Broadcasting Corp. indicated
that when television becomes a
reality in Canada it will be con-
trolled by the government, which
for practical purposes will be the
CBC or its successor. The report
also showed that when the CBC
took control, only 49% of the Do-
minion’s population received effec-
tive service. CBC now plans to in-
crease the coverage to 84%, the re-
port states.

Minister of Transport C. D.
Howe, under whose jurisdiction
comes radio, intimated in a defense
of the CBC in Parliament on Feb.
8, that the CBC will erect seven
50,000-watt stations in 1938, to con-
form to the agreement made at Ha-
vana for the occupation of high-
power channels assigned for Ca-
nadian stations,

Canadian Newscaster

L. S. SHAPIRO, New York cor-
respondent of the Montreal Ga-
zette, will broadcast from New
York NBC studios a 15-minute
news comment program as part of
the Friday evening program of Im-
perial Tobacco Sales Co. of Can-
ada Ltd., over a coast-to-coast Ca-
nadian netwoxk special permission
having been granted by the FCC
to NBC for these broadeasts from
Feb. 18 to March 18. The Canadian
1938 program includes news com-
mentators from all parts of Can-
adlli, New York and European cap-
itals,

hicke, CJCA; H. R. McLaughlin,
CJRC; Lt. Colonel K. S. Rogers,
CFCY; J. Stewart Neill, CFNB.
Arthur Evans was reelected secre-
tary-treasurer with offices in To-
ronto.

Roster of Attendance at CAB Annual Convention . . .

James Annand. CFRC, ngston Ont

Gordon And n, CKOC,
Docr)\ L. Bassett, CJKL, Kirkland Lake.
nt.

John Beardall, CFCO, Chatham, Ont.

C. Berry, CFGP, Grande Prairie, Alb.
L. Bewick, CHSJ, Saint John, N, B.
Wllham C. Borrett. CHNS, Halifax, N. S.
J. Buchanan, CKPC, Brantford, Ont.
E. A. Byworth, Associated Broadecasting

Co., Toronto

Ted Campeau, CKLW, Windsor, Ont.

H. R. Carson, CFAC, Calgary. Alb.

G. C. Chandler, CJOR, Va , B.
M. V. Chesnut, CKCH. Regina, Sask.
N. P. Colwell,

J. K Cooke
Toronto
Don H. Copeland, Assoclated Broadcasting
Co., Toronto
Reg. M. Dagg, CKWX, Vancouver, B. C.
H, F. Dougall, CKPR, Fort William, Ont.
Alex Dupont, CKCH, Hull, Que.
M. M. Elliott, CFCF, Montreal
Frank H. Elphicke, CJCA, Edmonton, Alb.
Arthur  Evans, Secy., Canadian Asen.
Broadcasters, Toronto
Gerry Gaetz, CJOC, Lethbridge, Alb.
Dr. G. M. Geldert, CKCO, Ottawa, Ont.
Vic. George, All-Canada Radio Facilities,
Montrea!
Norman R Goldman. BROADCASTING, Wash-
ington, D.
Henry S. Gooderham, CKCL, Toronto
Bqut Hall. All-Canada Radio Facilities,
ontre;
A M. Ha]liday. CFLC, Prescott, Ont.
5 . CHNC. New Carlisle
F. P. Hardy, CHML. Hami]wn. Ont.
J. G. Hyland, CJIC, Sault Ste. Marie, Ont.
J. D Kemp, CKSO. Sudbury. Ont.
L, F. Knight, CFLC. Prescott, Ont.
Phil Lalonde, CKAC, Montreal
C. 0. Langlois, Langlois &
New York
G. Lovoie, CJBR, Rimouski, Que.
Al Leary, CKCL, Toronto
M. Lefebvre, CHLP, Montreal
Paul Lepage, CKCW, Quebee, Que.
G. Liddle, CKCR. Kitchener, Ont.

Joseph H. McGillvra, To-

Northern Broadcasting Co..

Wentworth,
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H. G. Love, CFCN, Calgary. Alb,
F. A, Lynds, CKCW. Moncton, N. B.
Jo;epl;( H. McGillvra, J. H.

or

Mrs. J. H. McGillvra, J. H. McGillvra,
New York

H. R. McLaughlin, CJRC, CJRM, CJGX.
Winnipeg

W. E. Mason, CKSO, Sudbury. Ont.

M. Maxwell, Associated Broadeasting Co.,
Montreal

J. Midgley, CKOC, Hamilton, Ont.

Robert Moore, Transradiv Press Service,
New York

Philip Morris, CFPL, Lundun, Ont.

A. A. Murphy. CFQC, Saskatoon, Sask.

N. Nathanson, CJCB, Sydney, N. S.

J.NS;aewart Neill. CFNB. Fredericton.

V. F. Nielsen, CFCF. Montrea!

Ben Pollet, Comptun Adv. In¢.. New York

McGillvra, New

W. M. Ramsey, Procter & Gamble Co.,

Cincinnati
T. G. Robinson, CJAT, Trail. B. C,
K.P % IRogen CFCY, Charlottetown,

Frank Ryan, CKLW, Windsor. Ont.

E. T. Sandell, CKTB, St. Catherines, Ont.

Harry Sedgwick., CFRB. Toronto

Jack Slatter, Dominion Broadcasting Co..
Toronto

Pauline Smyth, CKTB, St. Catherines, Ont.

Ken Sobel, CHML, Hamilton. Ont.

Frank Sauires, CJCS, Stratford. Ont.

J. N. Thivierge, CHRC. Quebec, Que.

Charles Thomas, CFPL, London, Oat.
vy H. Thomson, CFCH-CKGB, North
Bay-Timmins, Ont.

Loren Watson. Associated Music Publish-
ers, New Yor

J. J. Weed, Weed & Co., New York

C. C eed Weed & Co., Chicago

Hal Williams, Dominion Broadcasting Co.,
Toronto.

Canadian Broadcasters Convene in Ottawa
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JOHN (“Gotta-Show-Me”) McN: . . . . President, Sav-U Chain
Stores, Inc. Location, greater-New York, Staten Island, points
South. Sales good. Could be better. PROBLEM: Get more
people into stores, expand business, up employee morale.
TREATMENT INDICATED: Half-hour WOR evening
musical, emplovee participating. Top off with hard-hitting
commercial, male-female appeal.

I

ELMER (“Boy-OhBoy") C: . . . . Vice President, Advertising
Manager, Continental Car & Cart, Sales, so-so. Distribution,
spotty. PROBLEM: Increase distribution Eastern Pennsyl-
vania, New Jerscy, metropolitan New York. Inspire dealers,
field reps. TREATMENT INDICATED: Three time a week
WOR musical-dramatic. Merchandise show to hilt in spotty
distribution areas. Provoke public demand with offer.

Though the names, characters and busi-
nesses of the four men presented below
have no foundation in fact, the problems
they present are typical of those encoun-
tered daily at a station known as WOR.
Perhaps your problem, too, is among

those present on this page?

A. BRIXTON B: . . . . Chairman of the Board, Tri-Continent
Stone & Steel. Has everything. PROBLEM: Wants some-
thing. Specifically, public goodwill. Now sponsoring network
symphonic serenade. Thinks world’s greatest market, .e., area
WOR serves, not being hit hard enough. TREATMENT
INDICATED: Network supplemental on WOR. Same or
different show at different time.

~ <

JOE BURTON M: . . .. Advertising Director, Lerick’s Dept.
Store. Sales, ho-hum. Store traffic, this and that. PROBLEM:
Bring more people into store. Cut overstock on certain items.
Provoke immediate response to specials. TREATMENT
INDICATED: Five time a week WOR 15-minute women’s
show. Time, morning between 9 and 10 a.m. Provoke listener
response, store traffic, with inquiry hook.

BROADCASTING ¢ Broadcast Advertising
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Sponsors Organize

Baseball Schools

Kellogg and Atlantic Join in
Sports Training Courses

BASEBALL schools for youngsters
in major and minor league cities
during the summer of 1938 were
announced Feb. 4 by Atlantic Re-
fining Co. and Kellogg Co. at a
testimonial Juncheon in Philadel-
phia in honor of Connie Mack, man-
ager of the Athletics. Test schools,
conducted last year by both com-
panies, proved successful and indi-
cated a widespread interest in base-
ball schools under the supervision
of prominent coaches and players.
Philadelphia is one of the five
major league cities in which the
schools are planned and Atlantic
Refining will conduet a series of
schools in minor league cities of the
East. Announcement was also made
that the home games of the Phila-
delphia Athletics will be broadcast
under sponsorship of both com-
panies. Atlantic Refining will
broadcast the games on WIP and
pipe them to the Atlantic Athletic
Baseball Network which consists of
WHP, Harrisburg; WGAL, Lan-
caster; WORK, York; WSAN, Al-
lentown; WEST, Easton; WEEU,
Reading, and WPG, Atlantic City.
Kellogg Co. will broadcast the
games on WFIL, Philadelphia.

To Award Scholarships

Officials of the sponsors were em-
phatic in stating that commercial
aspects of sponsorship will be di-
vorced from the baseball schools.
The youngsters will not be required
to present a boxtop for admission
nor similar proof of purchase. “We
wish this school to stand on its own
feet as the contribution of Atlantic
Refining and Kellogg Co. to foster
the interest of the youth of Phila-
delphia and suburbs in organized
baseball,” said Ira Thomas, former
catcher for the Athletics and coach.

Beginning July 1 it is planned to
start classes on city playgrounds.
Another class will be held later in
each week for suburban youngsters.
All equipment will be furnished by
the sponsors and different play-
%rounds will be used each week.

ontest games will be played be-
tween the city and suburban teams.
Subject to the approval of the
major leagues, awards of two all-
expense scholarships to Ray Dean’s
baseball school at Hot Springs,
Ark., will be given the youngsters
showing the greatest ability in
each city.

The luncheon was under the di-
rection of C. Halstead Cottington,
vice-president of N. W. Ayer &
Son Inc., agency for the sponsors.

Detroit Tigers on WXYZ

BASEBALL games of the Detroit
Tigers will be broadcast on WXYZ,
that city, and the Michigan Radio
Network, according to H. Allen
Campbell, WXYZ general manager.
Harry Heilman, retired outfielder,
will handle the sporteasts which
will be jointly sponsored by Kel-
logg Co. and White Star Refining
Co., local division of Socony-Vac-
uum. Only games not to be aired
are those played in New York.
Other out-of-town games will be
reconstructed from telegraphic de-
scription direct from the field.

BIOW Co., New York, has resigned as
ud\'ex'_nsmg agency for G. Kraeger
Brewing Co., and expeects to announce
4 new beer aecount shortly.

PRE-SEASON-—Discussions of baseball sponsorship are being held in
Boston by Yankee Network representatives, sponsors, baseball teams
and N. W. Ayer & Son. This year Kellogg Co. and Socony Vacuum 0il
Co. plan to confine commercials to between-inning periods. Front row
(1 to r) shows D. G. Smith, Socony division sales manager; Arthur F.
Rush, Kellogg New England sales manager; Bob Quinn, president of
Boston Bees; Eddie Collins, general manager of Red Sox. In back row
are Fred Hoey, announcer, and Donald W. Gardner, of N. W. Ayer.

Voluntary Censorship of Broadcasting
Favored by Herring in Proposed Bill

DISCUSSING his proposal to
“clean up the air” by a Federal
board of review under the FCC,
Senator Herring (D-Iowa) in an
interview Feb. 11 denied that he
favored Government censorship of
radio programs.

“My proposal has been very
much misunderstood in this re-
spect,” he said. “I am opposed to
Government censorship. What I
propose is a board to which radio
stations and broadcasting compan-
ies may voluntarily submit pro-
gram scripts in advance of broad-
cast.”

Mr. Herring said the action on
the part of broadcasters would be
purely voluntary and failure to
submit programs would not preju-
dice the authorities against broad-
casters who failed to submit their
programs.

Seeks Cooperation

“What I am trying to do is bring
about close cooperation between the
Government and the radio industry
in keeping undesirable programs
off the air,” he said, showing a
tentative draft of his bill, which he
hopes to have ready for introduc-
tion within 10 days. He read one
section providing that nothing in
the bill is to be construed as giving
the power of censorship to the
board or commission,

Mr. Herring explained that the
board of review would be composed
of three members appointed by the
FCC, and sufficient staff would be
provided to pass promptly on all
programs submitted. He pointed
out that it might be necessary to
establish offices in New York, Chi-
cago, Hollywood and other places
where a large number of radio pro-
grams originate.

The Senator said the motion pic-
ture industry had taken steps to
clean its own house “and I am now
proposing to do for radio what Will
Hays has done for the movies.”

“The FCC has done a swell job
for the industry from a technical
standpoint and now I think it
should turn more attention to the
programs which are being piped
into our homes.” He said he be-
lieved the proposed board of re-
view would receive the cooperation
of most broadcasters and it would
prove effective in keeping “blood
and thunder” broadecasts as well as
other undesirable programs off the
air.

Mr. Herring added he had re-
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ceived many letters approving his
course, and a number of protests,
but he believed most of the pro-
tests were based on misinforma-
tion. He admitted that when he
first began to give thought to
“cleaning up the air”, he felt a
modified Government censorship
would be necessary. The Senator,
however, is now confident that the
board of voluntary review pro-
posed will do the job.

McNinch Invites Critic

To Cite Censoring Cases

FCC CHAIRMAN Frank R. Mec-
Ninch, in answering a recent letter
addressed to him by Roger N. Bald-
win [BROADCASTING, Feb. 1] has
asked Mr. Baldwin to cite to him
specific “instances of improper cen-
sorship conflicting with publie in-
terest.” Mr. Baldwin, dirvector of
the American Civil Liberties Union,
New York, asked Mr. McNinch
whether, in view of the Commis-
sion’s action in the Mae West in-
cident, the union might in the fu-
ture expect consideration of its
complaints “unfair censorship” by
station managers.

SPORT SCHOOL—Atlantic Refining Co., Philadelphia, and Kellogg Co.,
Battle Creek, are jointly sponsoring a kids’ baseball school in coopera-

FCC Study of Leases
And Managing Contracts

Seen in WTNJ] Ruling

INDICATION that the FCC con-
templates a study of station leases
and management contracts was
given Feb. 8 when the Commis-
sion postponed for 60 days a hear-
ing involving renewal of the appli-
cation of WTNJ, Trenton, N. J,
which is operated under lease.

Some 30 or 40 stations, it is un-
derstood, are operated by parties
other than those to whom the li-
censes are issued. There has been
no determination that such opera-
tion is improper. As a matter of
fact the Commission in several
cases has concluded that such
operation is in the public interest.
While no formal statement was
forthcoming, it is understood the
FCC law department is undertak-
ing a study of all applications for
renewal of license by stations oper-
ated under lease or management
arrangements after which it will
submit findings to the FCC.

Presumably, postponement of the
WTNJ hearing, which was made
on the Commission’s own motion,
was in line with the determination
to make a study of all such ap-
plications. Similar action was taken
on a hearing involving WSAN, Al-
lentown, Pa., on Feb. 10.

Air Freedom Upheld

FREEDOM of the air was held to
be equal to freedom of the press
in a ruling by Judge Lockwood in
Brooklyn Supreme Court in a libel
suit against WEVD, New York.
Bryce Oliver, the station’s news
commentator, had said on the air
that one Harry Fleisig had been
convicted of assault. Mr. Fleisig,
who had been charged with dis-
orderly conduct as a result of strik-
ing his employes while they picket-
ed, took exception to Mr. Oliver’s
choice of words. In spite of the
question as to whether such behav-
ior constitutes a misdemeanor or
disorderly conduct, the judge said
“it is conceivable that the mind of
a layman would not differentiate,
and a jury might well say the justi-
fying facts mean the same thing.”

tion with the Philadelphia Athletics. Seated are (1 to r) Wayne C. Yeager,
Atlantic vice-president; Ira Thomas, in charge of the school; Roy Mack,
son of Connie Mack, Athletics’ manager. Standing: Clarence L. Jordan,
vice-president, N. W. Ayer & Son; Jimmy Dykes, White-Sox manager.
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TOP the LISTS

ON 3 NATION-WIDE
POPULARITY

The POLLS The
FIRST FIVE FIRST FIVE

favorite radio pro-

Most popular programs
on the air jn the Mo- grams in the World-

tion Picture Daily poll Telegram poll are on

are on KSD. KSD.

The
First Seven

most popular person-
alities on air programs
in the Radio Daily poll
are on KSD.

In the three nation-wide polls of newspaper radio editors
recently announced, KSD programs continue to carry
the leaders in popular entertainment. St. Louis' dis-
tinguished broadcasting station has listener preference
because year after year listeners have tuned to KSD
for the programs of radio's outstanding stars.

Station KSD—The St. Loui-s Post-Dispatch

POST-DISPATCH BUILDING, ST. LOUIS, MO.
FREE & PETERS, INC.,, NATIONAL ADVERTISING REPRESENTATIVES
NEW YORK CHICAGO DETROIT ATLANTA SAN FRANCISCO LOS ANGELES
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Set Owners Found

AgainstCensorship

Gallup Poll Reveals Few Find
Vulgarity in Broadcasts

A MAJORITY of radio set owners
oppose government censorship of
programs, according to a nation-
wide survey by the Institute of
Puplic Opinion, directed by Dr.
George Gallup, director of copy re-
search for Young & Rubicam, New
York.

The Institute, whose findings are
syndicated to leading newspapers,
learned that 59% of set owners be-
lieve Government censorship of
programs would be harmful, with
41% believing it would “do good.”
“Applied against the 24,500,000 es-
timated radio owners,” the Insti-
tute said, “the poll indicates that
14,600,000 prefer to have no Fed-
eral censorship while 10,000,000
favor it.”

The question asked of a cross-
section of set owners was: “Do you
think Government censorship of the
radio would do harm or good?”

Few Find Offense

Another question was: “During
the past year have you heard any
broadcast that has offended vou
by its vulgarity ?” The replies were
overwhelmingly in the negative,
only 16% saying they had been of-
feréded'while 85% said they had
not.

“The main objection, judging
by comment from voters, is that
direct Federal censorship would be
a dictatorial usurpation of power
which would soon lead to censor-
ship of other media besides radio,”
the Institute said. Impairment of
free speech was given as a fur-
ther reason, with some fearing
censorship would become a politi-
cal expedient.

Both public opinion and broad-
casting companies themselves are
exercising a sufficiently effective
censorship, others declared. In fa-
vor of censorship, it was suggested
that better programs might result,
with elimination of misleading ad-
vertising.

An analysis of the vote by in-
come groups shows that Federal
censorship is particularly opposed
bf’ radio owners in the upper lev-
els, whereas those of below aver-
age income are divided about even-
ly. In the average and above aver-
age group, 64% say censorship
would do harm, and 36% say it
would do good. Among radio own-
ers of below average income the
vote is 51% against censorship,
49% in favor.

Martin to Hollywood

CHARLES MARTIN, in charge of
radio production for the Biow Co.,
New York, on Feb. 28 resigns to
join Universal Pictures Co., Hol-
lywood, with whom he has signed
a seven-year contract as producer,
director and writer. Mr. Martin’s
writing and producing staff at the
agency will remain but he is now
writing scripts for use on the
NBC and CBS Philip Morris shows
after his departure. He was with
WMCA, New York, for four years
before joining Biow. His shows in-
clude March of Time, Five Star
Final, Then & Now, Criminal
Court, Gibson Family, Three Min-
ute Thrills and Thrill of the Week.

YANKEE'S WEATHER FORECASTS

Network Organizes Elaborate Service to Provide

S i

INAUGURATION of the Yankee
Network Weather Service, de-
scribed as the first completely or-
ganized and most accurate radio
weather forecasting service in the
country, was to take place Feb. 20.

Using a new ultra-high frequency
broadcast station atop Mt. Wash-
ington as the disseminating me-
dium, the Shepard network will re-
ceive data from all available
meteorological sources and trans-
mit it to Boston for broadcasting
over the 14-station network.

The meteorological service is the
first phase of extensive radio com-
munication activities contemplated
by John Shepard 3d, president of
the Yankee Network, including ex-

erimentation in frequency modu-
ation broadcasting in the ultra-
high band. A 50,000-watt station
to engage in frequency modulation
operation is contemplated atop the
mountain at a possible expenditure
civg 1 $250,000 [BROADCASTING, Jan.

Atop a Mountain

The 500-watt “apex’ transmitter
on Mt. Washington will be em-
ployed to relay vocally the weather
mformation to the Yankee Net-
work’s chief meteorologist, Salva-
tore Pagliuca, located in a special-
ly constructed penthouse observa-
tory atop the Buckminster Hotel in
Boston, where the Yankee Network
is headquartered. Mr. Pagliuca
was one of the original party which
set up an observatory atop Mt.
Washington in 1932, For two years
he was in charge of the mountain
lookout and until recently was tech-
nical advisor, chief observer and
forecaster of the Harvard Univer-
gity Observatory.

Beginning with the initial broad-
cast at 9 a. m. Feb. 20, Yankee will
present forecast programs every
morning at 8:15 and every evening
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Erediclions or Its 14 -Station H

_ookup

14

YANKEE'S — Own weather fore-
casts are prepared by Sal Pagliuca
(top), seated in the network’s Bos-
ton weather laboratory, where he
can talk by radiotelephone to
Yankee's observatory atop Mt.
Washington (below), where the
wind sometimes hits 200 m. p. h.

at 11:15 for 15-minute periods.
Technical language will be elimi-
nated as much as possible. In addi-
tion to weather conditions for New
England and for the country as a
whole, a complete report of main
road conditions, winter sports sum-
maries, tidal and water tempera-
ture at principal beach resorts
(during the summer), health ad-
vice prepared by physicians in view
of the weather conditions for that
day and sFeciaI warnings for mo-
torists will be given.

Construction of the apex station
at Mt. Washington was accom-
plished in the face of arduous diffi-
culties. Peculiarities of terrain and
climatic conditions on the sum-
mit of Mt. Washington presented
many obstacles. The station is the
loftiest on the Eastern Seaboard,
having an altitude of 6,284 feet
above sea-level and in a climate
said to be akin to that of Northern
Labrador.

Paul A. Demars, technical super-
visor of the Yankee Network in
charge of the construction, said
that at times “we almost despaired
of ever being able to overcome the
difficulties presented by geological
and weather conditions, but now
that the tower is completed and the
station on the air, those same con-
ditions offer the most valuable
sources of experimental research
broadcasting available anywhere.”

In order to install the turnstyle
antenna, foundation pits had to be
blasted from the rock rubble of the
mountain peak. Wind velocity
sometimes reached nearly 200 miles
an hour. Construction crews were
forced to “lay low” until the winds
subsided from time to time. The
antenna is 100 ft. high. Although
the station has 500 watts power,
the peculiar type of antenna con-
struction makes its output the
equivalent of 2,000 watts. In addi-
tion to the transmitting equipment,
barometers, micro-barographs,
maximum-minimum thermometers
and other instruments have been
installed in the observatory build-
ing.

P & G BEST CLIENT

OF NBC LAST YEAR

PROCTER & GAMBLE Co. was
NBC’s biggest client in 1937, with
a gross expenditure of $4,456,625
for time on the Red and Blue net-
works, according to a breakdown
of last year’s figures by advertisers
belatedly released by NBC this
month. Network, which had declined
to release individual advertiser and
agency expenditures in January
when comparable breakdowns were
given out by CBS and MBS, gave
out the figures without no comment
on the change of policy. At .the
same time NBC also made public a
similar table of agency expendi-
tures, showing Blackett- Sample-
Hummert leaging with total ex-
penditures of $5,086,667. .

Nine of NBC's 134d_cthents fm
1937, had gross expenditures lor
time of more than $1,000,000. In
addition to Procter & Gamble, these
were: Standard Brands, $2,508,-
139; General Foods Corp., $2,332,-
193; Sterling Products, $2.169,836;
Miles Laboratories, $1,4567,470;
American Home Products Co.,
$1,403,496; National Dairy Prod-
uets Corp., $1,275,202; Pepsodent
Co., $1,260,258, and RCA, $1,163,-
585. Of the $38,651,286 gross bill-
ings of NBC last year, all but
$1,009,087 was billed through agen-
cies, two clients, RCA and Benja-
min Moore & Co. having placed
programs direct. . .

Of the 85 agencies placing busi-
ness on NBC in 1937, ten placed
63.7% of the total expenditures.
Following Blackett - Sample - Hum-
mert, in order of expenditures, are:
J. Walter Thompson Co., $4,376,-
915; Lord & Thomas, $3,872,588;
Compton Advertising, $2,916,100;
Young & Rubicam, $2,772,680;
Wade Advertising Agency, $1,457,-
470; Benton & Bowles, $1,200,461;
Stack-Goble Adv. Agency, $1,192,-
559; H. W. Kastor & Sons Adver-
tising Co., $873,255, and Lennen &
Mitchell, $851,357.

List of present NBC snonsors
who are year-round advertisers
just released by NBC shows 44
clients in 1937 who sponsored pro-
grams on NBC 52 weeks in the
ear without interruption. Start-
{ng with 1927, first year of NBC’s
existence, table shows that most
consistent NBC advertisers have
been Cities Service and General
Foods Corp., neither of which has
missed a week on the air in the 11
years of NBC operation.

Postum on CBS

GENERAL FOODS Corp.,, New
York (Instant Postum), on Feb.
28 will start Lum & Abner Mon-
days, Wednesdays and Fridays at
6:456-7 p. m. While only a vocal
order for time has been given, a
CBS network is being cleared and
will be “as many stations as we
can get,” according to the agency.
The program will originate in Hol-
lywood. where the team will con-
clude its broadcasts for Horlick’s
Malted Milk on Feb, 25. Agency is
Young & Rubicam, New York.

Maytag Shifts Agencies
MAYTAG Co., Newton, Ia. (wash-
ers and ironers), will place its ac-
count with McCann-Erickson Inc.,
effective March 31. According to
Homer Havermale, vice-president
in charge of the agency’s Chicago
office, no radio plans have been
formulated.

BROADCASTING e« Broadcast Advertising

www americanradiohistorv. com


www.americanradiohistory.com

G?...No-

KGNC IS Litle BUT LOU b !

In fact KGNC was the smallest
of a list of 52 Stations but
ranked 16th In Returns!

Y THE LETTER TELLS THE STORY

THE CRAMER-KRASSELT CO.
MILWAUKEE . WIS
* Jenuary 11, 1938

Mr. Raymond Hollingsworth
Statlon X G N C
Amnrillo, Texes

RE: THE PARTY LINE
Dear Mr. Hollingsworth:

Rether imagine that figures on the Memory Book
and Narcissus Bulb offsrs will be interesting
to you.

First, on the Memory Book offer, EGNC stood léth
on the basis of numericel returns of a list of
52 statione.

On this seme offer, but on the basls of cost
per inguiry, EGNC renked 19th.

On the Nercissus Bulb offer, KEGNC improved thelr
position slightly, ranking 1l4th on the basis
of numerical returns.

I cannot tell you just what the ranking is on
the basis of cost per lnquiry as that has not
been computsd as yet.

Cor »
tation Helations

THE CRAMER-EBRASSELT CO.
HTEnna

KGNC

THE GLOBE-NEWS STATION
AMARILLO, TEXAS

NATIONAL REPRESENTATIVE, HOWARD H. WILSON COMPANY

THE REMARKABLE direct sales increases achieved
for national advertisers in the rich Amarillo market by
KGNC has become common knowledge. KFYO, Lubbock,
under the same ownership and management, is doing the
same kind of a job in the fertile, prosperous South Plains
area. Together these stations offer complete, dominating

coverage of Northwest Texas.

KFYO

THE AVALANCHE-JOURNAL STATION
LUBBOCK. TEXAS

CHICAGO
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Promotion of Latin Good-Will

Sought in Shortwave Grants

World Wide and General Electric Get Facilities;
Senate Bill Proposes Government Station

PROMOTION of friendly relations
among the Americas by means of
radio was given definite impetus
the last fortnight with the intro-
duction of a joint bill in the Sen-
ate for an international station,
government-owned, at San Diego,
and the allocation by the FCC on
a temporary basis of the so-called
“Pan American frequencies” to
two or three applicants,

The bill (S-3342) proposes a
$3,000,000 appropriation for erec-
tion of a station in San Diego by
1940, by the Navy, but with pro-
gram supervision under the Secre-
tary of State. It also would permit
any privately - owned commercial
company to use the station without
profit, which indicates a possible
intention to lease. Introduced by
Senators Chavez (D-N. M.), and
McAdoo (D-Cal.), the bill is de-
signed to supersede that introduced
last session by Rep. Celler (D-N.
Y.) for a Pan American station in
Washington, with program super-
vision in the hands of the Depart-
ment of the Interior.

No Sponsor Mention

In allocating on a temporary
basis the four remaining Pan
American frequencies—two to
World Wide Broadcasting Corp. of
Boston, and two to General Electric
Co.—the FCC imposed drastic re-
strictions on their use, precluding
any possible commercialization.
The restrictions are so stern, in
fact, as to prevent even name men-
tion of sponsors. The station licen-
see, however, would be required,
under the announcement rules, to
identify itself.

These restrictions, it was stated,
were deemed necessary because the
frequencies, under the Montevideo
Pan American conference of 1933,
are to be used in the interests of
inter-American affairs, and the
Buenos Aires conference in 1936
recommended that there be estab-
lished a Pan American broadcast-
ing hour.

In alloeating the frequencies on
Feb. 1, World Wide, declared to be
an eleemosynary corporation head-
ed by Walter S. Lemmon, was as-
signed the frequencies 11,780 and
15,130 ke., with 20,000 watts, but
denied requested authority to use
9,950 ke., and 21,500 ke., which were
given GE, with power of 100,000
watts. NBC’s application for all of
the frequencies with 50,000 watts,
was denied outright on the ground
that a selection had to be made be-
tween it and GE, to avoid a dupli-
cation of program service to the
same territory. The Commission
held that the proposed World Wide
programs are suited to meet the
taste and needs of the Pan Ameri-
can countries and that the pro-
posals of NBC and GE regarding
programs are substantially alike in
that each contemplates for the most

part the use of regular chain ma-
terial of NBC.

The conditions under which the
grants were made are as follows:

{1) That the authority issued shall
be experimental in character;

{(2) That said authority may be
terminated at the discretion of the
Commission without advance notice or
hearing ;

(3 That the programs transmitted
by Stations W1XAL and W2XAD on
the frequencies herein authorized shall
be directed to the Pan American coun-

tries ;

%4) That the character of programs
to be transmitted shall be based upon
the principles contained in the Buenos
Aires agreement, and that programs
furnished by the members of the Pan
American Union be broadeast, and
other cooperation with the Pan Amer-
tean Union shall be maintained;

(3) That there shall be no commer-
cial or advertising announcements of
any kind in the programs broadcast
through the medium of these frequen-
cies, and that the names of program
sponsors shall not be broadcast;

(6) That full regard shall be given
to the fact that the Montevideo and
Buenos Aires Resolutions contemplate
time-sharing with other Pan American
nations ;

(7) That the stations shall be oper-
ated with the primary purpose of sup-
plying reliable broadcast service to the
Pan_ American nations;

(8) That three hours of each
twenty-four hours shall be the mini-
mum time for use of the frequencies
under this authorization ;

(9) That_ the frequencies herein
granted shall be put to actual use
within a period of thirty days from
the effective date of this Order.

Promotion of Good-Will

Senator Chavez, who has Span-
ish blood, said one of the chief rea-
sons which prompted him to intro-
duce the bill was to fully acquaint
the people of Central and South
America with the Spanish back-
ground of a great section of the peo-
ple in the United States. He believes
this will be highly beneficial in pro-
moting good-will between the coun-
tries of the Western hemisphere.

He explained that the location of

o A,

CONGRATULATED—Paul W. Mo-
rency (right), general r.anager of
WTIC, Hartford, is congratulated
by Business Manager James
Clancy for his appointment as as-
sistant secretary of Travelers
Broadcasting Service Corp.

the superstation was fixed at San
Diego because it was a naval base
and in case of emergencies the sta-
tion could be used by the navy to a
good advantage.

He added he had discussed the
bill with the departments involved
and the FCC before it was intro-
duced and all were sympathetic.
He asserted, however, that they
had not approved it. Because of the
character of programs which he
thought should be broadcast over
the station, he placed control with
the State Department.

The Senator stated he had con-
ferred with various members of the
Interstate Commerce Committee to
which the bill was referred and
had found strong sentiment for it.
He expects the Committee to hold
early hearings at which time he
plans to present a strong case in
support of the legislation. The fed-
eral agencies involved have been
asked for their opinion on the bill.
Mr. Chavez intends to confer with
Rep. Celler regarding House spon-
sorship.

Senator McAdoo said the bill
was drafted by Senator Chavez and
he joined in introducing it since the
station is to be located in his state.
He added that he was in hearty ac-
cord with the proposal.

Cleveland School Board First to Seek

Educational Station on New Frequency

FIRST apolication for shortwave
educational facilities under the re-
cent FCC grant of 25 channels in
the ultra-high frequency band for
non-profit educational broadcasting
[BROADCASTING, Feb. 1], has been
filed by the Cleveland City Board
of Education. The application asks
for 41,500 ke., 500 watts, unlimited.

Boards of education in New York
City and Detroit have asked the
FCC for information concerning
available frequencies.

Room for Many Stations

The U. 8. Office of Education
announced that hundreds of inquir-
ies had been received from civic
and educational groups. An exten-
sive survey is being conducted by
it to collect data for the education-
al organizations on problems of
equipment, personnel and program-
ming. Suggestions have come to the
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Office of Education that the Arm-
strong frequency modulation meth-
od be used in the newly-opened
band between 41,000 and 42,000 ke.
[BROADCASTING, Jan. 15].
“Tremendous possibilities for
American education and for prog-
ress in our national life,” was the
reaction of John W. Studebaker,
U. S. Commissioner of Education
and chairman of the Federal Ra-
dio Education Committee, to the
new allocations. “The reservation
of 25 channels means that a large
number of allocations can be made
to educational groups throughout
the United States,” he said. “Engi-
neers point out that a minimum
of about 50 stations in various
garts of the country may use each
requency, since the ultra-high ra-
dio waves are distinetly local in
character. This indicates that there
is room in the sector reserved for

at least 1,250 local non-profit edu-
cational radio stations.

“The new frequencies will be
used to stimulate the interest of
students in subjects they would not
ordinarily be eager to learn. De-
troit is presently engaging in such
broadcasts, There will be broad-
casts to classrooms as there now
are to science classes in Rochester.
Model lessons broadcast by espec-
ially expert teachers in various
subjects will gradually improve
classroom teaching. Cleveland is
one city now following this prac-
tice. The University of Wisconsin’s
radio classes in singing doubtless
will be duplicated in many other
areas. Chicago and Long Beach
have made emergency use of radio
to reach pupils in their homes
when schools were closed.

“These frequencies can be a
great boon to the isolated rural
school with its one or two teachers.
At present county superintendents
or supervisors may be able to visit
each school in the county or dis-
trict only once or twice a year.
Under this plan constant contact
may be maintained with all schools.

“The newly allocated frequencies
are distinctly local in character.
They will be serviceable at a ra-
dius of 5 to 16 miles from the
transmitter. A radio tower on a
hill top probably will be a charac-
teristic adjunct of many American
schools in the not-too distant fu:
ture.”

Dr. Studebaker emphasizes the
fact that “swift acceptance of this
opportunity by educational organ-
izations is not to be expected. Edu-
cational agencies will have to study
the problems of equipment, person-
nel, programming and budgeting
for this new service.”

“The success that has greeted
the educational efforts of commer-
cial broadcasters is conclusive
proof that educators can make
good use of these frequencies re-
served by the FCC if they will
put adequate effort, energy and
imagination into the task of using
them,” he concluded.

More British Shortwave

BRITISH Broadcastinﬁ Corp. will
construct two new high power
shortwave transmitters at its Em-
pire station, Daventry, according
to a recent report by the U, S. De-
partment of Commerce. The pur-
pose of increasing the number of
Daventry transmitters to eight is
the expanded foreign language
schedule, the report stated. A full-
time program service to Asia and
South America is planned as well
as a special series of Turkish pro-
grams in cooperation with the
Turkish government.

Nestle Latin Discs

NESTLE & ANGLO-SWISS Con-
densed Milk Co. (export), will
place recorded concert programs
on 12 South and Central American
stations. Thirteen quarte r-hour
dises in Spanish, cut by NBC
Electrical Transeription Service,
were produced by L. Rodriguez,
export manager of the company.
Stations will be used in Colombia,
Costa Rica, Dominican Republic,
Guatemala, Spanish Honduras,
Puerto Rico, and Venezuela.

NEW FOREIGN language agency in
Philadelphia is Miller & Dixon,
WTEL Bldg. Felix Miller, partner in
the firm. announces the Polish pro-
grams on WTEL which total 10 hours
\\'(iEkL\'. Walter Dixon is in charge of
sales,
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2,500,000
STEADY CUSTOMERS
FOR YOU

E ARE speaking of the
Italian Market—2,500,000
ltalo-Americans living

about one hundred miles around the
city of New York. Ordinary sales,
advertising and merchandising plans,
do not affect this market. If a manu-
facturer wants it, he must go after it
definitely. There is hardly a major
market in this country in which brand
preference is so confused. For ex-
ample, if we take the food field, we
find this situation: There are 7500
groceries serving the ltalian popula-
tion of New York, New Jersey, Con-
necticut, Pennsylvania and Delaware,
and doing a yearly business estimated
well above 200 million dollars. About
80% of this business is done in

American goods and only 20%, in

imported products. It seems incredi-
ble, but in this tremendous amount
of merchandise, at the present time,
in the ltalian Market, there is no
brand of any of the following kinds
of products that has an outstanding
preference—milk, butter, sausages,
biscuits, pies, candies, salt, canned
fruits and vegetables, domestic to-
In the
beverage field there is no outstand-
ing brand of beer or soft drink that
is preferred; the brand that is used
is that recommended by the grocer.

matoes, cereals, and sugar.

The same is true for cigars, clothing,
clothing shops, hats, toilet articles,
automobiles,

electrical appliances,

hardware, etc. An examination of
these facts quickly brings to light the

ease with which it is possible to cap-

ture this market—to create a leader- -
ship for a particular brand with a
very modest expenditure, for such an -
enormous potentiality. Radio Sta- -
tions WOV, WBIL, WPEN reach and

dominate this entire market. Since
1932, without a single exception, any
product that has first been adver-
tised through the medium of WOV, )
WBIL, WPEN, is now a leader in its _
own field. Here is a market for you, .
and we are at your disposal to dis-
cuss and study your problem in
reference to the possibilities of the
ltalian Market. We are in a position
to facilitate and solve your distribu- -
tion problem, if there is such a prob-
lem, for your product. We can
supply an estimate on time and
talent. The cost is economical. No
obligation whatsoever on your part.

INTERNATIONAL BROADCASTING CORP., 132 W. 43rd St., New York, Tel. BRyant 9-6080

WBIL-WOV-WPEN

NEW YORK, 5000 Watts

NEW YORK, 1000 Watts

www americanradiohistorv com
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The Moving Story of a Radio Station

Graphic Motion Picture Depicts
Plant, and Market Area

QQ l{OMO KJR PRESENTS
the Pacific Northwest.
With those words
flashing across the screen, KOMO-
KJR inaugurated the use of sound
motion pictures to portray dramati-
cally—forcefully—convineingly—to
Eastern time buyers the potentiali-
ties and meaning of the great Pa-
By cific Northwest.
The idea origi-
nated in discus-
sions with Birt
Fisher, general
manager of
KOMO - KJR, of
plans for the sta-
tions’ participa-
tion in the 1937

Mr. Feltis
conventions of the PACA in Salt
Lake City and the NAB in Chi-

cago.

