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The man in the odd posture is Oscar Keep. admire his thinking . . . about WOR, that is.

Formerly an accountant for Sme, Small & “Personnel, the president’s take, expense ac-
Longstreet, Oscar is now an efficiency engineer. counts . . . such stuff is easy to chop,” admits
More specifically, he is a cost-cutter. Oscar. “But, dammit, how are you going to tell a
guy to stop using a radio station that’s paying
him back dollar for dollar and more on the time
he buys? Even if it didn’t,*” Oscar continued,
“SOMETHING has to happen if you keep on
jabbing 50,000 watts down on the greatest radio-
Above you see Oscar on the prowl. active market on earth where 91.5% of the homes
have radios— over 4¥2 million of them!”

Oscar is employed by a nationally-known firm of
business consultants. These being fretful times,
boards of directors employ the business con-
sultants who employ Oscar to prowl.

WOR is not particularly enthusiastic about people
like Oscar, or the job Oscar does. But we do “Well, don’t sell USL” we said.

WOR

*It DOES!
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CHICAGO HAS A RADIO.
ITS NAME ‘TIS WISE TO KNOW,

FOR WHERE MID-WESTERN
PEOPLE LIVE

WLS advertisers know that
they are reaching not only a
large audience throughout the
Mid-West butalso a large and
important market in metropol-
itan and suburban Chicago as
well! And they have also
found that because WLS
serves listeners first, it serves

advertisers best.

GETS RESULTS!
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Reach Jrhe THREE M|L|.|ON EXTRA Vacahon Spenders

SUMMERTIME is a season of prodigality —

especially at the shore, lake and mountain
resorts that comprise New England's immense
vacationland.

Here is a region of activity in the quick
tempo of recreational enthusiasm — a region
peopled by vacation fund spenders, gratifying
varied needs and whims.

Summer vacationists add approximately
3,000,000 spenders to the normal population
of New England.

Their purchases give tremendous stimulus to
New England's market — a stimulus which is
felt over the entire territory extending from
the Connecticut shore of Long Island Sound to
the distant forest and lake regions of Maine.

Reach this great plus audience,
in all New England vacation
resorts through the 15 Station
coverage of The Yankee Network.

THE YANKEE NETWORK, INC. fh. 1808 ac avent:

EDWARD PETRY & CO., INC,, Exclusive Na(iona_l Sales Representatives

Published semi-monthly, 25th issue (Year Book Number)} published in February by BRoADCASTING PUBLICATIONS, INO., 870 National Press Bullding, Washington, D. C. Entered as
second class matter March 14, 1933, at the Post Office at Washington, D. C., under act of March 3, 1879.
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“Behind the & Ball”

7\

\_/

@ We borrowed that headline hecause it
is such an excellent description of many
WGR.-WKBW activitics. When things hap-
pen in Buffalo and Western New York you
will always find a member of the WGR-
WKBW staff “behind the 8-ball” to describe
exactly what is taking place.

Nationally these two stations are currently
gaining recognition with the Buffalo Sum-
mer Theater, a regular Friday afternoon
dramatic presentation through 60 stations
of the Columbia Broadcasting System, and
with “Buffalo Presents”” each Saturday

afternoon.

QU

Locally WGR and WKBW identify them-
selves more and more with the particular
interests of the cornmunity. Hourly news-
casts kept listeners informed when a
Supreme Court jury deliberated on the
fate of a former mayor. A series of 23
broadcasts took local listeners to the local
airport during National Air Mail Week and
more than 500 air mail letters were
received offering congratulations on the

“mikemanship® of the airport broadcasts.

WGR-WKBW carry the complete CBS
schedule. In addition, these two stations are
always on the alert to

translate local headlines

into local broadcasts. The
result is a balanced
broadcasting day that
offers unusually attractive
time to advertisers. Why
not let us tell you abhout
it and suggest time avail-

able?

GR - WHKBW.......
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Oﬂ the air...

from COLUMBIA SQUARE”

Already familiar to mil-
lions of radio listeners on the
Pacific Coast is the new by-line
with which KNX opens its programs:
;On the air from Columbia Square.’
In this way the most popular station
in Southern California reminds its
audience, in nine Western states,
of its magnificent new quarters in
Hollywood.

The auditorium, studios, control
booths are as nearly perfect as the
latest developments in sound insu-
lation, acoustics, and audio-facilities
permit. Couple these mechanical
advantages with the station that had
already cinched FIRST PLACE in
the estimation of the Southern
California radio audience and you
have the one station for your spot
campaign in this wealthy territory.

50,000 WATTS - LOS ANGELES

Owned and operated by the Columbia Broadcasting System.
Represented by RADIO SALES: New York, Chicago,

Detroit, Milwaukee, Birmingham, Los Angeles, San Francisco
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A SERIES OF ORIGINAL TRANSCRIPTIONS BY
C(ARSON ROBISON AND HIS BULKAROOS

The uncontested King of Hill Billy organizations in a new series avail-
able for the first time in this country on transcriptions! In these 15 min-
ute shows, already on wax, Carson Robison and His Buckaroos present
their well known mountain music and comedy effects in that inimitable
style which has built such wide audience acceptance for them on the
networks. 112 transcriptions are ready. An advertiser may buy all or part
depending upon his proposed schedule. It’s a natural for the summer!

AN EXCLUSIVE OFFERING OF
INTERNATIONAL RADIO PRODUCTIONS .
Repredenting

A Division of International Radio Sales

WDRC . . . . HARTFORD
WORCL ... WORCESTER
WINS . . . . NEwW YORK
WBAL . . . . BALTIMORE
WCARE . . . PITTSBURGH
wis . . .. .. CHICAGO

® FOR COMPLETE INFORMATION AND PRICES ON THE CARSON ROBISON SERIES,

AND OTHER IRP TRANSCRIBED PROGRAMS, CONTACT THE OFFICE NEAREST YOU, WISN . . . . MILWAUKEE

HOMA . okLAHOMA ciTY

S 2 WRALO .. .. .. waco
<3
S 7Q Know . . . . .. AUSTIN
mrennnnonm BADIO SALES | |1F - v vrowe
Kov . ... .. PHOENIX
NEW YORK - CHICAGO « SAN FRANCISCO
REHE. . . . LOS ANGELES
N
o€ 57 0% HVR . . saN rRANCISCO
Cen!ral 4547 £ Gearay Lk?or
. Trinity 1. ;;;OBM Los ANGELES
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NBC HIGHLIGHTS

These are but a few of the many
fine programs which make up NBC's

70% unsponsored time on the air!

* Metropolitan Opera Broadcasts

* NBC Symphony Broadcasts

* Music Appreciation Hour

* National Farm & Home Hour

* NBC Radio Guild

* America’s Town Meeting of the Air
* The Radio Pulpit

* University of Chicago Round Table

RCA Continues to Build

A m_erz’ca’s Radio Audience!

Better programs—which increase
the demand for better radios—
are constantly being fostered by
NBC’s own unsponsored pro-
grams. . . they constitute 70% of

RCA presents the Magic Key every Sunday, 2 to
3 P. M., E.D.§.T., on the NBC Blue Network.

Radio Corporation
RADIO CITY, N.Y.

RCA INSTITUTES, INC.
NATIONAL BROADCASTING COMPANY

RCA MANUFACTURING CO., INC.
RADIOMARINE CORPORATION OF AMERICA

NBC's time on the air!