Chas. A. Bailie, KOMO-KJR’s
research expert, and C. E. Arney
Jr., the stations’ publlc relations
director, were called in to begin the
task of gathering basic statistics
about the area we serve. The U. S.
Department of Commerce, Chamber
of Commerce, trade publications,
heads of maJol industries, adver-
tlsmg agencies, and other organ-
izations supplied reams of statis-
ties and supporting data.

Essential Data

Then came the task of analyzing
this material and determining es-
sential facts regarding those in-
dustries from which the majority
of our population derives its in-
come and livelihood. We selected
all the desirable points that make
the area attractive and create a
desire in the audience to view it
for themselves.

It was discovered then that there
are 21 major industries. Time was
allotted to each in proportion to
its importance. Then came the job
of determining what shots would
be made of each industry and what
scenic attractions would be in-
cluded.

We then obtained the services
of a professional aerial photog-
rapher. The plane carried the
camera from Seattle over such
scenic spots as Snoqualmie Falls,
Index Peaks, Mt. Baker and the
cities in between. Out then over
the San Juan Islands in Puget
Sound, circling back over the Olym-
pic Peninsula, past Mt. Olympus,
Hoods Canal, and the Puget Sound
Navy Yard at Bremerton. On to
the south over the state capitol at
Olympia and other western Wash-
ington cities went the cameraman,
then around lofty Mt. Rainier, back
to Tacoma and Seattle again. Those
who have seen these pictures have
pronounced them the finest air-
plane views ever collected of the
State of Washington.

With the air views out of the
way, the camera crew began the
ground work, traveling from the
Canadian border to the Oregon
state line, including the Olympic
Peninsula—1200 miles were cov-
ered in this part of the work.
Meanwhile, “shooting’ continued on

By H. M.

FELTIS

Commercial Manager, KOMO-K]JR, Seattle

the pictures of the KOMO-KJR
studios, the transmitter installa-
tion and all the activities of the
various departments. Of the three-
reel film, one reel is devoted en-
tirely to the facilities of KOMO-
KJR; the other two to the market
and scenic attractions in the Pa-
cific Northwest.

A Day in Radio

The KOMO -KJR sequence car-
ries a typical family through the
stations. While the narrator ex-
plains operations in detail, the cam-
era records a day in radio. Open-
ing with flash shots showing the
technical panorama of meters,
dials, control panels and similar
subjects, the photographer follows
the mail clerk on his round with
the day’s mail. The general man-
ager, Mr. Fisher, is shown in con-
ference with one of the directors,
and then the commercial manager
in the sales department talking
with two clients.

The individual salesmen, research
staff and stenographic division are
depicted in natural working activ-
ities. Into the auditing department,
then the program department
where the program manager, Wil-
lard W. Warren, is shown audi-
tioning a program. The continuity
department, traffic division and the
operations department are then re-
viewed.

Next is shown recently-installed
electrical transcription equipment,
music library, artists’ library, pro-
grams in production in the large
studios and the smaller ones, the
audition room, the news depart-
ment, and shots of various remote
control broadcasts going on the air.
The final sequence in this reel is
entirely technical, going from the
control room to the transmitter and
closing with a picture of KOMO-
KJR’s 570-foot self-supporting an-
tenna.

In the other two reels, KOMO-
KJR’s market area in the Pacific
Northwest, its industries and scen-

ic attractions are depicted for the
benefit of time buyers. A series of
views from the air and ground of
high spots in the region form a
prelude to the industrial sequences.
First is the lumbering and avia-
tion industry with the vast Boeing
Airplane Company plant, shots of
the lumbering activities that pro-
duce over ten billion feet per year
on an average-359% of all United
States production. The rapidly ex-
panding pulp and paper and the
Douglas fir plywood industries sup-
ply many interesting scenes and
much amazing data. Then comes
fishing, canning salmon for the
world-wide markets and oyster cul-
ture.

The farm sequence informs buy-
ers that the agricultural buying
power in the Pacific Northwest is
41% above the national average,
and includes episodes on dairying
and livestock, the wheat industry,
horticulture in the famous Wen-
atchee and Yakima valleys, poultry,
meat-packing and other food indus-
tries.

Washington, A Playground

Following scenes of ocean com-
merce and Seattle’s harbor come
views of Washington’s tremendous
power developments—Grand Cou-
lee and Bonneville on the Colum-
bia and Seattle’s municipal plant
on the Skagit river with charts
showing that the area is 137%
above the national average for
farm-electrified homes. Railway,
highway and airway transport fa-
cilities are shown in the next se-
quence with a chart revealing that
the Pacific Northwest is 27% above
the national average for ownership
of passenger automobiles.

In the other sections are shown
the region’s recreational wonder-
land, mining and smelting scenes,
durable goods industries such as
steel and cement manufacturing,
residential building and urban
views, concluding with charts show-
ing that the Pacific Northwest is

TALKING pictures make a market live. So said KOMO-K]R,
Seattle, after its photographer had flown above Washington’s
mountains, shot the fast growing industries of that state and
went into the studios for a vivid presentation of how radio is
run. Facts that ordinarily are stiff and formal come to life
when sound motion pictures tell the story of a State once the
last outpost of pioneers but today one of America’s richest
markets. More than proving to be an expert method of ex-
plaining market data, the film has brought not only to the com-
munity but also the stations’ personnel a new perspective of
radio’s importance. Moreover it has given vistas of what is yet
to be done. Here is a story of what radio can do when the
minds behind the mike are alert.
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206, above the national average in
point of telephone subseribers; that
radios are in 97% of Seattle’s
homes; that home ownershlp in
the Pacific Northwest is 219 high-
er than in the rest of the nation;
that the area is 19% above the na-
tional average for per capita re-
tail sales; that per capita wealth
of the region is 35% more than
the national average; that the pop-
ulation growth in the Pacific
Northwest is 286% more than the
national average.

The balance of the film shows
flashes of interesting points as the
narrator goes into a sales talk on
the Pacific Northwest, concluding
with: “Here is the nation’s great-
est test market.” Due to lack of
time before the conventions, the
film was rushed through in order
to make the deadline. Because of
this haste, there were a few rough
spots in the film, some due to edit-
ing, narration and photography.
However, the film was shown to a
limited number attending the con-
vention and to a few agency men
in the East.

Back in Seattle, the film was re-
built and re-edited over a period
of two months. This time there was
no haste and every precaution was
taken for a satisfactory job. The
premiere showing of the revised
film was staged for the leading
business men in Seattle, and the
managers of KOMO-KJR depart-
ments to obtain reactions. All were
more than agreeably surprised at
the scope of the picture.

Schools View Film

After this showing and some
publicity in Seattle newspapers, re-
quests for the film came from clubs,
service groups and educational or-
ganizations until at the time of this
writing 26,284 persons in the Pa-
cific Northwest have seen the film.
The film so impressed the public
relations director of the Washing-
ton Cooperative Egg & Poultry
Association that he immediately
contracted to buy a print to be
shown at all the meetings of the
association throughout the state.
When this project has been com-
pleted, it will have gone before
nearly 15,000 members of this as-
sociation throughout the entire
state of Washington.

What is regarded as a high com-
pliment came from the manager of
the Egyptian theatre. When he saw
the film, he immediately booked it
for a week’s showing. During the
run, more than 17,000 persons at-
tended—one of the largest audience
periods the theater enjoyed in many
months. Several announcements
were made over KOMO-KJR in-
forming the public that the films
were being shown at the theatre.

Recently, the censor committee
of the Seattle school system asked
to view the picture to determine
whether it would be shown at each
of the city’s schools. After seeing
the production, it was approved
without hesitation. The committee’s

(Continued on Page 94)
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“IANSKY L BAILEY
SURVEY

WTIC’s Fertile market as shoun
by the Jansky & Bailey survey

. . of this rich Southern New England market

Tapping this Southern New England market has put a
worthwhile plus on many a sales record. And Station
WTIC is practically a must if you want to make the most
of it for your product. As a market, WTIC's primary and
secondary coverage areas include some 4,000,000 people
living in Connecticut, Western Massachusetts, Eastern New
York, Vermont and New Hampshire. Government figures
show their income to be 15% above the national average
as far as spendable dollars are concerned. And they account
for 23% more retail sales and 50% more food sales per
capita than the country at large.

Ross Federal's thorough check of their listening habits
shows that WTIC fits this rich market like a glove—with
60.72% of these families listening to WTIC at a given time
compared to 24.37% for the next most popular station.
This 149% greater coverage can assure you a full measure
of profits when you dip into this market with Station WTIC.

Write today for our new 32 page brochure giving full
details on the Ross Federal Survey and facts about the
WTIC billion dollar market.

WTIC

THE TRAVELERS BROADCASTING SERVICE CORP.
Paul W. Morency, General Manager

50,000 WATTS
HARTFORD, CONN.

Member NBC Red Network and Yankee Network

James F. Clancy, Business Manager

National Representatives: Weed & Co.

CHICAGO DETROIT

SAN FRANCISCO

NEW YORK
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Publication Issued

To Rural Audience

Clear Channel Station Group
Behind New Periodical

RURAL RADIO, a new publica-
tion catering to rural listeners and
as such, espousing the cause of
clear channel stations, made its ap-
earance this month. It is pub-
Pished by a corporation of the same
name as an independent publish-
ing enterprise for profit.

%. M. Kirby, sales promotion
manager of National Life & Acci-
dent Insurance Co., and its sta-
tion WSM, is editor, and E. M.
Allen, Jr., of Nashville, publisher
of the two-color magazine, the first
issue of which ran 24 pages. It is
advertised in spot announcements
over a dozen of the clear channel
stations with the subscription at
$1 a year. A premium of Burpee
seeds, sufficient to plant 100 square
feet, was offered with each sub-
scription.

Mr. Kirby and Mr. Allen are the
principal owners of the magazine.
Mr. Allen is general manager of
the Marshall & Bruce Publishing
Co., of Nashville, which is under-
writing the venture. Chancellor O.
C. Carmichael, of Vanderbilt Uni-
versity, is editorial advisor and an
incorporator.

Designed to serve the “489%
of America’s population living in
rural communities” the publication
in its initial editorial, emphasizes
the indispensability of radio to the
rural and remote listener. Replete
with photographs of radio perform-
ers on clear channel stations, the
initial issue also includes features
for the entire farm household.

The Contents

There is included a section on
technical service and a “news time
dial” showing news broadecasts on
clear channel stations such as
WLS, WBAP, WFAA, WHAS,
WHO, WOAI, WSB, WSM and
WHAM.

Pointing out that no other maga-
zine is published purely in the in-
terests of the farm listener, Mr. Kir-
by asserted the decision to inaugu-
rate the monthly publication was
reached after a survey of the farm
gaper field, an analysis of station
an mail from rural residents and
observations of general radio mag-
azines which he said dealt largely
with Hollywood personalities and
network and other programs of
minor interest to farmers.

The Clear Channel Group,
formed several years ago to pro-
tect the interests of clear channel
stations, had under consideration a
campaign for the promotion of rural
listening. The Group, as such, how-
ever, is not financially identified
with Rural Radio, according to Mr.
Kirby. The publication, he added,
will be self-supporting, and begin-
ning with its March issue, will car-
ry a classified advertising page.
National advertising will not be
accepted until the circulation
reaches a point where establish-
ment of a rate structure can be de-
termined.

The initial issue, in addition to
its lead editorial titled “Why Ru-
ral Radio?” carries an article on
what radio means to the farmer
by Morse Salisbury, radio chief of
the Department of Agriculture; a
technical article on radio sets by
Arthur Omberg of WSM; an ar-
ticle by George Biggar, of WLS; a
program article by Dick Jordan,

RADIO AND FOREIGN TONGUES

In a Few Years ltalian Following Was Built and
Extended to Chain of 15 Stations

Miss Hyla Kiczales i8 the
general manager of the Inter-
national Broadcasting Corp.
She i the only woman in the
country who is in charge of a
radio network. Miss Kiczales
has been instrumental in the
growth of this corvoration into
aleading foreign language
chain. Though only 80 years
old, she has done much of the
ploneer work in the develop-
ment of this phase of radio.

By HYLA KICZALES

General Manager,
International Broadcasting Corp., New York

HAD ANYONE a few years ago
ventured the opinion that our rank-
ing national advertisers would con-
sider foreign language broadcast-
ing as important a part of their
radio campaigns as their network
programs he would have been re-
garded as a dreamer. Or had he
prophesied the ultimate develop-
ment of a highly successful foreign
language chain ogerating from
New York through 15 stations in
five states, he would have been
branded a fool.

To attribute this accomplished
fact to the mushroom-like growth
of radio in general would be unfair
to those pioneers in this phase of
radio broadcasting who first lent
an intelligent approach to its ex-
ploitation. It has taken much time
and energy to undo all the mistakes
of those who first designed pro-
grams for foreign consumption.
Every contract they could get for
foreign language business was
grabbed regardless of how small
the merchant’s budget, how well
equipped they were for production
or what language the sponsor
wanted for his broadcasts. Slip-
shod management was the rule
rather than the exception.

Concentration

We of the International Broad-
casting Corp. realized that we had
to concentrate on one vparticular
foreign element. We selected the
one group we considered the best as
far as its potential commercial and
cultural possibilities were con-
cerned. After months of delibera-
tion we decided the Italian had all
the necessary elements. Here was a
race of neople who were hard-work-
ing, thrifty and possessors of an
hereditary love for the arts. Qur
first job was to educate them that
our WOV wavelength was their
outlet and that we were broadcast-
ing programs in their mother
tongue though we did so as an
American station. At first we con-
centrated on educational programs.

Tie-ups were effected with all
Federal, State, municipal and civic

relating to WFAA early morning
features; a column titled “Along
the Way” by Lambdin Kay, general
manager of WSB; the poster stamp
collecting hobby by Dolly Sullivan,
of WHAS; a humorous page by
Harold V. Hough, general man-
ager of WBAP and KGKO, and
one of radio’s foremost humorists;
a religious review by Rev. H. W.
Lambert, Radio Pastor of WHO;
an educational article by Art Kelly,
of WHAM; a personality feature
story by Carl Doty, news editor of
WOALI, and other general features.
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groups interested in the American-
ization of this element. The fine
cooperation we procured from the
Italian publications was a great
factor in the success of this ven-
ture. Naturally our programs had
to be built along lines that had ao-
peal for the temperament of these
peonle and it was from the ranks
of the Italian American Theater
and the Italian press that we drew
our performers, writers and pro-
ducers. Mind you, all this without
the active support of any ranking
advertiser.

It was not until we were ready
to present a complete “merchandis-
able package” to an agency or an
account that we began soliciting
“‘prestige” business. When we were
ready our prospective sponsors
were gquick to realize the potential-
ities of the market developed by
IBC. X

Today, time is at a oremium
through our outlets and it is not
a matter of luck. We offer a prod-
uct free of all rough edges. Thus
with pardonable pride we point to
the fact that in seven short years
we have built a regular “circula-
tion” of 3% million Italian speak-
ing people, working and making
their home in this country’s most
productive areas.

International Broadeasting Corp.
whose network consists of WOV
and WBIL, New York, and WPEN,
Philadelvhia, is now feeding daily
programs to 15 stations. The list
includes:

WCOP, Boston; WNDC, New
Britain; WELI, New Haven;
WSPR, Springfield: WEVD, New
York; WFAB, New York; WHOM,
New Jersey; WABY, Albany;
WEBR, Buffalo; WSYR, Syracuse;
WLBY, Utica; WSAY, Rochester;
WAAB, Boston; WICC, Bridge-
port; WEAN, Providence.

Description of CKLW
Is Protested by WXYZ

A COMPLAINT to the Canadian
Broadcasting Corp. against the ac-
tion of CKLW in describing itself
as a “Windsor-Detroit” station, has
been filed on behalf of WXYZ, De-
troit, Michigan, network key sta-
tion.

In a letter to the Canadian au-
thority on Jan. 28, Alfons B. Lan-
da, of the firm of Davis, Richburg,
Beebe, Busick and ichardson,
counsel for WXYZ, stated that it
had been brought to their atten-
tion that CKLW was describing it-
self as “CKLW, Windsor-Detroit,”
in its advertising. “In view of the
fact that CKLW is not a Detroit
station,” the letter stated, “it oc-
curs to us that you may wish to
take some action to correct their
advertising.”

In a reply dated Feb. 1, H. M.
Stovin, supervisor of station rela-
tions of CBC, expressed thanks for
having the matter brought to its at-
tention. The WXYZ firm asked to
be advised of any action.

T. C. DUNNINGTON, of the market-
ing and research department of Ruth-
rauff & Ryan, New York, has also
been placed in charge of the agency’s
promotional and merchandising activi-
ties and will handle Kremiums, con-
tests and similar merchandising.

G. B. McDermott Named

KFH General Manager

APPOINTMENT
of G. B. McDer- %
mott, commercial

WENR, Chicago
NBC outlets, as
general manager
of KFH, Wichita,
was 7anﬁounced
f:eb&s : Cec?l sulcj' Mr. McDermott
Price, who died in October. Since
the death of Mr. Price, Russell
(Fid) Lowe has been acting man-
ager. He will remain as assistant
to Mr. McDermott.

Mr. McDermott was with World
Broadcasting System from 1930
to 1933 when he joined the sales
staff of NBC. He was soon pro-
moted to commercial manager of
the two Chicago stations. While in
that capacity, he inaugurated the
national spot sales department of
NBC in the Midwest. He is a grad-
uate of Notre Dame and before
going into radio was identified
with motion pictures.

New Head of KXBY

RICHARD K. PHELPS, an assist-
ant district attorney in Kansas City
and a brother-in-law of Sam Pick-
ard former CBS vice-president in
charge of station relations, has
been named general manager of
First National Television, Kansas
City school, and KXBY, the broad-
casting station it operates. It is un-
derstood he has taken the post tem-
g;)rarily, filling in for Sidney Q.

oel, resigned. Mr. Noel has sold
his 28% interest in the firm, leav-
ing the Pickard interests in con-
trol. Arthur B. Church, president
of KMBC, Kansas City, owns a
minority interest.

Court on Dises

IRONIZED YEAST Co., Atlanta,
sponsor of Good Will Court on Mu-
tual and Inter-City networks, Sun-
day evenings. has transeriptions of
half of the program on three sta-
tions. The show originates at
WMCA, New York, and runs from
10 to 11. The Mutual stations,
WOR, WLW, WGN, and CKLW,
carry only the first half, a com-
plete show in itself. WLW, how-
ever, takes the second half by
WOR transcription, and broadecasts
it on the following Saturday. Of
the Inter-City stations, WDEL,
Wilmington, and WRPO, Provi-
dence, take only the second half on
Sundays, and the first half by
transcription on Tuesdays and
Thursdays respectively. Agency is
Ruthrauff & Ryan Ine.,, New York.

Mormon Grant Favored

APPLICATION of the Church of
Latter-Day Saints, Salt Lake City,
for a new shortwave station has
received a favorable report by Ex-
aminer Dalberg. The proposed
station would use 50,000 watts or
6020, 9510, 11710, 15170 and 25675
ke. The Mormon church holds 636
shares of the Radio Service Corp.,
Salt Lake City, licensee of KSL
and proposes to use KSL news
services and program personnel
for the new station. According to
the report, applicant does not in-
tend to utilize the station for re-
ligious purposes except for a small
portion of its Sunday programs.
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.. . a story headed “Achievement” in
rniew program standards for radio . . .
recorded in welcome black on the
ladgers of advertisers . . . written by
em alert staff of quick-thinking people
. « . a story whose sequel is showman-
ship and modern merchandising. A
“best seller” with two million loyal lis-
teners in the KMBC Market, and on
leading stations of the countryl

HENOMENON—
-ectrifying History”
- arring Claude
sins, Mugh Conrad.
‘orid’s most roman-
c adventure story,
ad-builder for pow-
and light industry,
ritten and produced
KMBC staff mem-
s,

EX OWENS, The
xas Ranger’——Sing-
g one-man show
ith more friends
an any other living
dio personality. Now

sixth year with
me sponsor.

KMBC Success
Story Author:
ARTHUR B.
CHURCH

President

J. LESLIE FOX
Director of Sales

GEORGE E. HALLEY
Director National
Program Sales

FRAN HEYSER
Production Director
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DRAMATIC SUCCESS STORY!

“TEXAS RANGERS'—Long time all-family favorites, now on coast-to-coast CBS network Su
mornings. Songs the people love, folk music dear to the hearts of miiilons.

Y SN

“LIFE ON RED HORSE RANCH"—Transcribed music-dramatic serles with a record of two succe:
sponsorships behind it. A sure bet for the ali-family audience.

Fea T8 B8
“ACROSS THE BREAKFAST TABLE"-—Early morning show that steals the audience for the
story of any product the family buys. Twenty-six big weecks for Household Finance.
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BUILDIN

“HAPPY HOLLOW™—Always a first in the hearts of millions of listeners, and
for months top sustaining mail puller on CBS. A truly all-family program,
one of the first of its kind, and still first” in audlence poputarity. IESTIN

Statio
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American Pickups
By CBC Based on

Merit of Programs

Brockington Says That Profit
Motive Is Not Involved

By JAMES MONTAGNES
PROPOSALS made Feb. 8 by pri-
vate Canadian broadcasters that
the publicly -owned Canadian
Broadcasting Corp. be displaced
by an independent nation - wide
network with license fees of $1
instead of $2.50, were met by gov-
ernment leaders in parliament
with arguments that CBC was
being attacked “not because it is
a failure, but because it is a suc-
cess.”

C. D. Howe, minister of com-
munications, defended the CBC
against the charge that it was
using too many S. programs
and praised the calibre of Ameri-
can programs. He pointed out that
of the 98 hours of network pro-
grams broadcast weekly on CBC
only 8% hours of paid American
advertising are carried. He said
that 17% hours of sustaining
American programs are broadcast
on CBC weekly and spoke highly
of the operatic and symphonic pro-
grams that compose most of these
hours.

Picking as an audience producer
one of the American sponsored
programs which have started an-
other possible radio investigation
in Canada, Chairman L. W. Brock-
ington of Canadian Broadcasting
Corp. followed Rudy Vallee’s Roval
Gelatine program Feb. 3, from
Winnipeg, to tell Canadian listen-
ers the whole story of the CBC.
He told of its commercial plans
for the present and the future,
how it is attempting to set up a
broadcasting service for all Can-
ada, its financial difficulties and
the reasons for a license fee in-
crease.

Commercial revenue for the cur-
rent fiscal year ending March 31
was set at $400,000, of which $120,-
000 comes from U. S. commercial
network programs. Total revenue
for the fiscal year is estimated at
$2,365,000 as against $2,013,000 in
the year 1936-37. A surplus was
shown for last year and a surplus
has been budgeted for the current
fiscal year.

No Desire for Profit

The CBC, he stated, was not ope-
rated for profit, nor for loss. “Be-
yond the figure of $500,000 (a
year) of commercial revenue from
network and local stations, it is not
the desire nor the intention of the
corporation to go, and that only
until we are self-supvorting from
other sources,” he announced.

He stated that United States
commercial programs placed on the
CBC network of CBC-owned and
private stations, were picked be-
cause of their popularity and en-
tertainment value; that the CBC
was not going wholly commerecial,
as shown by the fact that it had
turned down $250,000 of United
States commercial network busi-
ness because entertainment value
was not adequate; that programs
going over the CBC from American
advertisers were for products prac-
tically all of which are macfe in
Canada and employing over 9,000
Canadians. He pointed out that
contrary to rumor the CBC was not
selling the Canadian air to United
States advertisers at wholesale

the signatures of every employe of WLS, KOY, the Prairie Farmer and
associated enterprises, was presented to Burridge D. Butler, head of
these businesses, on his seventieth birthday Feb. 5. Depicted are Mr. and
Mrs. Butler at their Arizona ranch viewing a constellation of his achieve-
ments in publishing, radio and the many philanthropies which he has
endowed modestly throughout his full life. The painting aptly bears the
title “Arizona Skies,—And Memories.”

rates but at rates based on the
same consideration as newspapers,
rates which on a population pex-
centage basis were higher than
those in the United States. He con-
sidered an exaggeration the state-
ment made by some antagonists of
the CBC advertising policy that lis-
tening to Charlie McCarthy would
Americanize the Canadian popula-
tion. Canadian commercial network
programs accounted for 3% hours
weekly.

The increase in the listener li-
cense fee from $2 to $2.50 a year
was necessary, he stated, because
of additional expenses in connec-
tion with improvements, replacing
of obsolete equipment and the
building of two more 50,000-watt
transmitters, one in the Maritimes
and one on the Prairies. It is the
policy of the government as recom-
mended by various governmental
commissions that the state own the
high-power broadcast facilities to
give adequate service not only to
those in the cities, but also to those
in the remote parts of the Domin-

ion.

The talk, one of a series of
“Chats to Listeners” by the CBC
board of governors and executives,
was induced by a campaign being
waged by many daily newspapers,
financial weeklies and other Cana-
dian publications. Municipalities
and the church have also stepped
in to combat the CBC in recent
weeks, and when Parliament open-
ed Jan. 27 the advertising policy
of the CBC came up early in de-
bate. Tyvical was the remark of
Douglas Ross, Toronto conservative
(ovvosition) member who stated:
“This (CBC advertising) has an
adverse effect upon Canadian en-
terprise, through making the cor-
poration’s facilities available for
American advertisers at rates
which a commercial enterprise
could not begin to consider . . ...
that some $200,000 of newspaper
and periodical advertising had al-
ready been affected by the CBC'’s
policy.”
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Third of RCA1937 Gross

GROSS income of RCA from all
its operations during 1937 amount-
ed to $112,650,000 during 1937,
compared to $101,186,300 in 1936,
according to the annual statement
to stockholders released Feb. 9 by
David Sarnoff, president. While
final audit is not yet complete, in-
dicated net profit will amount to
$9,000,000, an increase of approxi-
mately $2,844,100 over the preced-
ing year. After allowing $3,230,000
to cover preferred dividends, earn-
ings applicable to common stock
are ecﬁual to 4% cents per share.

While RCA does not break down
the revenues of its component
companies, the important place of
its broadeast operations is indicat-
ed by the fact that NBC-Red rep-
resented $27.171,965 of its gross
while NBC-Blue represented $11,-
479,321. This total of more than
$35,000,000 includes network time
sales only and excludes the reve-
nues from the 18 NBC-owned,
managed or leased stations. It is
estimated that broadcast opera-
tions run well over one-third of
RCA’s gross revenues.

Hickock Oil on Discs

HICKOCK OIL Co., Toledo (gaso-
line), through Transair Inec., Chi-
cago, on Feb. 14 started a five-
weekly-quarter-hour transeribed
educational adventure series, Black
Flame of the Amazon, on 11 Mid-
western stations. The series, fea-
turing Harold Noice, explorer, was
written and produced by J. B. Dow-
nie, with cutting by Aerogram
Corp., Hollywood transeription con-
cern. Sponsor has a three year op-
tion on the series and will add to
the list. Stations are WXYZ,
WO0OD, WFDF, WJIM, WBCM,
WGAR, WSPD, WJW, WKBN,
WHBC, WIBM.

Newspaper-Radio
Test in Portland

Interesting Demonstration of
Two Mediums Is Provided

THE recent strike of printers in
Portland, Ove., causing a suspen-
sion for about a week of news-
paper publication and a reliance by
the public on radio for its news,
was called a “laboratory test” of
the relationship of radio and news-
papers in an editorial Jan. 22 in
the Portland Oregonian, itself the
operator of KGW and KEX in that
city.

The result, said the newspaper,
showed that the newspaper-radio
argument should subside so far as
Portland is concerned. “They are as
complementary as the eyes and the
ears in our heads,” it stated.

“It was not entirely a complete
test,” according to the Oregonian,
“because the radio stations of Port-
land, while they had an average of
36 news broadcasts a day during
the period when the newspapers
were suspended, did not extend and
organize their news handling as
they would have done if there had
been reason to think the suspension
would be permanent.”

The newspaper went on to say
that radio is ‘“one dimension”,
the newspaper is “three dimension-
al,” that radio has only length as
against the length, breadth and
thickness of the newspaper; and
that radio lacks selectivity and the
visual features.

“The radio has its own high ser-
vices to perform,” said the editor-
ial, “in entertainment, advertise-
ment and as a supplement to the
newspa'IE:rs in the handling of the
news. e papers cannot bring to
the world the voice of an Edward
abdicating the throne of the United
Kingdom, or of an American presi-
dent chatting at the White House
fireside. They cannot, as the radio
can, drop headlines like bomb-
shells into practically every home
in the land instantaneously.

“Where the news is so important
that everybody wants to know
about it, and at once, the radio
has become indispensable, But im-
mediately news gets beyond those
rare headlines in which everyone is
interested, the human diversity
comes into play, and there must
be a medium which permits of such
diversity.

“In _the light of the laboratory
test, the assumption that press and
radio are in conflict should be for-
gotten, They are as complemen-
tary as the eyes and the ears in
our heads.”

In addition to the Oregonian's
operation of KGW and KEX, the
Portland Oregon Journal owns 31
1/3% interest in KALE and 25%
in KOIN. The Oregonian stations
subscribe to Transradio and INS
news services while KALE and
KOIN take INS. Station KXL, re-
cently brought under the direction
of T. W. Symons Jr., buys UP ser-
vice and announced it had greatly
expanded its news reports during
the strike.

Camera Spot on Coast

UNIVERSAL Camera Corp., New
York, in a West Coast campaign,
on Feb. 6 started for 52 weeks a
Sunday night quarter-hour news
period on KNX, Hollywood. Agen-
cy is Franklin Bruck Adv. Corv.,
New York.
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ASCAP Requests
Wide Use of Index

Data Being Supplemented
With Additional Information

WITH shipment Feb. 5 of the sec-
ond installment of the ASCAP in-
dex of copyrighted musical compo-
sitions, E, C. Mills, chairman of
ASCAP’s Executive Committee,
made a plea to stations not already
having the gratis service to avail
tg:mselves of it for their own ben-
efit.

Since the offer of the index last
year designed ultimately to include
25,000 titles, some 200 stations
have requested it. “At least 300
more stations should have this ma-
terial and they should in their own
interest, set up this index, properly
housed and equipped in their stu-
dios,” Mr. Mills asserted.

Pre;mratory to shipment of the
second installment, Mr. Mills noti-
fied all licensed broadcasting sta-
tions of its availability and wrote
James W. Baldwin, NAB manag-
ing director, regarding it. In his
letter to Mr. Baldwin he said that
for the sake of consistency, all
broadcasters should equip them-
selves with the material. Declar-
ing he realized that the first cost
of the necessary filing cabinets and
indexes might be a problem in cer-
tain cases, he added that there will
finally be “no more valuable work-
ing tool in the program building
depa"rtment than the ASCAP in-

ex.

Will Add More Data

Mr. Mills said ASCAP is plan-
ning to add to the index a substan-
tial amount of informative mater-
ial other than that involved in con-
nection with the checking of copy-
right ownership, licenses, ete. For
instance, he said he had in mind
the indexing of songs for special
occasions, holidays, significant
birthdays and national events. Un-
less a station starts now with the
installation of the index, he said,
when this material has been com-
gletaed, it will be more difficult to

uy the equipment and make the
installation, whereas if the station
starts now and “makes the prelim-
inary plunge,” subsequent additions
can be made without much of a
burden.

The second shipment included a
box of 191 pages of listings, giv-
ing the name and addresses of mu-
sic publishers in the United States
as shown by ASCAP records and
the records of the Copyright Office
in Washington, along with 16 pages
of restricted compositions, supple-
menting similar material sent with
the first installment. A second box
contained 662 pages of the supple-
mentary index to be posted on 3x5
cards. Regarding the restricted
compositions, Mr. Mills said he as-
sumed that stations are keeping up-
to-date the cards which cover such
compositions, with proper nota-
tions made from time to time ac-
cording to the circular letters sent
out by ASCAP indicating the com-
positions removed from the re.
stricted list.

In a letter to BROADCASTING in
which he discussed the value of the
index, Mr. Mills declared that be-
fore publicly performing a copy-
rxﬁhted musical composition, the
obligation is upon the station to
make a reasonable effort to ascer-
tain the copyright owmership and
see that the station has a license to

erform the works. “We do not
imit the index to works in

UP AND DOWN—Or the tall and
short of it in this picture are (left)
Jack Hopkins, manager of WJAX,
Jacksonsville, who is (6 ft. 7 in.)
discussing Florida radio with Nor-
man MacKay, commercial manager,
WQAM, Miami (5 ft, 6 in.).

IT WASN'T PAPA
FCC Official's Son Hears
——His Name on (BS———

RADIO script writers may find it
advantageous to commit to memory
the names of all figures in public
life, to avoid any happenstance ref-
erences to them in scripts. Reason:

In the Rinso-sponsored Big Town
serial over CBS Feb. 1, Edward G.
Robinson, as the hard-bitten, anti-
crime city editor, made reference
to “Paul Walker”, described as a
small loan racketeer. It hapvens
that one of the seven members of
the FCC is Paul A. Walker. Mr.
Walker’s 13-year-old son, is said to
have heard the program, and to
have mentioned it to his father. It
is reported, too, that he was chided
a bit by schoolmates.

Next day, Commissioner Walker’s
office called CBS for the text of the
script. The following day it was
delivered. The whole incident, it is
reported, was handled in_ good-
natured fashion, with no thought
of official action.

Incidentally, at the conclusion of
each of the Big Town perform-
ances, CBS announces: “All the
characters and all the places named
in Big Town are fictitious. Any
similarity to living persons or
places is purely coincidental.”

CRITICAL PASTOR RETRACTS

Baptist Cleric in Georgia Lambasts Radio But
Later Says He Really Didn't Mean It

THE issue of commercial vs. non-
commercial broadcasting inadver-
tently developed in Macon, Ga.,
last month after a church speaker
over WMAZ who had been given
free time had lambasted radio and
called for Government ownership.
Dr. John R. Sampey, president of
the Southern Baptist Convention
and head of the Southern Baptist
Seminary in Louisville, took radio
tn task as a “waster of time, not so
geiml much by broad-
casting filth and
dirt, but by send-
ing out foolish,
useless words
only to advertise
somebod{l's soap
or toothpaste.”
He later in effect
retracted this
statement. Ad-
dressing the

Mr. Cargill
Georgia Baptist Sunday School
convention, which WMAZ picked

up, the minister held that not
enough time is used to broadcast
Christian sermons.

Calling this statement ‘‘biting of
the hand that furnished free radio
time,” BE. K. Cargill, president-
manager of WMAZ, immediately
took up the issue, particularly af-
ter Macon and Atlanta newspapers
had played it uE. He brought out
that the station had been requested
to broadcast Dr. Sampey’s address
at no cost and that the station went
to much trouble and time to make
the necessarﬁr mechanical arrange-
ments to pick it up.

ASCAP’s repertoire,” he said. “We
are listing every musical composi-
tion, regardless of copyright own-
ership, just as rapidly as we can
cover the information; and we are
doing out best to accordingly index
the actual copyright ownership and
the performing rights society af-
filiation, if any, of the owner.”

Page 50 ¢ February 15, 1938

“Of course,” he said, “the sta-
tion at all time is in accord with
free speech but I don’t think that
Dr. Sampey used very good judg-
ment in saying what he did. It very
obviously shows that Dr. Sampey
is not well acquainted with the fine
work that radio is doing every day
throughout the nation for religious,
civic and educational organizations,
as well as outstanding work for re-
lief and charity.

“Evidently, Dr. Sampey does not
realize that through the selling of
toothpaste and soap by radio, as he
puts it, that radio is able to exist
and thereby make available such
facilities as were tendered him. Ra-
dio is not ashamed of the products
or firms it advertises over the air.”

A Matter of Judgment

A few days after the incident,
Dr. Sampey wrote Mr. Cargill that
he did not know in advance that
the address would be broadcast and
as a consequence did not write his
speech in full but used notes. He
said it was not his intention to
“single out the radio as failing us
more than the movie, the automo-
bile, the airplane, and other recent
inventions.” Adding he thought ra-
dio has wonderful possibilities, he
said, however, that he wished the
commercial element “might not
play so large a part in what comes
to us over the air.”

“I regret that any sentence in
my unwritten address should have
seemed to lift into undue promi-
nence any weakness of our radio
programs. It would be more to my
liking to express my warm appre-
ciation of the many beautiful and
inspiring things which come to us
over the air.”

New Musicians Contract
Brings Marked Increase

For Los Angeles Union
A MORE than 10% increase in
employment of musicians by net-
work stations in Los Angeles coun-
ty has already resulted from_the
agreement with the American Fed-
eration of Musicians, according to
Assemblyman Jack Tenney, presi-
dent of Los Angeles Musicians Mu-
tual Protective Assn. He pointed
out that CBS, which owns and
operates KNX, Hollywood, will ex-
pend approximately $150,000 dur-
ing 1938 under the agreement. This
includes an increase of $60,000 over
1937.

NBC’s quota is $60,000 which is
$12,000 more than last vear. KFI-
KECA, Los Angeles affiliates of
NBC, which have installed a_ 13-
piece orchestra directed by Earl
Towner, ending a long battle, will
spend $38,000. KHJ, Don Lee sta-
tion in Los Angeles, has signed to
increase employment by $11,000,
making a total of $84,000 for 1938.
KHJ has added a T5-piece orches-
tra as a weekly feature, inaugurat-
ing its first transcontinental Mu-
tual network program on F_eb. 10,
with Elias Breeskin conducting.

Mr. Tenney said the total increase
for network stations in Los 'Ange-
les county amounts to approximate-
ly $135,000. He explained that
KFWB, Hollywood, a link in the
California Radio System, had been
conforming to the new scale for
several weeks, before the ruling
went into effect, and no increase is
contemplated. The next step, he
said, would be to contract the 11
independent stations, in Los Ange-
les county.

AFM Plans to Extend
Contracts to Dominion

CANADIAN broadcasters this
year will be asked to sign contracts
with the Canadian locals of the
American Federation of Musicians
similar to those recently drawn up
in the United States, according to
W. M. Murdoch, head of the AFM
in Canada, who told BROADCASTING
that conversations to this end have
started with NBC, CBS and MBS
affiliations in Canada, will start
soon with the Canadian Broadcast-
ing Corporation, and after that
with the remaining privately-owned
stations in the Dominion.

All negotiations will take some
time, and no definite date when all
the contracts would be signed could
be given, but all contracts would be
retroactive to Jan. 17, 1938, when
current contracts expired. Each
local was to make its own arrange-
ments. Few live talent musical
shows are put on by stations out-
side of the big cities. Canadian
locals are located in the following
cities: Brantford, Calgary, Ed-
monton, Hamilton, Kitchener,
Kingston, London, Montreal, Moose
Jaw, Quebec, Regina, Saskatoon,
Sault Ste. Marie, St. Catherines,
St. John, Stratford, Toronto, Van-
couver, Victoria, Windsor and Win-

nipeg.

ONE of the China war's “refugees” in
Jannary joined the expanded musical
staff of KOIN, Portland, Ore. He is
Elza Uhles. who was leading his own
orchestra in Shanghai’s Little Club
until it was closed by the Sino-Japan-
ese war. Leo Skipton, for six years
with the Portland Symphony Orches-
tra. has also joined the KOIN staff.
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In a recent advertisement we promised an in;porrant announcement,
Here it is!

Radio advertisers and advertising ogencies have long been insistant
that Associated expand its activities to produce individual programs for
clients of the same High Quality that has made Associated Recorded Pro-
gram Service and Associated Llibrary “A” the "sterling” standard by
which other recorded programs are judged.
~ Consequently we are happy to announce the construction of our own
studios for individual program recording in the heart of New York's theatre
district. We expect to be “open for business” not later than March 1.

Ovur main studio is 20 by 40 by 60 feet—sufficiently large to accommo-
date full orchestras or big performing units. On the second floor are several
studios which may be used for smaller groups of musicians and dramatic
productions. Naturally, all studios, cutting rooms, monitor rooms, and spon-
sors’ avdition chambers are built with the latest developments in acoustics
and sound proofed and air conditioned throughout.

The engineering department will be under the direction of Mr. Gordon
Jones, assisted by Messrs. H. Roberts, Jr. and F. J. Raufer. - Mr. Gordon
Jones, six years with Electrical Research Products, Inc., American Tel. &
Tel., and Bell Laboratories; Mr. *H. Roberts Jr., four years a mechanical
expert with Bell Laboratories, pioneered on talking pictures, one year with
Vitaphone and ten years with ERPI; Mr. F. J. Raufer, United Electric Light
& Power, three years Bosch Magneto Co., eight years with ERPI, and recently
transmission engineer with Muzak, Inc.

The recording equipment is especially
designed for these studios and Associated
will continue to operate under Electrical
Research Products, Inc., license as well as
under license agreement with Independent
Research Service Co., Inc.

How best may we serve you?

CIATED

L § RECORD PROGRAM

Jerviee

A§§0CLATED MUSIC PUBLISHERS, INC. 25 WEST 45TH STR..EE.THNEW YORK Ty

1o

2: 4l
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Retail Advantages
Of Radio Outlined

NRDGA Told How Medium
Can Help Clear the Shelves

RADIO and what it can do for the
vetailer were discussed by NBC’s
Maurice M. Boyd, station sales
manager; Betty Goodwin, fashion
editor; J. K. Mason, merchandis-
ing manager; and John Black, of
Textile World, New York, at the
sales promotion division of the Na-
tional Retail Dry Goods Assn.,
meeting in New York Feb. 3.

Mr. Boyd told his audience of
the immediate acceptance given ra-
dio, and the results obtained from
radio advertising in a few in-
stances. As one of the latest suc-
cess stories of obtaining distribu-
tion, in the retail field, he cited
Adam Hats. “For years Adam Hats
have been sponsoring prize-fights
over small New York stations for
their retail stores here. Their busi-
ness on $2.95 hats grew to a point
where they could launch a semi-
national campaign late last fall.
Haberdashery shops, men’s stores
throughout the country began writ-
ing in to know if they could take
on their line because so many
people asked for Adam Hats.

“At the start of their program
on Nov. 26 they had 400 outlets,
350 in New York City, of which 75
were their own stores. The rest
vere agencies in the East. The had
never had a traveling sales force,
and by the third broadcast they
had to organize a new denartment
to handle requests from stores
wanting to sell their hats. They
had expressed a desire to obtain
250 new sales agencies by the end
of January. In the middle of Jan-
uary they had added 250 agencies
and are now adding them at the
rate of 15 per day. They have in-
creased their radio budget from
50% to 80% of the entire advertis-
inx approvoriation.”

iss Goodwin told of the demand
from fashion editors for photo-
graphs and descriptive material be-
2ause of the great public interest in
what radio stars wear. In sum-
mary, she said, “Radio serves fash-
ion through its networks; through
the prestige of its artists and
through its cooperative service to
magazine and newspaper fashion
editors.

Mr. Mason told in some detail the
experience of Meier & Frank, de-
partment store in Portland, Ore.,
zonducting a “Radio Week.” Thirty-
one NBC-advertised products were
featured in display windows and
the stores daily radio programs
were devoted to the event; two
pages of newspaper tie-in copy were
used. Approximate increases in
sales were as follows: coffee and
tea, 4009 ; foods, 300%; soaps and
shampoos, 200%; drugs and toilet-
ries, 100% each; tooth paste, 85% ;
floor wax, 66 2/3% ; cigarettes and
tobacco, 33 1/3%.

Speaking from the retailer’s
point of view, Mr. Black urged
stores using radio to tie up their
programs 100% with all other store
promotion, to work closely with the
sales promotion division of the sta-
tion; not to buy coverage too far
from the store; to coordinate its
programs with the programs of the
brands the store sells; to exploit
fan mail; to put the store’s person-
ality and its executives, on the air;
and to watch television, which “will
bring the most powerful sales
weapon we have ever known.”

PIPED WAVES—Tiny electromagnetic waves were passed through

é.ﬁr )z____-:b"f - ':,1.\_

this tube by George C. Southworth (left), research engineer of Bell
Laboratories. The waves, so small that they approach light itself, are be-
lieved to offer vast communications possibilities.

Coaxial Cable

POSSIBILITY of replacing the al-
most prohibitively expensive co-
axial cable with a simple hollow
metal pipe as a means of transmit-
ting television signals from city to
city was demonstrated on Feb. 2
by Dr. George C. Southworth of
the Bell Telephone Laboratories at
a meeting of the Institute of Ra-
dic Engineers in New York. Hold-
ing a receiver at the end of a long,
flexible tube, Dr. Southworth
showed that energy was flowing
through the tube, no matter how it
was bent. But when the tube was
blocked the tone from the receiver
stopped, showing that the signal
actually was being guided through
the tube and not flowing through
the free space outside.

Difference in Waves

Standing in front of a black-
board, Dr. Southworth demon-
strated by an electric probe that
energy was coming through the
blackboard at four different points.
By moving the probe he was able
to delineate the energy-areas and
by holding up a reflector a foot or
so away from the blackboard, he
was able to set up standing waves.
Measurements made on the spot
showed that the wave length was
about 20 centimeters, correspond-
ing to a frequency of 1,500,000,000
cycles per second.

That the waves coming through
the four different areas were not
all alike was shown by two dis-
tinet methods. By the first of these,
it was shown that certain of the
waves would pass through rela-
tively small pipes whereas others
could be transmitted only through
relatively large pipes. By the other
method, the probe was held close
to the blackboard and oriented into
various positions to give maximum
signal. A plot of these positions,
drawn with chalk on the black-
board showed patterns of distin-
guishing characteristics, From one
of these, for example, it could
be deduced that if the wave were
visible to the eye, it would look
like a series of smoke rings blown
from a pipe.

A striking demonstration was
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ENERGY FLOWS THROUGH A PIPE

Bell Laboratories Shows How Pipe Could Replace

for Television

that in which Dr. Southworth held
in front of one of the areas a brass
grating perhaps an inch deep made
of sheet brass strips on edge and
spaced about an inch apart. In one
position, this grating offered no
bairier to the waves but if given
a quarter turn it would almost
completely suppress them,

To show how the waves could
be transmitted over appreciable
distances, Dr. Southworth had a
flexible metal pipe some 25 feet
long leading to a receiver on the
opposite side of the platform.
When the other end was plugged
into the transmitter a strong tone
was given off by the receiver.

To make the point that the
waves demonstrated, while they
originate with high frequency elee-
tric curvents they are decidedly dif-
ferent from radio waves. Dr. South-
worth showed that radio waves
move with the velocity of light
through free space. His “guided”
waves, however, are constrained by
a surface wheve the dielectrie econ-
stant of any material differs from
that of the surrounding air. Such
a discontinuity would be found at
the surface of glass, yubber or
other insulating material. Dr.
Southworth plugged a solid rod of
rubber into his oscillator and
showed that the waves followed it
vigorously down to the end.

FCC Assignments

UNDER routine assignments for
the month of February on the FCC,
Commissioner Case has jurisdiction
over routine broadeast applications
and emergency broadeasting au-
thorizations. Commissioner Brown
is handling the motions docket and
other legal formalities; Commis-
sioner Craven, certificates of public
convenience and necessity and wire
extensions; Commissioner Walker,
aviation, police, marine, geovhysi-
cal, experimental and emergency
radio-telegraph; Commissioner
Sykes, tariffs, and Commissioner
Payne, who left Washington Feb. 1
for Florida where he is expected to
remain a month, Alaskan radio af-
fairs.

Rep. Fish, Cut off Air,

Repeats Speech in Studio

BROADCAST of Representative
Hamilton Fish (R-N.Y.) from Car-
negie Hall on Jan. 30 on WMCA,
New York, was cut off the air at
the request of his hosts when Com-
munists in the audience took ex-
ception to his remarks. Speaking
before the Non-Sectarian Anti-
Nazi League, his topic “Persecu-
tion of Roumanian Jews,” Rep.
Fish denounced Communist as well
as Nazi and Fascist dictators. A
demonstration of boos and hisses
resulted, and the League requested
WMCA to discontinue the broad-
cast.

Donald Flamm, president of
WMCA, wired Rep. Fish an in-
vitation, which was accepted, to re-
peat his speech in the seclusion of
the studio on Feb. 4. Mrs. Mark
Harris, of the executive committee
of the Non-Sectarian Anti-Nazi
League, also wired the Congress-
man, apologizing for “the conduct
of a few ill-mannered people in the
audience.”

Radio Commission Urged

By Interests in Mexico

CREATION of a Radio Commis-
sion for Mexico, to regulate broad-
casting as the FCC regulates it
here, has been proposed to the
Mexican government, and one of
its first projects may be a require-
ment that all broadcasting sta-
tions reserve one hour each day for
educational purposes. Radio is now
regulated in Mexico by the Minis-
try of Communications.

Emilio Azcarraga, operator of
the 50,000-watt XEW in Mexico
City, which plans to use 250,000
watts, is opposing the one-hour-per-
day proposal on the ground that
radio “belongs to relaxation, not
education.” He asserted that the
bill is the work of “fanatic politi-
cians,” and declared the “people re-
sent being educated by radio be-
cause they consider broadcasting a
medium for entertainment.”

Sugar Firm to Expand

CALIFORNIA & Hawaiian Sugar
Refining Corp., Chicago (C-H
Sugar) has placed its account with
H. W. Kastor & Sons Adv. Co.,
Chicago. Its program of recorded
interviews with women in stores,
played back over WJJD, Chicago, a
few hours later, has been so sue-
cessful that the firm plans to start
similar programs on five other sta-
tions in all parts of the country.

AT&T Spots on WMAS

AMERICAN Telephone & Tele-
graph Co.,, New York, is sponsor-
ing a test campaign on its long dis-
tance service, on WMAS, Spring-
field, Mass. Eighteen programs a
week are broadcast, one 50-word
announcement, one 100-word an-
nouncement, and one five-minute
drama daily. Agency is N. W. Ayer
& Son, New York.

Test by Firex
STANDARD FIREX Co., Los An-
geles, manufacturers and distribu-
tors of fire extinguishers, new to
radio, and placing direct, on Jan.
31 started a three-week test cam-
paign on KMPC, Beverly Hills,
Cal., using a daily quarter-hour
noon news broadeast, with Baron
von Egidy as commentator.

BROADCASTING ¢ Broadcast Advertising
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* WKBN—about two months ago—{finished its Big ‘
1937 Expansion Program. A complete new trans- !
mitting plant and 350 f{t. vertical radiator—repre-
senting the latest advancements in radio engineer-
ing—are now in operation.

WEKBN, with its former facilities, DOMINATED its
Primary Market (shown on the map below) with the

strength of its signal. THAT SIGNAL STRENGTH ?
IS NOW THREE TIMES STRONGER THAN :'“u‘
BEFORE!

"~ Jefferson®< i !

Chardon TR

k o
J'llh

.__.~
i

Y
7, THE K(VI ]'|° 'u[r/
YOUNCATOWA MARKEY

\Columblann £

* WEKBN, with its old facilities, was POPULAR fo
the clearness of its programs and its freedom fron
fading and distortion. THAT STEADY STRENGTFE
AND CLEARNESS IS NOW GREATER THAD
EVER and EXTENDS OVER A GREATER AREA

To get the ear of this huge market representin
WEKBN's primary coverage—the great Mahonin:
Valley, 100 miles wide, incorporating 57 towns an:
900,000 potential purchasers of your product—
YOU MUST HAVE WEKBN!

Meadbville

|.\1‘v‘

IWH - Butler

WKBN BROADCASTING CORPORATION YOUNGSTOWN OHI
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A Detroit Bank’s Pronounced Success

Hometown Broadcasts
Bring Customers
And Good Will

(Continued from Page 30)
printing which is already exhaust-
ed

Successful pioneering is liable to
make one bold and so the Indus-
trial Morris Plan Bank dared to
enter the much disputed field of
educational radio and sponsored a
program on proper pronunciation.
Radio critics in no uncertain terms
deprecated the idea of trying to
educate the public stating that
dials would be switched to other
stations. Their predictions became
more alarming when they learned
we were taking time Sunday after-
noons, and a half-hour at that.

We at the bank were conscious
of the new national emphasis on
speech. Talking pictures and radio
plus the fortunate death of the old
elecutionists set the stage for a new
program. We believed the public
was ready and the time was ripe.

The program, which was a nice
blend of entertainment and educa-
tion, started to click immediately.
Once again telephone calls, letters
and cards galore came to give the
stamp of approval to the step the
Industrial Morris Plan Bank had
taken in the field of educational
radio. Especially surprising was
the wide range of interest evi-
denced. Letters were received from
the Gold Coast distriet to the poor-
er sections of the city, from adults
and from children, from staid busi-
ness men and seventh graders. The
range of appeal was complete.

Twisters of the Tongue

In conjunction with the Pro-
nounce It program the bank issued
a little four-page paper called
Pronunciation News. This paper
was sent free of charge to all re-
questing it. In time this group came
to be known as the Industrial Mor-
ris Plan Bank’s “Pronunciation
Family”. Pronunciation News con-
tained a word-a-day list, items con-
cerning speech, a list of “daffyni-
tions” (a high-brow is one who has
been educated beyond his intelli-
gence) the origin of words or
phrases, word tests, ete.,—and to be
sure, the bank’s ad on the back of
each copy. In fact, the interest
grew until the bank decided to pio-
neer another educational event—a
public contest in pronunciation—or
to use the word coined, Pronounce-
a-down. It was the first contest of
its kind to be held in the country.
Here again the bank’s advertising
department ran into a deluge of
“it can’t be done.”

Now, it doesn’t take a master
mind to realize that in the lives of
most people speech is a mighty im-
portant factor. Compared to pro-
nunciation, spelling is a lost art.
Millions talk where hundreds
write. Why not a contest which
would emphasize the importance of
pronunciation?

All this preliminary discussion
occurred a year ago. Today we
have completed our second Pro-
nounce-a-down which was an en-

largement of our first successful
contest. These contests are open to
five groups: grade school children,
high school and college students,
those 70 years of age and over
(an 80-year-old woman won the
open class last year), and a division
known as the open class with any-
one 21 years or older and a resi-
dent of Michigan eligible.

To show the popularity of this
contest I have only to state that
in the open class over 40 different
trades and occupations were repre-
sented. There were housewives, em-
balmer’s assistant, a policeman,
nurse, photographer, retired busi-
ness man, cosmetists, stenograph-
ers, welfare workers, dentist, radio
announcer—and a host of other
representatives.

The bank offered prizes totaling
$1,000 and ranging from $100 to
$25 to winners in each division.
The contest was held in conjune-
tion with the Annual Detroit-Mich-
igan Exposition running in Con-
vention Hall. Eliminations reduced
the contestants to groups of 15. Be-
fore an audience of 5,000 the con-
testants passed before a micro-
phone, looked at the word held be-
fore them and gave the pronun-
ciation. Prof. G. E. Densmore of
the University of Michigan, eritie-
judge of the contest, ruled as to
whether or not the pronunciation
was correct. Webster’s Intercolle-
giate Dictionary, 5th Edition, was
used as the authority. The audience
was supplied with word lists so
they might follow the contest more
closely. The word programs were
distributed after the contestants
were on the stage.

Since the first Pronounce-a-down
many others interested in the event
have written to the bank request-
ing further details. Some have ask-
ed that E. A. McFaul, our commen-
tator, who is conductor of the Pro-
nounce-a-down come to their city
and aid in the organization of a
similar contest. He has also been

asked to make program records for
other commercial accounts. Mutual
network is considering the show for
national consumption.

In the Pronounce-a-down the In-
dustrial Morris Plan Bank pio-
neered an educational contest
unique in form, acceptable to the
public and acelaimed by edueators
everywhere as an ideal combination
of education and entertainment.

The fact that an audience of
25,000 people (five nights and an
attendance of 5,000 each night)
witnessed the contest makes the
direct publicity value self-evident.
This type of publicity is especially
valuable because industrial bank-
ing differs from commercial bank-
ing in that it caters to the masses.
An industrial bank, by its very
name, is a bank for all the people.

Easy Commercials

Up to this point, we have not
mentioned the word “commercial”
as a specific factor in these broad-
casts. It is our belief that the
strictly commercial part of any ra-
dio program should be geared di-
rectly to the subject at hand. We
spend a great deal of time and
thought in getting the commercial
to “flow” from the broadcast as a
continuation of the general theme.
There are those who pay little at-
tention to their commercial mes-
sage even going so far as to write
one commercial and allow it to re-
main through 13 weeks of broad-
casting. The president of the In-
dustrial Morris Plan Bank sits in
on each reading of the commercial
and makes valuable suggestions
concerning the bank’s policies and
the psychological tone of the com-
mercial itself.

Since the series Little Known
Facts and Pronounce It have been
launched, Mr. McFaul has been
speaking every week before various
service clubs among which are the
Aderaft, Kiwanis, Lions, Optimists,
Credit men, as well as school and

Borough of MANHATTAN

Supreme Gourt of the Make Believe Ballroom,

NINTH District

MARTIN BLOCK 0f WNEW

Martin Codel

Invitor

Invitee

Invitor's Address.

501 Madison Avenue
> City of New York
Marhattan

To the sbove named Inwitee

Invitee's Address

Borough of Manhattan

You are herely SHummoned, o sppear in this action at the Make Believe Ballroom's
Third Anniversary Party, at the Studios of Radio Station WNEW,

501 Madison Aveoue

in the borough of Manhattan , in the City of New York, on Friday Evening, on the
4th day of February » 1938, at 4130 PN,
In ease of your failure to appear . . . HEAVEN HELP YOU!
Dated, New York City, the day of 11938,

RADIO STATION WNEW
Attorney for Martin Block,
Office and Post Offce Address,
501 Madison Avenue

» New York City.

A Summons to Listeners From WNEW, New York
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church groups. All of which fits in-
to our thought that a radio pro-
gram should go beyond the actual
broadeast and lend itself to some
phase of audience contact. In other
words—no ramifications—no pro-
gram (see chart).

As a further follow-up, when-
ever a broadcast was given we
called those who had a direct in-
terest, invited them to tune in and
later sent them a copy of the broad-
cast.

So runs the story of our pioneer-
ing efforts in the field of education-
al radio. Will they work in your
case? That isn’t for us to say. We
only know the ideas presented in
this article have worked out ad-
mirably for us in the face of expert
opinion to the contrary. We are
used to pioneering. Our bank was
the first to pioneer industrial bank
loans and the first bank in the
country to accept automobiles as
bank collateral.

Our advertising department now
includes a full-time radio program
director who is responsible for the
gathering and presentation of all
material used in our broadcasts.
Education in radio has been de-
clared a dangerous move for com-
mercial accounts. We do not agree
with these warnings—providing the
materials are presented in the right
manner and are written entertain-
ingly and from the human interest
standpoint. Composition of mater-
ial is one thing and presentation
is another. Both must be of high
quality. We believe this is the rea-
son so many of the radio activities
of the Detroit Industrial Morris
Plan Bank have been so widely
copied in all parts of the country.

Shifts by Camel

R. J. REYNOLDS Tobaceo Co,
Winston-Salem, N. C. (Camel cig-
arettes), on March 28 will start
sponsorship of Eddie Cantor, to
be heard Mondays at 7:30-8 p. m.
on CBS. On March 22 the current
Camel program of Jack Oakie on
CBS will be dropped. Benny Good-
man will continue for Camel on
Tuesdays at 9:30-10 p. m., moving
back a half-hour into the spot now
occupied by Jack Oakie. The Mon-
day 7:80-8 period on CBS is now
unsponsored for the first half, and
Boake Carter for Philco is heard
at 7:45-8. Carter on Feb. 28 starts
for General Foods Mondays
through Fridays at 6:30-6:45. Tex-
axo, Cantor’s present sponsor, will
put a new show in its Wednesday
night period. In that connection,
Louis Witten, vice-president in
charge of radio of the agency,
Buchanan & Co., left early in Feb-
ruary for the West Coast where he
will remain until March 1. The
Camel agency is Wm. Esty & Co,,
New York.

Cineco Returns

W EBSTE R-EISENLOHR, Inc.
New York (Cinco cigars) on Feb.
7 resumed spot broadcasting with
daily time signal announcements
on WISV, Washington, and
WCAU, Philadelphia. Agency is
N. W. Ayer & Son, Philadelphia.

LIGGETT & MYERS Tobacco Co.,
New York (Chesterfield cigarettes), is
discussing an NBC show to start in
Apr;\l. Agency is Newell-Emmett, New
York.

BROADCASTING ¢ Broadcast Advertising
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THE

 SKYWARD!

—» PORTLAND

KOIN

erects new antenna . . . while the sales
volumes of its advertisers go sky-
ward, too! KOIN is . ..

REND /

IDECO

Tower sclected after eareful con-

sideration of all similar ercctions
. latest antenua development
5 . vertical half-wave radiation
by wmreans of 540 foot uniform
eross-section steel 1ower . . . cons
giruction contract calls for com.
pletion by Mareh 1st, 1938.

Ere

KOIN transmitter emhodies latest
engincering  principle known as
**Class R modulation assuring
high fidelity, high-tevel, 100%
modulation without distertion.

=y

.the only Columbia Broeadcasting
System outlet for Oregon and south-
ern Washington.

R

. . . one of the few stations in the United
States that so completely caters to
listeners as to refuse all spot medi-
cal advertising.

- the station that builds prestige and
friends thru consistent public rela-
tions activities. For example, KOIN’s
Art Kirkham, one of the foremost
air personalities of the West, has in
3 seasons personally addressed
34,000 people in 180 meetings.

. the station that has the largest musi.
cal, vocal and production staff in the
Pacific Northwest.

- first in showmanship.
. first in volume of local business.

- first advertising “buy” in the Ore-
gon market.

FREE and PETERS
Exclusive
Representatives
For Both Stations

... Portland outlet for the Mutual Broadcasting System.

...operated on the same policies and with the same high standard of
efficiency as KOIN,

... Antenna is Blaw-Knox 14 wave vertical radiator. Transmitter same type
as described above for KOIN.

.+ . In addition to MBS attractions and excellent local productions, added

audience is gained from such famous transcribed programs as “Orphan

Annie” and “Jack Armstrong?”.

Dollar for dollar, KALE is unexcelled as a medium to reach the Portland
Metropolitan and suburban territory.
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This yed‘z'J
FEATURE PROGRAM

From Hollywood, the motion picture capital of the§
world, comes radio’s newest COPYRIGHTED feature
on electrical transcriptions—the thrilling, true-life

experiences of those men behind the scenes...those

daring, unsung heroes whose breath-taking adven-

tures on the screen have thrilled millions, whose
daily jobs bring them face to face with death...The
Suicide Squad...the Movie Stunt Men...The Dare-
devils of Hollywood.

Twenty-six quarter-hour shows—each with thrill-
ing, dramatic, human interest appeal for everyone.
Three spots for commercial announcements on each
program. Effective promotional helps and merchan-

dising suggestions available.

ec( FOR nunm ne:onhs nouj/

GENTLEMEN: Send me 2 audition programs of “‘Daredevils of Hollywood" for which
1 will deposit $3.00. It is understood deposit paid will be refunded
upon return of records prepaid within,30 days.

FIRM NAME ATTENTION OF.
ADDRESS. —
CITY. _STATE

RADIO PROGRAMS DIVISION waALTER BIDDICK (0.

S68 (HAMBER OF COMMERCE BLDG., LOS ANGELES, (ALIFORNIA

Daily Use of Sets
Growing Steadily

Craven Says Public Will Not
Tolerate Bad Programming

DAILY use of radio sets is steadi-
ly increasing, so that the average
for all sets in use is in excess of
four hours each day, FCC Commis-
sioner T. A. M. Craven told a na-
tionwide CBS radio audience
Feb. 5.

In discussing his recent report
on social and economic factors of
broadcasting [BROADCASTING, Feb.
1] Comdr. Craven reiterated his
views about supremacy of Ameri-
can broadcasting, but also delved
into program content, which he did
not cover in his report. It was his
first microphone appearance, al-
though he has spent a quarter cen-
tury in radio and wireless com-
munications.

Not an Apology

Asserting that the endorsement
of the present system by the Engi-
neering Department was not “in
the nature of an apologetic justifi-
cation”, Commissioner Craven said:

“I am certain that most people
will agree that a critical audience
is the best assurance of continuous-
ly improving radio programs.
Broadcasters and sponsors will not,
and under a competitive system
they cannot, long tolerate a type
of program that does not win pub-
lic acceptance. And for my part, I
would prefer to entrust this pro-
gressive improvement to the collec-
tive judgment of the great mass of
radio listeners rather than under-
take to authorize any governmen-
tal agency to lay down fixed and
rigid requirements of program con-
tent.”

Pointing out that progressive
broadcasters already have recog-
nized the advantages of limiting
advertising content as to time and
writing sales messages in a manner
which brings results to the ad-
vertiser without irking the lis-
tener. Craven said all broadeasters
would do well to emulate such
standards. He added he believed it
the function of broadcasters, with
the help and advice of government
to pioneer the new and unde-
veloped potentialities of the use of
radio “as an instrument of public
benefit even as they have blazed
the trail in its scientific and physi-
cal development”.

Commentine on criticism of net-
works, he said that while “there is
need for improvement”, he felt
that networks perform a sound and
essential method of program dis-
tribution in our broadcast struc-
ture. Charges of “monopoly”,
“favoritism” and “abuse”, made
against radio, result largely from
misinformation, he said, adding
that the report was not designed to
answer any of these charges, but
was intended to organize, in an ob-
jective manner, available data as a
guide to formulating conclusions.

Admitting that much of the in-
formation is inadequate, he con-
cluded that it was learned that
there is “no dogmatic formula upon
which to build intelligent progress.”

GLEN BUCK, head of the Chicago
advertising agency bhearing his name,
died in Chicago on Feb. 2 at the age
of 61.

CLIFFORD B. REEVES, service di-
rector of Doremus & Co., New York
agency, since 1933, has been elected a
vice-president and director.
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CUNELNER,

PIONEER OF THE AIR

OUNDED IN 1919, the Radio Corporation of
America has completed 18 years of pioneering
effort to develop and improve the uses of radio.
Starting “from scratch,”” RCA has created a
world-wide communications system with direct
circuits between the United States and 42 foreign
countries, and with ships at sea. It has created a
nation-wide broadcasting system of endless cultural
possibilities, now rapidly expanding its services by
short-wave to all the world. It has created essential
instruments for the radio transmission and reception
of sound, of code messages, and of facsimile repro-
ductions, and for the recording and reproduction
of sound on records and on motion picture film.

RADIO CITY -

It has created countless radio devices indispensable
to modern science, industry, medicine, telephony,
and public safety. It has created the basis for a sys-
tem of electronic television, forecasting the day when
radio sight, added to sound, will perform a useful
public service.

Today the Radio Corporation of America s owned
by nearly a quarter of a million stockholders in 48
states. No one person owns as much as Y2 of 1% of its
stock. Achievements of the past 18 yearsare a tribute
to the American tradition of service in the public
interest through private initiative and ownership.

RCA presents the ** Magic Kev'' every Sunday,
2103 P. M., E.S.T., on NBC Biue Network.

RADIO CORPORATION OF AMERICA

NEW YORK, U.S. A.

NATIONAL BROADCASTING COMPANY 8 RCA MANUFACTURING COMPANY, INC.
RCA COMMUNICATIONS, INC. « RCA INSTITUTES, INC. +« RADIOMARINE CORP. OF AMERICA
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Radio Composition

ONE of the first ecommissions to
compose music especiallg for radio
has been given Carlos Chavez, dis-
tinguished Mexican composer, by
Samuel R. Rosenblum, president of
WFIL, Philadelphia, and vice-pres-
ident of the Philadelphia Orches-
tra Association. Mr. Chavez will
write a harp concerto for miero-
phone pickup and scored for a
small orchestra within the means
of the average station. The work
will be done during 1938 and is
expected to have its premiere next
season on one of the networks.

Pattern Spots

PICTORIAL REVIEW Pattern
Co., New York, in connection with
a series of monthly contests, is
preparing commercials for stores
throughout the country to use on
their local radio programs. Ageney
in charge is Franklin Bruck Adv.
Corp., New York.

WHEN STUDENTS TAKE THE AIR

KTSA Run for a Day by High School Pupils, Who
Have a Good Time Along With the Audience

Can high school students
run a radio station? San An-
tonio says yes, for every year
a high school runs KTSA for
a doy. This year it was
Thomas Jefferson High School,
with pupils in charge of Xim-
ena J. Wolf, a student of the
sununer wniversily classes con-
ducted in Texas by B. H. Dar-
row, educctional director of
WBEN, Buffalo, and founder
of the Ohio School of the A1r.
One of Miss Wolf's 75 »radio
pupils describes students day
at KTSA.

By MENDEZ MARKS, Jr.

Thomas Jefierson High School
San Antoniu

QUIET! A hushed whisper, a hur-
ried glance. Thomas Jefferson High
School is on the air!

A student announcer makes pub-

lic the faet. Student performers
stand nervously near the mike at-
tempting to look nonchalant. Stu-
dent salesmen, student econtinuity
writers, student managers and sec-
retaries and office boys had worked
two days in advance that Thomas
Jefferson might go over the ether.

For the past two years San An-
tonio, Texas, has had what is
officially known as “High School
Take-Over Day.” On this occasion
high school students of the city are
permitted to operate KTSA in its
entirety. School work is tempo-
rarily interrupted and education
through experience is the experi-
ment of the day, that the field of
radio may be investigated.

Two days before, high school
salesmen had gone to the station
ambitious and excited. They had
obtained official blanks for selling

#ecé. . o

Timbuctoo Hasn't Yet Reported

on reception from KFYR's new

704 foot Vertical Radiator.

But why worry about that

New found Friends

both day and night, proves greatly increased coverage.

Watch for new field intensity survey

KFYR

Bismarck, N. Dakota
GENE FURGASON & CO., National Representatives

reporting excellent reception,
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STUDENTS—Of San Antonio high
schools run the station for a day
every year. This time the station
was directed by Thomas Jefferson
High School.

“commercials” and had gone out
over the city in search of adver-
tisers for the one-day venture, They
had no memorized sales talk, no
practised campaign. They returned
for lunech weary, smiling, with
enough 50-word and 30-word spots
to insure a successful broadcast
schedule.

The following day came the con-
tinuity writers chosen from the
journalism department, who wrote
copy for the commerecials sold the
day before. Thirty-word gems, 50-
word masterpieces, such phrases as
“It will pay you to pay them”
things only a high school scholar
could think of, turned the regular
continuity writers from amusement
to amazement.

Try-outs for announcers were
held the evening 1efore “the big
day.” Would-be Jimmy Wallingtons
were given something to read, then
graded and chosen. Continuity was
written and waiting to be read. An-
nouncers were picked. And ‘““Take-
Over Day” for KTSA and Thomas
Jefferson High School drew closer.

Came the day, came the hour,
came the minute, came the per-
formers to sing, to dance, to act as
Jefferson’s contribution to etherized
entertainment. News flashes were
flashed by flashy youngsters. School
%u‘ls gave “Hints to Women.”

aces shown with the exicted con-
tentment of proud, dancing eyes.
Hearts beat very fast but very
silently . . . for Thomas Jefferson
High School was on the air!

Symphony Group Plans
Radio Appreciation Body

TO MEET increased appreciation
of classical musie by radio listen-
ers, members of the Philharmonic
Symphony Society met in New
York early this month and formed
the Philharmonic Symphony
League. Membership in the league
is open to any one interested in the
development of good music and the
league’s immediate goal is 10,000
members.

An annual fee of $10 will include
one or more private concerts each
season, lectures on the orchestra
and its repertoire, private record-
ings not to be sold publicly, tickets
for one of the Sunday afternoon
subscription concerts, six monthly
bulletins containing advance pro-
gram listings and news of musie.

Deems Taylor, musical consul-
tant of CBS, spoke to the league
and emphasized the importance of
radio in music, pointed to the
growth of musieal appreciation in
America resulting from radio and
praised the merits of the Philhar-
monic Society.

BROADCASTING ¢ Broadcast Advertising
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Amperex tubes are not fashioned along design
and engineering principles of a previous decade.

Independent research and experiment has re-
sulted in the application of new engineering
principles and an advanced concept of vacuum
tube mathematics, to the design of the exclusive
Amperex types, and to the redesigning of the
older models.

. The unquestioned leadership of Amperex in the
design and production of U.H.F. tubes such as the
HF 100, 200, 300, 849H, the popularity of the
redesigned older models and the wide accept-
ance of the newly designed water-cocled line,
containing structural and design improvements
and refinements which enhance their efficiency
and increase their longevity, are mainly due to
this modern engineering.

AMPEREX ELECTRONIC PRODUCTS, Inc.

79 WASHINGTON STREET

BROOKLYN, NEW YORK
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All for the

- _—
For the want of u nail the shoe 1oas lost, For the want of a rider the battle was lost,
For the want of a shoe the horse was lost. For the want of a batile the kingdom was lost,
For the want of « horse the rider was lost, And all for the want of a horseshoe nail.

«« Posr Richard't wAlmanac

TRANSCR[PT IONS may well be the point at which your radio campaign is won, or lost!
Your transcriptions definitely affect the value of every dollar you spend on time, talent and
advertising brains. No matter how you plan your radio campaign, recording costs represent
only a small percentage of your total expenditure. That is why WORLD says, “It’s false econ-
omy to buy anything less than the best!”

Tops in transcriptions is the Vertical-Cut Wide Range recording produced only by
WORLD, at Transcription Headquarters. Back of this amazing method * stand years of re-
search by the scientists of Bell Laboratories, the engineering genius of Western Electric Com-
pany, and the unequalled experience of World Broadcasting System in the highly specialized
art of radio recording.

120 advertisers in 1937 bought more than 30,000 hours on 485 stations to broad-

cast their WORLD recorded programs. This time was valued at more than $10,000,000. As of
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want of a horseshoe

VAT

February 1, 1938, over 450 stations (437 in U. S. and Canada) had installed special equip-
ment to broadcast WORLD’S Vertical-Cut programs.

Insist on WORLD Vertical-Cut for your program, and you can be sure that you have
done everything possible to protect your radio investment. WORLD’S Vertical-Cut Wide

Range quality is your radio-advertising insurance!

* “Hearing is believing!”> An audition at any WORLD office, or any WORLD-affiliated sta-
tion, will prove to you that there’s nothing else on the air to compare with the beauty and

realism of Vertical-Cut recording and reproduction.

W 0 R L D O A P CASTINSG S Y STEM

/‘WZ‘-”‘W

ATLANTA - CHICAGO - NEW YORK : HOLLYWOOD - SAN FRANCISCO - WASHINGTON
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BOYHOOD PALS—When Robert
H. Jackson (right), of Jamestown,
N. Y., incoming Solicitor General
of the U. S., visited Syracuse Jan.
28 to address the New York State
Press Association, it was only lo%i-
cal that he should be greeted by
Col. Harry S. Wilder, boyhood
friend and owner of WSYR, and of
WJTN, Jamestown. He was ten-
dered a reception before the press
banquet by Col. Wilder, and his
talk was carried over WSYR. A
strong booster of radio, the new
Solicitor General speaks over
WJITN several times a year. The
“General” and the ‘“Colonel” are
atout the same age and have chil-
dren of the same age.

General Mills Shifts

GENERAL MILLS Inc., Minneap-
olis, on March 7 will substitute
Valiant Lady, successfully tested
on WGN, Chicago, for two months,
for Hollywood tn Persom, quarter-
hour program on the General Mills’
CBS show five mornings weekly.
Valiant Lady, written by Sandra
Michael, wife of J. E. Giebich, ra-
dio director of the Cramer-Krasselt
Co., Milwaukee, and starring Joan
Blaine and Francis X. Bushman,
will originate in Chicago. Knox-
Reeves Adv. Ine, Minneapolis,
handles the account.

Silver Fox Broadcast

AUCTION of 30,000 fox pelts at
the Fromm Ranch in Hamburg,
Wisc.,, was to be broadeast from
Feb. 14 through Feb. 18 on a seven-
station Wisconsin-Minnesota net-
work. Buyers from fur houses all
over the world attend the annual
Fromm silver fox auction and after
three years on the air it has come
to be an important special events
broadcast. Stations are: WSAU,
Wausau; WHBY, Green Bay;
KFIZ, Fon du Lac; WEAU, Eau
Claire; WJMS, Ironwood; WIBA,
Madison, and KSTP, St. Paul.

New Labor Discs

A MONTHLY series of quarter-
hour transcriptions titled Labor
Parade has been started by the
American Federation of Labor, for
distribution to local unions which
place them on stations in their ter-
ritory, both sponsored and on do-
nated time. Chester Wright, com-
mentator, discusses labor problems.
The frequency of the series may be
increased to a weekly basis. Radio-
seriptions Inc., Washington, is do-
ing the recording.

STAR RADIO PROGRAMS Inc.
New York, has signed All-Canada Ra-
dio Facilities Ltd., as exclusive repre-
sentative in Canada.

> Gl

Urges Boycott of Recordings

By LEON LLOYD
Chief Operator, KGHI, Little Rock, Ark.

First of all, let me say that the
opinions expressed in this state-
ment are in no way those of any
station with which I may have
been or may be employved, but are
purely my personal opinions de-
rived from my experience through
working at many stations, network
and strictlv local.

The situation on which I would
like to express my opinion is that
of RCA-Victor’s intention of pre-
venting playing of their phono-
graph records by radio stations.
And in that connection we would
like to call attention to the fact

that RCA by so doing will harm its
own record sales. The situation is
not very different from the one
that came up when Warner Bros.
tried to prevent playing of their
musie, without additional conrvright
fees. Broadecasters won then and
they can now.

If radio stations will carefully
exclude all RCA Victor and Blue-
bird records from their programs,
and adhere to this ruling strictly
the records will find themselves in
the same place as Warner Bros.
music, unknown and unwanted by
people who enjoy music, listen to

Two Sides to

Every Award

Awards aren't always what they seem to be, and the printed de-
scriptions of presentation ceremonies often offer an interesting con-
trast to the events as they actually happened. Ray Sweeney of
KMOX, St. Louis, thus dramatizes the sad, sad story of an award:

As Reported

Jacko (You Tell 'Em) Goober,
network comedian and master of
ceremonies on Goober's Gayeties,
last night received a gold plaque
from Talk-Bozx, radio trade journal,
for outstanding service to radio, at
a banquet held at Hotel Mayfair’s
Gold Room.