1

During 1937 the National Broad-
casting Company, a service of
RCA, broadcast morethan 50,000
unsponsored programs. Such ser-
vice accounted for 70% of all NBC
time ontheair. Thevariety offered
was as wide as human interests.

Through the miracle of radio
such programs bring to millions
entertainment, information and
help which they could not receive
otherwise. Through NBC, living
rooms become boxes at the Met-
ropolitan Opera. Orthey are filled
with the sonorous cadences of
great symphonies, played by the
NBC Symphony Orchestra, con-

ducted by Arturo Toscanini, or
some other famous conductor.

Again, it may be current prices
of eggs, or pork, or a discussion
of books and plays. But whatever
the subject, if it is of interest to
any considerable part of the pub-
lic, NBC provides programs
which deal with it.

Programs such as these, to-
gether with the fine programs
sponsored by NBC advertisers,
have been largely responsible for
the increased sale of radios. And
in offering listeners better radios
RCA furtherstimulates America’s
interest in fine radio programs.

of America

RCA COMMUNICATIONS, INC.
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He’s great entertainment for Young and Old. He’s also proved he
can produce sales for sponsors far beyond what it costs to employ him.

Put him in the saddle for your product and watch him go to town
for you and your dealers.

Try him as a tonic for summer sales where markets need bolstering.

He has proved he is a sales specialist who can really produce.

THE LONE RANGER program is available for the first time on
transcriptions for use in certain markets in the United States and

Canada, made available through

KING-TRENDLE BROADCASTING CORPORATION

Detroit

NATIONAL BROADCASTING COMPANY
New York and Chicago

For information and data regarding availability, costs, etc., WRITE

NATIONAL BROADCASTING COMPANY

A RADIO CORPORATION OF AMERICA SERVICE

Electrical Transcription Service

30 ROCKEFELLER PLAZA - NEW YORK ‘MERCHANDISE MART + CHICAGO

www americanradiohistorv com


www.americanradiohistory.com

W.JAX . JACKSONVILLE

NBC — 5000 watts day, 1000 watts night — 900 ke
The only station that serves with a primary signal
the 135,359 radio homes in the Jacksonville market
of Florida and Southern Georgia. This station
carries 90 per cent of the national spot business
for leading advertisers in this market.

WFKLA . 1aMPA

NBC — 5000 watts day, 1000 watts night — 620 k¢
WFLA exclusively serves all of Central Florida
comprised of 108,790 radio homes with its out-
standing NBC Red and Blue programs. The popu-
lation of this market is increased 50 per cent
during the winter months.

WOAM . miavn

CBS — 1000 watts day and night — 560 kc

The dominant station serving lower Florida, where
the buying power index is twice the national
average. Greatest volume of retail sales in South
Atlantic area excepting Baltimore and Atlanta.
New Overseas Highway to Key West and Ever-
glades National Park biggest summer tourist
attraction in the South.

Prosperous Florida is the nation’s ideal
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Market. Here’s why. The winter population, as well
as the year-around population, represents a true
cross-seclion of the United States—made up of
people from every state in the Union.

If radio can sell your product in Florida—radio
can sell it to the whole country. And if it can be
sold anywhere the Big Three can sell it in Florida.
These three stations give you complete coverage of
the wholesale market, the retail market and the
back country.

When you're planning sales campaigns remember
this . . . business is good in Florida. No strikes!
No strife! No starvation!

Ask a John Blair man for complete merchan-
dising data on the Florida market.

REPRESENTED NATIONALLY BY

JOHN BLAIR:(OMPANY

e

ST AT

/

NEW YORK ¢ CHICAGO ¢ DETROIT ¢ LOS ANGELES « SAN FRANCISCO ¢ SEATTLE
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BlG THINGS

ARE HAPPENING IN CLEVELAND
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Miller Expected to Take NAB Post July 15

By SOL TAISHOFF

Formally Offered Industry Helm; Board to Meet June 6;
Aggressive Drive to Combat Government Interference

NEVILLE MILLER, former
mayor of Louisville, is expect-
ed to assume the presidency
of NAB about July 15.

Culminating a search for an
outstanding figure of proved
ability that began last Feb-
ruary, the NAB executive
committee of six has formally
proffered the post to the law-
yer-educator, subject to ratifi-
cation by the full board of 23
members. Mr. Miller has at
least implied his availability.
The board has been called by
President Mark Ethridge to
meet in Washington June 6.

Approval of the appoint-
ment appears assured. Nearly
half the members of the board al-
ready have conferred with the
prospective appointee, and there
is no hint of discord.

To accept the presidency, Mr.
Miller will leave his present post
as assistant to the president of
Princeton University, which he as-
sumed early this year. As NAB
president he will succeed Mr. Eth-
ridge. The salary will be $25,000
per annum, plus $5,000 for ex-
penses.

On the Aggressive

Mr. Miller’s appointment comes
at a time when the reorganized
NAB under the Ethridge leader-
ship has demonstrated perhaps the
greatest effectiveness in its 15
years of existence. Mr. Miller is
expected to pick up where Mr.
Ethridge leaves off, in the new of-
fensive against tendencies toward
greater Governmental interference
with broadcast operations.

The new offensive was keynoted
by Mr. Ethridge May 16 in two
separate addresses — one opposing
the Celler Bill for a Government
international broadcasting station
for the purported purpose of com-
batting foreign radio propaganda
in the Latin American nations, and
the other embodying a plea for
friendly cooperation between Gov-
ernment and broadcaster toward
the common goal of efficient broad-
cast operation in the public inter-
est.

The first broadside, before the

House Naval Affairs Committee,
indirvectly resulted in the shelving
of all pending proposals for a Gov-
ernment-owned international sta-
tion. The second address, before
the Federal Communications Bar
Association, with six of the seven
FCC members present, gave the
industry new inspiration because
it signalized the arrival of the ag-
gressive trade organization for
which rank and file broadcasters
have been clamoring for years.
An open fight against the ene-
mies of radio, rather than the use
of subsurface and “ghosting” tac-
tics of the opposition, is the the-
sis of the NAB campaign. The af-
firmative story of the job being
done by the broadcasting industry
will be told. By a process of keep-
ing the public informed, it is felt
the onslaughts of minority oppo-
sition groups can be combatted.
Mr. Miller is viewed by those
who know him best as an excel-
lent choice as successor to Mr.

Ethridge to take over NAB lead-
ership. As mayor of Louisville
from 1933 until November of last
year he won acclaim as a cour-
ageous and resourceful organizer
and leader [BROADCASTING, May
15]. Although a newcomer to the
regulatory side of radio, he is
thoroughly acquainted with its ser-
vice aspects, for during the Ohio-
Mississippi flood of February 1937
he worked with stations in setting
up the largest network in history
(some 300 stations) to assist in re-
lief relays.
Fills the Bill

In advancing the Miller name,
the NAB executive committee ap-
pears to have complied with every
requisite propounded at the Febru-
ary convention of the NAB.