Present were many national ce-
lebrities and luminaries in the ra-
dio field. Mr. Goober, introduced by
Mayor Wiffletree, toastmaster,
seemed overcome by the tremen-
dous reception accorded him. After
expressing his profound apprecia-
tion to the publishers of Talk-Box
and his assembled admirers, Goober
answered a salvo of applause by
singing “Peachy—Oh You Fuzzy
Kid,” one of his latest rhythm num-
bers featured on Goober's Gayeties.
A gala spirit of good fun followed
in which Goober exchanged gay re-
partee with his co-workers and net-
work officials.

Then, seemingly out of nowhere,
popped Sally, wife of the cele-
brated comedian, to utter her clever
greeting known to audiences from
coast to coast. Now pandemonium
in truth reigned. The famous
couple, locked arm-in-arm, deliv-
ered one of their funniest routines
to the
throng.

Mr. Goober then left the speak-
er’s table to join friends in the au-
dience and Happy-Go-Lucky Han-
son, musical director of Goober’s
program, led a 50-piece orchestra
in many of the popular melodies of
the day. By request, “Peachy—Oh
You Fuzzy Kid” was repeated. In
this melody Clarence Schmaltz,
clarinet virtuoso, illustrated his
marvelous ability by taking several
neatly arranged “breaks.”

Mr. Goober’s old friends in the
audience reluctantly released him
and he led the crowd in a commu-
nitv sing of old-time songs.

Suzanne Suzanne, lovely radio
vocalist, was present.

Harry Jones and Tom Smith,
writers for Mr. Goober’s program,
were on hand enjoying the pro-
ceedings and renewing many old
acquaintances.

immense delight of the

BROADCASTING ¢ Broadcast Advertising

As Happened

PROVING that free eats and
drinks can draw a erowd any time,
a goodly number of suckers turned
out for the publicity stint of “Talk-
Boz” radio rag, allegedly saluting
Jacko Goober, collector of early
American humor. Affair tossed at
Mayfair Gold Room.

Several announcers for local 100
watters and 1,003 has-beens were
on deck. Goober, overcome by the
Scotch atmosphere surrounding
mike after mayor’s intro, managed
to sit on the table and mumble to
crowd. Getting clenched teeth look
from editor of Talk-Box, Goober
then plugged “Peachy—Oh You
Fuzzy Kid” ditty, composed by the
editor of Talk-Box. Finishing his
groaning, he misplaced his copv of
Joe Miller and was forced to yell
“What do you hear—From the
Mob?” eight times at front-row
hecklers. Wig which jiggled off
head while tearing apart above
rhythm bit retrieved at this point.

Crawling from under speaker’s
table, Sally, de luxe stooge,
mouthed her usual nauseating
greetine which did nothing more
than splatter and awaken a hard-
working reporter. Sally and Goober
rocked drunkenly, mumbling cash
estimates on the gold plaque. Goob-
er used three gags of rival come-
gians. Applause cards saved the

ay.

Goober’s eyesight remains good—
he caught a hot wink from a blonde
in the last row and secrammed. Slug
Hanson then caught glassy eye of
Talk-Box editor and led his Barrel-
house Bums in repeat on “Peachy
—Oh You Fuzzy Kid.” Last year’s
Hit Parade also reviewed. Agony-
stick Schmaltz lost his instrument
and whistled the “breaks.”

Goober’s yell as he fell off the
blonde’s lap started a songfest. Sev-
eral of the country’s dirtiest songs
rendered—with gestures.

Suzanne Suzanne was blotto
blotto.

Gag-men Jones and Smith, hav-
ing their first square meal since
Tuesday, took time out only to talk
over the chain gang situation in
Georgia.

the radio and buy records.

We distinetly recall that it was
only a few years ago, that sales
of phonograph records went to
nothing. . . then broadcasters be-
gan to publicize and play records,
and everyone in the music industry
began to admit that broadeasting
was the best hypo that had ever
been shot into the bloodstream of
dying vecord sales.

And there’s a story of local sales
that can be told by many record
dealers and small broadcasters, of
a particular recording of some old,
half-forgotten melody made popu-
lar over the local air channels, and
enjoying a worthwhile local sale—
something that would never have
happened had the local station not
played records. If other recording
companies fail to follow suit in this
RCA move, they will find their ree-
ords enjoying better sales, their
artists growing steadily in popular-

ity.

It is hard to discern at this dis-
tance, just what intentions may be
back of this movement to control
completely the radio performance
of the 78 rpm records. If it is
motivated by a desire to work out
a special licensing arrangement be-
tween recording companies and
broadcasters to end suits by artists,
copyriiht holders, etec. . . then its a
good thing. But if it is just anoth-
er stunt to get money from broad-
casters without making any return,
millions of listeners won’t like it
. . . and they’ll show it by the way
they buy their records.

Actors’ Guild Elects

LEO FISCHER, executive secre-
tary of the American Guild of
Musical Artists, on Feb. 4 was
elected international treasurer of
the Associated Actors and Artistes
of America. He succeeds Otto
Steinert, resigned. On Jan. 29,
Kenneth Thompson, executive sec-
retary of the Sereen Actors’ Guild,
was elected second international
vice-president of the 4 A's, sue-
ceeding Dorothy Bryant, also re-
signed.

Miss Backus Resigns

RESIGNATION of Georgia Backus
as chairman of the board of Radio
Events Inc., was announced Feb. 2
by Joseph M. Koehler, president of
the producing group. Miss Backus
retains her stock interest and will
continue to work with Radio Events
as writer, director and actress.
She feels that executive responsi-
bility added to her other activities
has been too much of a burden. No
other change in the operation of
the organization is contemplated.

i
£N05 REMSFES )

o

o

ENDS FAST—Dixie, Boston ter-
rier pet of W. Carey Jennings,
manager of KGW-KEX, owned by
the Portland (Ore.) Oregonian, is
having her first meal after a four-
day fast. A strike at the Oregonian
frustrated her efforts to continue
the morning scramble down a 200-
foot terrace to get the paper for
Mr. Jennings. Dixie ate with custo-
mary zest as soon as Oregonian de-
liveries were resumed.
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Headline Hell-Bent

ASIDE from the major topic of reorganization
pervading the NAB convention, there developed
another subject of discussion which might be
briefed in the words, “Why all the shooting
at radio lately?”’ The question was asked at
every turn. The answer, we think, is relatively
simple.

Radio’s rapid rise, its potent influence in
American life, have aroused jealousies. In
addition to the sniping from competitive media,
it is suffering from influences seeking to bore
from within, sometimes successfully. Show bus-
iness particularly has gone to extraordinary
lengths to gain a foothold, and it seems almost
as if there were more show business dollars
being waved in the faces of station owners
than there are flakes in a snowstorm.

The elbowing-in of the movie moguls and
theatrical impressarios and their spokesmen
has even introduced the press agentry and the
crude jargon of the rialto into radio. Flam-
buoyant publicity, bold headlines, circus tac-
tics, cheap gossip—all seem to be working
their way into radio. Theatrical trade journals,
on the spurious premise that radio is merely
show business and nothing more, attempt to
sensationalize, provoke issues that do not exist,
permit themselves to be used as sounding
boards for antagonistic elements, poll here and
canvass there on non existent issues.

Politically, it seems to be the smart thing
to attack radio. “Trust” and “profiteering” and
‘“censorship” attacks are sure-fire headline
getters. Yet no one arises to bespeak radio’s
enormous public service; to tell about the mul-
titude of programs put on by stations and
networks for which they get no pecuniary re-
turn yet which represent huge outlays of capi-
tal; to point out the steadily increasing num-
ber of educational, forum, special events and
similar nonprofit public service broadeasts be-
ing offered daily.

Radio stations generally are devoting at
least one-third of their operating hours
to noncommercial broadcasts. Yet we haven’t
heard any of the politicians pay it tribute
for that, since only attacks win headlines.

Broadcasting is a profession. It is young but
it is building a tradition. Station and network
executives realize theirs is a business cloaked
with & public obligation far transcending mere
showmanship. They should see to it that their
business is conducted on a plane in keeping
with that maintained by other professions;
not down to the level of side shows.
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CONTEMPLATING the Boylan $1 per
watt bill, the Celler government shortwave
station bill, the several investigation bills
and now the Herring censorship bill,
broadcasters may well suggest a Bill-of-
the-Month Club in Congress, where it 1s
hoped the reorganized NAB will make it-
self so well known in telling radio’s hither-
to untold side of the story that no Con-
gressman can ask, as one recently did,
“NAB? What's that?”

Pot Shots & Pie Charts

EVERY depression, and now this recession,
seems to awaken our colleagues of the pub-
lication advertising field to the need of finding
a “goat”. Radio has been their quarry in the
past; now they are picking at radio again.

As years in radio are counted, the “press-
radio war” was waged in medieval times.
There may be a few smouldering embers but
fears of the press that the radio goblin would
wreak ruin have been totally dispelled. Yet
all of us in radio remember the press cam-
paign to scuttle radio as an advertising
medium, the howls and growls of press trade
publications about competition, the ostrich-
like attitude of others who called radio a fad
destined to go the way of the bustle and the
ear-trumpet.

Today there are 211 stations owned in whole
or part by newspapers, and 17 more that news-
papers are asking the FCC for authority to
acquire. And 493 of the 691 stations on the
air subscribe to press association news
[BROADCASTING, 1988 Yearbook Number].

We predicted this radio-press affinity five
years ago against all the dire forbodings in
press councils and elsewhere. We said also that
radio was not a competitor unto death of the
press, that radio news actually enhanced read-
ership of newspapers, that radio advertising
tied in with printed advertising was highly
effective. The worst that happened to the
newspapers was the virtual end of the extra
which meant money out of the pocket of the
publisher anyhow.

Now another branch of the press—the mag-
azine publishers, or certain of them—appears
to be gearing itself for a rock-throwing siege.
It isn’t yet an organized campaign, though one
or two magazine houses have broken out with
pot shots. The efforts so far, of course, have
fallen of their own weight. The fact that ra-
dio’s chart, through depression and recession,
is still pointed North by Northeast seems again

The RADIO
BOOK SHOP

A COMPREHENSIVE treatise of the history,
practice and procedure of radio law by Clar-
ence C. Dill, former U. S. Senator from Wash-
ington and co-author of the Radio Act of 1927
and the Communications Act of 1934, has been
published under the title Radio Law by the
National Law Book Co., Washington, D. C.,
($6). The volume includes a detailed discus-
sion of the legal and legislative steps lead-
ing to the 1934 Act, cites numerous cases that
have crystallized radio policies. One section of
the book describes the technical and engineer-
ing phases of radio, written in lay language,
while another presents the problems of state
and municipal regulation of radio.

A UNIFIED and almost wholly new text on
radio engineering is provided in Fundamentals
of Radio, by Frederick Emmons Terman, pro-
fessor of electrical engineering, Stanford Uni-
versity [McGraw-Hill Book Co., New York,
$3.75]. A new chapter on television is provided
as well as other new material.

to have whetted the desire to find a “goat.”

The report is current that the Periodical
Publishers Association has before it a project
for a promotional campaign to be aimed large-
ly at radio. The futility of calling names is
self-evident. What can any important factor in
the advertising business hope to gain from an
attack on any other important factor? The
answer is simple: Magazines won’t increase
their volume by trying to undermine radio,
which advertisers are buying because it brings
results.

The ASCAP Index

WITH these words we shatter precedent. In
these columns as far as we recall, we have
seldom made favorable comment about ASCAP.
While we have refrained from injecting per-
sonalities into our comments, we nevertheless
have ecriticized as strongly as we could the
manner in which ASCAP has handled its busi-
ness with broadcasting stations, the strong
lobby it has maintained in Washington and
throughout the States, and the way it travels
under the guise of a “humanitarian” organi-
zation.

We still feel that way about its mode of
operation. We still feel that the antiquated
copyright laws should be amended to give a de-
gree of protection to the users, so they can ac-
quire their music in a competitive market,
rather than through the small end of the
ASCAP funnel, at arbitrary prices established
by ASCAP under pain of a statutory $250
minimum damage clause.

There is just one good move that ASCAP
has made so far as we can discern. That is the
ASCAP Index of copyrighted musiecal compo-
sitions which it is making available to sta-
tions gratis. It is a start toward a card in-
dex on copyrighted compositions. Perhaps it
isn’t all-inclusive, but it is a step in that di-
rection. Some 200 stations have availed them-
selves of the offer made last year by ASCAP
and purchased the necessary card-index equip-
ment. Indirectly, broadcasters are paying for
this service, so why not accept it? We think
it is a mighty small concession by ASCAP,
but at least it is something.
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DONALD DERBY DAVIS

NO ONE familiar with the busi-
ness side of radio needs to be told
that the medium has been a major
factor in putting a daily bowl or
two of Wheaties before millions of
hungry Americans. Nor is it neces-
sary to use the devices of the ora-
tor to establish the fact that Gold
Medal, Bisquick and Softasilk owe
much of their widespread distribu-
tion to broadcast facilities.

With the vanguard of major and
minor baseball teams already lim-
bering up in balmy training camps
in South and West, Mr. Davis’
company is winding up details for
another season of diamond broad-
casts—a mode of promotion inci-
dentally, at which the firm is the
recognized leader. Meanwhile an-
nouncers in all parts of the land
are oiling their larynxes for train-
ing camp and regular league con-
tests.

But while it is well known that
Donald Derby Davis, president of
General Mills Inc., provides fodder
for kilocycles as well as stomachs,
and on a very considerable scale,
there are many who have little
realization of the part he has
played in the development of the
radio industry.

Almost as old as commercial
broadcasting itself is Donald Davis’
radio career. It was back in 1924,
when only a timorous few had
dared to uge the ether as an adver-
tising medium, that he took the
lead in the construction and opera-
tion of WCCO, in Minneapolis.
Freshly vested with the title of
treasurer of Washburn Crosby Co.,
and director of its advertising, he
set up WCCO as an experimental
laboratory in which to study the
relation of kilocycles and enzymes.

In the halls of this pioneering
laboratory were born many of the
basic theories of radio advertising.
The year 1924, for example, marked
the debut of Betty Crocker, a name
that today symbolizes the last word
in culinary technique to countless
housewives.

Every idea that seemed at all
worth studying was given a test on
WCCO, early experiments ranging
all the way from Eddie Dunsted-

ter’s organ and the Wheaties Quar-
tet to daily talks on the state of
the nation by a mysterious Hiram
Jones.

All through the 18 years of his
radio career, Donald Davis has
taken an active part in his com-
pany’s use of the medium. Every
plan suggested by the advertising
department or by agencies has
come under his scrutiny. Frequent-
ly he has been the chief source of
ideas, and General Mills has tried
as many—or more—ideas than any
major buyer of time.

But while by his very nature he
is an experimenter and pioneer,
Mr. Davis is a marketing student,
a distribution engineer. From the
start he has measured radio adver-
tising by facts rather than opin-
ions. The pats on the back and the
approbation of friends and associ-
ates have not brought glows to his
cheeks. Rather they have induced
puckering of the brow, for any pro-
gram he enjoys he is likely to re-
gard with suspicion.

What does the public think? Will
they buy? Does the program per-
form a demonstrably desired serv-
ice to listeners?

These questions are ever before
him and he has utilized his exten-
sive marketing and accounting ex-
perience to build up a system of
testing public reaction.

Every success, he has discovered,
breeds competition and increased
costs, and Mr. Davis insists that no
program can long remain both out-
standing in its popularity and com-
mercially profitable. Consequently
General Mills can be depended on
to supply more than its share of
ether innovations. His Betty &
Bob, almost unique less than five
years ago, now has a score of suc-
cessful imitators.

A biography of Donald Davis,
done in the Who’s Who style, must
cover at least these high spots:
Born Sept. 19, 1888, in Wyoming,
Ill.; graduated University of Mich-
igan, 1911, as an engineer; em-
ployed as tester at Hayes Wheel
Co. while in college and became its
first engineer upon graduation;
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PERSONAL NOTES

W, B, BAILEY. formerly sales man-
ager. has heen named station director
of WAAW, Omaha, according to F.
P. Manchester. manager. In addition
to being geuneral manager. he will con-
tinue to handle the commercial depart-
ment. He was formerly with KOIL,
Omaha, and WIBW, Topeka. and at
one time was radio director of Schwim-
mer & Scott, Chicago agency.

ROBERT E. INGSTAD is now man-
ager and program director of KOVC,
Valley City. N. D., assuming the posts
formerly occupied hy Mark C. Cran-
dall and Albert E. Stephens Jr., re-
spectively,

GEORGE C. CASTLES Jr. on the
sales staff of WMCA, New York from
July, 1936, to July, 1937, has rejoined
the station. In the interim he was
vice-president and director of sales for
Supreme Beauty Laboratories, New
York.

EARL G. THOMAS. with Henry
Souvaine Inc., New York. radio pro-
grams. for three months. has been
named general manager in charge of
sales.

GEORGE REAGAN. formerly of
T.ord & Thomas, Jos Angeles, has
joined KFAC, that city, as account
exeentive. He succeeds William D.
McCabe who resigned in Junuary to
become manager of KABC, San An-
tonio, Tex.

EARLE C. ANTHONY, head of KFI-
KECA, Los Angeles, and Mrs. An-
thony sailed on the Normandie Feb, 7
for a 22-day cruise to Rio de Janeiro.

L. B. WEST, San Francisco repre-
sentative of Honolulu Broadeasting
Co. (KGMB. Honolulu, and KHBC.
Hilo). has Dbeen named secretary of
the Northern California Broadecasting
Association. He succeeds M. E. (Bob)
Roberts. who recently resigned the
post. S. H. Patterson. manager of
KGGC, San Francisco. is president of
the Association.

EDWARD P. SHURICK, general
manager of WDGY, Minneapolis, on
Jan. 31 became the grandfather of a
baby girl, The father, Edward P.
Shurick Jr.. is assistant advertising
manager of Minneapolis Honeywell
Regulator Co.

with Suffern & Son, New York cost
accountants; took similar position
with Detroit Trust Co.; factory
manager of Hale & Kilbourne,
Philadelphia; helped organize Mill-
ing Division of Food Administra-
tion during war under James F.
Bell, now General Mills chairman;
became secretary of Washburn
Crosby Co. in 1922, and treasurer
and advertising director in 1924;
became vice-president and treasurer
of General Mills Inc. in 1928 when
it was formed by consolidation of
20 milling companies; assumed
presidency four years ago.

As an executive Mr. Davis is a
patient and courteous listener, but
makes decisions rapidly. He likes,
and gets, fast action though seem-
ing to take life with ease and calm.
He vests subordinates with respon-
sibility as well as authority.

He is married and has three chil-
dren; likes all kinds of sports and
plays hard; wields a tennis racket
or golf club with ability; rides
horseback; angles avidly, particu-
larly for small-mouth bass; per-
forms expertly at the bridge table,
and knows his backgammon; col-
lects air mail stamps; takes an ac-
tive part in Minneapolis civic life.

And Henry Bellows, his director
of publicity relations, will tell you
that he is the only citizen of Min-
neapolis who bets on Michigan
w}}:en his alma mater plays Minne-
sota.

MEFFORD R. RGNYON, CBS New
York vice-president, was in Hollywood
in early Febrnary for a two-week visit
and conferences with Donald W.
Thornburgh, the network's Pacific
Coast vice-president. Linc Dellar and
Mefford Runyon Jr.,, CBS New York
station relations staff members, were
in Hollywood to confer with network
officials.

NORMAN MORRELL, NBC New
York assistant sales manager, was In
Hollywood in early February to con-
fer with Sidney Dixon, western divi-
«ion snles manager, and advertising
ngency executives.

RALPII EHRESMAN of the sales
staff of WMBD, Peoria, Ill, has re-
turned from an extensive tour of Eu-
rope.

AMORY L. HASKELL, president
and owner of WBNX, New York, was
recently elected president of the Na-
tional Horse Show Assn.

H. G. HORNER has been appointed
managing director of 2GB and 2UE,
Syduey, Australia, and managing di-
rector of Broadeasting Service Assn.
Ltd., that city.

HUGH A. GILMORE, executive of
KIEM, Eureka, and_ Sid_W. Fuller,
manager of KGB, San Diego, have
been appointed chairman and vice-
chairman vespectively of the radic
commission, Department of California,
American Legion, for 1938,

LENOX R. LOHR, president of NBC,
and Mrs. Lohr left New York Jan, 31
for Hollywood. where Mr. Lohr will
inspect progress of the new stughos.
0. B. Hanson, chief engineer of NBC,
left for the West Coast on the same
day, also on an inspection trip.

WALTER D, SCOTT, formerly on
the sales staff of Hearst Radio Inc.,
has joined the eastern division sales
staff of NBC.

H. K. CARPENTER, vice-president
of the United Broadeasting Co. and
eneral manager of WHK-WCLE,
leveland, spoke to the locnl Cornell
Club Feb. :;)00“ “Behind the Micro-
phone”.

RAY M. BECKNER, manager of
KIUP, Durango, Col, has gone to
Southern California on a__combined
business aud pleasure trip. He will re-
turn about March 1.

MAX 8. CARRUTHERS and Charles
C. Rider have joined the sales staff of
KNOW, Austin, Tex. Gwendolyn Gil3
has been named KNOW chief ac-
eountant.

RANNY BRUCE, formerly of
WCHY, Charlottesville, Va., has joined
the sales staff of WRTD, Richmond.

PERCY WINNER has resigned as di-
rector of NBC's International Pro-
gram Division, which handles the
shortwave broadeasts to Europe and
Latin America. Mr. Winner, who has
headed the division for several months,
was formerly a member of the press
department. He will do a series on for-
eign affairs over WQXR, New York.

RALPH W. MOSLEY has been
named manager of the Kingsport stu-
dios of WOPI, Bristol, Tenn., to suc-
ceed Ray Adkins, resigned.

WENDELL G. OSBORN, formerly
district maintenance superintendent
with the Michigan Bell Telephone Co.,
has joined the sales staff of WWJ, De-
troit. He is a graduate of Culver Mili-
tary Academy and the U. S. Naval
Academy at Annapolis.

RUSSELL SPARKS, formerly of
NBC sales promotion in Chicago, has
been pamed sales promotion manager
of WOW-WGL, Fort Wayne.

DONALD FLAMM, president of
WMCA, New York, for the fourth
consecutive year, will head the ban-
quet committee for the Jewish Con-
sumptive Relief Society of Denver, a
nonsectarian home for the cave of the
tubercular, at Spivak, Colo. The ban-
quet will be held in New TYork
March 26.
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BEHIND t‘éﬁﬂks

ZELLA DRAKE HARPER. who un-
der the nom de plume “Carolyn Ann
Cross” (ivected the IHomemakers Club
of WIDP, Dhiladelpbhia, for the last
3% years. has resigned and after a
short vacation expects to join another
station under her own name. She has
been in radio since 1922 when she
started with KDKA, Pittsburgh, as
the Aiddies’ Poetry Lady.

FRED WEBER. announcer of WFIL,
Philadelphia. has veturned to work af-
ter a prolonged illness. Betty Vanue-
man has joined the WFIL publicity
department.

THOMAS JI. CONNELLY. of the
sales promotion staff of WTMYV, E.
St. Louis. Il., has announced his en-
gagement to 1MMiss Margaret Alice
Meisburger.

WALTON NEWTON., formerly of
KNOW. Austin, Tex., has joined the
n{;pnunciug staff of WIP, Philadel-
phia,

VERNE SAWYER, special events an-
nouncer of KGVO, Missoula, Mont..
has returned to work following a seri-
ous illness,

ROSS SMITHERMAN. former an-

nouncer of stations in_Mobile, Ala..

and Albany. Ga., has joined the an-

i::]mncing staff of WCOA, Pensacola,
a.

DAVID BANKS, formerly production
and publicity director, has been named
chief announcer and studio director of
WTIS, Jackson, Tenn. Bill Reeves.
uew to radio, has joined the announc-
ing and continuity staff.

ALLAXN TFORD, formerly of DPasa-
dena Playhouse. has joined the an-
nouncing staff of WIOD, Chattanooga.

AL PRIDDY, announcer of KDYL.
Salt Lake City, has been named as-
sistant news editor.

HOWARD MILHOLLAND, who
s0me years ago was program manager
of KéO and then NBC. San Fran-
cisco, and his wife, Eva Garcia, radio
pianist, sailed recently for Australin
and New Zealand on a four months’
personal appearance tour.

DARRELL DONNELL, radio editor
of the San Francisco Eraminer, is
confined to his home with a fractured
ankle and has his leg in n cast. He
slipped on stairs in his home.

EDGAR BERGEN and Charlie Mc-
Carthy made a personal appearance in
San Francisco Feb. 7 at the opening
of the Manufacturers & Wholesalers
Associations annual Spring Market
Week exhibit.

VAN FLEMING, NBC producer in
San Francisco, will conduet a Univer-
sity of California Extension Division
conrse in radio continuity writing,
starting in March.

JANE BARRETT, for several years
secretary to the manager of KYA,
San Franecisco, resigned recently.

Charlie’s In Town

A CAMPAIGN slogan in
South Milwaukee, is., is
“Charlie McCarthy for
Mayor” petitioners having
put him in nomination for
mayor of that city. The
nomination paper, signed by
enough citizens to put him on
that city ballot to run in the
primary election, was duly
filed with H. W. Daehling,
city clerk. H. C. Fisher, qual-
ified elector, executed the pe-
tition. According to the peti-
tion, MeCarthy will run on a
platform of “the truth and
nothing but the truth.” Har-
ry Eldred, publicity divector
of WTMJ, has been named
campaign manager.

ROBERT ROGERS, son of Naylor
Rogers, one time manager of KNX.
Holiywood. now head of the Chicago
oftice of International Radio Sales, has
joined WSAL, Salisbury, Md., as an-
nouncer and assistant program direc-
tor. He was graduated Iast year from
University of California, southern
branch.

MENDEL JOXNES. formerly program
director of WHEK-WCLE, Cleveland,
has been named production and pro-
motion manager of WCKY. Cincin-
nati.

HILTON HODGES. announcer of
WIBW, Topeka, Kan., has been pro-
moted to the continuity staff,

KARL A. KOPETZKY. formerly
with Standard Transformer Corp.,
Chicago, has been named managing
editor of Radio News, a Ziff-Davis
publication.

IRA SMITH. farm reporter of KSFO.
San Francisco, in addition to his mi-
crophone duties, is likewise editing a
new four-page trade magazine titled
Farm-)Market-Reporter, sponsored by
wholesale fruit and produce merchants
in_conjunetion with his daily radio
column,

TED MALONE, who formerly han-
dled Between the Bookends, CRS pro-
gram. has joined WOR, Newark., as a
continnity writer.

ED SUPPLE. of the CBS pnublicity
staff assigned to Columbia Artists Bu-
rean, resigned effective Feb. 4. He is
sicceeded by Al Meltzer, former New
York manager for George FLottman.
publicity,

PAT KELLY, former NBC producer
in San Fraucisco, has been named as-
sistant mwanager of the Hotel St.
Francis. Miss Ietty Belle, traffic man-
ager of KYA. has resigned to accept
a position at the hotel. being suec-
ceeded by Miss Josephine Avis,

BOR DUMAL  specinl events  pro-
ducer at KSIFQ, San Franciseo, is the
father of a baby girl, born veeently.
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CLIFF WILLIAMS has joined the
amnouncing staff of WSOC. Charlotte,
N. C. Charles Hicks, WSOC program
director. who is convalescing after a
unervous breakdown will retuin to the
studio in March. Ron Jenkins is act-
ing programn director.

PAUL WELTON has been named
musical director of WMBD. Peoria.
1.

LOWELL THOMAS, commentator,
president of the Advertising Club of
New York, has been made general
chairman of the program conunittee of
the 34th annual convention of the Ad-
vertising Federation of America, to he
held at the Hotel Statler, Detroit.
June 12 to 13,

CHARLES H. SMITH, formerly
manager of radio research for Cross-
ley Inc, New York, has become re-
search director of WQXR, New York.
TOM BREEN Jr,, formerly in the ra-
dio division of Warner Bros., Holly-
wood, has joined the announcing staff
of WOR, Newark, vreplacing Bill
Perry, who is on the West Coast with
Mutual's Blizabeth Arden Hour. Mr.
Dreen was previously with NBC in
Chicago and CBS in New York.

MICHAEL WARDELL, author aud
producer of WHN's new dramatic ge-
ries, first of which was Busy Line
4142, has been signed to a contract
with the station, He will write a new
drama each week.

JAY HANNA, for eight years a radio
director of N, W, Ayer & Son Inc..
New York, resigned Feb. 1 to form his
own firn as consultant on radio pro-
duetion.

DON KELLY, master of ceremonies
on the Musical Clock of KOIL,
Omaha, has been named to conduct
extension classes in broadeasting by
Municipal University of Omaha. The
class meets weekly in the KOIL stu-
dios.

CHESTER HERMAN, program con-
sultant of WLW-WSAI, Cincinnati,
brought back Harold Betts, the “Ro-
mantic Bachelor”, from a Scouting
trip to Toledo.

HELEN MERCHANT, San Francis-
co girl who has conducted the Alugical
Clock program on WINS, New York,
since 1932, has become engaged to Ray
Billingham of Buchanan & Co., New
York agency.

BRERNARD HERRMANN, in charge
of music for CBS’ American School of
the Air and other programs, has been
signed under management of Columbia
Artists Inc.

ANDREW ALLAN, CFRB staff an-
nouncer, has left Toronto for a two-
month trip to England.

ROB KESTEN, special events an-
nouncer of CKCIL, Toronto, has left
the station to free-launce, and will be
heard mainly over CFRB, Toronto.

DR. RINO COLLA NEGRI, doctor
of philosophy in economics, has joined
the announcing staff of International
Broadeasting Corp., New York, opera-
tor of WOV-WBIL. Joseph Boley, an-
nouncer of the same organization, is
now a commentator for Paramount
Newsrecls,

T .

GILBERT RALSTON and Osecar
Turner, formerly continunity writers at
NIBC, have been appointed assistant
divectors in the transeription depart-
ment. Hubert Chain and Ronald Mac-
Dougal have Dbeen promwoted to the
continunity writing division. C. Otis
Rawalt has been promoted from chief
clerk in charge of billings in the tran-
scription department to a salesman,
and is succeeded by Louise Finch.
Norman Ward has been appointed as-
sistant to Miss Finch.

ELMER FONDREN., program direc-
tor of KGGJ, Albuquerque, has re-
turned to work after a lengthy vecup-
eration from arthritis, complicated by
an appendectomy. Katherine Walsh.
new to radio, has joined the KGGM
sales staff, and J. B, Matthews, musi-
cal director. has resumed his post af-
ter a three-month leave on the Coast.

ALAN KBXT. for six years an an-
nouncer at NBC, on Feb. 15 resigned
to join WNEW, Starting Feb. 21 he
will head a daily hour program which
will be offered for participating spon-
sorship, and which will probably be
called Fun Club. After Mareh 1 Mr.
Kent will also have a weekly evening
rogram on the same sponsorship
hasis.

DUDLEY MANLOVE, former an-
nouncer at KROW, Oakland. and
KSFO, San Francisco, recently par-
ticipated in the “Hobby Lobby" broad-
cast from New York as a “snap
dancer”, He snaps his fingers to musi-
cal tunes.

JACK GIBNEY. former Army ser-
geant, has joined WRBL, Columbus.
Ga., as newscaster, according to Jim
Woodruff Jr., WRBL general man-
ager.

MAY ROBBINS, formerly with sta-
tions in western Penusylvania. has
Jjoined the program (epartment of
WIP, Philadelphia.

ANNABELLE ADAMS, veteran ra-
dio_nactress, has been named_director
of Homemakers' Club on WIP, Phila-
delphia.

JACK DOUGLAS. formerly of NBC,
WJIR and WL, has joined W.JRK.
Detroit, to conduct a morning variety
show, Night Watchman,

HENRY C, WHITEHEAD, conduc-
tor of the Norfolk Symphony Orches-
tra, has been named musical director
of WTAR, Norfolk, and is organizing
an orchestra.

MARTHA SCHEER, secretary of the
WOWO-WGL sales department, re-
signed her Fort Wayne post effective
Feb. 19. She will be married Feb. 26
to Robert Hunt, of General Electric
Co., Fort Wayne.

FRANK PITMAN and Ralph Amato,
of the NBC Hollywood maintenance
staff, have been transferred to the
sound effects department.

A. C. LYLE Jr, aged 19. has been
added to the staff of KEHE, Los An-
geles, as commentator and is conduct-
ing the weekly Hollywood Jr. pro-
grant.

BROADCASTING ¢ Broadcast Advertising
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CLARENCE M. PETTIT. formerly
with the Baldwin Piano Co, in Den-
ver, on Feb. 15 joins KOA, Denver. in
charge of sustaining programs. Devby
Nproul continues in charge of commer-
¢ial programs.

ALAN COURTNEY, who has han-
dled Juymakers program on WNEW,
vesigned Feb. 19.

Z. WAYNE GRIFFIN. KHJ. Los
Angeles, producer, is the father of a
baby boy born Feb. 2.

BOB CARTER. chief announcer of
WMCA, New York, about March 15
will publish Peinters for Novice An-
nouncers, based on hig background aud
on his experiences in contncting he-
ginners.

DUANE GAITHER, who resigned re-

cently as program director and trathc

manager of KOIL, Omaha, has been

appointed program director of WAAW,
maha.

ERNEST JARVIS has been appwiut-
ed assistant to Marion Karol. KNX,
Hollywood, continuity editor.

EARL TOWNER has been appointed
musieal director of KFI-KECA. Los
Angeles. He was formerly (I35, San
Francisco musical director, and prior
to that held a similar post with
KFRC, that city,

J. C. MORGAN, production mannger
of KSIFO, San Franciseo, spoke before
a group of women in a vocational
training class on the Stunford Univer-
wity campus on Feb., 10 on “What
Prospect Radio Holds for Women,”

1.UCY CUDDY, in charge of deamatic
presentations at KSIFO, San Iran-
ciseu, recently returned to the studios
following an illness.

HARRY HOFF has resigned from
Consolidated Radio Artists Ine, New
York, to become head of the salex de-
partment of Sam Hammer Radie Pro-
ductions. New York., Mr. Hoff was
formerly in charge of sales for Cleve-
land I3, Chase Co., New York.

EDITH JACKSON, secretary to B.
J. Hauser, NBC manager of station
promotion, resigned Feh. 15 to marry.

BREWSTER MORGAN, formerly a
CBS prochiction executive, has re-
joined the network's Hollywood staff
after a six-month M-G-M writing as-
siEgmmnent,

DON BERNARD, CBS Hollywood
producer, hns been placed in charge of
the network's weekly Hollyiwood Shouw-
<ase program.

LESLIE LIEBER, of the CB& New
York publicity staff, who is also often
heard on the network's Satirday
Swing Club, is in Hollywond on a
combined business and pleasure trip.

WINTHROP C. SHERMAN las
Jjoined the announcing staff of KNOW,
Austin, Tex.

CY FEUER. former musical divector
of KEHE, Los Angeles, has joined
Republic Preduoctions, Hollywoeod film
studios, ns assistant musical director,

ROBERT SWAN, program director
of KFAC, Los Angeles, is instructing
4 class in radio at the Univevsity of
Southern California, that city, along
with his station duties.

R. B. McALISTER, sports commen-
tator of KFYO, Lubbock, Tex., mar-
ried Miss Muajovie Tunnell Jnu. 29,

ROBERT COLVIG, formerly of
KGA, Spokane, and KORE. Eungene,
Ore,, has joined the anuouncing staff
of KOIN-KALE, Portlaud.

BRUCE QUISENBERRY. special
events director of WMBH, Joplin.
Mo., has been awarded a golil key by
the local Junior Chamber of Commerce
for outstanding civie work in 1937,
He conducts an editorial program
called Soap Box aund led a local ¢ru-
sade against gambling.

RUTH BARNARD, trattic manager
of Don Lee Broadcasting System, Los
Angeles, was seriously injured in a
recent automobile aceident.

HAM PIERCE, writer-producer of
KHI, Los Angefes, is the father of a
baby boy, Samuel 111, born Jaun. 7.

1,000 — Consecutive broadcasts

within two years for the same
sponsor were celebrated Feb, 2 by
the Sidewalk Snoopers of WGST,
Atlanta, by giving fans this photo,
autographed, of the team of
“Franky and Johnny” — Frank
Gaither, left, and John Fulton. In
three days of plugging, they dis-
tributed 5,000 photos.

CLINTON JONES has resigned as
coutinnity and news editor of KEHE,
Los Angeles. to join the KNX, Holly-
wood newscasting staff. His successor
is Leroy OCrandy, formerly of KOL,
Seattle.

LOIS COWAN, secretary to L.eo B.
Tyson, geneval manager of KMPC,
Beverly Hills. Cnl,, has been appointed
publicity director, succeeding Filith
Black, resigned.

ROBERT P. THOMPSON, Iiolly-
radio writer., has heen assigued to
write the “Dick Tracy” motion picture
serial for Republic Productions.

BOB bpCI'OUR, a senior at North
Carotina U, has joined WPTF,
Raleigh, as part time announcer.

WILLIS M. PARKER., KFI-KECA.
Los Augeles, continuity writer, has re-
signed to devote hig time to complet-
ing a novel and a transcribed serics.

HOMER GRIFFITH. Chicago. the
Frieandly DPhilosopher, is now in IHol-
lywood.

IHHAROLD AZINE. of the Iniversity
of Miunesota, has joined WIS, Chi-
cago, 08 news writer assisting Julian
Bentley, newscaster.

BILL GOODWIN, Hollywood an-
nouucer-producer, and Philippn Hilber.
20th Century-Fox actress, have an-
nounced their engagement.

AMORY ECKLEY. formerly of Feld-
man, Blum Corp., Beverly Hills. Cal,,
tnlent agency, has formed his own or-
salzntion in that city under the firm
name of Amory Eckley Radio Talent
i—\genCy. with offices at ST38 Sunset
3lvdl.

AGNES DONOVAN, formevly of
Gene Furgason & Co., New Yk rep.
has joined the Chicago office Interna-
rional Rndio Sules, as secretavy.

JEANNEYTTE BOYER has been ap-
pointed radio manager of Bobhy Craw-
ford Inc.,, newly formed Beverly Hills,
Cal., tulent agency.

MAX M. SCHALL, formerly head of
the Music Corp. of Amervica motioun
})icture department, Los Augeles, has
been appointed manager of the Thomas
Lee Artists Bureau. Hollywood, a sub-
sidinry of the Den Lee Broadeasting
System, He sueceeded Robert Braun.
resigned. Wilt Gunzendorfer, in charge
of radio and picture contacts, has also
left the ageney.

TOMMY GREENAUGH, formerly
with Columbia Pictures in Holly wouwd
and Fred Levings, a former New York
magazine writer. have been added ro
the IIollywooed offiee of Tom Findale
Ine.. Chicago publicity firm.

PINTO TAMEIRAQ, Bruzilian radio
and newsreel commentator, on Feb, 4
inaugurated a serics of Friduy brond-
casts on  American news eveuts in
Portugnese for Brazil on CBS inter-
national shortwave station W2XE,
T-T:15 poom. (ERT),
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FROM SCHOOLROOM
KLZ Brings Series Liked by
Many Listeners

AFTER FIVE weeks of test oper-
ation, a cooperative educational
series of school-room broadcasts ar-
ranged by KLZ, Denver, drew spon-
taneous approval of faculty and
students alike, with the result that
the entire student body partici-
pating in the series sent to the sta-
tion a signed petition expressing
gratitude. The series, titled Youth
and the Modern World, was ar-
ranged by the students, aided by
the school faculties in cooperation
with the KLZ program staff.