It was at this convention the
old NAB order was retired and the
new organization plan adopted.
Prior to this year the NAB presi-
dent had been selected from among
active members. The managing di-

Hearst Liquidation by End of Summer
Is Foreseen as Offers Are Pondered

LIQUIDATION of the remaining
Hearst Radio properties, with the
single exception of WCAE, Pitts-
burgh, is likely by the end of this
summer, although no additional
tentative contracts or options have
been negotiated in recent weeks,
Joseph V. Connolly, chairman of
the board of Hearst Radio Inc.,
disclosed May 26.

Admitting a number of proposi-
tions are pending for the stations
as well as for International Radio
Sales, representation organization,
Mr. Connolly asserted that none
has reached the point where sale
contracts are in immediate pros-
pect. The seven remaining stations,
he said, are “available” and deals
may be closed at any time. Thus
far the only two units of the 10-
unit Hearst radio structure which
have been sold are KEHE, Los An-
geles, sold to Earl C. Anthony for
$400,000, subject to FCC approval,
and WINS, New York, sold to Col.
Arthur O'Brien of Washington, D.
C. and Seattle, for $250,000, also
contingent upon FCC approval.

Since all of the Hearst stations
are said to be earning profits, Mr.
Connolly indicated his organization
was in no great haste to liquidate
them. The decision, however, has

BROADCASTING ¢ Broadcast Advertising

been reached to dispose of them on
as satisfactory terms as can b.e
procured and, based on proposi-
tions already made, it is felt that
most of the properties will be dis-
posed of before fall.

For sale, in addition to Interna-
tional Radio Sales, are the four
stations of the Southwest Group
(KTSA, San Antonio; KNOW,
Austin; KOMA, Oklahoma City;
WACO, Waco); WBAL, Balti-
more; WISN, Milwaukee, and
KYA, San Francisco. It became
known that a transaction, said to
involve $900,000, for the sale of
the four Southwest stations plus
International Radio Sales and In-
ternational Radio Productions, has
been discussed tentatively with
John Ewing, Shreveport publisher
and broadcaster. Mr. Ewing’s ill-
ness several weeks ago, together
with the sudden death of his
brother, halted the negotiations and
they are no longer in progress. A
similar tentative offer from a group
of prominent business men also had
been made in the early stages of
the Hearst sales undertaking but
likewise did not crystallize.

Active bidding is understood to
be in progress In connection with

(Continued on page 58)
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rector was the paid executive offi-
cer. The wmanaging directorship
was abolished, the board structure
changed, a new set of by-laws
adopted, and the dues quadrupled
over last year.

Mr. Ethridge, vice-president and
general manager of the Louisville
Courier-Journal and Times, and of
WHAS, who first was introduced
to the industry last summer, soon
took over leadership in the reor-
ganization, along with Edwin W.
Craig, of WSM, Nashville, who fa-
thered the plan from the start.
Philip G. Loucks, Washington at-
torney and former NAB managing
director, was retained to draft the
reorganization plan and to serve
as special counsel and acting ex-
ecutive officer pending retention of
the paid president, meanwhile con-
tinuing his law practice.

It was Mr. Craig who first ad-
vanced Mr. Miller’'s name to the
board.

When the search for a paid ex-
ecutive reached what amounted to
an impasse last March, Mr. Eth-
ridge, who had served as acting
president since the last convention,
was named president, but without
salary. Favored generally through-
out the industry for the perma-
nent post, he declined to consider
it on anything but an interim
basis because of his commitments
in Louisville, and it was agreed
that the quest for a permanent
head would be continued.

Will Have Aides

Mr. Loucks as well as Mr. Eth-
ridge will retire from the NAB
headquarters staff. The former,
however, is expected to keep him-
self available for consultation un-
til the new president becomes
grounded in his work. Mr. Miller
also will have available the ser-
vices of three experts recently ap-
pointed to the headquarters staff—
Edward M. Kirby, public relations;
Paul F. Peter, research and sta-
tistics, and Joseph L. Miller, pub-
licity, with particular emphasis on
labor relations. Edwin M. Spence,
veteran broadcaster, also is serv-
ing at headquarters as the interim
executive officer.

The NAB membership, now to-
taling some 440 stations of which
more than 875 have qualified as
dues-paying members, probably
will not meet the new president
until the next NAB convention.
Only cursory consideration has
been given to a convention up to
this time by the board. It is not

(Continued on page 28)
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Neville Miller—He Conquered a Crisis

A Quiet Man of Action
W ho Ignores Brass
Hats, Red Tape

By ULRIC BELL*

HE IS the last man in the world
one would take for a “czar’. Yet
Neville Miller was in supreme com-
mand of a great American city un-
der catastrophic conditions, and
emerged not to be damned but to
be lionized.

His manner, in some degree, is
that of a schoolboy. But his record
is that of a man who once routed
the whole United States Army,
overwhelming red tape, gold braid
and brass hats by knowing what
he wanted and feeling that he was
right.

Neville Miller was not taken too
seriously as mayor of Louisville by
two great corporations of the
country when he set out to obtain
what he deemed were just utility
rate reductions. But their lawyers
and statisticians discovered that he
could compete with them on their
own ground because he set for him-
self the task of learning their busi-
ness.

He is not a great orator or a
professional politician. But his ad-
ministration as mayor was called
so pronounced a success that he
could have commanded bi-partisan
backing for higher office had he
chosen. One office which beckoned
to him was the Governorship of
Kentucky.

Academic Yet Dynamic

When Neville Miller, after fin-
ishing his term, went to Princeton
University as assistant to the
president of that institution, he
thought he was immuring himself
in academic cloisters, far from the
madding throng. But the world
was to seek him out, calling him
back to the field of action.

His whole mien is in keeping
with the quiet atmosphere of the
campus. But it was the same when
Miller was holding his own in the
rough and tumble of ward polities.

He is a student, a scholar, a
Bible teacher, a lawyer, a little bit
of a recluse, a soft-spoken, gentle-
manly fellow who has a ready smile
and nothing of the “iron man”
about him. But watch out if he is
pitted against you.

Tall, a little stooped but with an
energetic stride, Neville Miller at
44 has had experiences of such di-
versity that his mildness of man-
ner is probably only a manifesta-
tion of inner assurance,

Probably his outstanding charac-
teristic is his belief in prepared-
ness in the broad sense—prepared-
ness along with the logic that can
confute, in the words of Omar, the

*The author is Washington corre.
spondent of the Louisville Courier-
Journal and former president of the
National Press Club and the Gridiron
Club. He is an intimate friend of long
standing of the proposed new presi-
dent of NAR, LHe was asked by
BROADCASTING to write this article in
order to provide a rounded picture of
Neville Miller, the man.
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NEVILLE MILLER

jarring sects. One of the reasons
his successor as mayor was recent-
ly able to win quick Federal ap-
proval for a Louisville public
works grant was that Miller, while
in office, insisted upon having
drawn up a municipal improve-
ment program looking ten years
ahead. In this respect, his techni-
cal staffs were obliged to plan for
future contingencies in the manner
of the Army War College.

Miller is thorough. Among his
faults, perhaps, is the fact that he
has a tendency to credit others
with being equally thorough. When
he dwells upon utility problems,
for example, he talks the language
of the technical experts—making
it difficult for the layman to follow
him. His enthusiasm for every
cause in which he enlists is im-
mense but he is nevertheless quick
to get the feel of a given audience
or situation.

There is more than a little drawl
in his voice, a fact both disarming
and a token that he is a Kentuck-
ian. But he is not quick in anger
or quick on the draw. Rather his
weapon is logie, carried in a hols-
ter of mellow good nature.

His penchant for preparedness
did Mr. Miller no good when the
great flood of 1937 made him over-
night a combination of dictator,

Father Noah and the Old Woman
Who Lived in a Shoe. Louisville
had experienced floods-—bad ones—
many times, but nobody had deemed
possible the disaster that over-
whelmed the city in January of
that year, throwing the whole pop-
ulation of more than 350,000 into
a struggle for existence. This was
an emergency problem for an exec-
utive who had been taught nothing
about it in his law books or his po-
litical experience.

During the Flood

More than 200,000 persons were
made dependent upon the wisdom
of the mayor in organizing for
their relief. More than a fourth of
these had to be removed quickly
from their homes as the flood tide
rose, swamping the greater part of
the city. Conditions were so fright-
ful that even such commonplace
items as a cup of coffee, a bed or
a piece of candle were great boons.

Against mighty odds, Mayor
Miller had to organize, establish
communication with and get help
from the outside, and keep the pop-
ulace from panic, besides taking
all possible measures to safeguard
life and health. He got plenty of
help, of course. He had to make in-
stant decisions and, in that time of
peril, command instant obedience.

Few men have undergone such
an experience and emerged wita-
out censure. Mayor Miller not only
came out of the flood with the af-
fection of all Louisvillians but his
conduct in the emergency has be-
come a part of an American saga.

This is partly because radio
stood forth in that crisis as a great
agency of public service. With
other means of communication shut
off or crippled, Miller used the air
to make known Louisville’s plight
to the nation. “Send a boat” be-
came a classic phrase of the ether,
because along with the appeals of
Miller and his helpers went over
the air a constant description of
the rescue work.

A Red-Tape Ripper

At the outset, in that emergency,
Miller had his encounter with the
Regular Army. What was most
feared at the time was that ade-
quate policing could not be pro-
vided for the darkened and dis-
tressed city. Regular troops were
rushed quickly to Louisville. But,
when they arrived, their officers
declared they were without au-
thority to order the troops to per-
form police duty because martial
law had not been declared. Thus
red tape—technicalities of the reg-
ulations—intervened.

Neville Miller, with conditions
about him hourly growing more
threatening, thought this was
carrying legalistic quibbling too
far. He said so in no uncertain
language to an unbending briga-
dier who insisted that the regula-
tions were inviolate. The general
did not relent.

But Miller got through to Wash-
ington on one of the few telephone
lines in operation. He did not
bother about formalities but asked
that Mr. Franklin D. Roosevelt be
put on the line in person. It was
no easy matter—even for a mayor
—to get to talk directly to the
Commander-in-Chief of the armed
forces. But Miller insisted. He
talked to Mr. Roosevelt, explaining
the real situation to him and then
to Malin Craig, chief of staff.

Next the Utilities

After that, there was no diffi-
culty about the regulations. Gen.
Craig became one of his most earn-
est co-workers, detailing himself
to the flood problem and staying on
the job night and day during the
crisis that the army might give
maximum help in many ways.

Miller’s success in obtaining util-
ity rate reductions in Louisville
can be credited to his persistence
and thoroughness. When he became
Mayor in 1933—incidentally the
first nominee of his party to be
elected in 17 years—he studied the
rates of both the Louisville Gas &
Electric Co. and the Southern Bell
Telephone Co., deciding they were
getting too much for the service
rendered.

What is more important, he
studied the capital structures of
the two corporations and made his
decision, not only from the stand-
point of justice to consumers but
justice to the companies and their
investors. He called in experts, con-

(Continued on page 61)
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Clear Channel Issue to Dominate Hearing

Regionals to Launch Attack at FCC Sessions to Start
June 6, But ClearsWill Press Plea for 500 kw.

WHOLLY apart from the so-called superpower issue which
headlines the allocation hearings to begin June 6 before the
FCC, the question of preservation of clear channels will be
injected into the proceedings with the likelihood it will be-

come the paramount topic.

While superpower has been heralded as the dominant issue,
it has become apparent that a vigorous assault upon clear
channels for exclusive station operation will be launched
mainly by the newly formed permanent National Association

of Regional Broadcast Sta-
tions. The hearings, before
the Superpower Committee of
the FCC, will run from two
weeks to a month,

Because of the fire leveled
against superpower operation
as such, little hope is held for
immediate action by the FCC
permitting Class 1-A stations
to use 500,000 watts. Despite that,
however, the Clear Channel Group,
representing a dozen applicants for
500,000 watts, will present its case
for amendment of proposed new
rules so as to permit superpower
operation in the future.

Case to Preside

The hearings have been called
to consider proposed new rules and
regulations and engineering stan-
dards which have been promulgat-
ed by the FCC. In general these
rules are regarded as acceptable,
except for the battle on super-
power and consideration of clear
channels. There are certain other
proposed regulations which will be
attacked by various groups but at
this writing they do not appear
serious.

Presiding at the hearings will be
Commissioner Case, chairman of
the Superpower Committee. Other
members are Chairman McNinch,
ex-officio; Craven, vice - chairman,
and Payne. Procedure to be fol-
lowed will be that of a “legislative
hearing”, which means that the
strictest rules of evidence will not
apply as in the case of judicial
hearings but that witnesses will be
sworn and testify on a “question-
answer” basis with all respondents
privileged to cross-examine.

Assistant General Counsel
George Porter will be in charge of
the FCC examination of witnesses.
The chief FCC witness will be An-
drew D. Ring, assistant chief en-
gineer for broadcasting, who was
instrumental in drafting the pro-
posed new rules and regulations
and engineering standards [BrOAD-
CASTING, May 15].

While the precise order of pro-
cedure has not yet been devised, it
is expected the FCC first will in-
troduce in evidence, through Mr.
Ring and Chief Accountant Wil-
liam J. Norfleet, the mass of tech-
nical and economic data prepared
for the hearings. Mr. Ring will of-
fer in evidence the proposed new
rules and the engineering stan-
dards, explaining their scope and
implications, along with the ve-

sults of a posteard survey of rural
radio reception made a year ago
and a technical coverage survey
showing primary and secondary
day and night coverage of sta-
tions, according to population,
based on engineering standards.

Mr. Norfleet will offer in evi-
dence the results of the three ques-
tionnaire surveys undertaken by
the FCC in conjunction with the
hearings — financial statistics of
stations for 1937, employment fig-
ures and program breakdowns, all
on an aggregate rather than in-
dividual station basis. Much of this
information will be available for
the first time. The financial state-
ment is expected to show total in-
vestment in all stations, gross and
net incomes for the industry as a
whole and for station groups in
various categories according to
size, power, network affiliation and
related data.

Actual allocation phases of the
rules do not fall within the hear-
ing scope per se since the Senate
has not yet ratified the Havana
Treaty. However, the hearings em-

brace reclassification of stations
into six groups with some objec-
tions to be raised.

The treaty itself, which sets
forth the reallotment of frequen-
cies among the North American
nations, is still pending before the
Senate Foreign Relations Commit-
tee where it has reposed for the
last fortnight. Chairman Pittman
(D-Nev.) declared May 25 he had
asked several members of the com-
mittee, including Senator White
(R-Me.), to analyze the treaty.
Favorable action is expected in
early June. There is no known op-
position to it. Despite anticipated
adjournnient of Congress in June,
it was stated in Congressional cir-
cles that expeditious action could
be taken; that the fact that the
treaty is not yet out of committee
does not mean that all hope for
ratification is lost.