Because the test operation has
proved entirely practicable the se-
ries will be continued throughout
the school session. N orbourne
Smith, of the KLZ production staff,
supervises the series for the sta-
tion.

Extra Staff Money

EVERY staff member of
WIP, Philadelphia, receives
$2.50 for every new idea
turned in to the program de-
partment. In announcing the
cash payments, James Allen,
WIP program director, said
that the money would be paid
for each new idea on the air.
“You don’t have to work it
out, just turn it in,” Mr. Al-
len told the staff.

Jackobhson to WGN

LOUIS E. JACKOBSON has re-
signed from J. Walter Thompson,
Chicago, to join the production de-
(i partment of WGN,
that eity. Mr.
Jackobson joined
WPEN, Philadel-
phia, as program
director in 1929
and in 1935 trans-
ferred to the pro-
duction staff of
WLW, Cincinnati,
where he directed
a number of Mut-
ual network shows. He is also a
former member of the CBS pro-
duction staff in Chicago and his
latest work has been confined to
the Zenith telepathy broadcasts.
Dick Marvin, radio director of the
agency, is now producing the
Zenith show,

Mr. Jacebson

Reg Douglass

REG DOUGLASS, 31, chief an-
nouncer of CKNX, Wingham, Ont.,
during the past 10 years, was ac-
cidentally killed Jan. 28 when he
fell down an elevator shaft in a
local factory building. Douglass en-
tered broadcasting in 1928 when
10BP was organized in Wingham
by the local radio club. He is sur-
vived by his wife and parents.

D. R. Sheehan

D. R. SHEEHAN, 52, continuity
writer for the Canadian Broadeast-
ing Corp., died at Montreal Feb. 7.
Before turning to radio he had
been with the advertising depart-
ments of the Montreal Star and
Toronto Saturday Night, and prior
to that had been a telegraph oper-
ator.

Juneau Named Manager

Of KYA, San Francisco

CLARENCE B. JUNEAU, assist-
ant manager of KEHE, Los Ange-
les, has taken over management of
KYA, San Francisco, succeeding
Bob Roberts, resigned. The ap-
pointment was -
made by Murray
B. Grabhorn,
vice - president of
Hearst Radio
Ine., which owns
and operates the
two California
stations, when he
was in Los Ange- :
les Feb. 1. Mr. Juneau

Mr. Juneau has been actively
engaged in Pacific Coast radio
for the last 14 years, having for-
merly managed the old KTM, Los
Angeles, and KEHE, as the station
is now known; KTAB, San Fran-
cisco, now KSFO, and KGB, San
Diego. He was instrumental in
forming the first Pacific Coast net-
work, the United Broadcasting Co.,
and more recently the organization
of the California Radio System,
His appointment as manager of
KYA follows a close association in
the San Francisco Bay region,
since he had been actively 1n
charge of plant and operation of
KYA and KEHE for Hearst Ra-
dio Inec.

Mr. Roberts is reentering the ad-
vertising agency business, and will
operate again his own agency.

John E. Pearson Named

KWTO Sales Manager

JOHN E. PEARSON, former na-
tional accounts manager of KWTO,
Springfield, Mo., has been promoted
to sales manager, according to an
announcement by Ralph D. Foster,
manager of KWTO. Mr. Pearson
has occupied various positions with
KWTO-KGBX including market re-
porter, newscaster and announcer.
In assuming his new duties he has
been replaced as news editor by
Floyd Df Sullivan, long time news-

aper man and former editor of the

pringfield Leader and Springfield
Press, whose Radio Spotlight pro-
gram is an outstanding series on
KWTO, according to Manager Fos-
ter. Mr. Pearson is married and
has one son.

NBC Names Dolberg

GLENN DOLBERG, has been
named program manager for the
NBC San Francisco studios, suc-
ceeding Ken Carney, who resigned
to enter the agency field in Holly-
wood. Mr. Dolberg had been on the
NBC production staff for four
months and previous to that he had
been program manager of KFI and
KECA, Los Angeles, after having
managed KEX, Portland, Ore., and
KHJ, Los Angeles. The appoint-
ment was announced by Lloyd E.
Yoder, NBC manager in San Fran-
cisco.

KWK Names Kemper

APPOINTMENT of Gene Kemper
as promotion and publicity direc-
tor of KWK, St. Louis, was an-
nounced Feb. 7 by Clarence G.
Cosby, general manager. He suc-
ceeds John Conrad, who has ve-
signed and left for the Coast to
engage in radic activities,
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Where High Fidelity
is the Keynote...

Stations from Coast to Coast Look to Johus-Manville to
Assure Faithful Reproduction of High-Quality Broadeasts

If you are not entirely satisfied with the
quality of vour broadcasts, we suggest
you avail yourself of Johns-Manville
Acoustical-Engineering Service. With a
background of experience extending back
10 the pioneering days of radio broadcast-
ing. this }-M service has helped many a

Johns-Manville Acoustical Engineers, em-  station solve its acoustical and sound-con-
trol problems elficiently and cco-

ploying J-M Sound-Control Mate-
g AT nomically.

rials and Methods throughout,
have played a major part in May we send you complete de-
J tails? Write Johns-Manville, 22

creating, and safeguarding, true
high-fidelity reproduction. East 40th Street, New York, N. Y.

JOHNS-MANVILLE

ACTUALLY IT COSTS NO MORE TO USE THE BEST ACOUSTICAL MATERIALS

ADIO TECHNIQUE is constantly reach-
R ing new peaks. Improvements in
transmitting and receiving equipment em-
phasize any acoustical faults in the studio.
Today, more than ever, program success
depends on perfect studio acoustics.

WICA is one of many stations where

PRODUCTS

Sound-Control Materials and
Acoustical-Enginecering Sercice

www americanradiohistorv com
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STATION WICA,
Studio B
Ashtabula, Ohio
Here, as in stations throughout
the country, J-M Sound-Control
Materials were used to create and
f d quality b d

STATIONS WITH
“STUDIOS by JOHNS-MANVILLE*

Leaders in broadcasting look to the
leader in sound control! Each station
in the following list has been equip-
ped with one or more *'Studios by
Johns-Manville.”

*

KDKA —Pittsburgh, Pa.
KMBC —Kansas City, Mo.
KRLD~—Dollas, Texas
KTBS—Shreveport, La.
KWKH—Shreveport, La.
WABC—New York, N. Y.
WBBM —Chicago, lll.
WCCO —Minneapolis, Minn.
WCHS—Charleston, W. Va.
WDBJ—Roancke, Va.
WDRC—Hartford, Conn.
WEAF—New York, N. Y.
WEBC—Duluth, Minn.
WENR —Chicago, Iil.
WGN—Chicago, HI.
WHAS - Lovisville, Ky.
WISV —Washington, D, C.
WJZ—New York, N. Y.
WKRC—Cincinnati, Ohio
WKY —Oklahomo City, Okla.
WLS—Chicago, lil.
WMAQ—Chicago, Iif.
WNAX—Yankton, S. D.
WOR—Newark, N. J.
WOW-—~Omaha, Nebraska
WOWO -—Ft. Wayne, Ind.
WTAM—Cleveland, Ohio
WWJ—Detroit, Mich.
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PLAN

that delivers audience

WIRE believes that GOOD NEWS broadcasts gain and hold
the audience. The NEWSpaper-trained operators of WIRE
know NEWS. They know its value and the proper way to
edit and present it. They know the value of a thoroughly
competent NEWS-gathering set-up. Possibly these are the
reasons why WIRE’s eight daily NEWS broadcasts enjoy
the constant loyalty of a vast Hoosier audience and do such
an outstanding job of producing results for their sponsors.
WIRE’s NEWS broadcasts (emphasizing Indiana NEWS)
are established on a schedule that insures the best possible
NEWS.coverage with the least repetition. Thus, WIRE
NEWS is actually NEWS . . . never rehashed . . . never
stale . . . never uninteresting. Here’s the regular WIRE
week-day NEWS schedule:

7:00- 7:05 AM. ____ ) |

8:00- 8:15 A.M.

12:45- 1:00 P.M._

2:55- 3:00 P.M.__ _ __Hoosier News Review
e 4:30- 4:35 P.M.____Rapid Reviews of the Day's News

6:30- 6:45 PAL

10:15-10:25 P.M.

1:00- 1:05 A.M.

Coftee Cup News
Morning News

Noonday Headlines

_Dinnertime News
_Headline News

Nightow! News

WIRE NEWS FLASHES

A service that means a double-guarantee of constant lis-
tener-interest. WIRE averages 13 NEWS flashes daily

. brief reports of important NEWS.breaks. Bach is
on the air as a chain-break or local-program-break within
a very few minutes after the NEWS is received and veri-
fied by the WIRE NEWS staff. Of course. each NEWS
flash leads the listeners directly to the next regular
scheduled WIRE NEWS broadeast.

For information concerning the special low rates on WIRE NEF'S
broadcasts or NEWS flashes write WIRE or

WM. G. RAMBEAU COMPANY
National Representatives

New York . Deltroit

WIRE

INDIANAPOLIS

Chicago *
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100,000 KIDDIES —Don Hix
(right), “Uncle Jack” to Baltimore’s
juvenile population, was awarded a
bronze glaque by the Baltimore

Safety Council for his Food Ship
Happiness program on WBAL. He
is also a columnist for the local
Hearst paper. Left to right, be-
sides Hix, are C. Dorsey Warfield,
publisher of the Baltimore News-
Post and Sunday American; Wil-
liam I. Norris, representing the
mayor; John P, Rostmeyer, direc-
tor of the Safety Council; Harold
C. Burke, manager of WBAL.

Mutually Helpful

GESTURE on the part of
Los Angeles Don Lee net-
work officials made it pos-
sible for NBC to broadcast
the premiere activities of the
Warner Bros.-Cosmopolitan
picture, “Gold Is Where You
Find It,” from Weaverville,
Cal., on Feb. 5. Don Lee net-
work had the exclusive line
into the mining town, 300
miles from San Francisco.
NBC had exclusive rights to
the broadcast but no wire.
When NBC decided to take
its portable equipment to the
premiere, Don Lee officials
turned the line back, enabling
the former to utilize it. Mu-
tual-Don Lee network was
first offered the special
broadcast. They delayed ac-
ceptance but secured the
wire service. Meanwhile, be-
cause of the delay, Warner
Bros. negotiated with NBC
which immediately accepted.

Intensive Safety Drive
Being Directed by WMC

FOUR weekly safety programs in
addition to numerous special events
shows and a spot campaign for
safe driving are broadcast on
WMC, Memphis, in line with its
policy of loeal civie service. Each
week WMC broadcasts a safety
eruise during which its mobile unit
traverses downtown streets with an
announcer and police sergeant com-
menting on traffic errors committed
by drivers and pedestrians.

Another program titled It Could
Have Been Avoided is a dramati-
zation of local accidents. A third
program called The Old QObserver
is based on scripts supplied by the
National Safety Council, while a
fourth features a talk by the Mem-
phis commissioner of public safety.
These regular broadcasts are sup-
plemented by various special event
broadeasts such as interviews with
pedestrians being lectured by a po-
lice officer for jay-walking and
talks by visiting authorities on
safety.

On the basis of our many safety
programs we're anxiously awaiting
the decision of the National Safety
Couneil 1937 awards, says WMC.

WHO Begins Facsimile
And Claims to be First

On a Scheduled Basis

INAUGURATING its facsimile
broadcasting service on its regu-
lar frequency of 1,000 ke. on Feb.
3, WHO, Des Moines, claimed the
distinetion of being the first sta-
tion to engage in such regularly
scheduled transmission.

Using Finch facsimile equip-
ment, the service was titled “WHO
Radio-Photo News”. The broad-
cast is being conducted nightly
from midnight to 1 a, m, under an
FCC experimental license. A total
of 50 receivers will be placed strat-
egically in the Midwest as soon
as deliveries are made by Finch
Telecommunications Laboratories.
WHO will operate its experimental
faesimilie system in collaboration
with WGN, Chicago, and WSM,
Nashville, on a staggered schedule.

The first copy transmitted
through the Finch facilities was an
editorial by Col. B. J. Palmer,
president of Central Broadecasting
Co., operating WHO. In the typed
message he said that WHO adds
another “first” in radio in trans-
mitting the first facsimile radio
editorial ever written and pub-
lished. He said that the “crude be-
ginning” was historical and that
WHO hoped to contribute toward
the development of facsimile just
as it had in aural radio.

WOR Starts Facsimile

WOR, Newark, on Feb. 10 began
facsimile experiments on its regu-
lar broadeast channel during early
morning hours. Employing the
Finch System, developed by W. G.
H. Finch, former FCC assistant
chief engineer, the initial broadcast
was to a faecsimile receiver located
at L. Bamberger & Company’s
store in Newark. The finished prod-
uct will be on display during the
month-long New Jersey State Ex-
position. A two-column deseription
of faesimile and its future possi-
bilities titled “WOR Radio Print”
was the first copy transmitted. Also
transmitted was a two-column pie-
ture. The experiments are to be
continued intermittently from mid-
night to 6 a. m. under the direction
of J. R. Poppele, WOR chief engi-
neer.

Nebraska Promotes

ALL BUT two Nebraska stations
have joined in a 13-week program
to “sell Nebraska to Nebraskans,”
the series getting under way from
WOW, Omaha, on Feb. 6. Other
stations are KFOR, KMMJ,
KGNF, WAAW, KGFW, WJAG,
KGKY. Time is contributed. Bozell
& Jacobs is assisting in preduction.
The series is part of a nationwide
campaign sponsored by Associated
Industries of Nebraska and in-
cludes 26 pages in Time magazine.
KOIL and KFAB, unable to clear
time, are said to be planning in-
dividual efforts along the same line.
Programs of the joint series will be
recorded and presented on stations
in other States.

A SOUVENIR book of the Toscanini
Saturday night series over the com-
bined NBC networks is being prepared
for distribution at cost. It will contain
portrait stucdies and sketches of the
maestro and his colleagues,

BROADCASTING « Broadcast Advertising
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Gear RADIO to the picture age

F RADIO'S MOST

DRAMATIC FORWARD-STEP
OF THE YEAR!

Electric “‘Pen’’ in Recorder, which, actuated by signals
from broadcasting station, swings to and fro in auto-
matic step with tronsmitter, silently printing while citi-
zens sleep. With few moving parts, these simplified
Recorders make facsimile possible in remote districts.

Focsimile Recorder which, eorly in
1938, pioneer broadcasters will ploce
in test homes for experimental trans-
mission. Hordly more than o foot
square ; complete in o single unit;
automatic; works on any radio.

Focsimile Copy os it issues from the Recorder. Two columns
wide; corries news bulletins, photographs, advertising, open-

ing up tremendous new sources of revenue to broodcasters.
Recorder holds week’s supply of dry poper; no liquids or car.
bon transfers; stondard popers give black and white or black
ond orange copy. Paper cost approx. 20c week.

Finch

def z
s csimile

Sconning Heod with photoelectric eye, in compact, easily oper-
ated tronsmitting apparatus, which plugs into ordinary broad-
casting amplifiers without equip t changes’; translotes printed
motter, line-cuts, holf-tones, photos, into electrical signals which
can be sent over regular channels.

@I NCH IR RN PN UNICATIONS LABORATORIES, INC.
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STATION ACCOUNTS

sp—studio programs
t—transcriptions
8a—spot announcements
ta—transgcription announcements

WBAP, Fort Worth

J. A. Folger & Co., Chicago (coffee),
260 t, thru Blackett-Sample-Hum-
mert, Chicago.

Miss Saylor's Chocolates, San Fran-
cisco, 7 sa, thru Doremus & Co.,
San Francisco.

Dodge Bros. Corp., Detroit. 6 sa, thru
Ruthrauff & Ryan, N. Y.

Bernard Perfumers, St. Louis. 1 sa,
thru Johnson Sel Co., St. Louis.
New Departure Mfg. (o., New York
(coaster brakes), 46 sa, thru Lord

& Thomas, N. Y.

E. Fougera & Co., New York (Noxa-

ci(')m), 13 sa, thru Small & Seiffer,

Swift & Co.. Chicago (margarine). 79
s, thru J. Walter Thompson Co.,

hicago.

American Pop Corn Co., Des Moines.
weekly sa, thru Coolidge Adv. Agen-
¢y, Des Moines.,

Anderson Co., New York (Sleet Mas-
(\gr)x,. 26 sa, thru Schwab & Beatty,

Smith Bros. Co., Poughkeepsie, N. Y.,
39 sa, thru Brown & Tarcher, N. Y,

WGN, Chicago

Cieveland Cleaner & Paste Co., Cleve-
land (wall paper cleaner), 6 week-
lé' sa, thru Campbell-Sanford Adv.

0., Cleveland.
Bayuk Cigars Inc, Philadelphia

cigars), 5 weekly sp, thru McKee,

Albright & Ivey Inc., Philadelphia.

Aurora Laboratories, Chicago (Clear
Again), 2 weekly sa, thru Aubrey,
Moore & Wallace, Chicago.

Crowell Iub, Co., New York (Wom-
an’s Home Companion), 2 weekly
sa, Ytln'u Geyer, Cornell & Newell,

Parker Bros. Inc., Boston games). G
weekly sa, thru John Queen Co.,
Boston.

WHN, New York

Technicians Institute of New York, 13
sp, thru Winer Co., N. Y,

Gottfried Baking Co.. New York, 52
8D, lgln‘u Bud Roth Adv. Agency,

Godefroy Mfg. Co.. St. Louis (hair
coloring), dallg 8a, thru Anfenger
Adv. Agency, St. Louis.

Home Diathermy Co., New York, 6
weekly t. 52 weeks, thru Roger B.
Relkin Co,, N. Y.

Remington-Rand Inc, New York. G
weekly sp, 4 weeks, thru Franklin
Bruck Adv. Corp., N. Y.

WJJID, Chicago

M & R Dietetic Laboratories, Chicago
(Sof-Kurd milk), 36 weekly sa,
thru Reincke, Ellis, Youngreen &
Finn, Chicago.

Ar-Ex Cosmetics Inc., Chieago
metics), weekly sp, thru Lee
piel Adv. Agency, Chicago.

American Book Mart, Chicago (old
books). 3 weekly sp, thru E. H.
Brown Ady. Agency, Chicago.

Merchants National Bauk of Chicago,
Chicago (bank), G weekly sa, thru
Bozell & Jacobs, Chicago.

KECA, Los Angeles

Procter & Gamble Co., Cincinnati
(Drene), & weekly sg, thru H. W,
Kastor & Sons Adv. Co., Chieago.

Carter Products _Inc, New York
(liver pills), 3 weekly ta, thru
Street & Finney, N. Y.

cos-
ies-

THE Rusineds OF
'BROADCASTING

WHBF, Rock Island, Ill.

Pillsbury Flour Mills, Minneapolis. 5
weekly 8a, thru Iutchinson Adv.
Agency, Minneapolis. X

Compagne Parisienne, San _Antonio
(perfume), 13 ¢, thru Northwest
Radio Adv. Co.. Seattle.

Standard Chemieal Mfg. Co., Omaha
(stock remedies), 26 sa, thru Buch-
anan-Thomas Adv. Co., Qmaha.

Truax-Traer Coal Co., Chicago,
weekly ¢, thru Harry V. Miles &
Associates, Cincinnati. R

Chicago Kngineering Works, Chicago.
13 # thru James R. Lunke & As-
sociates, Chicago.

WAAB, Boston

D’Arrigo Brothers Co., Boston (Andy
Boy broceoli), 13 sa, thru Harold
F. Lewis, Boston. .

Vadsco Sales Corp., New York (Divi-
sion of American Druggists), 52 sp,
thru Albert M. Ross, N, Y.

Prince Macaroni Mfg. Co., Boston
Prince Maecaroni), 13 sp, thru
avid Malkiel, Boston.

G. 8. Cheney Co., Boston (proprie-

tary), 26 sq, thru C. Brewer Smith,
Boston.

WNAC, Boston

Holland Furnace Co., Holland. Mich..
20 sa, thru Ruthrauff & Ryan, Chi-
eago.

Sterling Products. Wheeling (proprie-
tary), 65 t, thru Blackett-Sample-
Hummert. Chicago.

TUnited Drug Co.. Roxbury. Mass,
tproprietary), & f, thru Street &
Finney, N. Y.

Axton-Fisher Tobacco Co., Louisville
t Twenty Grand cigarettes). T8 sp,
thru McCann-Erickson, N, Y.

WQXR, New York

Coty Inec.. New York (cosmetics). aa,
]§ weeks, thru Brown & Tarcher,
Aeolinn American Corp.. New York
pianosy, 2 daily sa, 52 weeks, thru
rown & Tarcher, N. Y.
Parker Bros.,, Salem. Muass. (games).
14 ta, thru John W, Queen, Boston.

KFRC, San Francisco
Dr. Frank B. Robinson. Moscow, Id.

(religious), weekly ¢, thru Izzard
Co., Seattle.

WCKY, Cincinnati

Richman Brox. Co.. Cleveland (cloth-
ing). 12 sa, thru McCann-Erickson,
Cleveland. .

Carter Medicine Co., New York (liver

ills), 260 sa, thr Street & Finney.

I.o;\x:rilte.s Wittnauner Co., New York,
'.’,:ZGYga-. thrn Arthur Rosenberg Co.,

N. X.

RCA-Victor Co., Camden, 15 sa, thru
Lord & Thomas. N. Y. o .

Procter & Gamble Co., Cincinnati
(Ivm&), 3 sa, thru Compton Adv.
Inc, N. Y.

Good Luck Food Co., Rochester (des-
serts). 52 sa, thru Hughes, Wolff &
Co., Rochester.

CKAC, Montreal

Templeton's Ltd.. Toronto (medieal),
4 weekly sp, direct.

Salada Tea Co. of Canada Ltd., To-
ronto, 6 weekly sp, thru Thornton
Purkis Adv. Agency, Montreal.

Thos. P, Lipton Ltd., Toronto (tea).
weekly ap, thru Vickers & Benson,
Montreal.

D. L. & W. Coal Co., Montreal (Blue
Coal), weekly ap, thru Vickers
Benson, Montreal.

Province of Quebec
weekly sp, dirvect.

KFBK, Sacramento

Shastn Retreat Mineral Water Co.,
Dunsmuir, Cal. {(sparkling water).
21 weekly sa. direct.

Whalker Remedy Co.. Waterloo, Ia.
{poultry remedy). 5 weekly sa, thru
Weston-Barnett, Waterloo.

Golden State Co.._ San Francisco. 3
weekly sp, thru N. W, Ayer & Son,
Philadelphia.

WMCA, New York

Holland Furnace Co.. Holland, Mich..
daily sa, 8 weeks, thru Ruthrauff &
Ryan, dhicngn.

Fitch Investors’ Service, New York. 5
weekly ap. 52 weeks, thrn E. C. Van
Dyke & Co., N. Y.

KSFO, San Francisco
New York

{government),

Sales Afliliates Inc.

(Loxol). 2 weekly #, thru Milton
Weinberg Adv. Co., Los Angeles.

Drawn for BROADCASTING by Sid Hix

“8$1,000 a Performance I'm Paying Her—and She Gets the Hiccups!”
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WHO, Des Moines

Sterling Casualty Insurance Co.. Chi-
cago. 2 weekly 8p, thru Frankel-
Rose Co.. Chicago.

Dri-Brite Inc, St. Louig, 52 sa, thru
Tonis Wertheimer & Co., St. Louis.

Consumers Cooperative Assn., Kausas
City, 26 sp. thru Russell C. Comer,
Kansas City.

Penn Tobaceo Co., Wilkes-Barre. Pa.,
37\\'(§ekly ap, thru Ruthrauff & Ryan.
N. Y.

Publishers Service. Chicago (Wowman's
World), 2 sp, thru Albert Kircher

Co., Chicago.

Gardner Nurseries, Osage, Ia., weekly
ap, thru Northwest Radio Adv. Co.,
Seattle,

Assn, of Pacific Fisheries, San Fran-
cisco, 60 sa, thru J. Walter Thomp-
son Co.. San Francisco.

North American Accident Ing, Co..
Newark, 2 sp, thru Franklin Bruck
Adv. Corp, Newark.

American Book Mart, Chicago. weekly
sp, thru E. H. Brown Adv. Agency.
Chieago.

KHJ, Los Angeles

Williamson Candy Co., Chieago (Oh
Henry candy bars). 5 weekly fa.
thru John H. Dunham Co.. Chi-

cago.

National Oil Products Co,. Harri-
son, N. J. (Admiracion shampoo).
5 weekly t. thru Chas. Dallas
Reach Adv., Newark.

Bekin Van & Storage Co.. Y.os An-
geles (moving & storage), 6 week-

Iy se. thrn Brooks Adv. Agency.
Los Angeles.
Procter & Gamble Co.,

Cincinnati

{Drene). 3 weekly ga. thru H. W,
Kastor & Sons Adv. Co., Chieago.

United Air Lines, Chicago (transpor-
tation), 12 weekly sa. thru J, Wal-
ter Thompson Co.. Chieago.

Dr. Frank B. Robinson. Moscow. Id.
(religious), weekly #, thru Izzard
Co.. Seattle.

KFI, Los Angeles

Procter & C(iamble Co., Cincinnati
{(Drene). 5 weekly sa. thrn H. W,
Kastor & Sons Adv. Co.. Chicago.

Dreackett Co.. Cincinnati_(Windex), 2
weekly f. thru Ralph H. Jones Co..
Cincinnati.

Chrysler Corp., Detroit (motor ecars).
.'»;2 sa. thrn J. Stirling Getehell,

Chas. B. Knox Gelatine Co.. Johns-
town, N. Y, (gelatine), 2 weekly sa.
thru Kenyon & Eckhardt, N. Y.

Rreakfast Club Coffee Inc., Ios Au-
geles  (packaged coffee). 2 weekly
ap. thru Philip J. Meany Co.. Los
Angeles.

WNEW, New York

Zonite Products Inc.. New York (TLar-
vex moth-destroyer), 6 weekly sp.
SN’ weeks, thru  McCann-Erickson,

Axton-Fisher Tobhacco Co. Inec.. (20
Grand cignrettes). 45 weekly za. 30
weeks thru MeCann - Erickson.
N. Y.

Criterion Theater. New York. 104 sp.
direct.

TUnited Drug Co., Boston, 5 f, thru
Street & Finney, N. Y.

Bernard Perfumers, St. Louis. week-
ly sp. thru Sel Johnson Co., St.
Louis,

R. B. Davis Co.. Hoboken, N. J. (0.
K. Baking powder), 39 sp, thru
Chas. W. Hoyt Co., N. Y.

Roxy Custom Clothes, New York. 6
weekly ap, thru Gussow-Kahn, N.Y.

KJBS, San Francisco

Del Monte (‘reamery, San Francisco
(dairy products), 3 weekly sa, di-
rect,

Morris Plan. San Francisco. 4 weekly
sa (reuewal). thru Leon Livingston
agency. San Francisco.

WEAF, New York

Maunhattan Soap Co., New York
(Sweetheart Soap), 3 weekly sp,
thru Peck Adv. Agency, N. Y.
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) G .
| INTERNATIONAL !
RADIO SALES ‘

% %‘/Wta’t{ .@e/mﬁm&z&oﬂ .%mdz l
for Sdionis :

Aow
keptenntin;
[ ]
WINS . .... New York B In addition to the many well established advantages of special
WBAL . .... Baltimore
WCAE . ... Pittsburgh representation, International Radio Sales has introduced new benefits
WLS5 5v%% o Chicago of service and revenue which radio stations have long wanted but have
WISN . ... Milwaukee
KOMA . . Oklahoma City found unavailable. The book, illustrated above, describes International
WACO....... Waco 1 : 3 : .
KNOW . .. ... L Radio Sales, its people, its functions, its aims and ideals so that stations
KTSA ... San Antonio may better gauge its ability to serve them. Copies are available for
KOY . ...... Phoenix
KEME. . . . Los Angeles station owners and managers. Address:
KYA . . . .San Francisco
Effective Morch 1, 1938 INTERNATIONAL RADIO SALES

WDRC . ... . Hartford 20 EAST 57th STREET NEW YORK CITY
WORC . ... Worcester

e OTHER OFFICES: CHICAGO - DETROIT + LOS ANGELES

BROADCASTING e« Broadcast Advertising February 15, 1938 ¢ Page 73

www americanradiohistorv com


www.americanradiohistory.com

slio
Advertissns

TOWNSEND National Recovery
Plan Inc, Chica%:). on Feb, 1 started
%uarter-hour weekly talks on WCFL,

hicago. Contract is for a six-month
period. Discs are also scheduled for
two stations in Wisconsin and one in
Indiana and are currently running on
WMBD, Peoria, and WHBF, Rock

Island. Burton-Keith Co., Chicago,
handles the account.
SWISS FABRIC Group, of New

York, and St. Gall, Switzerland, on
Feb, 15 sponsored a 30-minute broad-
cast over WJZ, New York, from the
Swiss Fabric Style Show, held in the
Rainbow Room, Rockefeller Center.

EL DORADO Oil Works, manufac-
turers of coconut meal, linseed meal
and vegetable concentrates, has ap-
pointed Brewer-Weeks Co., San Fran-
*Ci8¢o, to handle its advertising.

SUPERIOR SEA FOOD Co., Los
Angeles (Seafresh sea foods), has
named Hillman-Shane Adv. Agency
Inc., that city, to service its account,
.and using radio for the first time, on
Feb. 21 will start daily participation
in Housewives Protective League on
KNX, Hollywood, for 52 weeks.

HECKER PRODUCTS Co., New
York (Gold Dust, Silver Dust), spon-
:soring Beatrice Fairfaz on 38 Mutual
-stations, with transcriptions of the
p.rogl;n{)n gg 11 s]tations. will leave the
-air Feb. 25 until next fall. Agency is
BBDO, New York. S

HORN & HARDART Co., Philadel-
.phia. has renewed %pousorship of Chil-
-dren’s Hour on WABC, New York.
-effective Feb, 20. Agency is the Clem-
-ents Co., Philadelphia.

EASTERN WINE Corp.,, New York,
.has appointed Alvin Austin Co., New
York, to direct advertising. While
‘plans are indefinite, radio will be used,
-according to Emil Mogul, account ex-
«ecutive,

NESTLE'S MILK PRODUCTS, San
Francisco (Alpine Coffee), on Feb. 15
istarted a 13-week participation on the
Woman's Magazine of the Air pro-
-gram over nine NBC-Red network sta-
tions in the West, Tuesdays, 4 to 4:15
.b. m. (PST), Regular Woman's Mag-
‘azine of ‘the Air ive talent is partici-
gntmg. ’lhe_ agency is Leon Livingston,
an Francisco.

PACIFIC GUANO (o, Berkeley,
‘Cal (garden supplies), has started
Garden Guide on two NBC-Red net-
‘work stations in California (KPO,
KF1), on Sundays, 10 to 10:15 a .m.
(PST). The company is presenting a
.garden campaign for the second year
-on the NBC stations. Program, to run
for 13 weeks, was placed through To-
maschke-Elliott, Oakland, Cal.

"CYCLONE MFG. Co., Urbana, Ind.
I(_gogltg supplies), has appointed
-Louis K. Wade, Fort Wayne, nd., as
-advertising agency, with John Wag-
.ner, account executive,

ERIE CLOTHING Co.,

hi
(clothing store), Shicago

has placed its ac-
-count with Albert Kirgher Co., C;:ci-
-cago. Programs on several Chicago
-gtations are being continued. A, S,
Gourfain Jr. is account executive,

ELDORE Co., New York (cosmet-
ics), has reappointed Eguity Adv,
Agency, New York, to handle its 1938
-campaign. Transeriptions may be used
later in the year for the company’s
mail-order business. Roy Spector is ac-
-count executive.

NBC announces that hereafter it will
use the following signature in signing
Off all educational programs: “This
has been an NBC Educational Fea-
ture. This is the National Broadcast-
ing Co.”

SALES DIRECTORS—Of

in Toledo for a bang up discussion.

Michigan, Ohio and Kentucky met recently

Among those arguing were

(seated) Emerson C. Krauthers, WLW; E. A. Marchal, WADC; John
Fetzer, WKZO; Fred Bock, WADC; Harry Bannister, WWJ; Leonard
Reinsch, WHIO; (middle row) E. Y. Flanigan, WSPD; Jack R. Payne,
WBLY ; Bill Williamson, WKRC; Forrest Owen, WELL; H. H. Hoessly,

WHKC; H. M. Steed, WMBC;

(top row) Guy Stewart, WKZO;
M. E. Kent, WTOL; Chester Hinkle, WSMK; D. A. Brown, WHIO;
Don Ioset, WSPD; Eugene Carr, WGAR.

Southern Broadcast Group Commends
Reply to Crowell’s Anti-Radio Drive

A RESOLUTION condemning the
Crowell Publishing Co. attack on
radio in advertisements released in
trade and general publications, and
praising the “quick and vigorous
action” of BROADCASTING in answer-
ing it, was adopted by the Broad-
cast Sales Directors of Arkansas,
Louisiana, Mississippi and Tennes-
see at a meeting in Memphis, Feb.
2

With a score of Southern broad-
casters in attendance, the sales' di-
rectors adopted the resolutions
without dissenting voice. They
called the Crowell attack ‘“a flag-
rant breach of ethics by a recog-
nized advertising medium.”

The resolution follows:
Whereas, the Broadcast Sales Direc-
tors of the Sixth District are as-
gembled in convention in Memphis,
Tenn., Feb, 2, 1938, and
Whereas, it has come to the atten-
tion of this meeting that the Crowell
Publishing Co. has released an adver-
tisement in the Jan. 17 issue of Time
Magazine, and the January issue of
Tide Magazine, which advertisement
is apparently intended to promote the
snle of magazine space. not by the
presentation of any constructive rea-
sons why ann ndvertiser might be able
fo use magazine space to advantage,
but rather a disparaging attack upon
the medium of radio, and
Whereas. it is the sense of the Broad-
cnst Sales Directors here assembled
that this attnck by the Crowell Puh-
lishing Co.. upon a competitive med-
ium is not only unfair to radio. but
detrimental to the entire advertising
industry.

Now. be it therefore resolved, that we,
the Brondenst Sales Directors of the
Sixth District, comprising the states
of Arkansas, Touisiana. Mississipni
and Tennessee, do hereby condemn the
recent release of the Crowell Publish-
ing Co. as a flagrant breach of sthics
hy]n recognized advertising medinm,
and.

Be it further resolved. that it is the
sentiment of the Broadcast Sales Di-
rectors of the Sixth District, that the
editors of BROADCASTING Magnzine
should be commended for their quick
and vigorous action in answering this
attack upon the institution of radio.
through their own pages. and through
paid space in Tide Magazine.

Meanwhile, letters of commenda-
tion for BROADCASTING’S “open let-
ter” answering the Crowell attack
which was published in the Jan.
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15 editions of BROADCASTING and
Tide, continued to reach the pub-
lication.

George W. Stout, advertising
manager of The Perfect Circle Co.,
Hagerstown, Ind., piston ring man-
ufacturers, wrote: “I agree with
the tenets of your pronouncement
100%. Although we have not used
radio as an advertising medium for
several years, we sincerely believe
it has a place in the advertising
business. We only wish we could
spend enough money to have a
Jack Benny, a Phil Baker or a
Charlie McCarthy.”

Albert E. Strass, head of Mar-
ket Research of Cleveland, ex-
pressed his thanks for the open let-
ter. He continued: “Working, as I
do for various types of publications
as well as radio broadcasting com-
panies and advertisers sponsorin
radio programs, this materia
proved of great interest to me. It
has always been my opinion that
regardless what form of advertis-
ing a company uses to a large de-
gree, they should also supplement
with other forms. Certainly both
radio and Kublication advertising
not only have their respective
places in the field but should prove
of the greatest value if used main-
ly in one form or another.”

“Under Good Apple Tree”

Frank W. Ferrin, director of ra-
dio, Henri, Hurst & McDonald, Chi-
cago, said: “I read with much in-
terest your answer to the Crowell
attack on radio in your last issue,
and would just like to add that
‘There are always a lot of clubs
under a good apple tree.’ When a
boy wants apples, he doesn’t throw
clubs at the serubs. That'’s why you
always find a lot of clubs under
good apples trees. It is true the
world over—not only in apple or-
chards.

“I don’t think the boys in radio
are letting it worry them. Right
now the world seems to be in a
knocking frame of mind, but that
doesn’t change the fact that every
knock is a boost. The other fellow
wouldn’t throw clubs at you if you
didn’t have something he didn’t
have. Radio is a good apple tree

COSMETICS CLAIMS
SHARPLY LIMITED

CLAIMS that cosmetics will re-
move wrinkles, rejuvenate the skin
or keep it free from blemishes can-
not be broadcast over NBC net-
works, Janet MacRorie, continuity
acceptance editor of NBC, told the
Advertising Women of New York
at a meeting Feb. 1. Describing
the care with which cosmetic ad-
vertising copy is checked by the ad-
vertiser’s own chemist, the Federal
Trade Commission, the bureau of
standards of the Toilet Goods As-
sociation, and frequently by other
laboratories operated or engaged
by advertising media, Miss Mac-
Rorie listed her own taboos as fol-
lows:

“Claims that a product will re-
moye, or erase, or correct wrinkles
and lines are not accepted, since
we have no scientific evidence that
anything short of plastic surgery
can accomplish this miracle. Claims
for ‘rejuvenation’ of the skin and
restoration of natural oils are out,
since we have no evidence that ex-
ternal application of a cream or
lotion and attendant massage can
have more than a temporary ef-
fect.

“Claims that a cream or lotion
will keep the skin free from blem-
ishes are not accepted since skin
blemishes may be the result of an
internal disorder and external ap-
plication cannot offset the condi-
tion. The presence of vitamins in a
soap or face cream must be
watched carefully, since results of
research on the subject are incom-
plete and there is a difference of
opinion among dermatologists.”

New Firm Will Service

Bakery, Store Programs
BAKERS Broadcasting Service has
been organized in New York to
service bakeries in broadcast and
advertising problems. The concern,
which has offices at 113 W, 42d St.,
will handle both transeription and
live programs and already is un-
derstood to be planning a dozen
disc series. A New England branch
will be maintained at 140 Boylston

St., Boston.
The same interests have formed
Department Store Broadcasting

Service, in Boston, to handle radio
for department and specialty
stores. Research has been started
on program problems and a series
of radio campaigns is being pro-
duced.

In addition, laundry and dairy
broadcasting services have been
started at the Boston address.

COURSES in television and amateur
radio will be among the offerings in
the spring term_at New York Univer-
sity. Prof. H. H. Sheldon will teach
television and Lawrence M. Cockndnv
editor, Radio Netws. will conduct a
course on amateur radio stations.

and isn’t mad about anything.”

Herb Devins, of J. Stirling Get-
chell, said the letter was “a honey.”
Harrison Holliway, general man-
ager of KFI-KECA, Los Angeles,
wrote to “compliment you gentle-
men on your campaign in answer-
ing the Crowell Publishing Com-
pany’s ridiculous ‘Angels’ ad.”

Arthur B. Church, president of
KMBC, called the reply “classic.”
He said it was “a real contribu-
tion.”
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TRANSCRIPTIONS

programs recorded
by us at

29 West 57th Street,
New York, N.Y.

are being broadcast

all over the map
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STANDARD REVISES
PROGRAM LIBRARIES

STANDARD Program Library
Service has undergone a complete
reorganization and regrouping, ac-
cording to Gerald King, president
of Standard Ra-
dio Inc. The basic
library has been
augmented and
100 titles will be
released monthly
beginning April
1. The number of
hours of prepared

continuity has
- been increased to
Mr. King 20 weekly.

Under the new regrouping plan,
stations may subscribe to the
whole service or choose any part
of it. A station desiring standard
types of talent and musie, such as
concert and semi-classical, is priv-
ileged to eliminate the currently
popular music. There will be a
monthly release of pupular music
in the Popular Supplement which
may be ordered separately.

Of the plan Mr. Smith said, “Ra-
dio stations lately have been go-
ing through a period of readjust-
ment. Due to the deal with the
AFM, many stations may find their
transeription requirements consid-
erable different than they were six
months ago. The new ‘tailored’ plan
of our service is one which will fit
the needs of any of these.”

LIEUT. CARL O. PETERSON, U.S.
N.R., radioman with both Byrd Ant-
aretic expeditions, on Feb. 11 was
awarded the Marconi Memorial Medal
of the Veteran Wireless Operators
Association at its annual meeting in
New York.

Firestone Tribute

WHEN word was received of
the death of Harvey Fire-
stone late in the afternoon
of Feb. 7, Alfred Wallenstein
scrapped the program pre-
pared for that evening’s
Voice of Firestone broadcast,
added 42 musicians to his
orchestra, bringing it to a
total of 68 men, between 5
and 6 p. m, got them to the
NBC studios and rehearsed
them right up to broadeast
time at 8:30 p. m. All com-
mercials were dropped from
the program, which opened
simply with a “This is the
Voice of Firestone” an-
nouncement. The orchestra
played Schubert’s “Unfin-
ished Symphony” and Wag-
ner’s “Entrance of the Gods
to Valhalla”; closing an-
nouncement was: “At the
same hour next Monday you
will hear the favorite songs
of the late Harvey Firestone,
our beloved founder, who
died suddenly today.”

Church Radio Study

STUDY of radio undertaken by
Federal Council of Churches of
Christ in America is nearing com-
pletion, but decision as to what
use will be made of data will not
be forthcoming until next meet-
ing of Council’s executive commit-
tee, scheduled for late March, it
was stated at Council headguar-
ters in New York. No information
could be obtained regarding the
nature of aim of the survey.

7

New 50,000-Watt

t Transmitter for
i WHAS, Louisville
E. 40 Stations Hear Broadcasts

From Ultra-modern Station

i WHAS in Louisville brought to its
5\ listeners the supreme achievement in
modern radio engineering, on February
1, when it put its new 50,000-watt broad-
cast transmitter on the air with a pro-
gram heard in forty states.

Representing the last word in design,
manufacture and
some $500,000. the equipment offers ad-
vertisers a marked inctrease in both cov-
erage and clarity.

One of the world’s pioneer commercial
stations, WHAS, owned and operated by

installation, costing

the Courier-Journal and Louisville Times,
is conceded the most popular, with the
most listeners, in its primary listening
area. Edward Petry & Company are
national rebresentatives for the station.
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DR. RALPH L. POWER, Los Ange-
les. has been appointed resident tran-
scription buyer of All-Canada Radio

TPacilities Ltd., Calgary, Alta. He also
holds a similm' post with Broadcasting
Service Assn. Ltd, Sydney. to pur-
chase recorded programs and scripts
for Australia and New Zealand. The
latter firm has bought the transcribed
Daredevils of ITollywood serial from
the radio program division of Walter
Biddick Co., Los Angeles, for Aus-
tralin, with a New Zealand option.
Other purchases include the tran-
seribed Rendall dog stories from Irv-
ing Fogel Radio I’roductiens, Holly-
wood : the Bigelow Minute Mysteries,
and Bigelow Musicales. both five-min-
ute transcription serials.

NATIONAL Transeription IPeatures
has taken larger space at 2 ISust 45th
St., New York. A sevies of 26 dru-
matic playlets, designed for optomet-
rists. has recently heeu purcl
rhe Maryland State Optomet Asso-
ciation. and is to be used over statious
and. George H. Field, former-
tern sales manager for Radio
Transcription Co. of Amervica, has
heen appointed sales manager, and is
now visiting stations through the East.

ALL-CANADA Radie Facilities has
taken the entire output of Radio
‘ranseription Co. of America, Holly-
wood, which produces eight transcribed
programs weekly for 39 weeks each
calendar year. Concern has also hought
from Associated Cinema Studios. Iol-
lywood, T'he Adventures of Tim, a 20-
episnde guarter-hour transcribed juve-
nile program.

MERTENS & PRICE Inc., Los An-
geles, has sold the Sunday Players
dramat biblical (muscnptlou se-
rial for 52 weeks each to Cedar Hills
Memorial Park, Washington, on
WISY; Oaklawn Memorial Park,

Lh.nlotte N. C., on WSOC; Forsyth
Memorial Park, Winston-Salem, N. C.,

on WAIR: Westover Memorial P-ul\,
Augusta, Gn ., on WRDW; John Me-
Alister Charleston, 'S. C., on
WCSC; .\Imml Memorinl Assn., Mi-
ami. on WIOD. Series has been re-
newed for 26 weeks by Woodlawn
Cemetery, Detroit, on WXYZ. and
Hawniian Electric Co.. Honolulu, on
KGU. Wade Lane's IHome Folks, tran-
sceribed serial, has heen taken for 52

weeks by McEwen Funem] Home,
Charlotte, N. C., on WSOC; Dunbar
Funeral Home, "Columbia, C., on

WIS; Dauer Furniture Co., Rochester.
N. Y, on WIIAM. Rounol\e Guag Light
Co., Roanoke, Va., has taken 39 epi-
sides of the American Kitchen for
sponsorship on WDBJT.

INDIAN TRAILS, new Hollywood
radio production concern, has been es-
tablished at 1651 Cosmo St. by Rob-
ert BB, Callahan, writer-producer, anud
national authority on Indian life. C.
Floyd Ross is hllSHleS\ manager. The
firm specializes in Indian stones and
the adveutures of pioneers.

KFWB. Hollywood, has secured ex-
clusive franchise in the Los Angeles
area, to the 1938 output of Atlas Ra-
dio Corp., according to Herbert R.
Ebenstein, president, now on the
West Coast.

FFRANCISCAN FRIARS. Guarrison,
N. Y., has reappointed E. V. Brincker-
hoff & Co., New York, to transcribe its
Ave Maria Hour.

KSRO. Santa Rosa, Cal, has sub-
seribed to WIS transcription service.
WFEFDBM. Indianapolis. has added the
AMD transcription library.

THE 26 quarter-hour transcribed pro-
grams, Daredevils of Hollyicood, is be-
ing produced by the radio programs
division of Walter Biddick Co., Los
Angeles, with a spot in the ceuter for
loeal commercial announcements. The
series, produced under direction of Ted
Turner, department head, features
famous stunt men and movie doubles
interviewed by Hul. Styles.

WBS DISCS PLACED
BY MANY AGENCIES

OF THE 49 agencies placing 108
campaigns on WBS in 1937, H. W.
Kastor & Sons Adv. Co. led with
19 campaigns, followed by Black-
ett-Sample-Hummert with 13 and
BBDO with 7. Two agencies placed
4 campaigns, Maxon and Walker &
Downing. Agencies placing 3 cam-
paigns were Compton Adv. Inec.; J.
Stirling Getchell; Geyer, Cornell &
Newell; McJunkin Adv. Co.; Van
Sant, Dugdale & Co.; placing 2
campaigns were Russel C. Comer
Adv. Inc.; Ralph H. Jones Co.;
Pedlar & Ryan; Frank Presbrey
Co.; Roche, Williams & Cunnyng-
ham.

Other agencies placing WBS
campaigns for sponsors were: Ar-
bee Agency; Aubrey, Moore & Wal-
lace; Badger & Browning; Sam
Bartlett; Benton & Bowles; Beck-
man, Vogel & Beerbohm; D. P.
Brother & Co.; Buchen Co.; Camp-
bell-Ewald Co.; D’Arc Adv. Co.;
John H. Dunham Co.; Ferry-Hanly
Co.; Fletcher & Ellis; Charles
Daniel Frey Co.; Geare-Marston;
James A. Greene & Co.; Bert S.
Gittins -Adv.; Joseph Katz Co.;
Arthur Kudner Inc.; W. E. Long
Co.; Lauesen & Salomon; Lord &
ThomaS' Matteson- Fogarty Jordan
Co.; Meldrum & Fewsmith; Neis-
ser- Meyelhoff R. J. Potts & Co.;
John W. Queen, Charles Dallas
Reach Co.; Schwimmer & Scott;
Selviair Broadeasting System; U
S. Adv. Corp.; Wade Adv. Agency;
Duane Wanamaker.

Twenty Grand Disecs

AXTON-FISHER Tobacco Co,
Louisville (Twenty Grand ciga-
rettes), whose plans for a three-
a-week spot campaign were pre-
viously announced [BROADCASTING,
Jan. 15], will place quarter-hour
WBS dises on 14 stations, to start
March 14. The program will fea-
ture Martin Block, announcer of
WNEW, New York, Joe Rines’ or-
chestra, and guest artists. Agency
is MecCann-Erickson Inc., New
York. Contracts will run for 26
weeks on. WLW KNX KSFO
KDKA WMAQ WDAF WNAC
WJR KLZ WRC KSD WBEN
WTMJ WCCO.

AN INCREASE in power from 500
watts night and 1,000 watts local sun-
set, to 1000 watts night and 5,000
witts local sunset, for SWMMN, I'mr-
mont, W. Va., was authorized Feh. 2
ln the I"CC, to become effective Feb.
12

LARGEST
PUBLIC DOMAIN
RECORDED LIBRARY
in the WORLD

L
LANG-WORTH
FEATURE PROGRAMS

420 Madison Ave.
New York
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George R. Holmes), Karl H. von Wiegand H. R. Knickerbocker| Bl James L. Kilgallen| &
Noted Washington / Dean of American Pulitzer Prize winner, ; Star reporter on big :
authority / war correspondents covering »f eign affairs y ‘vy “spot news” stories |3

e

3

The world' grealel
news slaff working

- SOME OF THE STAR INTERNATIONAL NEWS SERVICE
ap m la REPORTERS AND WRITERS WHOSE DISPATCHES ARE
- BROADCAST DAILY BY 150 U.S. RADIO STATIONS

- : - T T
Damon Runyon & - [Louella Parsons ~ | Paul Gallico oo et Davis J. Walsh
|America’s greatest & Favorite Hollywood No. 1 American 4 Ace sports
|reporter E (Writer of millions |feature writer : / e |commentator

INTERNATIONAL NEWS SERVICE

235 EAST 45TH STREET, NEW YORK
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New Operator’s Rules

AMENDMENT of rules governing
the scope of authority granted un-
der licenses issued to radio opera-
tors effective April 1, 1938, have
been announced by the FCC. At
present the third class operator li-
cense is generally valid for the
operation of radiotelephone sta-
tions of 50 watts or less power and
with certain exceptions for other
radiotelephone stations. The amend-
ed rule removes this power limita-
tion but specifically provides that
stations manned solely by person-
nel holding a radiotelephone third
class operator licenses must be sup-
ervised and maintained from a
technical point of view by person-
nel holding a second class license,
whether radiotelephone or radio-
telegraph.

WAVE
BRINGS

New WJR Equipment

REQUIRING some four months to
manufacture, speech input equip-
ment of new and unusual design
will be installed at WJR, Detroit,
50,000-watter, by Western Electric
Co. Designed by Bell Laboratories
to meet specifications of A. Fried-
enthal, engineer in charge of WJR
studios, the installation will in-
clude two type 23 speech input
units, with arrangements for handl-
ing programs from three stations
and for handling network, remotes
and electrical transcriptions. It in-
cludes a two-way talk-back system,
accomplished instantaneously with-
out operation of switches or keys.

WCKY, Cincinnati, has adopted as
mascot a dog that wandered into the
station’s offices. L. B. Wilson, owner
of WCKY, has named the pooch
*Wicky”.

ALIVE

AND SOLD!
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TEN MINUTES—After police re-
cently shot it out with bank robbers
in Columbus, 0., WBNS was air-
ing an on-the-scene broadcast. John
Neblett and Russ Canter, WBNS
announcers, are conducting the in-
terviews near the stations mobile
shortwave transmitter, WJLF.

KABC, in San Antonio,

Moves Into New Quarters

KABC, San Antonio, moved this
month to new studios on the second
floor of the Milam Bldg., where it
installed new Western Electric
speech input equipment. Three
studios are included in the layout,
auditorium, solo and announcers’
studios providing for all program
needs. New RCA dual speed turn-
tables have been placed in opera-
tion, and news is received from
Transradio.

Personnel is unchanged, with
William McCabe, who recently re-
turned to San Antonio after sev-
eral years with major stations on
the West Coast, as the KABC gen-
eral manager. Other officers are
Charles Belfi, studio manager; G.
P. Rumble, formerly of WNEW,
New York, chief engineer; Pearl
Sohn, in charge of commereial con-
tinuity. On the announcing staff are
Guy Savage, John Alderman and
Charles Belfi. The control force in-
cludes Fred Neidert, Travis Chap-
man, Stanley Cox, K. C. Cates. In
the commercial department are W.
E. Remy, Sam Goldfard, Pat Bax-
ter, Tony Mennella and John Sul-
livan.

PATENTS covering_television devices
were issued by the U. 8. Patent Office
Feb, 8 to Viadimir K., Zworykin (No.
2,107,464) and to Philo l;% Farns-
worth (No. 2,107,782). Former as-
signed his patent to RCA and latter,
whose patent covers a radiation fre-
quency converter, developed in collab-
oration with Donald lg’ Lippincott,
Larkspur, Cal.,, assigned to Farns-
worth Televigion Inc., San Francisco.

COLLINS RADIO Co., Cedar Rapids.
Ia., has sold the following transmit-
ters to thesge stations: 20 H, 1,000-
watt to WSFA, Montgomery, Ala.;
300 F, 100-250-watt, to WHAI, Green-
field. Mass.; 20 H, 1,000-watt, to
KLDPM, Minot, N, D.; 300 F, 1

250-watt, to KALB, Alexandria, La.

BENDIX AVIATION EXPORT
Corp. announces the appointment of
H. E‘ McEnness as specital European
representative and the opening of a
new Paris office at 51 Ave. George V.
Headquartered in Paris, Mr. McEn-
ness will cover the British Isles, the
Continent and the Near East.

WMFF, Plattsburg, N. Y., has in-
stalled Proctor - Fairchild recording
equipment and a Gates aundio com-
pressor.

KGVQ, Missoula, Mont,, recently
placed in operation its new Truscon
radiator antenna.

GENERAL ELECTRIC Co. has is-
sued bulletins explaining its radio
transmitter capacitors for amateur ra-
dio equipment and D-C_pyranol ca-
pacitors for radio and X-ray equip-
ment. The capacitor for amateurs is
2,000 volts, 5 microfarad.

WEW, St. Louis, has tentatively pur-
chased an RCA 1-G 1,000-watt trans-
mitter contingent upon being granted
a construction permit by the FCC for
such an installation.

WCAU, Philadelphia, has purchased
an RCA 100-F ultra-high frequency
broadeast transmitter.

GILBERT BRAUN, New York, is
offering as a service to program pro-
ducers a portable sound library,
equipped to produce any sound re-
quired, “from a hurricane earthquake
to a super dynamo”. Customers for the
new service include Sound Reproduc-
tions Inc., headed by Eugene Bresson,
and E. V. Brinckerhoff Ine, New
York.

WGL, Fort Wayne, went on the air
Jan. 29 with 2350 watts daytime power,
using a new transmitter installed last
year.

Hazeltine Television

HAZELTINE SERVICE Corp.,
New York, on Jan. 21 applied for
a construction permit for a new
television station to operate in the
bands 42,000-56,000 and 60,000-86,-
000 ke. with 126 watts. The organ-
ization holds numerous basic radio
patents.
WGIL are the call letters assigned for
the new 250-watt daytime station on
1500 ke. at Galesburg, Ill., authorized
.17‘31';. ﬁ) by the FCC {BROADCASTING,
eb. 11.

INCORPORATED

LOUISVILLE, KY.

1000 WATTS . .- quo K. C.
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Deserving its strong listener loyalty

and top position in this 16-county

Ktt’;jﬁt KY ot Market
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% From the very beginning, Blaw-Knox

5; i Antennas have been intimately associ-
g1 ated with the growth of Radio.
KBy
_: gﬁ 2 The first Vertical Radiator was a Blaw-
:’; Knox development.

e Z',:/ ' et "—% - The most advanced designs in up-to-date
5 HH Radiator construction contributing to
g %g present broadcasting efficiency are con-

:gg cededly Blaw-Knox.
sxvel N\ i
s
BLAW-KNOX DIVISION

OF BLAW-KNOX COMPANY

2038 Farmers Bank Building
Pittsburgh, Pa.

«:\%latl,sz:; e

S T T i, Y s
0 8525 1o A 1m0,

IF YOU PLAN TO INCREASE
THE EFFICIENCY OF
YOUR ANTENNA . ... ..
IT WILL PAY YOU TO
CONSULT BLAW-KNOX
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Did
You Ever Play
“Hide-go-seek’’

. « With Your Copies of
BROADCASTING ?

Unfortunately, copies of BROAD.
CASTING do get misplaced. Espe-
cially around = busy office—when
you need them most. Remember

when that happened to you? But the
remedy 1s simple. Just order one of
the new, specially comstructed bind.
ers, large enough to accommodate
every issue throughout the year.

$2.50 posTPAID

Your name in gold 25c extra

National Press Building
Washington, D. C.

New WGAU, in Athens,
To Take the Air April 1

ITS EQUIPMENT ordered, the new
WGAU Athens, Ga., 100 watts night
and 250 watts day on 1310 kc., ex-
pects to be on the air on or about
April 1, according to A. Lynne
Brannen, one of the five equal part-
ners in the group which was au-
thorized last Dec. 31 to construct
the station to replace the old
WTFI of that community which
was moved into Atlanta last year
and is operating there as WAGA.
Mr. Brannen, former manager of
WTFI and before that with
KWKH, KWEA and WATL, will
manage the new station.

Collins transmitter equipment
and a vertical radiator will be in-
stalled. A feature of the studios
will be the color scheme of all
equipment, which will be red and
black, those being the colors of the
University of Georgia, located in
Athens. Call letters were also se-
lected to designate Georgia Uni-
versity. Melvin Gorman will be as-
sistant manager and studio direc-
tor, and the rest of the staff is
now being mustered. With Mr.
Brannen as partners in the enter-
prise are Dr. J. K. Patrick. drug-
gist; Tate Wright, attorney, and
chairman of the Clarke County
Board of Commissioners; C. A.
Rowland, seed merchant and Earl
B. Braswell, publisher of the
Athens Banner-Herald.

INTERNATIONAL Radio Sales,
newly-organized station representative
division of Hearst Radio Inc., New
York, has issued a booklet deseribing
its services and facilities. Photographs
of personnel in each office are in-
cluded.

CLARENCE—Thought to be ra-
dio’s first ventriloquial dummy,
posed for this picture in 1927, a
year after he started broadcasting.
Harry Lawrence, Clarence’s vocal
director, kept him company on the
air until 1929, when Lawrence
joined NBC’s writing staff and
Clarence retired. Lawrence now
writes the Kaltenmeyer's Kinder-
garten series.

Oldest CBS Affiliate

WJIAS, Pittsburgh, which claims
to have been the first CBS affiliate
station, having signed in 1928, on
Feb. 13 extended its affiliation with
the network for five years. The
contract was signed by Hugh J.
Brennan, president, with Herbert
V. Akerberg, CBS vice-president.

HOLLYWOOD PLANT

OF NBC FLEXIBLE

NOT KNOWING if the trend
toward Hollywood will continue,
NBC is building its new studios in
that city accordingly, Lenox R.
Lohr, president of the network, an-
nounced when on the West Coast
in early February for a series of
conferences with Don E. Gilman,
western division vice-president, and
other executives. He pointed out
that a short time ago Hollywood
was just a flag stop as far as radio
was concerned, but today it is an
important broadcasting center.

“In spite of the fact that we are
erecting a large new Hollywood
building, it will not take care of
half the shows,” he said. “We are
doing this with our eyes wide open.
For the present we will retain our
Melrose Ave. plant and operate it
in conjunction with the new
studios. This is not particularly ef-
ficient operation because studios,
controls and personnel are divided,
but until we find out definitely
whether the trend toward Holly-
wood is going to continue, we will
operate this way. Our new Holly-
wood building may be big enough,
if the shows go back to New York,
to take care of our needs. If not,
and if in a year or so we find that
more shows are coming out here,
we will abandon the Melrose Ave.
building and enlarge our new lo-
cation. We have five acres of
ground at Sunset Blvd. and Vine

t.”

Mr. Lohr announced that the of-
ficial name of the West Coast head-
quarters will be known as Holly-
wood Radio City.

Serving the public interest

WCAE BACKS FACTS WITH ACTS

REBUILDS STUDIOS;
STARTS AD SERIES

Pittsburgh, Pa.—WCAE acted effectively
in past ten days to increase its lead in Pitts-

burgh radio.

station.

Studios were completely rebuilt with latest
acoustical material as station started daily
and Sunday Pittsburgh newspaper advertis-
ing campaign. Ads will run for a year.

WCAE is using daily copy, listing PROD-
UCT advertised in commercial programs,
along with five column smash display on
Sundays. Latter stresses number of poll-
winning features in Pittsburgh’s faverite

Buy WCAE in Pittsburgh and get the
MOST for your radio dollar!

WCAE, PITTSBURGH, PA., NBC-RED
INTERNATIONAL RADIO SALES
20 E. 57th St., N. Y. C.
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Western Electric’s NEW 5KW
has the DOHERTY CIRCUIT, too!

T
o

lepecmasn

FEATURES OF THE

SKW

Doherty Circuit increaseg effi-
ciency of final amplifier. stage.
from theusual 30% to over 6073,
Requires less primary power,
greatly reduces operating and
maintenance costs.
Automatie line voltage regula-
tor. a
Improved stabilized {fe¢d-back
Final lifi  th 1 ] circuit.
inal amplifier stage of the new A o : a
o . . Automatic circuit breakexs a,
S5KW. At right, W. H. Doherty of Bell S an automatic reclosing c(ﬂg
Telephone Laboratories inspects the

tactor in the power cirenit to
new transmitter. the rectifier.

Cathode ray oscillograph cop-
nections in all important eir-

In the new SKW (as in the new S0KW) the famous Doherty Circuit increases S
Engineered to permit increase
2 . o __ . s in power to I0KW, 50KW and
power amplifier efficiency by more than 100% — cuts operating and maintenance SOOKW by adding sclected
costs —saves space. One more proof that Bell Telephone Laboratories and West- L i

“ASK YOUR ENGINEER™

ern Electric are continuing to set the pace in better equipment for broadcasters!

Distributors ;

2 o e g
Wesrtern Eleclric ==
RADIO TELEPHONE BROADCASTING EQUIPMENT
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Your Recording
Requirements Demand

o Turntable Performance at 33 1/3 RPM equal to that of the finest
transcription tables.

® High Recording Levels to reduce surface noise in the playback
AND

® Quality acceptable for *“high fidelity” broadcast purposes, as well as
auditions.

¥ e

The New Fairchild Recorder
WITH

Center Drive turntable and Synchronous Motor guarantees that “Four-
teen minutes and twenty-nine seconds” of recorded disc will play back
in exactly the same time.

Crystal Cutter Head, by Fairchild, puts a higher signal level on the
record, thereby reducing surface noise materially.

AND

‘Fairchild users expect and GET quality that meets the highest broadcast
requirements.

It Sounds As Good As It Looks

1. Precision in design and performance.

2. Sufficient Mass and consequent inertia to completely neutralize any
dency to “r e” in the cutter head.

3. Equal spacing of grooves (avoids “echo”) at 90, 110, 130, or 150
lines per inch and easily varied depth of cut, from inside or outside
without extra feed screws or parts—the “last word” in flexibility.

CAMERA CORPORATION

88-06 Van Wyck Blvd. Jamaica, Long Island, N. Y.
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Studdio Notea

DURING the recent infantile paraly-
sis campaign. KRLD, Dallas. raised
more than $1,000 by presenting its
talent at a community sing in a large
local church and by airing many spot
announcements of this special pro-
gram, V. Q. Stamps, singer of sacred
songs on KRLD, conceived the pro-
gram iden as a means of reaching
these listeners who were not interested
in attending the President’s Ball.

KGGM, Albuquerque, on Feb. 26_will
dedicate its new studios in the KiMo
Bldg., occupying the entire second
floor. The acoustically treated studios
include one seating 50 spectators aug-
mented by a smaller announcer's stu-
dio used for solo programs, and n con-
trol room which can be used for auxili-
ary purposes. Increased office space
includes andition rooms, rehearsal and
continuity rooms as well as executive
offices. Construction was supervised by
Mike Hollander. KGGM general man-
ager.

ORIGINATING at WRAL, Balti-
more., Mutual network on Feb. 11
broadeast the opening of the North
American Sports Garden and Outdoor
Life Show. Bob Edge, as master-of-
ceremonies, introduced Governors
Harry W, Nice of Marylnnd, Homer
A. Holt of West Virginia aid George
H. Barle_of Pennsylvania, and Mayor
Howard Jackson of Baltimove.

IN COOPERATION with the Eco-
nomic Policy Committee, a nonparti-
san group for the dissemination of in-
formation about international trade.
NBC on Feb. 6 started a series of pro-
grams, Paths to Prosperity. Secretary
of State Cordell Hull spoke on the
first broadeast, from Washington, Ed-
ward Tomlinson, authority on inter-
national affairs, acts as chairman of
the brondcasts,

KSFO. San Francisco, has wired the
Gold Room of the Palace Hotel, one
of the bay city’s largest hostelries, for
audience shows. The room seats 600
persons. First broadcast was My Sec-
ret Ambition, CBS network show
sponsored by Durkee's Famous Foods.
A stage has been built with an over-
looking glassed-in control room.

WHEN FIRE destroyed a $3350.000
refinery in Enid, Okla., Feb, 4, KCRC.
that city, was on the air with the de-
tails of the explosion five minutes af-
ter the alarm had been turned in by
Charles Seiferd, KCRC announcer.

OBSERVING “Americanization
Week” from TFeb. 14-22, Salt Lake
City's Chamber_of Commerce is co-
operating with KDYL in a series of
programs designed to acquaint non-
American born citizens the desirability
of immediate naturalization. Program
series will consist of prepared inter-
views with foreign born, and helpful
questions and answers.

DUE TO a greatly increased produc-
tion schedule, both local and for CBS
network shows, K8FO, San Francisco,
recently completed installation of a
new control room, announcer's studio
and dnplicate transeription room.
Western Electric 23A speech equip-
ment was used.

CHILD RAISING is the problem
dramatized in a new series called Your
Children and Mine on KDAL, Duluth,
Minun. The programs are given under
auspices of the local parent-teachers’
association.

WIOD, Miami, features Sam Parker
on its program called The Vagabond
Microphone and Sam recently inter-
viewed Dritish snilors aboard the
I8, Apollo when she docked in
Miami.

WCLE. Cleveland. added five feeds to
Mutual on Feb. 7. bringing the total
feeds from WHK-WCLE on Mutual
to 27, The new programs arve The
World 7Traveler, twice weekly, and
Rerveries, thrice weekly.

TO FAMILIARIZE the public with
the Shrine Hospitals for Crippled
Children and other charitable under-
takings sponsored by Nobles of the
Mpystic Shrine, the organization has
started to spot a series of 20 quarter-
hour transcribed programs on more
than 100 stations nationally. The se-
ries is being cut by C. P. MacGregor.
Hollywood transcription concern, un-
der supervision of Dick Connor, Na-
tional Radio Director of the Shrine.
Los Angeles, It is called the Shrine
Temple Series. Each program, com-
plete in itself, features Al Malaikah
Shrine Band and Chanters of Los An-
geles, with Connor as master-of-cerc-
monies, and includes a 1l5-minute
talk on an important phase of the
Shrine’s activities, which are nonsec-
tarian.

NBC, San Francisco, recently closed
its three studios on the roof of Hale
Brothers department store, which it
had been using for ten years, moving
to the main studios in the Sutter Bldg.

WFAA, Dallas, is inserting traffic
safety editorials in its news broad-
casts. The editorials are supplied by
the Texas State Highway Commission.

BOB EDGE, outdoor commentator of
WOR, Newark, on Feb. 12 stnrts a
new weekly sustaining series of sports
)x;)gmms, titled Outdoors twith Bob
2dge.

TWO creeks in the city limits of
Rockford, Ill, ran wild following a
two-inch rainfall recently, driving
more than 500 persons from their
lhomes and bringing WROK into ac-
tion in a hurry. Its mobile transmitter
was on_the job early with Morey
Owens, John McCloy and George Men-
ard giving descriptions of dramatic
rescues, The mobile transmitter was
used at two spots during the day and
the station stayed on the air with
flood news most of the day. It acted
as voice of the organized rescue agen-
cies, relaying orders from police and
sheriff and serving a need which could
not have been filled any other way.

WRV4Y, Richmond, Va., is the only
station broadcasting from the State
House legislature, but feeds the pro-
grams to stations requesting it with-
out mentioning the fact that its staff
is picking up the proceedings so that
stations may use their own identifica-
tion.

WHEN fire that resulted in damages
of $500,000 recently broke out in
Evansyille, Ind, John Caraway and
Guy Crecelius were on the job to give
coymplgte coverage over WGBF and

WCOA, Pensacola, has started a week-
ly series called Meet the Artist Studio
Parties. Listeners throng the studios
for personal introductions to staff ar-
tists who in turn interview the listen-
ers,

KPFA, Helena, Mont., has coupled
the output of the preamplifier of a
remote electric organ to the broadcast
circuit through a matching transfer
to eliminate room uoise, no micro-
phone being used in the pickup.

CONCORDIA College, Milwaukee, one
of WTMJ’s oldest sponsors with a
record of Dbroadeasting continuously
for ten years over the station, cele.
brates its tenth anniversary on the
air Feb., 20 with a special program.

KGVO, Missoula, Mont., has started
a series called Sponsors on Parade.
which not only plugs shows sponsorec
on KGVO but indicates the power of
radio advertising to prospective time
buyers.

WHE, Cleveland, has started a series
of talks by A, A. Nigiosian, an ex-
pert on Oriental rugs. The Wednes-
day afternoon programs will include
the history of weaving and the use oZ
rugs in interior decorating.

WBNX, New York, on Feb. § started
the German Radio Club Hour, under
the direction of the American Assn, of
Teachers of German. Students who
have learned their German in New
York colleges and high schools will
present musical and literary programs.
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They Call This
An Antennae, too!

JOHN E. LINGO & SON, INC.

Page 84 ¢ February 15, 1938

This unsuspecting myriapod doesn’t know a wave-length from
a microphone . . . but he enjoys every right to say his “antennae
is efficient”. And most likely those two projecting “feelers” will
serve their purpose until “something better” comes along.

W hat about YOUR Antennae?

Did you know that something better HAS come along? An an-
tenna new in design . . . new in efficiency . . . new in economy.
No station engineer or executive can really afford to overlook the
new possibilities that the new Lingo Tube Radiator has effected
.+ . and the new standards it has introduced to the broadcasting
field. The Lingo Vertical Tubular Steel Radiator is the latest
achievement in antenna performance . . . giving 97% EFFICI-
ENCY AT HALF THE USUAL COST!

If you’re interested in efficiency . . . reliability and lowered costs,
send us necessary details on location, optimum performance re-
quired, and we can quote you complete prices in advance and

also show you how Lingo can answer your radiator problem.

Write for our interesting brochure, “New Standards for Vertical
Radiators”. Of course, there is no charge or obligation.

Est. 1897 CAMDEN, NEW JERSEY

VERTICAI'.‘YE\,

RADIATORS

www americanradiohistorv com

Melody Puzzles Contest

Draws 100,000 Scripts
AMERICAN TOBACCO Co.s
NBC-Blue show for Lucky Strike,
Melody Puzzles, drew 100,212
scripts from the radio audience the
first four weeks it was broadcast,
and about 15,000 scripts on the
first day of the fifth week. Lis-
teners submit scripts in whxch the
name of a current song hit is con-
cealed. When the sketch is broad-
cast, members of the studio au-
dxence are asked to name the song.
Prizes to correct guessers are $10;
writers of the script receive $25

Scripts submitted by listeners in
the week following the first broad-
cast Jan. 10 totalled 16,334. The
second week this ﬁgure doubled,
reaching 31,343; the third week the
total was 24 422 the fourth, 28,-
113, and on the  first day of the
ﬁfth week the incomplete count
shows 14,675 scripts received. The
rogram also was carried on WOR,
glewark the first three weeks. 1t
started on NBC four days after it
was booked. Agency is Lord &
Thomas, New York.

Changed Specifications
Delay Television Start
By CBS Until Summer

CBS experimental television broad-
casts, which the network had
hoped to start early this year, will
not begin until the latter summer
of this year at the earliest. Changes
in specifications for transmitting
equipment mean that RCA will not
have the transmitter ready for in-
spection before April, and its in-
stallation in the Chrysler Tower
and preliminary testing will occupy
several months.

Plans for the television studios
in Grand Central Palace have also
undergone considerable change. In-
stead of building permanent stu-
dios, as was originally proposed.
the plan is to leave space more or
less open, using portable scenery
and effects until such time as ex-
perimental broadcasts may provide
data for permanent television stu-
dios. The feeling is that it will be
easier to start with a large space
and condense as necessary, than to
construct a number of smaller stu-
dios which might soon have to be
demolished and replaced.

Gilbert Seldes, CBS director of
television programming, and Dr. P.

Goldmark, in charge of televis-
ion research for the network, are
continuing their pre-broadcasting
studies.

Meanwhile, any hopes of com-
mercial television in the near fu-
ture are being discouraged by all
companies experimenting in the re-
ceiving set field. In the first place,
they are fighting the growing at-
titude of owners of obsolete sound
receivers to out off replacing them
with modern receivers on the
theory that they might as well wait
for television. Another reason is
to discourage premature sale of
television stock to the public.

Harbord World Tour

MAJ. GEN. JAMES G. HAR.
BORD, board chairman of RCA,
left Feb. 14 for Los Angeles, where
he will sail March 2 on the Monte-
rey on a trip around the world, in-
specting RCA facilities and ser-
vices. He will stop at Hawali and
New Zealand before arriving at
Sidney, Australia, where he will
be guest of honor at the World
Radio Conference, April 4-14.
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Networks Agree to Stop

Monthly Billing Reports
AGREEMENT to stop issuing
monthly gross billing figures wasg
reached by NBC and CBS early
this month at a meeting attended
by Victor M. Ratner, director of
sales promotion, and Dr. Frank
Stanton, manager of the research
division, CBS, and E. P. H. James,
manager of the promotion division,
and H. M. Beville Jr., chief statis-
tician, NBC. MBS was not repre-
sented at the session but it later
announced that it would concur
and would likewise withhold its
billings from publication.

Networks will continue to fur-
nish expenditures of individual ad-
vertisers to Publishers’ Informa-
tion Bureau, however, so that this
information will be available to ad-
vertisers and agencies subscribing
tc that service.

Mutual gross billings for Janu-
ary, before agency and frequency
discounts, totaled $267,612.94. Mu-
tual’s earned rate billing for De-
cember, 1937, was $214,038 and in
January, 1937, $212,966.

New Series for NAM

A NEW series of weekly programs
for the National Association of
Manufacturers is being tran-
scribed by NBC Transcription Ser-
vice, it was announced Feb. 11. The
13-minute recordings present dis-
cussions of current events and
trends in the economic picture by
George E. Sokolsky, writer, lec-
turer and commentator, and are be-
ing offered on a sustaining basis
to one station in each community.
NBC said more than 235 stations
already have scheduled the series.

Vis-O-Phone Portable

VIS-O-PHONE SALES Co., Chi-
cago, will market a portable turn-
table which can be carried by sta-
tion salesman to play transcrip-
tions for prospective sponsors. One
niodel will weigh not more than
20 pounds with other models rang-
ing from 18 to 35 pounds. The
tarntables will be complete with
microphones and two speeds. Na-
tional sales representatives for
Vis-O-Phone is Radiad Service, 612
M. Michigan Ave., Chicago.

Columbia U. Program

FOR the fourth consecutive year
Columbia University alumni meet-
ings in 96 foreign countries and
about 75 alumni groups in this
country heard NBC's broadcast of
proceedings of the tenth annual
“Round-the-World Columbia Day”
on Feb. 12. Nicholas Murray But-
ler, president of the University,
spoke. In addition to the NBC-Red
network, the program was broad-
cast on shortwave station W2XAD,
Schenectady.

Rap-I-Dol Test
EAP-I-DOL Co., New York (hand
lotion), on Feb. 8 started Linda’s
First Love, quarter- hour WBS
transcription, on WJSV, Washing-
ton. The program is heard Tues-
days, Thursdays and Saturdays,
placed by Erwin, Wasey & Co,,
New York.

THE basketball team of BROADCAST-
ING magazine defeated the WFBR
quintet in Baltimore Feb. 10. Score:
41 to 36

A GIANT—Radio tube, 136 feet
long on a base 190 feet wide, will
house exhibits of Radio Corp. of
America and its subsidiaries at the

New York World's Fair, 1939. Con-
struction will begin about April 1.

RCA’s Exhibits at Fair

To Be Inside Giant Tube

MODELED on the lines of a giant
radio tube will be the two-story
building to house RCA and NBC
exhibits at the 1939 World’s Fair,
according to plans announced Feb.
6 by David Sarnoff, RCA president,
and Grover A. Whalen, president
of the fair corporation. The “tube”
will be 136 feet long, its narrow
end resting on a base 190 feet
wide. This base will comprise the
front of the building, which will
be entirely of glass. At the rear
will an an outdoor display space,
set in trees and fountains. Archi-
tects are Skidmore & Owens, New
York, with Paul Cret as consult-
ant. Construction will be begun
about April 1. Services offered by
all RCA companies, including ex-
perimental television performances,
will be displayed.

Novik Heads WNYC

MORRIS S. NOVIK, former man-
ager of WEVD, New York, be-
came manager of WNYC, New
York municipal station, on Feb.
9 under F. J. H. Kracke, commis-
sioner of plants and structures,
The oath of office was adminis-
tered by Mayor LaGuardia. Mr.
Novik is secretary of the New
York County Committee of the
American Labor Party. His post
pays $7,500 a year. The $4,200 post
of program director, from which
Christie Bohusack was recently dis-
missed, remains unfilled.
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TULSA DRUGGISTS

Join Merchandising Plan

——Started by KTUL———

MERCHANDISING plan, whereby
50 independent local druggists of
Tulsa, Okla., sponsor an institu-
tional program on KTUL and pro-
mote the sale of drug items ad-
vertised on other KTUL programs,
has been announced by Buryl Lot-
tridge, KTUL promotion manager.

The 50 druggists, members of the
Tulsa Retail Drug Assn., sponsor
a five weekly afternoon program
on KTUL designed to outline the
consistent, personal service given
by an independent druggist and
the part he plays in the commu-
nity. This program advertises no
particular product.