WLW Hearing Next

Assuming ratification at this ses-
sion, it is the plan of the Commis-
sion to proceed with the June 6
hearings without regard to the
changes in allocations prescribed
in the pact. After the new rules,
in amended form, are promulgated,
the FCC can order the proposed
shifts in station assignments. Sta-
tions aggrieved over such shifts
then would be in the position of
demanding formal hearings before
the FCC, with each case considered
on its individual merit.

Immediately following the hear-
ings on the proposed new rules

Pleas to Participate in FCC Hearings
Filed by 110 Stations and Other Groups

WHEN the FCC deadline on ap-
pearances for the June 6 “alloca-
tions” hearings closed Mav 25. a
total of 110 stations-—aside from
the NAB, Clear Channel Group,
National Association of Regional
Broadcast Stations, and National
Independent Broadcasters—had
filed individual appearances ask-
ing to participate in the proceed-
ings.

In addition the American Civil
Liberties Union through Sol M. Al-
pher, attorney, had filed an ap-
pearance as had S. Howard Evans,
secretary of the National Commit-
tee on Education by Radio, and At-
torney General John K. Claxton, of
Montana. The latter two, however,
had not filed formal appearances,
having made their requests by tel-
egram, and their pleadings must
be perfected legally before their
appearance is permitted.

Organizations First

The order of appearance and
agenda for the hearings have not
yet been prepared. It was consid-
ered likely, however, that the Com-
mission after hearing testimony of
FCC officials first, will then hear
the various organizations such as
NAB, to be represented by Mark
Ethridge, president, and John V.
L. Hogan, chairman of the engi-
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neering conmmittee; the Civil Liber-
ties Union; other non-operating or-
ganizations, and the special station
groups such as the clear, regional
and local groups. Afterward, it is
presumed, individual stations which
filed appearances may be heard,
perhaps in the order of the filing
of their notices.

NBC filed a blanket appearance
as a network and for its stations
through A. L. Ashby, vice presi-
dent and general counsel, and Phil-
ip J. Hennessey, Washington attor-
ney. CBS filed appearances for its
nine owned, operated and leased
stations through Paul A. Porter,
Washington counsel. Don Lee Net-
work filed an appearance through
Horace L. Lohnes.

Appearances for substantial lists
of stations, representing the bulk
of their clientele, were filed by a
number of Washington attorneys.

In addition to the order of ap-
pearances, the FCC also proposes
to make public, in advance of the
hearings, a statement as to the
precise procedure to be followed.
Hearings will be in the main audi-
torium of the Interstate Commerce
Commission, adjoining the Postof-
fice Bldg., and the hearing days are
expected to run from 10 a. m. to
4 p. m. Mondays through Fridays.
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the FCC committee will begin
hearings on the application of
WLW for renewal of its experi-
mental authorization to operate
with 500,000 watts power. Best es-
timates are that the hearings on
the rules will run from two to
three weeks, with the WLW hear-
ing itself running perhaps a week.
The dozen pending applications for
500,000 watts power from individ-
ual clear channel stations are not
designated for hearing at this time
but have been postponed indefi-
nitely. Thus the superpower-clear
channel issue will erop up first
during consideration of the rules.
Then, of course, the superpower
question will be fought out on eco-
nomic grounds as well as on the
engineering phase in the WLW
proceeding. WHO, Des Moines,
which has filed an application for
experimental authorization to use
500,000 watts (whereas the other
applicants sought regular author-
ity) has withdrawn that request,
thus eliminating it from that por-
tion of the hearing.

In addition to the superpower-
clear channel outburst, it is antici-
pated that opposition will develop
to the provision of the new rules
requiring local ownership of local
stations or those in the Class IV
(250-watts) category. NAB Presi-
dent Mark Ethridge, for example,
is expected to question that pro-
vision as discriminatory since it
would apply only to one class of
station.

Objections to Rules

It is a foregone conclusion the
rule proposing that the Commis-
sion may “require” cultural pro-
grams will be fought as diserimi-
natory, tending toward censorship,
and wholly outside the Commis-
sion’s sphere of authority. No seri-
ous difficulties are expected be-
cause it is felt the FCC will be
willing to alter these provisions to
remove any doubt.

How far the industry will go in
opposing the proposed new experi-
mental rule which would prevent
commercial operation with the ad-
ditional experimental facilities, is
not yet established. Some clarifica-
tion of the rule will be sought, and
the NAB will seek its elimination
altogether.

At least five separate forays
having to do with classification of
stations in the Class I-A (entirely
clear) or Class I-B (duplicated)
channels, are in prospect. Under
the proposed rules, channels oc-
cupied by such stations as WCAU,
WOR and KPO are earmarked for
class I-B or duplicated operation.
WOR, for example, has KIRO, Se-
attle, operating full time on its
wave, while KPO has WPTF, Ra-
leigh, operating on its channel.
WCAU, on the other hand, does
not have a night-time station on
its wave at this time but is slated
for I-B operation. All three of the
stations have served notice of in-
tent to seek I-A status. These con-
troversies grow out of the fact

(Continued on Page 52)
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AFA to Consider

Broadcast Selling

Radio Departmentals Will Be
Among Detroit Features

UNDER the chairmanship of
Craig Lawrence, commercial man-
ager of the Iowa Broadcasting
System and recently named chair-
man of the NAB Sales Managers
Committee, radio will figure promi-
nently in the proceedings of the an-
nual convention of the Advertising
Federation of America in Detroit
June 12-15.

At open meetings June 14 the
Sales Managers Committee will
conduct two separate department-
als to which all AFA delegates
have been invited, along with
broadcast station executives. Invita-
tions to address the sessions al-
ready have been accepted by Edgar
Kobak, vice-president of Lord &
Thomas, former vice-president of
NBC and one of the moving spirits
of AFA; Dr. Herman S. Hettinger,
radio economist and faculty mem-
ber of the University of Pennsyl-
vania, and Charles C. Hicks, sales
promotion manager of WXYZ, De-
troit, and the Michigan Network.

Broadcast Selling

Mr. Kobak plans to compare the
American system of radio with tax-
supported systems in other nations
and to discuss the competitive side
of radio selling. Dr. Hettinger has
chosen as his subject radio sales
and service. Mr. Hicks will tell the
“Inside Story of the Lone Ranger”,
successful radio serial conceived at
WXYZ.

On the following day, according
to Mr. Lawrence, the sales man-
agers will hold a closed session for
a_forum discussion, with the prin-
cipal topic “Ideas That Are Selling
Radio Today”.

Mr. Lawrence was named chair-
man of the NAB committee last
Xonth upcl)n resignation of Lew

very, sales manager of WGR-
WKBW, g

General Session Speakers

Speakers at the general sessions
of the convention include: Roy S.
Durstine, president, BBDO, who
will discuss “Future Trends of
Showmanship in Advertising”; Ed-
ward M. McGrady, director of labor
relations for RCA, speaking on
“Labor, Industry and the Public”;
Thurman Arnold, assistant Attor-
ney General, who will tell the dele-
gates “What Makes a Monopoly”;
Mrs. Bert W. Hendrickson, leader
in consumer movements, describing
“Mrs. Consumer in the World of
Tomorrow”; Alexander Dow, pres-
ident, Detroit Edison Co., talking
on “Value in Public Utility Adver-
tising”, and a symposium on “The
Common Road to Progress”. Wil-
liam J. Cameron, spokesman for
the Ford Motor Co., will address
the Newspaper Advertising Execu-
tives Association at its Tuesday
luncheon. Plans call for the broad-
casting of many of these addresses.