They have agreed to cooperate
with KTUL in displaying merchan-
dise advertised on other drug pro-
grams, to furnish confidential in-
formation on the sale of any par-
ticular item and its competitor, to
survey their customers on listener
response. An outline of the posi-
tion held by each drug item in the
local market has been prepared
by KTUL. Wholesalers and manu-
facturers are asked to send display
material to KTUL for placement
with the drug stores.

The plan has been tested with
Pine Balm and Colgate toothpaste
with satisfactory results, according
to KTUL.

DON KERR, master of ceremonies
and announcer of WMCA, New York,
on Feb. 20 will be presented with a
pair of diamond_studded gold wings
y the Flying Devils Squadron of
Floyd Bennett Airport, having been
chosen as the squadron’s favorite m, e,

[A TRIP TO

IRST of all, reserve

your room at the
hotel best suited to
your convenience and

purpose when in
Washington — the
modern, downtown,

Willard, "The Resi-

dence of Presidents.”

A major building pro-
gram, just completed,
makes the Willard
Washington's newest
in equipment and
beauty.

A
WILLARD HOTEL

fence aff Beesidonts
WASHIMGTON, D. €.
H. P. SOMERYILLE, Mansging Diracier

RADIO STATION
GOES TO SEE!

Representohves

EDWARD PETRY & €0,

NEW YORK -« CHICAGO
SAN FRANCISCO
ormron
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AAAA Pacific Branch

THE American Association of Ad-
vertising Agencies has established
a new sectional council, called the
Pacific Council. The present West-
ern Council will be known as the
Central Council. Officers and gov-
ernors of the new council are: For
one year, David M. Botsford, Bots-
ford, Constantine & Gardner, Port-
land, chairman; Hunter H. Vinton,
Gerber & Crossley Inc., Portland,
secretary-treasurer; for two years,
Edmun M. Pitts, J. Walter Thomp-
son Co., San Francisco, vice-chair-
man; August J. Bruhn, McCann-
Erickson Inc,, Los Angeles; Rich-
ard P. Milne, Milne & Co. Inc.,
Seattle.

THE KIDS NO DUMMY

{__\'_ﬁ'_l‘-IATS OUR LEADING FOREIGN
gy, LANGUAGE STATION
) LANGUAGE STATION

=

Tl

| | /
Y -—L WBNX o
A | YORK
=) 1000 warts pay anp wiGut
The Station thal Spechs Yosr L
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JESSIE ELIZABETH CHURCH,
formerly with WIBM, Jackson. Mich,,
has joined Aireasters Inc.. Detroit
agency. A home economist. script
writer and announcer specializing in
women's problems. she joined Aircast-
ers as account execntive in charge of
production of all women’s programs.

ROBERT BRAUN, who resigned as
manager of the Thomas Lee Artists
Bureau. Hollywood, on Jan. 31 has
joined the Small Co. talent agency,
that city, as head of its radio depart-
ment.

JOHN CHRIST, of J. Walter Thomp-
son Co., Hollywood staff. has taken
over production of the NBC Baker's
Broadcast, sponsored by Standand
Brands Ine. _(Fleischmann’s yeast).
Ile succeeds Robert Brewster who ix
now handling produetion of These We
Love, sponsored by Lamont. Corliss &
Co, (Pond’s), on NBC-Bhe. Lynn
MeManus continues to write Baker's
Broadcast.

N. E. KEESELY. of the radio depart-
ment of N. W, Ayer & Son. has been
appointed assistant secretary of the
New York corporation.

BACHENHEIMER. Dundes & Frank
Ine., New York, on Feb. 1 changed its
name to Dundes & Frank Inc., with
the resiguation of M. F. Bachen-
heimer. who has become a vice-presi-
dent of H. W, Fairfax Adv. Agency.
New York.

MYRON T. KIRK. who recently
joined Famous Artists Corp., Beverly
Hills, Cal. talent agency, has been
elected vice-president in charge of ra-
dio. He held a similar executive post
with Ruthrauff & Ryan, New York.

McKee to Erwin, Wasey

HOMER McKEE, president of the
Chicago advertising agency bear-
ing his name for the past 21 years,
has joined the Chicago office of Ex-
win, Wasey & Co., as vice-presi-
dent. Robert McKee, secretary-
treasurer of the McKee agency,
also joined Erwin, Wasey in an
executive capacity. Accounts mov-
ing to Erwin, Wasey with Mr.
McKee are Bunte Bros. Candy Co.,
Allstate Insurance Co., Hercules
Life Insurance Co. and éears, Roe-
buck & Co. (printed media adver-
tising), all of Chicago. Radio ad-
vertising of Sears, Roebuck & Co.,
is still handled by Blackett-Sample-
Hummert, Chicago.

The Key To
Your Sales
Problem In
The Rich
Southwest

Radio Station

KFH

Wichita, Kansas

WICHITA, KANSAS

Basic Supplementaty, CBS
National Representative, EDWARD PETRY & CO., Inc.
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NED MIDGELEY. time buyer,
BIDO. New York. left Jan. 29 for a
visit to stations on the West Coast,
to be goue almost a month,

JAMES CECIL. president of Cecil.
Warwick & Legler. New York. is in
Tos Angeles to supervise the Mutual
network program Howr of Romance,
with Eddy Dnchin's orchestra, which
has been emanating from the Wext
Coast since I'eb. 1 under sponsorship
of Elizabeth Arden.

RICHARD PRATT, with Charles W,
Hoyt Co.. New York agency. for the
past vear, has heen appointed assist-
ant to Everett W. Hoyt. radio director.

JACK LOUCKS, formerly with T.
Katz Special Adv. Agency, New York,
has joined Blackett-Sample-Hummert,
Chiengo. as assistant to George R.
McGivern, medin director. Mr. Loucks
was alse with the Bill Brothers Pub.
Co., working on Sales Management.

CHARLES SILVER & Co.. Chicago
ngency, has moved from 612 N. Michi-
han Ave. to larger quarters at 737 N.
Michigan Ave,

EDWARD LASKER. New York ex-
eentive of Lord & Thomas. was in
Hollywood in early Fehruary to con-
fer with Tom MacAvity. the agency's
manager in that city. on future plans
for the NBC Your Hollywood Parade,
sponsored by American Tohacco Co.

WILLIS KINNEAR and Louis Land-
field have joined Hillman-Shane Adv.
Agency. Los Angeles, as account ex-
ecutives, and will service radio along
with other media.

PAT WEAVER. Young & Rubicam.
production supervisor on the NBC
Hollywood Alardi Gras program, spon-
sored by Packard Motor Car Co. is
in New York for a month for a series
of conferences with ngency executives
on the sponsor's snmmer activities.
Ageney has transferred Charles
Flesher from its Hollywood production
staff to San Franeiseo to produce the

five weekly NBC Hughesreel. spon-
sored by Borden Co. (condensed
mitk).  Glenhall Taylor has taken

over his production assizument on the
CRRK Phil Baker program sponsored by
Gulf 0il Co. from Hollywood.
GEORGE McGARRETT. production
man who has been working on Fred
Allen's show for RBristol-Myers. has
resigned from Young & Rubieam to
join Lord & Thomas, where he will
handle American Tobacco shows. On
Feh, 14 Pat Weaver. a Young & Rubi-
eam production supervisor. who has
heen in charge of Phil Baker's Gnlf
0il program and Packard Motor Car
Co’s program on the coast. was trans-
ferred to New York and took over di-
rectian of the Fred Allen show.

R. D. HOLBROOK of Compton Adv.
Ine.. New York, has bheen elected a
vice-president and member of the hoard
of directors.

THORNTON PURKIS. Toronto ad-
vertising agency. announces the forma-
tion of a new Montreal affiliate to he
known as Thornton Purkis, Teale &
Purkis. W. Thornton Purkis. son of
Thornton Purkis, and John Teale of
Stevenson & Scott. Montreal. are the
new partners, with offices at 231 St.
James St. West,

HENRY SOL'VAINE Inc, New York,
has appointed Earl G. Thomas as gen-
eral manager in charge of sales.

www americanradiohistorv com

It’s All Different Now,

Agency Director Asserts

THE sponsor’s sister-in-law who
studied voice and the agency office
boy who could whistle may be on
amateur hours but they no longer
are broadcastine regularly, Frank
Ferrin, radio director of Henni,
Hurst & MecDonald, Chicago, told
salesmen of a client in a recent
address.

“Too many factors are involved
for a sponsor to take chances with
his program,” said Mr. Ferrin.
“Radio time and talent are too cost-
ly for gambling, and a product’s
¢ood name cannot be subjected to
a guessing game. In the novelty
stage of radio more than a decade
ago, people would listen to almost
anything and almost anything
went. Because radio passed al-
most overnight from a strictly en-
tertainment medium to an adver-
tising medium, the sudden change
was marked by amazing produc-
tions. Sponsors who usually left
their advertising problems to agen-
cy experts had a regular field day.
Certain selections had to be played
because they were chosen by the
sponsor’s Aunt Emma, and the
voice of the amateur was heard
in the land. That’s all different
now.

“Hand in hand with the amazing
technical improvements in radio
have come equally striking im-
provements in production and sales-
manship. A new showmanship was
introduced. A special technique was
evolved for presenting the sales
message. Careful studies were set
up for surveying listener reactions.
As a result, the advertiser who to-
day trusts his selling job to radio
will find efficient men to present it
to the publ'e.”

Consistent with the atmos-
phere of » distinctive location,
the luxurious comfort, digni-
fied service, and superior cui-
sine of the Hay-Adams House
blend into an environment that
parallels the tastes of discrimi-
nating travellers. Hay-Adams
rates make any other choice
a poor economy.

Completely Gir-Conditioned

RATES =
FROM s3 SINGLE s450[]CIUBLE

HAY-ADAMS HOUSE

SIXTEENTH AT H STREET
& Opposite the White House
Overlooking Lafoyette Park

WASHINGTON, D.C.
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INTERNATIONAL Radio Sales, New
York station rep, has been named ex-
clusive national representative of
WDRC, Hartford, Conn., and WORC,
Worcester, Mass., according to Mur-
ray Grabhorn, INS general manager.
WEED & Co., New York station reps,
has been named American representa-
tive of the following Canadian sta-
tions: CKPR, Fort William, Ont.;
CFAR, Flin Flon, Man.; CKBI,
Prince Albert, Sask., effective immedi-
ately, and CHNS, Halifax, N. S., ef-
fective Feb. 21.

JAMES BINGHAM, of the Chicago
office of Howard H. Wilson Co., Chi-
cago, and Helen May Sensenbrenner,
of Neenah, Wis., were married in Chi-
cago Feb. 5.

HUGH K. BOICE Jr., formerly with
the New York office of Transameri-
can, on Feb. 21 will join the New
York sales staff of Free & DPeters Inec.
B. KATZ Special Advertising Agency
has been appointed as the exclusive
nationnl representative of KANS,
Wichita.

KVOA, Tucson, Ariz.,, has appointed
Walter Biddick Co., Los Angeles, its
Pacific Coast representative.

KMBC was inadvertently listed as be-
ing rvepresented by the Hownard II.
Wilsonr Co,, Chicago, in the Feb. 1st
1ssue of BROADCASTING. It should have
readd KMPC. Three Michigan stations
“eing represented by the Wilson firm
were also unintentionally omitted.
They are WKZO, WJBK and WBCM.

Schillin to WINS

A. B. SCHILLIN, president of
Sehillin Adv. Corp., New York, on
Feb. 8 resigned to become sales
manager of WINS, New York,
where he started Feb. 15 under con-
wract. Mr. Schillin has been ac-
tively engaged in radio advertis-
ing for the last five years. He will
vake most of his sales organiza-
tion to the station with him, in-
cluding S. Fink, W. Kaufman, M.
Proyan, Al Carter, A. Bratter, H.
Finfer, C. Kracht, and N. W.
Beck. The agency, meanwhile, will
continue until the expiration of
present contracts. Louis Tappe,
radio director, and Gertrude Fried-
lander will handle accounts, which
run for six or eight months; both
will then join WINS, and the agen-
cy will be dissolved. The firm was
formerly known as Bess & Schillin
until the resignation of Herman
Bess 18 months ago to become
sales manager of WNEW, New
York,

Lucky Spot Series

AMERICAN TOBACCO Co., New
York (Lucky Strike cigarettes),
cn Feb. 13 started an announce-
raent campaign in New England.
One-minute RCA transcriptions of
the call of the tobacco auctioneer,
vrhich opens the Lucky Strike net-
work broadecasts, have been placed
by Lord & Thomas, New York, for
use 10 times weekly for 13 weeks
on the following stations: WTIC
WNAC WICC WTHT WFEA
WLBZ WCSH WMAS WNBX
WEAN.

THE University of Chicugo Round
T'able on NBC-Red, oldest educational
program still on the air. celebrated its
eighth birthday Feb. 13.

Long to Radio Sales

APPOINTMENT of Dewey H.
Long, former sales manager of
WBT, Charlotte, as director of a
new office of Radio Sales, division
of CBS, opened in
Birmingham, was
announced Feb. 2
by CBS. WAPI,
Birmingham, re-
cently joined CBS
and also has
pending a long-
term lease ar-
rangement under
which CBS would L
operate the sta- Mr. L
tion. Mr. Long will handle

ong

radio
sales activities in the deep South as
well as WAPI’s national spot.

Field Joins WPTF

APPOINTMENT
of John H. Field
Jr., of Free &
Peters, Inc., and
vice-president of
the affiliate com-
pany, Free, Johns
& Field Inc., as
sales manaser of
WPTF, Raleigh,

2 was announced
Mr. Field Feb. 9 by Richard
H. Mason, general manager. Mr.
Field assumes his new post March
1. Well-known in advertising Mr.
Field was formerly connected with
Scott Howe Bowen Inc., in the
earlier days of station represen-
tation and also has had extensive
experience in the sale of advertis-
ing with both the New York Times
and the New York World. He suc-
ceeds Royal Penny, who recently
joined WBT, Charlotte, as sales
manager.

CBS Earnings Up

A PRELIMINARY report Feb. 2
to stockholders of CBS, setting
forth earning figures for 1937 that
are still subject to audit, indicates
that net earnings for the year
were approximately $4,297,600, the
equivalent of $2.52 per share, as
compared with net earnings of $3,-
755,500, equivalent to $2.20 per
share, shown for the fiscal year
ended Jan. 2, 1937. Per share earn-
ings for both years are calculated
upon the 1,707,950 shares of $2.50
par value now outstanding or to
be outstanding upon completion of
exchange of the old $5 par value
stock. CBS during 1937 sold $28,-
722,118 worth of time, a 24% in-
crease over its 1936 total of $23,-
168,148 [ BROADCASTING, Jan. 15].

GRAND RAPIDS
BATTLE CREEK

[ ]
590
On the dial Watts
Michigan'sN°1 Test Market
Representative: HOWARD H. WILSON C0.
CHICAGO - NEW YORK - KANSAS CITY
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Broker’s Survey Reveals

Radio Far in the Lead

TO TEST the actual number of
new accounts resulting from its
program of market quotations on
WBZ, Boston, Paine Webber Co.,
New York brokerage firm, recently
mailed questionnaires to 175 of its
new clients,

Among the questions were two
designed to indicate the extent to
which radio or newspaper adver-
tising had resulted in the accounts.
Of the 91 replies received it was
found that accounts totaling $40,-
385 had resulted from the radio
advertising while accounts amount-
ing to $6,025 were traceable to
newspaper advertising.

THE Pacific Coast edition of the Wall
Street Journal, published in San Fran-
cisco, is now listing radio programs of
intevest to business men in a new
column.

GOING
PLACES!

WAIR’s rapid progress is, in a
large degree, due to its deter-
mination to give to the people in
its territory exactly the type
and quality entertainment they
demand, plus a news service
that is second to none.

For Sales at a Profit

WAIR

Winston-Salem, North Carolina
Bryant, Griffith & Brunson
National Representatives

‘BEST
SURE ~-
ONLY

Suow?’

ITS THE
ONE!

WDAY is the one and ONLY mnetwork station in the
entire Red River Valley—the richest section of the
Northwest! In fact, the nearest chain station is more

than 150 miles away !

Such a non-competitive set-up as this may seem in-

credible.

It helps explain those miraculous suocess

stories our advertisers are telling these days . « . -

Shall we send you some
Free & Peters?

of them —or will you ask

WDA@Y. INC.

N.
Affiliated with

FREE and

PETERS, INC.
NATIONAL
REPRESENTATIVES

N.

FARGO

B. C

the Fargo Forum

940 KILOCYCLES
5000 WATTS DAY
1000 WATTS NIGHT
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Signoff Prayers

CALLING it the station’s
“expression of an editorial
policy”, Donald Flamm,
resident of WMCA, New

ork, announced Feb. 13
that WMCA would sign off
with a prayer for the op-
pressed people in other
lands. The prayer is pre-
ceded by the national anthem
and is set to appropriate
music. Similarly, a new prac-
tice in signing off each night
has been started at WMBH,
Joplin, Mo. The 15-minute
transeribed Slumber Hour of
soft music is followed by the
announcer reading the Lord’s
Prayer.

A

NEW ORLEANS

LOUISIANAS

most powerful

station
W

850 KC. 10,000 WATTS®

*
rifiliated
.85

show

Blanket Libel Coverage Plan
For Stations Offered by NAB

Fees Would Be Based on Gross Sales Under the
Proposed Protection Offered by Insurer

A PLAN for blanket coverage of
broadcast stations against losses
resulting from libel and slander ut-
tered over their facilities, was an-
nounced Feb. 12 by the NAB just
preparatory to the annual conven-
tion.

John Elmer, NAB retiring presi-
dent, made the announcement in the
form of correspondence exchanges
involving the Maryland Casualty
Co., Baltimore, which has agreed
to underwrite the policy, provided
a sufficient number of stations sub-
scribe. A rate of $2 per thousand
was quoted, based upon the gross
business done per station during
its prior year. Liability of the
company would be limited to $50,-
000 in the aggregate for any one
broadcast, whether made over one
station or over a network. The
blanket bond would be placed at
$1,000,000 for any one year.

Under the premium plan, a sta-
tion doing $250,000 per year gross
business would have to pay $500
per annum for the coverage. It
was added that smaller stations
whose annual gross income is less
than $50,000, would be given the
protection for a flat $100 per an-
num.

Mr. Elmer pointed out that the
plan contemplates the extension of
coverage to non-members, which
should make possible a reduction
of the rate. Moreover, he said, it

WE EARN A MILLION

| DOLIARS A MONTH

Reach this Huge

Packing Payroll through

WO WwW!

A million dollars a month goes into the pock-
ets of Omaha’s 12,000 packing house and
stockyards employees——money for food, cloth-
ing, automobiles, all the things that YOU
have to sell. The spending of this huge live-
stock industry payroll is influenced strongly
by the spoken suggestion of advertisers on
their favorite radio station. Recent surveys
tremendous listener
WOW — preference that means RESULTS

preference for

for advertisers.

WOW

590 Ke.
John Gillin, Jr., Mgr.

OMAHA, NEBRASKA

John Blair Co., Representatives

5,000 WATTS

Owned and Operated by the Woodmen of the World

ON THE N.B.C. RED NETWORK

Page 88 o February 15, 1938

contemplates the introduction of
the sponsor into the picture “there-
by making it possible for the
broadcaster to pass the costs of
this protection on to the adver-
tiser”. He added he approved the
recommendation of Managing Di-
rector James W. Baldwin that the
administration of the plan be left
to a corporation to be created for
that specific purpose and not re-
lated to the NAB. Mr. Baldwin
made this recommendation because
of the experiences with the NAB
Bureau of Copyrights and because
non-members as well as members
are in position to participate.

The basic plan was outlined in
a letter dated Feb. 7 from Ber-
trand H. Bratney, vice-president
of Maryland Casualty, transmitted
to the NAB through Ralph P.
Dunn, Washington insurance man
who worked with Mr. Baldwin on
the plan, and to whom inquiries
are to be directed.

Text of Proposal

The text of Mr. Bratney’s letter
follows:

In further consideration of the proh-
lem which you and we huve been
conferring on for some time, I be-
lieve it is your suggestion that we
now present to you the outline of a
plan by which we propose giving a
blanket coverange to those broadcast-
ing stations wishing to obtain pro-

tgctiou aguinst loss resulting from
libelous or slanderous remarks for
which they should be held liable,

growing out of broadcasts made over
their facilities.

. For obvious reasons we are not set-
ting out here in detail the form of
bond to be written, but the plan calls
for coverage as follows :

. Such station or stations made par-
ties defendant in an action for libel
or slander will be covered in an
amount up to $350,000 in the aggre-
gate, indemnifying it or them against
loss or expenses incurred in respect
of any one broadeast or rehearsal per-
tinent thereto, (regardless of the
number of stations participating) and
the payment of such amount under
the terms of this coverage will be
made to the Association, or some cor-
poration set up specifically for this
purpose, for distribution to the station
or stations sustaining loss by reason
of such action, pro rata, according to
its_or their interest therein,

This coverage further contemplates
that recoveries up to one million dol-
lars may be bad during the annual
period of the bond. It further con-
temp]ntes that should any station re-
laxing its vigilance in attempting to
prevent in advance any libelous or
slanderous remark being made, may
be dropped from the schedule upon
proper re-pavment of any earned

KFRU

COLUMBIA, MISSOURI

A Kilowatt on 630

A Sales Message over KFRU
Covers the Heart of Missouri

The coverage further provides that
the Sponsor proposing to use the fa-
cilities of a station or stations for
the purpose of a broadeast, will enter
into & contract with such station or
stations specifically indemnifying it
or them for any slanderous or libel-
ous remark uttered or broadecast by
its agents or instrumentalities, This
coutract further declaring that its en-
forcement will be indemnified hy the
aforementioned bond, which is re-
quired, to be specifically made and in-
corporated into such a contract. Such
a condition could be inserted and
made a part of the general contract
now in use between the sponsor and
the_broadcast station.

You have advised us of the drastic
need for such protection, and have
further advised us of the interest
shown on the part of your associate
members to this protection. It is per-
haps needless for us to say that such
cuverage could not be given, and such
plan could not be effective unless s
sufticient number definitely avail
themnselves of the opportunity to ob-
tain such coverage. It is with this un-
derstanding that we are now able to
quote a rate of $2.00 per thousand
based upon the gross business done
per station during its prior year. In
using the words ‘“‘gross business” of
course it is understood that this is
income only derived from the sale of
time, and not from other sources of
income which might be available to
the station.

In order to make this more ex-
plicit, a station doing $250,000 per
year gross business would have ro pay
$500 per ammum for the aforemen-
tioned coverage,

It is possible that should a suth-
ciently large number of subscribers
wish to obtain this coverage, that we
might in such event be able to reduce
the premium rate somewhat lawer
than this quoted.

It might not be amiss to mention
here that in those smaller stations
whose annual gross income is less
than $50,000, this protection would be
afforded for a flat coverage of $£100
per annum.

Gertrude_Berg Honored

GERTRUDE BERG, author and
leading character of the CBS dra-
matic serial The Goldbergs has
been named “dean of radio script
writers” by students of Columbia
University’s classes in radio seript
writin%d conducted by Erik Barn-
now. iss Berg, a graduate of
school of journalism of Columbia
U, will be guest instructor of the
classes Feb. 28. She estimates that
she has written 2,100 scripts of
1,500 words each for The Gold-
bergs.

George W. Sutton
GEORGE W. Sutton, father of
George 0. Sutton, radio attorney,
was killed Feb. 12 by a hit-run
driver who ran amok in Washing-
ton, leaving a trail of injured in
his wake. The elder Mr. Sutton, a
former attorney general of Ter-
nessee, was struck and hurled 60
feet as he stood in a safety zone
on Pennsylvania Ave., Washingtor.,

Cash_ &;nd Cigarettes

AMERICAN TOBACCO Co., New
York (Lucky Strike) on its Kay
Kyser Musical Klass from Chicago
Tuesday nights on NBC-Blue and
Mutual, is giving away $35 as first
prize to winning contestants guess-
ing most song titles, theme songs,
radio stars, etc., $20 to the second
prize winner and $10 each to the
four remaining contestants. In ad-
dition each of the contestants re-
ceives a carton of Luckies while
each one attending the program
presented from WGN studios, re-
ceives a package of Luckies. Lord
& Thomas, New York, handles the
account,
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5 O O 0 New Western Electric
Transmitter with
three tower
directional antenna [ ]
000"
. 000, .
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1480 KILOCYCLES Sort of a

o * LUSTY VOICE

for a big youngster less than
one year old to make
listeners respond

like this:
800 letters a day on fifteen minutes daily 1:00 1o 1:15
P.M.
WHIP COVERS 2000 letters in a week on fifteen minutes daily 9:30 to
1. Entire Chicago audience at lowest cost. 9:45 A.M.

. . . . 176 requests from kiddies on two announcements 12:15

2. Mid-America’s biggest concentration of to 1:15 P.M.
radio sets. 120 letters weekly requesting prices from one spot an.

nouncement daily
letters weekly for hillbilly—no request

And We Can Do The Same For You, Too, So—

wiip your. sallep. phroblems.

WHIP

HAL R. MAKELIM, Manager

3. The Calumet Region, one of the most im- 150
portant skilled worker areas of the world.

4. A four state population group with one of
the highest dollar income ratios in the

HAMMOWND - I NDJIANA
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Build Audiences
With Gripping
“MYSTERY HALL”
Air Dramas

RADIO dials are twirled by
restless hands . . . hold
them with these thrilling
new script shows for local
production. By H. Colin
Rice, creator of Bobby Ben-
son. Tailored to meet your
production facilities. Radio
laboratory tested to assure
a faultless on-the-air per-
formance.

Available in blocks of 13
half hours (each a com-
plete yarn). Write for de-
tails and sample script of
MYSTERY HALL and
other unusual series of air
dramas.

WRITERS
LABORATORY

BRENEMAN BLDG, LANCASTER, PA.

NY listener may submit the

outstanding memory of his

life for dramatization on

Thanks for the Memory,
new CBS Sunda ni%ht show orig-
inating on KOIN, Portland, Ore.
Written by Henry Swartwood, the
show is based on factual experi-
ences of listeners. The musical en-
semble of the show is under the di-
rection of Joseph Sampietro.

* * *

Women At Play
AMERICAN Furniture Store, Mil-
waukee, wanted to cash in on a re-
ception hall that it had built in its
stere for women’s clubs and socie-
ties to hold their parties. Grant
Sandison, WTMJ salesman, got an-
nouncer Bill Evans to interview the
ladies at play during Homemaker's
Studio. Sales went up so fast that
the sponsor has increased his
schedule to 13 weeks, five quarter
hours weekly.

* L] *

®

For a Change
SHOPPING roblems from a
man’s point of view furnish fun
on KGB, San Diego, five times
weekly. Called Man of the House
and written by George Putman, the
program is sponsored by the loecal
Marston Co. department store.
David Young produces the show
and KGB says the trick of direct-
ing the program to men pulls a
strong listener following.

" * *

Blimp Broadcast
FISH broadcasts are rare, especial-
ly those from a blimp above the
sea. Announcer Bill Pennell of
WIOD, Miami, Fla., recently de-
scribed sharks at play while he was
flying off the Florida coast.

Radio Station

WPTF

Raleigh, North Carolina

Announces
The Appointment of

JOHN H. FIELD, Jr.

Formerly of Free & Peters Inc.

as

Sales Manager

effective

March 1, 1938
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frsly PROGRAMS

Cleveland College Contest

A THREE-hour college course in
Cleveland College is offered on
WHK to the listener' who answers
questions asked during a new se-
ries which presents five local pro-
fessors in discussions of social
problems. For example, one lecture
will discuss social manners and
questions will be asked about the
history and development of man-
ners. Listener who writes in the
best and most nearly correct an-
swers will have his choice of any
three-hour c?.urse* of ‘ilnstruction.

UNIQUE—In the field of sports

broadecasting is the presentation on

the air of Margaret Rag, attractive
P

wife of Associated Oil Sportscaster
Phil Ray, who is shown at her
side. Mrs. Ray, who acts as statis-
tician for her husband during foot-
ball and baskethall seasons, not
only fulfils this role admirably, but
is now being heard at half-time
during Associated’s basketball
sportscasts. She acts as commen-
tator and conducts snappy inter-
views. The “aerial” Rays are heard
on KLX, Oakland, Calif. during the
Associated Qil Co. sportscasts of
University of California basketball
games at Berkeley.

* * *
WBAL Speech Service

DESIGNATED the official voice
of the Advertising Club of Balti-
more, WBAL is recording feature
speeches of the club’s Wednesday
luncheon meetings and then broad-
casting them during its first open
period for a half-hour, starting at

2 p. m
* k%

Missouri Songbirds
TAKING advantage of the wide-
spread interest in musie resulting
from radio, WMBH, Joplin, Mo.,
broadcasts a weekly singing lesson,
featuring Oliver Sovereign, prom-
inent loecal musician and voice in-
structor.

EE————eeTEEE
NORTHWEST'S LEADING RADIO STATION
! oFFeRs

ELIKE
CEFTION

MNEW

Numbers Game

WSGN, Birmingham, has started a
numerology program. Listeners are
invited to participate by sending in
their names, addresses, age and
phone numbers. These are added
and the last four numbers are used
to select a number from the tran-
scription library. The program has
unlimited possibilities to interest a
varied audience, as one number

icked this way may be by the

hiladelphia Philharmonic orches-
tra and the next may be done in
Bing Crosby;s be*st sying manner.

Claims Were Paid
ACCIDENTS resulting in the pay-
ment of insurance claims are dram-
atized on WAIM, Anderson, S. C,,
in a weekly series called Sounds
of Industry. Each program begins
with sound effects recorded by Rog-
er Skelton, WAIM engineer, of
some local industry. G. Paul
Browne, publicity director of
WAIM, handles the script for
Lawrence & Brownlee, local insur-
ance Sponsors.

» L ]

Junior Reporters
OPEN to every Philadelphia
youngster from 6 to 15, the Junior
Reporter Club of the Air has start-
ed on WFIL. Club members are re-
quired to write an account of some
incident they witnessed during the
preceding week while at school,
home or play. Limited to 200
words, the yarns are entered in
competition with cash vrizes for
the five “star” reporters of the
week. Each winner tells his story
on the air and every story entered
automatically makes the writer a
member.

* * *

How to Debate
DESIGNED to assist highschool
debate teams and their coaches,
KGVO, Missoula, Mont., has start-
ed a new series of programs in co-
operation with James N. Holm, di-
rector of the radio extension de-
partment of Montana U. Model de-
bates will be aired to show high
school debaters how material
should be organized and high
schools throughout the state will
be tuned in.

* * *

Answer It
NEW children’s program on WOR,
Newark, is called Answer It and
consists of a question game for
children. Clubs are being formed to
compete in cash prizes. The Satur-
day afternoon show is sponsored by
the local Columbian Laundry.

X * *

From the Window
REMOTED from the sponsor's
show window is Sowutherncal Musi-
cale, a 13-week series on KGB, San
Diego, Cal. Sponsored by the South-
ern California Music Co. (musical
instruments), that city, the series
features a concert pianist. Dave
Young, KGB production manager,
has charge of the series.

L * -

Lady and Dummy
NOT to be outdone by that guy
Charlie McCarthy. KFRO, Long-
view, Tex., features “Willie Talk"”
a clever dummy on the knee of
Miss Joan Thompson, one of the
few women ventriloquists. Willie is
an East Texas favorite, says
KFRO.
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Fun with Puck

SOME wise guy at a recent
hockey game in Wausanu,
Wis., threw a roll of black
friction tape on the ice dur-
ing a hot battle for the puck.
One team scored the puck and
| the other team scored the
’I friction tape and Joe Killeen,
sportscaster for WSAU, al-
most went crazy explaining
| the whole thing to his many
' listeners.

California Bread

WITH ITS mobile truck painted
like the sponsor’s delivery wagon,
KSFO, San Francisco, has started
a dally man on the street broad-
cast from 40 different local shop-
ping areas to tie-in with products
of the Holsum Bread Co., sponsor.
Dean Maddox is m.c. of the show
and stages his programs in front
of stores carrying the sponsor’s
‘oread.

* £ *

Welcome
EXILES from their native land
‘who have become prominent in
dramatics, musie and literature,
are featured in a new program,
Talent in Ewxile, on KFWB, Holly-
‘wood. Rene Williams’ orchestra
supplies the musical background.
Manning Ostroff produces the se-
ries under the personal direction of
Harry Maielish, sl‘tation manager.

.

Homemade History
HISTORY is dramatized before a
studio audience of children in a
weekly series on WINS, New York,
called Let's Get Together. Conduct-
ed by Lewis Wolfe, publiec school
:eacher, the proeram is based on
vhe belief that dramatized history
is more impressive to students than
textbook history. A question-answer
period follows eagh program.

* £

The Local Government

TO ACQUAINT listeners with the
vvarious departments of the city
government, KFWB, Hollywood,
has started a weekly gquarter-hour
dramatization series called Your
Los Angeles. Russel Hughes, of
KFWB writes and produces the
show under the dirvection of Jack
Edsell, city radio director.

For Agenmes
XMPC, Beverly Hills, Cal., has be-
gun a weel\ly Agency Prevue, pre-
senting  four quarter-hour pro-
grams for sponsorship each Thurs-
day afternoon. Programs are built
for entertainment, but are actual
auditions. Leo B. Tyson, general
manager, invites azencies and pros-
pective cllents to check the hour for
program ideas.

# o %

Informal Forum
ANOTHER slant on the forumn
type of program is given on WIW,
Akron, in a series that avoids for-
mal and weighty topics and is con-
cerned with little known facts
about well-known persons. The se-
ries is prepared in cooperation with
the adult education division of the
Jocal high school

How to Mal\e ’

SINCE WCOA, Pensacola, Fla.,
has increased its daytime power to
1,000 watts its coverage has been
extended to a dozen more cities in
Alabama, Georgia and Florida.
New series of programs saluting
each town has been started. We're
making a lot of new friends, says
WCOA.

Dog House Blues
DESIGNED for men whose wives
have them in ‘“‘the dog house” a
new show called Two Little Sheep
has started on KTUL, Tulsa, fea-
turing Jack Hoffman and Ken Linn.
The idea is to keep the fun going
so that during the program any dis-
liked husband can get away with
inisdenteanors listed during the
show, such as, dropping ashes and
putting your feet on the table.

Tourist Clearinghouse
EVERYTIME WIOD, Miami, Fla.,
hears of a new tourist in town it
rings the bell on its morning pro-
gram called Tourist Radio Regis-
ter. The “rogram features weather
reports froin tourists’ hometowns

as well as a clearing house for

tourists whose names are announc-

ed so that friends can get together.
* * #

STEP LADDER—Had to be used
by Wally Ford, man on street for
KFRO, Longview, Tex., when he
interviewed the man on stilts. A
local florist gave the bouquet that
Paul Wilson, KFRO announcer, is
handing the stilt-man.

* * &

Home Town Slant

KROC, Rochester, Minn., has start-
ed a series of 20 out of town pro-
grams called News and Views.
Movie trailers in local theatres
plug the shows and Newswriter
Holty Holton plays up local human
interest features that are an-
nounced by Jerry Wing and
Dwight Merriam.

£ Ld *

All Aboard!

WREN, Lawrence, Kan., has a new
program called Kilocycle Limited,
a variety show which plugs the sta-
tion in the continuity by reference
to a mythical train.

WWNC

ASHEVILLE, N. C.

Full Time NBC Affiliate
1,000 Watts

The Only Blanket Radio
Coverage of Prosperous
Western North Carolina

“The Quality Market
of The Southeast”

BROADCASTING e« Broadcast Advertising

News that Was
WHN, New York, has started This
Was Newes, dramatizations of
events which were page one news
in the past. First program de-
scribed the sinking of the Lusi-
tania and the war-time speeches of
President Wilson.
* * *
Lessons in Songs
WQXR, New York, on Feb. 6
started a series of recitals de-
signed to foster a better under-
standing of songs and opera. The
programs will be conducted by Leon
Rothier, basso of the Metropolitan
Opera Co. Guest stars from stage,
screen and radio, will appear.
Everywoman

MEMBERS of the Advertising
Women of New York Inc, are in-
terviewed on WMCA, that city, by
Anice Ives in a series called
Everywoman’s Hour. Buying and
advertising from a housewife’s
point of view are emphasized.

Bills and Business
IMPORTANT legislation at Wash-
ington and Albany, and the activi-
ties of the New York City Council
are discussed in a new series over
WHN, New York, called Business
Speaks. The programs are pre-
sented each Friday evening under
the auspices of the New York
Board of Trade.

* 3

Ex-Glee Clubbers
WINS, New York, on Feb. 13 start-
ed a new program, Men's Lyric
Chorus, conducted by Edward F.
Lucia and composed of ex-mem-
bers of high school and college
glee clubs. Lawyers, medical stu-
dents, pharmacists and business
men are among the vocalists.

and
FRIJOLES
Aren’t

ALL They
Eat in EI Paso

JELLO Is Just as
Well-Known as in the
“Effete East!”

Sure! EI Paso’s in the heart of the
cow country. BUT, her 136,000 popu-
lation (Metropolltan area) is as re-
ceptive to radio advertising-—tuys as
much nationally advertised merchan-
dise as the country’s average com-
munity of esqual size, With retail
sales of $32,000,000, EI Paso's cos-
mopelitan populace make the 104th
National Market—one you can most
effectively reach thru KTSM, the only
chain station within 300 miles.

NBC Red & Blue Network

KTSM

EL PASO, TEXAS

SHE'LL BE

MINE NOW!

1. N. B. C. Blue Network.

2. First choice of iocal adver-
tisers.

WTCN

Owned and Operated by Minneapolis Tribune- l
St. Poul Dispatch-Pioneer Press

TWIN CITY
MARKET

3. Northwest's richest trade arca.

4. Complete service to adver-
tisers.
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Linton Rep Expansion

RAY LINTON, who for the last
21% years has represented WMCA,
New York, exclusively in the Chi-
cago area, handling no other sta-
tions, on Feb. 9 / "
incorporated as

Ray Linton Inc.,
and announced
his entry into the
national represen-
tation field. He
stated he would
open New York
offices at 342
Madison Ave. on
Feb. 21. Mr. Lin- Mr. Linton
ton started in radio in 1930 on the
sales staff of the old WIBO, Chi-
cago, joining WBBM in 1932 and
remaining there until 1934 when he
became vice-president of John Blair
& Co. Part of his time with the
Blair firm was spent as head of its
New York office.

WERC

Tells Your
Story In
AMERICA’S
SECOND PORT
DULUTH & SUPERIOR
®
And on the
IRON RANGE IT’S
WMFG
HIBBING
WHLB
VIRGINIA

L

SIGNING THE TOUGH PROSPECT

Georgia Group of Stations Creating Reservoir
Of Ideas for Different Types of Sponsors

By JAMES W. WOODRUFF. Jr.

Vice-Presid General M
WRBL, Columbus, Ga.
STATIONS in State networks, or
stations under the same ownership
or joint operation in reasonably
close communities, may find it ad-
vantageous to give consideration
to the adoption, in the same or mod-
ified form, of the Program Idea
Contest recently initiated by me
and now effective in the three sta-
tions of the Georgia Broadcasting
system.

While fundamentally a program
idea contest, the plan actually
serves three important purposes,
namely: (1) Potential commercial
gain for the stations adopting it;
(2) an incentive from which sta-
tion personnel will derive direct
financial gain as and when pro-
grams by the individuals partici-
pating in the contest are sold; (3)
the creation of a reservoir of pro-
rams, or program ideas, suitable
or sale by the stations to diversi-
fied specific retail interests.

Three a Week

The contest works in this way:

Each Monday night a staff meet-
ing is held at each of the three
stations constituting the Georgia
Broadcasting System, WRBL, Co-
lumbus; WATL, Atianta; and
WGPC, Albany. Each eligible
person, excluding station manager,
draws a number from a hat, said
number being a secret to all ex-
cept the person drawing it.

Each week three classifications—

| REMOTES

OVER KEX IN 1937
MEANS S’Aowmanjéi,a

Taking important events

into the Oregon homes!

Represented by
Edward Petry & Co., Inc.
NEW YORK - DETROIT
CHICAGO « SAN FRANGISGO

This average of almost two remote
broadcasts each day, proves show-
manship in the coverage of civic and
national events of interest for the
people of Oregon.

Better programs mean a greater au-
dience, and in turn, greater results
for your sales story.

The most powerful station in the
wealthy Portland Market.

NBC BLUE NETWORK
5000 WATTS % 1180 KILOCYCLES

PORTLAND, OREGON
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potential sponsors—are determined
by a simple process. To particular-
ize: WATL may have a potential
sponsor—say a bakery—aFmost on
the dotted line, yet unsigned. The
staff has been unable to submit a
program which meets with favor.
The same situation may apply to
WRBL in selling a laundry, or to
WGPC with respect to a bus line.
The bakery, laundry, bus line con-
stitutes, therefore, the three classi-
fications for the week. Each station
suggests one potential account each
week,

Following the drawing of num-
bers each station lists the three
potential accounts in classification
only—bakery, laundry, bus line.
These classifications are placed up-
on the bulletin board. The staff
members participating in the con-
test may submit program ideas on
one, two, or all three of the classi-
fications, before noon on Saturday
of that week. A suggested seript of
the first broadcast is required.

All program material thus pre-
sented is studied carefully for sales
effectiveness. One copy of each
seript is forwarded to WATL and
another to WGPC. The manager at
both WATL and WGPC does the
same in transmitting copies of
script to the other two stations.

With, say, 25 staff members
writing on three classifications each
week, the law of averages is bound
to provide several ideas on each
classification for the future use of
each station, with the result that
each staff will have on hand, as
this program idea contest pro-
gresses, a complete file on many
types of accounts.

If and as any one of the pro-
gram ideas is sold at any one of the
three stations, the member of the
staff who submitted the idea will
receive a percentage royalty on the
revenue returned to the respective
station where the program is sold.
Inasmuch as each station will have
a complete file on all program
ideas, if a member of the staff at
WGPC in Albany, for instance,
submits an idea which is sold at
WATL in Atlanta, that member
will still have to his credit this
idea and will, therefore, receive
voyalty for the value the pro-
gram is to WATL in revenue re-
ceived from its sponsor.

AMERICAN Institute of Food Prod-
ucts, New York, has started a daily
half-hour program on WINS, New
York, conducted by Glenna Strick-
land, home service director of the In-
stitute. Scheck Adv. Agency, Newark,
is in charge,

ST IN LOCAL
ACCOUNTS

=IN CHICAGO==

WGES

Clark for NEA

“Let the Neighbors Yell! Some Day

They'll Be Tuning Us on the Radio

and Boasting That They Knew Us
When

Ohio Wireless Net

A “WIRELESS” network is em-
ployed to broadcast the new pro-
gram of the Coon Creek Girls band
over WCKY, Cincinnati; WHIO,
Dayton, and WBNS, Columbus. The
broadeast originates in the WCKY
studios. Instead of using telephone
lines, the program is picked off the
air by WHIO which rebroadcasts
it. In turn WBNS picks up the
WHIO broadcast and again re-
broadcasts it. Engineers report
good results. The tri-station com-
mercial is sponsored by Appliance
Inc.,, and local dealers in Fair-
banks-Morse Conservador refrig-
erators. A contest in which a Con-
servador is first prize is being pro-
moted on the Monday, Wednesday
and Friday 11 a. m. show.

Chipso’s Knives
PROCTER & GAMBLE Co., Cin-
cinnati (Chipso), is giving a set of
two knives to women sending in
25¢ together with a box top of
Chipso. The firm’s program, Road
of Life, written and produced by
Carl Wester & Co., Chicago, is pre-
sented over CBS at 8:30 a. m.
(CT). Pedlar & Ryan, New York,
handles the account.

Prizes for Children

COLUMBIAN Laundry, Newark,
on Feb. 12 started Answer It on
WOR, Newark. The weekly show
consists of a question and answer
game for children, with cash prizes
given on each broadcast.

Neck and Twist

THE question of how to
create the sound of a man’s
neck being sharply twisted by
a masseur vrecently faced
NBC’s sound effects techni-
cian J. Curtis Mitchell, on a
broadcast of Your Health. In
illustrating the cause and
care of arthritis, Mitchell
finally hit upon the answer.
He held his ankle to the mic-
rophone and turned it around.
The resulting sound was sat-
isfyingly brutal and realistic.

BROADCASTING ¢ Broadcast Advertising
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Sorry, I can’t disturb Mr. Fiditch now. He’s holding his semi-monthly conference.

PEEP, specializing in keyhole coverage, goes on the market with this issue.
Its purpose, to take a sly peep or two at the reading habits of advertising

executives—the men who buy time. Its sub-

scription rate, gratis, to every reader of

You can’'t get the most out of the
BROADCASTING. Its Cil‘culation, 7300. business of broadcasting without the
g So, for a picture of life behind closed ad- 1938 YEAR-

BOOK. 1t’s hot off !
vertising doors, we recommend a look at the press. Have@-\g‘ f
PEEP. We hope it will click with you. )y::rs: ¢ c1:1 ;:e: L

only to regular

subscribers to
BROADZASTING ~

National Press Bldg.

00
dvertisingr WASHINGTON, D. C.
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OTHER FELLOWS’
VIEWPOINT

7 Radio Burglar Alarm

EDITOR, BROADCASTING:

In your issue of Jan. 15, on page
57, you carried a story of an “i
vention” by James O. Howton of
Freewater, Ore. The “invention”
was described as being “a burglar
alarm . . . it automatically trans-
mits on a given police frequency
as soon as a circuit is broken and
is picked up by police cruisers.
. . . The burglar hears no noise
when he breaks the circuit which
sets off the voice radio transmis-
sion.”

This is to advise that Mr. How-
ton’s “invention” is about three
years late. As a matter of fact, a
similar device — and successful,
was perfected by the author, now
a member of the WMBD, Peoria,
11, staff and Lieut. Harry Mack-
ley, head of the Peoria police de-
partment radio division in Novem-
ber, 1934.

No attempt was made to market
the device at that time because
the then FRC would not grant a
license for an automatic transmit-
ter. Briefly, it consisted of a re-
corded voice alarm which was
touched off either by direct button
or by an electric eye. At the end
of the recording, the machine au-
tomatically turned off the small
transmitter.

In proof of this contention, I
enclose enlarged photo of the title
of a newsreel story built around
the device . . . narrated by Edwin
C. Hill and photographed by Nor-
man Alley, recently in the head-
lines for his Panay bombing shots.

Brooks Watson
Peoria, Ill.

Mobile, Not Apex

EDITOR, BROADCASTING:

We note on page 62 of your is-

sue of Jan. 15 the letter of Robert

Coe. May we state that our
original letter was not intended to
register our formal entry into a
field of competition for apex dis-
tance records. Ours is not an apex
station.

W4XF is simply a mobile unit
consisting of a 10-watt transmitter
for relay broadcast purposes,
mounted in a motor truck with a
73 ft. antenna mounted on the top,
and operating on 31,100 ke. In no
sense do we expect this equipment

DIMES MARCHED—Into KALB, Alexandria, La. 10,000 strong when the
station appealed for funds during the recent infantile paralysis cam-
paign prior to the President’s Ball. In on the big count after a three-
day campaign that necessitated 22 telephone operators, and a strip of
paper 600 feet long for tabulation of the names, were: (standing, 1
to r), Bill McClannahan, announcer; J. C. Watson, continuity chief;

P

E. Levy, secretary-treasurer;
engineer; (seated, l-r), Virgil

Jack Elbert, announcer;
Evans, program director;

Gus Guillot,
Irv Welch,

commercial manager; (kneeling), Bill Waltman, KALB manager.

Moving Story of a Radio Station

(Continued from page 44)

approval called for both the facili-
ties and market sections to be
shown at all junior high and high
schools, and for the market section
to be put on the sereen for the ele-
mentary and intermediate schools.
The stations regard this endorse-
ment with the utmost satisfaction.
Other organizations which have
seen the film include the Seattle
and Tacoma Ad Clubs, Washing-
ton U School of Journalism, Wash-
ington State Progress Commission,
Pi Kappa Delta, Sigma Delta Chi,
Seattle Junior Chamber of Com-
merce, the Washington State Exe-
cutives, The Ernst Hardware Com-
pany employes of Seattle, the
Gyro Club of Tacoma, the West
Seattle Lions Club, the 38 Club, the
employes and officers of the First
National Bank of Seattle, the Jun-

to compete with Mr. Coe’s apex sta-
tion WI9XPD. However, we still
have to hear of any equipment ap-
proximating that of W4XF better-
ing the distance record of 3,000
miles established by the letter we
received from Mission Ranch, Phoe-
nix, Ariz.
Who writes next?
MARTIN S. WALES
Manager, WIOD, Miami.

_? tea:c(y

Second in U. S. — only Towa has
less unemployment than Vermont.

This WNBX market enjoys

SPRINGFIELD ¢ VERMONT

.gncome
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ior Ad Club of Seattle and the
Seattle Association of Classroom
Teachers.

Bookings for the month of Jan-
uary called for showings to the
Mountaineers Club, the Northwest
Industries Study Club, The Puget
Sound Power & Light Company,
the Washington State Press Club,
the Annual Convention of News-
papermen, the Republican Club of
King County, the Northwest In-

dustries Club, the Scandinavian
American Democratic Club, the
Rainier Masoni¢ Lodge, the Seat-
tle Central Lions Club and the El-
lensburg Public Schools.

The efforts of KOMO-KJR to
show the living market of the Pa-
cific Northwest has been well re-
warded by the appreciative manner
in which the people of this area
have received the picture. Almost
without exception, whenever the
film has been shown, many have
asked if it were going to be shown
to the people of the East. Many
more have said that the pictures
brought home to them for the first
time the rich endowment of many
areas in the Pacific Northwest.

The entire project has been a
revelation to us, and the market
statistics unearthed to build the
film have supplied added ammu-
nition for sales drives. Not only
has the production sold Seattle on
KOMO-KJR, but it has sold
KOMO-KJR’s personnel on itself.
It has given KOMO-KJR renewed
impetus to sell its market, and it
has helped other advertising me-
dia to sell not only their media
but the market as a whole.

ASSOCIATION of National Advertis-
ers has issued Volume III in its series
on “Organization and Operation of
the Advertising Department.” Volume
I was based on the Baklite Coxp., Vol-
ume IT on the Borden Co., Anaconda
Copper and Towle Silversmiths; and
Volume III studies Bristol-Myers Co..
Jantzen Knitting Mills and Hercules
Powder Co. The purpose of the studies
is “to cover the actual operations of
national advertisers in widely diversi-
fied fields.”

A gratifying percentage of
the half million radio families
in the country’s fifth largest
market listen regularly to
WHK and WCLE in Cleve-
land. And WHK-WCLE listen
too, not 8o much to station
programs but to the listeners

themselves.

WHEK-WCLE executives make it a daily habit to use the

“stethoscope” on listeners.

They listen for favorable reactions

to existing programs. sound out listeners on what new programs

they prefer, make daily surveys in homes picked at random.
No small part of the success of WHK-WCLE in Cleveland
is due to this constant effort to make their programs second to

none.

And sponsors prefer to buy time from stations that do sc

much to keep listener interest at high levels.

WHK = WCLE

>
(‘VE N\

H. K, Carpenter, Vice Pres. and Gen. Mgr.

FREE & PETERS. Inc. - National Representatives, New York - Chicago - Detroii
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Who’s Responsible for Radio Programs?

Eve program controversy

has focused attention on an

argument of long standing
among broadcasters, agencies and
advertisers, Stated briefly the ques-
tion is: “Where does the responsi-
bility rest for the creation and pro-
duction of conmercial radio enter-
teinment?”

The critics of radio programs are
loud in their condemnation of me-
diocre and objectionable entertain-
ment. Last year at a convention of
ecucational leaders one of the
speakers made the statement that
about 80% of all radio programs
are ‘tripe.’ Many of the newspapers
that never lose an opportunity to
criticize radio, gave this statement
and speech front-page publicity.

The leaders of women’s clubs,
parent teachers associations and
other civic groups have issued
lengthy reports and made dramatic
speeches of criticisin against radio
programs. This type of publicity
has naturally made the publie, es-
pecially that portion of the listen-
ing audience that is never satisfied,
more critical.

Came the Bomb

Then came ‘Adam and Eve’ and
the bombshell exploded. The news-
papers pounced on this story like a
pack of hungry wolves. The critics
rose in a body and shouted “I told
you so!” And the motion picture
producers, who have been the tar-
get for public criticism for years,
chuckled with glee and suggested
a Legion of Decency for radio.

The network, agency and adver-
tiser all apologized for the mistake
and assured the public that it
would not happen again. The FCC
rerrimanded the network and sta-
tions involved and reserved the
right to hold this incident in obey-
ance for possible consideration in
connection with renewals of li-
censes or any favors or applica-
tions made by these stations in the
future. For the time being the sit-
uation is technically closed, but the
argument about responsibility still
goes on.

It would be just as foolish to say
that radio programs are above re-
proach as it would be to state that
the crities are wrong and that erit-
icism of radio is unjustified. There
will probably never be a program
that will entirely please every-
body. There will always be some-
thing to criticize.

But the most significant fact in
this whole argument is the element
of growing dissatisfaction among
brosdcasters, agencies and adver-
tisers. When a poor program is pro-
duced and the results are not sat-
isfactory, who is to blame? In
many cases there is a round robin
of free and faney buck passing.

The broadcaster blames the agen-
cy for its poorly written or pro-
duced program, and the advertiser
for _ack of merchandising support.
The agency blames the station for
poor talent or improper production
or the advertiser for suggesting the

I’I!HE RECENT ‘Adam and

Anonymous Critic Bewails Intrusion
Of Outsiders Into the Industry

WHERE does the responsibility for the radio program belong?
Station? Advertiser? Agency? In this able dissertation the his-
tory of program development is traced. And the responsibility

is placed squarely upon the broadcaster, along with the blame
for permitting the advertiser and his agent to usurp that func-
tion. The identity of the author cannot be divulged because of
the position he occupies in the broadcast advertising picture.

idea in the first place. The adver-
tiser blames either the station or
the agency or both. And the pub-
lic voices its opinion by refusing
to listen to the program. Who is
right?

The advertiser gets an idea and
passes it along to the agency. The
agency builds a program around
the idea and forwards it to the sta-
tion. The station examines the pro-
gram and informs the agency it is
not good radio. The agency insists
that the program be produced
exactly as outlined. The advertiser
is a large national concern and the
station needs the revenue and so
the program goes on the air. The
program fails to satisfy the au:
dience and the buck passing starts
again, Who is right?

Onward They Quibble

The agency has an idea and pre-
sents it to the advertiser. After
numerous changes and alterations
the program is forwarded to the
station. Once more the station fee-
bly protests, but the reply from the
agency is the same, the program
must be produced as is. However,
without notifying the agency, the
station changes a part or all of the
program and it fails. Who is right?

In desperation the station goes
to the agency or advertiser with a
“local tested” program that is very
popular with the station’s local au-
dience. Both the advertiser and
agency suggest certain changes
that can be inade. New talent is
substituted and a contest with ex-
tra long copy is inserted. When
the program is finally produced the
audience doesn’t recognize its old
favorite and the results are unsat-
isfactory. Who is right?

Then one of these routines pro-
duces a popular and successful pro-
gram. Each one concerned congrat-
ulates himself on being smart and
everyone is happy. Who is right?

What is good radio entertain-
ment? What is good commercial ra-
dio entevtainment? How long is an
effective announcement? What is
meant by good taste in entertain-
ment and copy? Who is best quali-
fied to pass judgment on what the
radio audience likes best? When is
a program to the interest, conven-
ience and necessity of the radio au-
dience? To whom is the license to
broadcast granted? Who is really
responsible for radio programs?

It's time to stop buck passing

BROADCASTING » Broadcast Advertising

and to start straight thinking. The
question of final vesponsibility is
obvious. But there seems to be a
large faction of those who refuse
to face the facts.

In the early days of broadcast-
ing, between 1920 and 1927, the
government issued permits for the
building of radio stations, assigned
definite wavelengths and granted
these stations perinission to broad-
cast radio programs. It was the
birth of a new venture in commu-
nications. Both from an engineer-
ing and program standpoint the
work was experimental.

In the first years of this period
there were few agencies and ad-
vertisers who gave this new me-
dium serious consideration. The
station owners assumed the respon-
sibility for producing radio pro-
grams. These pioneer broadcasters,
without benefit of high salaried
big-name personalities, studied the
problem of radio entertainment and
produced the programs that carried
the industry through its most crit-
ical stage of development.

If a station broadcast a program
that was objectionable the listen-
ing audience responded with an
avalanche of letters of protest. In
many cases the station owners were
summoned to Washington and
warned that repetition of these in-
cidents would result in withdraw-
al of their licenses. The stations
were fully aware of this responsi-
bility and those who abused the
privilege were taken off the air.

Sound and Finances

Then came the problem of plac-
ing this new industry on a sound
financial basis. The maintenance
and operation of a radio station
was expensive. The station owners
knew that newspapers and maga-
zines were receiving large revenues
from advertisers. Radio was also
a medium of public contact that
would be suitable for the adver-
tiser. But, radio was new and it
was far from easy to sell the ad-
vertiser and especially the agency
on the idea.

The station was unable to prove
‘circulation.” Both the advertiser
and the agency knew what to ex-
pect from publication advertising,
but this radio business had no
proof of results. However, a few
progressive advertisers decided to
try radio and sponsored the pio-
neer commercial programs. Many

of these trials were successful and
broadcast advertising was on its
way. The era of interfevence had
not arrived. The advertisers knew
very little about radio entertain-
ment and were content to let the
stations build and produce the pro-
grams,

Next came the organization of
the National Broadcasting Co. and
the idea of broadcasting a program
over a network of stations at the
same time. As in the case of the
local stations, the network as-
sumed the responsibility of creat-
ing and producing the programs.
Famous orchestras and artists ap-
peared on the air and the national
manufacturer saw how it could
capitalize on this now proven me-
dium.

It is interesting to recall that
most of the different types of pro-
grams heard today were originated
by the pioneer broadecasters. Dra-
matic sketches, plays, serial stor-
ies, comedy, grand opera, light
opera, popular dance music, variety
shows, amateur hours, sports, news,
home economics, farm hours, man-
on-the-street programs were on the
daily station schedules. These early
broadcasters were responsible for
building radio programs for the
radio public.

When the publications discovered
that radio was diverting advertis-
ing appropriations they organized
a bitter opposition, but their efforts
were unavailing. Radio continued to
grow in favor with the public and
advertisers.

Then came the Radio Act of 1927
that established the Federal Radio
Commission. This law placed full
responsibility on the stations and
networks to produce programs that
would be to the best ‘interest, con-
venience and necessity’ of the pub-
lic. When renewals of licenses were
considered the stations were asked
to show why they should continue
to enjoy the privilege of broadcast-
ing.

The stations began to pay more
attention to balancing the day’s
program schedule. Service features,
civic and religious programs were
given more prominence. It was
recognized that a schedule predomi-
nating in commercial programs was
not fulfilling interest, convenience
and necessity. Yes, the broad-
casters were definitely responsible.

The Desire to Please

The national advertisers gave ra-
dio a place in their advertising bud-
gets and many of their agencies
were forced to give radio its proper
recognition or lose accounts. Radio
departments in agencies were hast-
ily organized. In some cases the
directors were selected from broad-
casters, and in others advertising
men, account executives, actors,
singers, publicity men, and talent
bookers with very little if any ac-
tual radio experience were given
the title of radio director.

This latter group suddenly
stepped to the front and said to

(Continued on page 96)
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Who’s Responsible for Programs?
(Continued from page 95)

the broadcasters: “Although we
know very little about radio we are
going to assume the responsibility
of producing your programs.” Na-
turally, the broadcasters objected.
But these men represented large
national agencies with large nation-
al accounts. While the broadcasters
resented this interference they also
were anxious to please the nation-
al advertisers and secure the co-
operation of the agencies. And so
the first link in the chain of ve-
sponsibility was broken as the
agencies assumed the right to
create and produce radio entertain-
ment.

It is well to remember at this
point that in all the years of pub-
lication advertising the newspapers
and magazines have not permitted
the advertisers or their agencies to
dictate their policies or produce
their news and editorial copy and
fictional reading matter. The ad-
vertisers and agencies prepare
their copy and advertising layouts
and the news staffs of the news-
papers and editorial staffs of the
magazines control the type of read-
ing matter they know will please
their readers. So what has been de-
nied to advertisers and agencies by
publications has been willingly or
unwillingly relinquished by the
broadcasters. Who is right?

Not only have the advertisers
and agencies demanded the right
to produce programs but they have
gone a step farther and demanded
merchandising assistance far be-
yond the limits of common sense.
Merchandising is a problem for the
advertiser and not the broadcaster.
This is a paradoxical situation . . .
merchandising which is the respon-
sibility of the advertiser is turned
over to the station and the pro-
duction of radio programs, which is
the responsibility of the stations, is
turned over to the advertiser. Who
is right?

Then the motion pictures and
Hollywood loomed on the horizon.
For years the motion picture pro-
ducers have looked upon radio as
a serious competition. They rea-
soned that if people stayed at home
and listened to the radio they would
not be available to the movies.
Then some of the producers hired
popular radio personalities and put
them in pictures. The movie stars
appeared on radio programs and
benefited by the publicity.

Hollywood or Bust

The advertisers began paying
these stars large salaries, in many
cases more than these same stars
were getting for working in pie-
tures. Here was a new opportunity
for talent exploitation and the gold
rush for Hollywood was on. Adver-
tisers and agencies went into a
scramble to compete for the ser-
vices of favorite stars. The motion
picture companies finally decided
to get their share and built pub-
licity programs that were offered
and bought by advertisers. Why
should the motion picture compan-
ies contribute anything to radio by
paying for and sponsoring their
own programs when they are able
to get advertisers to foot the bill?

Now almost every movie star
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who appears as a guest on a radio
program can be relied upon to men-
tion his or her latest picture and
a request that the radio audience
go to the theatre. Stage and vaude-
ville comedians demand the right
completely to control their pro-
grams. Many of these performers
whose background has been musical
comedy, vaudeville, burlesque and
night clubs, demand this right and
get it. This explains the introduec-
tion into many of these programs
of risque jokes that have been
cleaned up, and vulgar, rowdy talk
that is found in the vocabularies
of street hoodlums. The show
people who have been accustomed
to mugging to visible audiences car-
ry this technique into the radio
studio.

The so-called studio audience has
reached a peak in the Hollywood
productions. Before the program
goes on the air the audiences are
instructed to applaud and laugh at
given signals. Comedians are
brought out before the audience
ahead of time to tell funny stories
and execute pantomimes and get
everybody in a good humor. And
when the program finally is broad-
cast the impression is this: “La-
dies and gentlemen of the radio au-
dio audience, we are going to pre-
sent a program here in the studio
or theater for the benefit of our
visible audience and if you care to
eavesdrop on our show we give you
permission to do so.”

This type of performance is sup-
posed to be good theater. And that
seems to be the answer . .. do any-
thing to change radio into theatre.
Very little thought seems to be
given to the idea of good radio.

Under these circumstances it is
not surprising that the ‘Adam and
Eve’ program happened. Everybody
concerned had an excuse and an
apology. But, when the atmosphere
had cleared, the responsibility was
placed on the network. And the af-
filiated stations that had relin-
quished their responsibility to the
network, were also censored. The
advertiser, agency and Hollywood
producers and talent bookers were
not penalized. They are not respon-
sible to the Federal Communi-
cations Commission.

Now, here, Mr. Broadcaster, is a
real challenge from a chief execu-
tive of a large national advertis-
ing agency that boasts of having a
large radio billing. In a recent con-
versation with this gentlemen, he
said: “Our agency would prefer
not to have to be bothered with
producing radio programs. We were
forced to produce and direct our
own programs because the stations
and networks are not able to sup-
ply us with high quality programs
and suitable talent.” This was in-
tended as a serious statement. So,
Mr. Broadcaster, you can put that
in your pipe and smoke it.

What He Meant

Perhaps this man might have
stated the situation more truthful-
ly if he had said: “Our, agency
would rather produce its own pro-
grams because it is more impres-
sive for us to tell our clients that
the program comes out of our own

BOB AND EDDJIE—Men on street
for WOOD, Grand Rapids. Mich.,
had a problem the other day when
two commercial vick-ups followed
from points a half mile apart. They
asked their listeners to guess how
they could be two places at the
same time and while Robert H.
Smith (wearing hat) kept “talk-
ing” to Edward H. Denkema
(seript in hand) as if he were
present, Eddie got in a cab, dashed
the half mile and picked up the
continuity so smoothly that local
listeners kept WOOD's switch
board busy for an hour exvlaining
its agile announcers. Ain’t they the
ones, says WOOD.

department, rather than admit that
we have to depend on the broad-
casters for our ideas.”

This agency and others have set
up legal barriers and red tape that
make it almost impossible for out-
side writers and program pro-
ducers to submit material for con-
sideration. For years station man-
agers have tried desperately to get
these same agencies interested in
their local programs. The networks
and stations have had the exper-
ience repeated many times of try-
ing to sell popular sustaining pro-
grams. Finally an advertiser de-
cides to take a chance and the pro-
gram is successful. Who is smart?

Further in the above conversa-
tion with this same agency execu-
tive, an idea was suggested that
would offer his company an oppor-
tunity to contribute to the study
and development of better radio
programs. His reply was: “We are
not interested in spending any of
our 15% to contribute to the de-
velopment of radio programs. Let
the networks and stations do that.”

What He Could Say

Again, he might have said: “I
am perfectly willing to let the
broadcasters have the full respon-
sibility for maintaining and de-
veloping programs that satisfy the
radio audience and the FCC. But,
when I am ready to produce a pro-
gram for one of my clients I insist
upon and demand that you turn
over this responsibility to my agen-
cy. My program producers have
had little if any actual experience
as legitimate broadcasters, but they
know the show business and that’s
all that’s necessary.”

If the development of the radio
industry had depended on this type
of support there would probably be
no radio today. And by the same
line of reasoning we must recog-
nize the fact that the future devel-
opment of radio must come from
the broadcasters.

The broadcasters cannot shirk
any responsibility by passing the
buck to the agencies and adver-
tisers. Many stations seem to have
forgotten those three important
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words interest, convenience and

necessity—and have allowed their

stations to become listening posts.
That Midsummer Gripe

Comimenting on this subject of
station responsibility an executive
of a large national concern that is
one of radio’s big clients made this
statement: “I think that we all
agree that radio advertisers need to
know a lot more than they now do
about program production, and that
the decline of program activity
in the stations passes the buck
squarely to the advertisers. I have
a feeling that most of the radio
peosle are a good deal like os-
triches, and because they have their
heads buried in the sand they are
convinced that they are hidden
from the enemy. If there is a Con-
gressional investigation, the broad-
casters are going to be a good deal
startled by some of the things that
will be said.”

At the NAB Convention in Chi-
cago last summer the radio direc-
tor of a national advertising agen-
cy zave the broadcasters what was
termmed a verbal spanking. His ref-
erences to poor programs, lousy
copy, stupid announcers, program
directors that are broken down bar-
itones, were delivered and intended
as a sweeping condemnation of the
entire radio industry as applied to
the broadcasters.

Well, Mr. Broadcaster, you
turned over your responsibility to
the outsider and you have no one
to blame but yourself for all the
eriticism, abuse and condemnation
that has been fired at you. The
Government that represents the
American people has given you
temporary permission to operate a
radio station to the best interests
of your community. You are direct-
ly responsible for the radio pro-
grams that you originate or broad-
cast. You cannot pass the buck to
the advertiser, agency or network.
You know, or should know, what
has happened and what is going on.
You have a valuable franchise that
gives you the power to dictate what
you believe is to the best interest
of your station and audience. But,
if you prostitute this privilege by
tuining over this responsibility to
every Tom, Dick and Harry you
are likely to wake up some morn-
ing and find that you are no longer
in the broadecasting business.

This is not a sweeping condem-

WEED € COMPANY

RAIO STRTION
REPRESENTATIVES

NEW YORK « CHICHOO
DATROIT - SAN FRANCISCO

nation of all broadcasters, all ad-
vertisers or all agencies. In the
face of heavy competition and pres-
sure from all sides there are many
broadcasters who have succeeded in
living up to this responsibility.
There are advertisers and agencies
that have tried sincerely to cooper-
ate with the broadcasters.

But, there are too many in all
three groups who look upon broad-
casting as a gigantic exploitation
where billing and commissions are
of paramount importance. The
problem has developed into a vie-
jous cirele that has spread over the
industry like a plague. The cause
and effect are apparent, Mr. Broad-
caster. Are you going to wait for
the Government to step in and take
this control away from you? The
responsibility is yours. So what are
you going to do about it?

WNEL to Rescue

EDITOR BROADCASTING:

Recently we have heard and read
a great deal about the service ren-
dered by broadcasting stations in
time of flood and national emer-
gencies.

1 am giving you a little story
that has a slightly different slant.

The pleasure yacht Beverly,
which is maintained by WNEL, as
a floating base for its_three broad-
cast pickup stations when it is nec-
essary to greet some incoming ce-
lebrity or famous ship, was sent to
St. Thomas, Virgin Island, recent-
ly to bring back certain key food
products which were necessary in
strike-bound San Juan.

There has been a strike here for
about a month which has tied up
all shipping. The island, which
grows very little of its own foods,
has had to tighten its belt and do
without many foods ordinarily
shipped in. There is sufficient flour
in the island to last for a short
time, but the supply of yeast and
other ingredients necessary for the
making of bread became exhausted.

At the request of Pan American
Standard Brands Inec., the owner of
WNEL, Juan Piza, consented to
loan the pleasure yacht to Stand-
ard Brands to bring into San Juan
a cargo of yeast and other com-
modities to insure the island bread
suoply. The writer took the ship
to St. Thomas without incident and
loaded it to the gunwales and left
St. Thomas for San Juan early
last Sunday morning accompanied
by Harold Brown, local manager
for Pan American Standard
Brands, and one sailor.

As luck would have it the heavily
loaded boat ran into a real old time
northeaster. The wind was blowing
with full gale force and the moun-
tainous seas soon drowned out the
motor. By diligent operation of the
bilge pumps and under what can-
vas the boat could carry with that
wind, we finally made Fajardo,
Puerto Rico, late Sunday night.

It struck me that this type of
service is something new in the
broadcasting field and that you
might find it interesting.

WiLLiaM N. GREER,
WNEL, San Juan, P. R.

WOR. Newark, since Jan. 1 has re-
ceived 173,047 pieces of fan mail as
compared with 136,164 for the same
period last year. The weekly average
this year is 35.663. and last year it
was 206,897, Leading individual mail
pullers are Martha Deane, Alfred Me-
Cann Jr., Vincent Counally and Myra
Kingsley.
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FOILS A FORGER
WBZ Secretary Alert When

——Crook Appears

THAT mysterious “Mr. Jackson”
who recently forged checks at
KYW, Philadelphia, and KDKA,
Pittsburgh, went too far when he
walked into the studios of WBZ,
. Boston, the other
day. He asked for
Dwight A. Myer,
WBZ plant man-
ager whose secre-
tary is Miss Mar-
jorie D. Hall.
She took one
look at the crook
and recalled cor-
4 { respondence that
Miss Hall her boss had had
with Ernst H. Gager, KYW plant
manager, and H. W. Irving, KDKA
chief operator, about how they
were taken in by the stranger.
It seems that Mr. Jackson knows
radio and after talking to plant
managers and finding out where
they bought supplies, his habit was
to forge checks on them at the
supply store. Miss Hall tipped off
Mr. Myer who got the Boston po-
lice to put “Mr. Jackson” away.

NORTH DAKOTA

is a good market

BUT...

Stookey to KFNF

CHARLES STOOKEY of KWK,
St. Louis, has been appointed gen-
eral manager of KFNF, Shenan-
doah, Ia., and will assume his new
duties March 1. He is well-known
in the Midwest, having received
his training 10 years ago with the
Prairie Farmer and WLS. For
more than five years he has been
in charge of early morning pro-
grams in St. Louis. KFNF will
start work on a new 5,000-watt
transmitter in March.
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Here is a market with almost the same population—AND, a per capita spendable income.
almost half again as large! ''The heart of lllinois'* is not only a rich agricultural area but a

booming industrial center—with wages up to new peaks.

things they want and need.

Folks are SPENDING now for the

If you want to make advertising doilars get results, cover this.
market with WMBD—the only medium that gives complete, economical coverage,

Now with

increased power (5000 watts daytime—1000 watts nite} WMBD is a better buy than ever before.
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RCAC Radiofoto
EGYPT'S — Ancient pyramids
looked down on NBC’s modern
microphones Feb. 6, when A. A.
Schechter (at left of microphone),
NBC director of news and special
events, supervised a broadcast to
America featuring native guides,
Arabs and Egyptologists. The
Egyptian radio engineer signals
his instructions from camel-back
in this RCAC Radiofoto of a test
broadcast a few hours before the
regular program.

WwWJ -to Carry Baseball

WWJ, Detroit, will broadecast all
games of the Detroit Tigers base-
ball team, which also will be car-
ried by WXYZ and seven Michigan
Network stations. This season Ty
Tyson, veteran broadcaster, wiil
enter his twelfth year of baseball
coverage on WWJ.

I ————

Dominant Local Interest
assures thorough coverage

of this RICH MARKET.

ILLINOIS 2,4 MARKET

NATIONAL |

Wheeler Warns Against Monopoly

(Continued from page 20)

some of you are doing outstanding
public service work with your sta-
tions. I do not believe that a three
year license is yet justifiable, Ra-
dio broadcasting is still in too un-
settled a state. The course has not
yet been clearly charted for the
future, as I have attempted to in-
dicate to you. I do not say, how-
ever, that longer licenses should
not be issued—perhaps for a year
at the start—as a means of en-
couraging investment of sounder
nature in broadcasting. Possibly
that would be a desirable move.
Also the Commission by the terms
of the act under which it fune-
tions can revoke licenses for cause
at any time, after due notice and
hearing, and it is not necessary for
it to await a license renewal period
to take punitive action.

It is a relatively easy matter to
pick flaws. It is the stock in trade
of most of us in Congress. In radio
broadcasting there is much that
has been done that deserves the
plaudits of the people and of gov-
ernment. Many stations—the vast
majority of them—are doing out-
standing jobs in the broad field
of public service, in giving freely
and willingly of their facilities for
the entertainment and enlighten-
ment and education of the people.
During the disastrous fioods of just
a year ago, radio performed an
outstanding work, one that won the
spontaneous approbation of the en-
tire nation. However, more time,
money and thought must be de-
voted by you to programs and ser-
vice to your communities.

It is true many of your pro-
grams are excellent but you have
not yet learned to keep all the
cheap and mediocre sort of things
off the air. I refer to those offer-
ings of old-time stage comedians
whose stock in trade is the double
entendre or downright smut. This
is not good for radio. Entertain-
ment which transgresses the stand-
ards of decency and good taste
undermine the prestige of radio
and subject licensees to a risk
which they need not assume. I do
not believe that the public will long
tolerate the use of radio for a type
of program which violates funda-
mental concepts of decency and

B 24 Hour Service

with us
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which is not acceptable at the fam-
ily fireside. I believe that the moral
standards of our people have ex-
perienced a definite change dur-
ing the post war decade. After the
World War, individuals and na-
tions seemed to suffer a kind of
moral disintegration which is
usually the sad aftermath of a
bloody human confiict. This retro-
gression of moral principles ex-
pressed itself in many foreign
countries through the flagrant dis-
regard of human liberties. In
America we had the dizzy stock
market boom and witnessed the in-
creasing concentration of wealth
and power in the hands of a few.
Many business men cast aside their
previous concepts and sharp prac-
tice became common practice. The
economic collapse of the early thir-
ties seemed to have a sobering in-
fluence and our people seem to be
returning to an appreciation of
time-tested values. There has been,
I think, a definite improvement in
the moral climate of this nation.
Our concern today is whether ra-
dio has kept pace with this trend.
By and large, I think all will agree
that many radio programs meet
the standards we all desire and
recognize as necessary.

There is and should be a real
distinction in the standards to be
met by radio programs and other
types of entertainment. While one
can always turn the dial just as
one can select what plays and pic-
tures one will see, radio, neverthe-
less, is a family institution and
nothing should be broadeast that
is offensive to any member of the
family circle. This job of maintain-
ing high program standards that
meet the test is, of course, that of
the licensees and the networks. And
I believe the sound instincts of the
radio audiences will reject any use
of the radio that violates such
standards. If a minority persists in
broadeasting that which is medio-
cre or offends, all radio will suffer.

Whether or not the public de-
mands such programs, I think it
the duty of the broadcasters not
to bring down the moral standards
of the country. It is your duty to
bring up the moral standards of
this country. You should not let go
over the radio anything you would
not want your own little boy or
girl to hear.

Urges Improvement
In Commercials

I have observed that the com-
plaint against commercial an-
nouncements has diminished in re-
cent months. But many advertise-
ments over the air to me appear to
be far too blatant for the good of
the advertisers themselves. I fully
appreciate that the frequencies on
which you operate were useless be-
fore you made investments and put
them into service. Because you did
put them into service does not,
however, give you a property right.
They still belong to the people and
only as long as the public is prop-
erly served may they remain in
your charge. Because of your in-
vestment and labor in making

these frequencies of value, you are
permitted to make a profit and
earn a livelihood from that invest-
ment and labor, that is, as long as
you are still serving your listeners.
You are not, however, given any
authority to transfer your license
to another party. The Communica-
tions Commission, as the governing
body, must determine whether the
new applicant is competent, quali-
fied and responsible and is not sell-
ing something for far in excess of
the real value of the station.

The future of radio—facsimile
and television —are intriguing to
all of us. Current experiments in
facsimile will be watched closely,
and television, which promises to
give radio a new dimension, stag-
gers one’s imagination. During the
years of infancy and in the years
to come before the practical de-
velopment of television to a point
of perfection where it can be made
useful to the public, you in the
broadcasting business are undergo-
ing a process of learning. In broad-
casting you pioneered and expand-
ed with the development of the art.
You are learning what the public
expects of you in return for the
permit under which you operate.

Television today is possibly fur-
ther advanced than was broadcast-
ing when some of you first started
in the business. Yet today, we find
television still within the confines
of the laboratory. However, by the
time it is ready for release I sur-
mise you in broadcasting of aural
radio will be so skilled in your
knowledge of service to the public
that the visual method of broad-
cast