A. M. Dantzer, WXYZ, is co-
chairman of the convention’s trans-
portation committee, and Ruth F.
Crane, WJR, is chairman of the
committee on decorations. A num-
ber of local and national radio
luminaries will entertain at the
banquet on Monday evening, fol-
lowing which Tommy Dorsey and
his orchestra will play for dancing.
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and publisher of the Fort Worth Star-Telegram, were in evidence at
KGKO’s dedication May 18. Among the wearers were (left to right)
William S. Hedges, NBC station relations vice-president; Mr. Carter;
Lenox R. Lohr, NBC president; Niles Trammell, NBC Chicago vice-
president. KGKO, recently moved from Wichita Falls, becomes an
outlet of both Red and Blue networks. Yippee!

Prominent Radio and Advertising Folk
Join Big Dedication Program of KGKO

SEVENTY - FOUR Southwestein
station managers; 50 agency rep-
resentatives; Lenox R. Lohr, pres-
ident of NBC, and Niles Trammel
and William S. Hedges, NBC vice-
presidents, attended the new
KGKO’s formal dedication and the
attendant festivities in Fort Worth
May 18. The guests included 250
radio officials and newspaper men.

Following a two-hour program
that played to a capacity audience
in Fort Worth’s Municipal Audi-
torium the visitors were guests at
Amon G. Carter’'s Shady Oak
Farm.

Mr. Lohr, as principal speaker,
praised KGKO as “the last word
in technical development”. He said:
“Listeners will get a fine, clean,
clear signal and it will adequately
serve both Fort Worth and Dallas
as well as a vast area in the
Southwest. Too, this area now will
receive both of NBC’s services, the
Red and Blue, giving the listener
selective listening.”

Amon G. Carter, owner of
KGKO; Harold V. Hough, general
manager, and Darrold A. Kahn,
business manager, were hosts to
the visiting throng.

A half-hour portion of the dedi-
catory program was piped to a
coast-to-coast NBC network. Car-
ter and Lohr spoke briefly during
this part of the broadcast. Easily

DUST IN TEETH
WOR Claims Diity Fangs

Secrete Swing

WHEN a man turned up at the
transmitter of WOR the other day
and told engineers that WOR pro-
grams kept going on inside his
head every night after he had
turned off his radio, the engineers
looked at him1 from the corners of
their eyes, began to edge him to-
ward the door. It turned out that
the man worked in a machine shop
which specialized in grinding
knives, that carborundum dust from
the grinding wheels had lodged in
the gold fillings of his teeth.

Explanation: When he snapped
off his bed lamp the partial radio
short circuit was removed and the
bed frame became an antenna. As
his jaw relaxed upon falling half-
asleep, his mouth acted as a crys-
tal detector. Solution: New tooth
brush to keep the carborundum dust
away from his gold fillings.

the biggest air show ever staged
in the Southwest was the two-
hour dedicatory broadcast handled
by Sylvester Gross, KGKO's pro-
duction manager.

KGKO, which went on the air
from its new location on May 1,
having moved from Wichita Falls,
carries NBC Red and Blue. The
transmitter is located midway be-
tween Fort Worth and Dallas.
Studios and offices occupy the en-
tire top floor of Medical Arts Bldg.
in Fort Worth.

The station’s move to Fort
Worth from Wichita Falls has been
publicized with a 25,000-line cam-
paign in the Fort Worth Star- Tel-
egram, the Dallas newspapers and
25 other dailies and weeklies in
Texas and Oklahoma.

KGKO New York Rep

PURSUING an announced policy
of branch office representation,
KGKO, Fort Worth, announces
that it has opened its own New
York office at 650 Fifth Ave., with
John I. Prosser as eastern sales
manager. Mr. Prosser formerly
was with N. W. Ayer & Son and
with WLW, Cincinnati.

New Salmon Drive

THE third in a series of extensive
advertising campaigns on behalf of
the Canned Salmon Industry of
Seattle, was launched recently in
70 markets in which radio pro-
grams and spot announcements are
playing a major part. The present
campaign supplements the early
spring and Lenten season drives in
which practically all media were
used. The new drive started May
19 and is scheduled to continue to
early summer. Copy is being used
on participating programs and
spot announcements in more than
35 key markets. In addition 63
newspapers in 48 cities and a num-
ber of magazines are -carrying
large space copy and outdoor post-
ers are used in 23 markets. The
campaign may be curtailed due to
labor troubles in the Northwest be-
tween the Alaska Packers Assn.
and the CIO Alaska Cannery
Workers Union. The dispute is a
severe threat to this year’s salmon
canning season. Account is handled
by J. Walter Thompson Co., San
Francisco.

y

WESTERN STYLE hats, presented by Amon Carter, owner of KGKO

Elliott Roosevelt
May Lease WRR

Negotiates With Dallas for the
Management of City Station

A MANAGEMENT contract -or
the o¥eration of WRR, Dallas mu-
nicially-owned station, may be
procured by Elliott Roosevelt, sac-
ond son of the President and presi-
dent of Hearst Radio Inc., who
would conduct the station as a sep-
arate enterprise. Conversations to
that end have been going on for
several weeks and an agreement
may be reached shortly.

Mr. Roosevelt, in addition to his
presidency of Heart Radio, is di-
recting the operations of KFJZ,
Fort Worth, recently purchased by
his wife, Ruth Googins Roosevelt.
The Roosevelts make their home on
a ranch near Fort Worth.

Same Deal as Thornwald’s

If the negotiations with the City
of Dallas are completed, Mr. Roose-
velt will take over the station un-
der a probable five-year contract.
In that capacity he would replace
John Thorwald, of Dallas, who has
operated the station commercially
under a similar arrangement for
some years. The municipality
would retain the license and own-
ership of the station and the ar-
rangement would be that the city
pay for the transmitter and techni-
cal maintenance while the operator
defrays the cost and maintenance
of studios and programs. The city
and the operator then would share
net profits, as they do under the
expiring Thorwald contract.

If the arrangement is consum-
mated, it is expected Mr. Roosevelt
will tie KFJZ and WRR into an
inter-city network, possibly adding
other stations in Texas at some
future time.

An application shortly will be
filed for KFJZ for assignment to
the 930 ke. regional channel with
500 watts power full time. The sta-
tion now operates on 1370 ke., with
250 watts local sunset and 100
watts night.

Waring for Grove

GROVE LABORATORIES, St.
Louis (Bromo-Quinine), has signed
Fred Waring and his orchestra
for a weekly half-hour show, Sat-
urdays, 8:30-9 p. m., with repea-
at midnight, to start on an NBC-
Red network Oct. 8. The company
sponsored Gen. Hugh S. Johnson
on the Blue during the past winter.
Stack-Goble Adv. Agency, New
York, is in charge.

Woodbury Replaces

JOHN H. WOODBURY Co., Cin-
cinnati, sponsoring Hollywood
Playhouse on NBC-Blue network,
on July 3 replaces the show for the
summer with Win Your Lady, star-
ring Jim Ameche. The program,
originating in Chicago, will run
for 13 weeks. Agency is Lennen &
Mitchell, New York.

Bulova List Now 148

BULOVA WATCH Co., New York,
has added WBZ-WBZA, Boston;
KPO, San Francisco, and KZRM
and KZEG, Manila, bringing the
list of stations carrying its time
signals and announcements to 148.
Agency is the Biow Co., New York.
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When the Marines Tell About 7-Up

Tie-ins Aiding Drama
in Development of
Pacific Sales

By GRACE GLASSER
President. Glasser Advertising Ageney,
Los Angcles, California
7-UP is a highly carbonated, bot-
tled beverage that is widely sold
and advertised throughout the
United States. Formula, syrup, de-
gree of carbonation, machinery and
basiec merchandising for 7-Up are
identical in all territories, as is its
primary advertising—the extensive
use of point of purchase material.

The 7-Up Bottling Co. of Los
Angeles, in a short three and one-
half years has become one of the
largest and most successful plants
of its kind. Radio is the reason
why. Starting the very first year
with an inexpensive transeribed re-
run of a popular strip show on a
low cost station, Don Washburne,
president and general manager of
the 7-Up Bottling Co. of Los An-
geles, has yearly increased his ra-
dio activities. The firm is sponsor-
ing a live talent half-hour Sunday
night dramatic feature on 3 Mu-
tual-Don Lee network stations
(KHJ, KFXM, KXPMC), titled The
Marines Tell it to You. The series
started Nov. 15, 1937.

Wins Public Favor

In its first 13-week period on
the air, without contests, prizes,
give-aways or ballyhoo, the pro-
gram became a favorite in the Los
Angeles territory with Monday
night listeners from 7 to 7:30 p.
m. (PST), even topping two lead-
ing coast-to-coasters of long stand-
ing. This was according to tele-
phone surveys made during that
period.

Without any special promotion
or supporting newspaper advertis-
ing, the series consistently made
the “best bet” columns and re-
ceived much publicity in the radio
sections of the daily publications of
southern California. Voluntarily,
many high and junior high schools
in Los Angeles county put the pro-
gram on their current events lists
to be studied and reported on each
week.

The Marine base at San Diego,
and the Pacific Coast headquarters
of the Marine Corps in San Fran-
cisco were quick to acclaim this show
as not just another layman’s idea
of what our most colorful soldiery
is like, but as the “real thing.”
When this production was first con-
ceived in our agency about a year
ago, we determined that it must be
authentic in every detail and must
transmit to the listener that ring
of authenticity, that thrill of hav-
ing encountered first hand the
splendid ideals of courage, sacrifice
and service that we like to call
Americanism.

To this end we engaged the ser-
vices of Captain Charles D. Bay-
liss, a Marine of 32 years service,
as technical advisor and collabora-
tor on the stories taken from the
Marvine files. Hence, the smallest

details of equipment, slang, com-
mands and voice-type are authen-
tic. The writer of the series, a men-
ber of our own staff, Julian E.
Steyskal, is a lieutenant in the U.
S. Marine Reserve Corps and well
versed in his subject. Clinton Jones,
well known on the Pacific Coast for
his production ability, was chosen
to produce the show.

Timely Program Subject

We were fortunate in launching
The Marines Tell It To You at
this time. A more topical, timely
subject for a radio program could
not be imagined, as subtly woven
into the thread of the stories is a
theme of the desirability of ade-
quate defense as a preventive meas-
ure, the horror and futility of war.
As a result, unsolicited mail pours
in each week from Marines; Army
men, both officers and privates;
American Legion posts, schools, col-
leges, - educators, civic and public
officials, and from private individ-
uals alike, who praise the program.

The sponsor has yet to receive an
adverse criticism. Letters have been
received from high government and
military officials and from the
White House, too.

Capitalizing on the popularity of
the program, 7-Up Bottling Co. of
Los Angeles ties-in its window and
counter display material with the
series. Display space on its deliv-
ery trucks is also utilized. Perhaps
the most pertinent fact of all is
that on a “carry home” carton of
six bottles of 7-Up, advertised con-
sistently on the program and in
no other way, January 1938 busi-
ness showed a 7009 increase over
that of January 1937. The proof of
the pudding is in results. The 7-Up
Bottling Co. of Los Angeles is
doubling its plant capacity to meet
this radio-made demand.

As a result of tremendous in-
terest and general timeliness to
America at large, the broadcast
time has been changed to Sundays,
6 to 6:30 p. m. (PST), for trans-
continental release on Mutual.

TAKE a woman and some Marines and pour out a few thou-
sand gallons of 7-Up soft drink and you have the formula of a
show that keeps West Coast listeners on the edge of their chairs.
Grace Glasser, president of Glasser Advertising Agency, Los
Angeles, reversed the old catch line and devised a program
called The Marines Tell It to You. At a time when peaceful
folk have war jitters, the factual story of the Marines has inter-
ested the public so much that Mutual now has the show coast-
to-coast. The local 7-Up Bottling Co., sponsor of the show,
reports sales of its carry-home cartons up 700% over last year!

She Told the Marines

GRACE GLASSER
La Choy Tests Radio

LA CHOY Food Products Inc., Los
Angeles (canned prepared Chinese
foods), has appointed Glasser Adv.
Agency, that city, to direct its ad-
vertising, and on June 6 will start
a 18-week test campaign on KNX,
Hollywood, using daily particiga-
tion in the combined Sunrise Sa-
lute and Housewires Protective
League programs. This is the spon-
son’s first use of radio.
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W. C. Swartley Becomes

Managerof WOWO-WGL

W. C. SWARTLEY, former ad-
ministrative assistant to the presi-
dent of Westinghouse in Pitts-
burgh, has been named manager of
WOWO - WGL,
Westinghouse sta-

tions in Fort
Wayne, Ind. W.
Ward Dorrell,
former WOWO-
W GL manager,
who has been de-
voting consider-

able time to the
sales activities of
the stations, has  Mr. Swartley
been named sales manager.

Mr. Swartley, a native of North
Wales, Pa., was graduated from
Cornell U. in 1930 with a degree
in mechanical engineering. From
the industrial relations department
of Westinghouse he was moved to
the group insurance department,
then to the president’s office where
he was closely identified with the
management of KDKA, Pitts-
burgh. He is a member of the Pitts-
burgh Personnel Assn,, Chamber
of Commerce and a first lieutenant
in the ordinance reserves.

New Benrus Watch

BENRUS WATCH Co., New York,
starting a campaign for its new
“Ful-Vue” watch for men, will use
its present schedule of spot and
station-break announcements on 20
stations to promote the new prod-
uct. Agency is Brown & Tarcher,
New York.
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KOCY, Oklahoma City,
Names Bonebrake Head,

Moves to New Studies
COINCIDENT with the change in
call of KFXR, Oklahoma City, to
KOCY, announcement was made
of the appointment of Matthew H.
Bonebrake, com- '
mercial manager
of WKY, as man-
ager of the 100-
watt outlet. The
station has moved
to Plaza Court
Bldg., occupying
studios formerly
housing WKY,
Oklahoma City.
KOCY is owned

Mr. Bonebrake
by the Plaza Court Broadcasting
Co., of which John B. Thomas is

president, Charles E. Johnson,
vice-president, and M. S. McEIl-
downey, secretary - treasurer. All
three are prominent business and
civic leaders in Oklahoma City and
are financially interested in the
Plaza Court Bldg., in which the
studios are located.

The station will operate as an
independent. With Mr. Bonebrake’s
assumption of the management, a
complete new engineering pro-
gramming, announcing and busi:
ness staff was employed. All con-
tracts and programs of the pre-
vious management were discon-
tinued. Studios are modern and
accoustically treated throughout.
There are two large studios, an
audience reception room, a glassed-
in control room, and a suite of four
executive offices. Engineering sur-
veys are under way for selection of
a new transmitter site. As soon as
the site is located and approved,
a new transmitter and antenna
system will be constructed.

Plug Kendrick Is Named

KXBY General Manager

D. E. (Plug) KENDRICK, former
manager and part owner of WIRE,
Indianapolis, on May 21 was ap-
pointed vice-president and general
manager of KXBY, Kansas City,
operated by First National Tele-
vision Inec. His appointment was
made by the board of the organiza-
tion, which also operates a radio
school. Chief stockholders in the
corporation are Sam Pickard, re-
tired CBS vice-president, and Les-
lie Herman, New York broker.
Following the resignation of
Sidney Q. Noel as general man-
ager of the school and station, it
was announced that Richard K.
Phelps, brother-in-law of Mr. Pick-
ard and an assistant district at-
torney of Kansas City, would be
general manager. Later it was
stated that C. E. Salzer, chief en-
gineer, would manage the station.
Mr. Kendrick’s selection comes
close on the heels of an FCC ex-
aminer’s report favoring his ap-
plication for a new local station in
Louisville [BROADCASTING, May 15].

Canners Start News
CRANBERRY CANNERS Ine, S.
Hanson, Mass. (sauces and cock-
tails), has started a 15-minute
news review of local events titled
Voice of New England, featuring
John Stanley, commentator. The
five-weekly series is broadcast on
WNAC, Boston; WTAG, Worces-
ter; WMAS, Springfield; WLLH,
Lowell - Lawrence; AR, Fall
River; WNBH, New Bedford.
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House Rules Committee to Call

FCC Members for Questioning

Chairman (’Connor Says Commissioners Will Be
Asked to Answer Charges Made by House Trio

By WALTER BROWN

AFTER the House Rules Commit-
tee on May 26 heard three Rep-
resentatives — W. D. McFarlane
(D-Tex.), Lawrence J. Connery
(D-Mass.) and Richard B. Wig-
glesworth (R-Mass.) — give their
reasons for asking a Congressional
investigation of the FCC and the
broadcasting industry, Chairman
John J. O’Connor (D-N. Y.) abrupt-
ly announced he would call mem-
bers of the FCC before the Com-
mittee for questioning regarding
the charges.

This unexpected turn in the de-
mand on Capitol Hill for a radio
investigation took most members
of the Rules Committee by sur-
prise, and some confusion followed
Chairman O’Connor’s announce-
ment. As a general practice the
Rules Committee only hears mem-
bers of Congress, but there have
been instances where officials of
the Government have been called
in connection with a proposed in-
vestigation of their particular
agency.

In the Senate a hearing on a
resolution proposing an investiga-
tion often becomes an investiga-
tion itself. While Mr. O’Connor
gave no indication that this is
what he had in mind regarding
the six resolutions before his Com-
mittee asking for a probe of ra-
dio, his decision to call members
of the FCC may be significant.

Monopoly Charge

Rep. Byron B. Harlan (D-0.), a
member of the Committee, said it
was his understanding that the
charges made by the House mem-
bers in support of their resolutions
would be submitted to the FCC
for whatever comment the commis-
sioners desired to make.

Chairman O’Connor, however,
told BROADCASTING after the Com-
mittee met that he intended to
“request” the FCC to be represent-
ed at the next meeting of the Com-
mittee, which is expected to be held
shortly after Memorial Day. The
“request” will go to Chairman
MeNinch.

Rep. E. E. Cox (D-Ga.) declared
May 27 the Rules Committee, of
which he is a member, would meet
on May 31 in executive session and
probably would decide upon pro-
cedure in connection with appear-
ance of FCC members. He said
there was no known opposition to
such a course.

Despite the attention which
Chairman O’Connor is having his
Committee devote to the proposals
for a radio investigation, and his
latest action in announcing he
would call members of the FCC to
discuss the charges made by the
three House members, no great
amount of sentiment has devel-
oped among individual members of
the Committee.

Rep. Bayard Clark (D-N. C.)
said he had found no general de-
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mand for an investigation and re-
iterated his opinion that his col-
leagues on the Rules Committee
would not approve any of the
resolutions.

In calling members of the Com-
mission before the Committee,
Chairman O’Connor may desire to
conduct a “baby investigation” of
his own. This he ean no doubt do
without any interference from
members of the Committee. Many
believe this will be the extent of
any investigation by either body
at this session.

By next Congress the FCC is
expected to have ready for sub-
mission some definite legislative
recommendations, covering many
of the subjects about which there
have been complaints. These pro-
posals will be submitted to the
regular committees of Congress
handling radio legislation, and
hearings will be held. In connec-
tion with these FCC recommenda-
tions, the Senate and House In-
terstate Commerce Committees will
unquestionably make a thorough
and complete investigation or
study of the whole radio picture.

Orphan Annie’s Hookup

WANDER Co., Chicago (Oval-
tine), for the first time will be on
the air in the summer, using a
special seven-station network
starting June 27. Little Orphan
Annie will be originated at WGN,
Chicago, and piped to six NBC
stations—WEAF, New York;
WNAC, Boston; KYW, Philadel-
phia; WCAE, Pittsburgh; WGY,
Schenectady; WBEN, Buffalo.
Blackett - Sample - Hummert, Chi-
cago, is the agency.

The statements made by McFar-
lane, Connery and Wigglesworth
followed the general tenor of their
various speeches on the House
floor asking an investigation. Me-
Farlane continued the testimony he
began at the opening meeting of
the Committee May 12, dwelling
on his charge that an “air-tight
monopoly” exists in the ecommuni-
cations field “which controls the
moulding of public opinion in this
country and cannot and will not
be broken up unless your commit-
tee approves investigation resolu-
tions which will permit the expo-
sure of these known existing evils
so that the people of this country
may know the truth.” The Texan
cited the 1932 consent decree on
patents as the beginning of the
monopoly. He broadened his charge
that members of Congress were a
party to the “corruption” in con-
nection with this decree to include

cAmerican RadioAudiencelnc.”’Formed
To Combat Alleged Evils in Radio

HEADED by James P. Kiernan,
onetime radio time broker and for-
mer commercial manager of the
Paulist station WLWL (now
WBIL, New York), “American
Radio Audience Inc.” is operating
in the radio field with its primary
energies apparently directed
against the established order in
broadecasting.

Five members are listed on its
board, with Mr. Kiernan as execu-
tive secretary. Others include Paul
Bailey, identified with the Suffolk
(L. L) Every Week, and close as-
sociate of FCC Commissioner
Payne; Rev. Edward Lodge Cur-
ran, head of the International
Truth Society and editor of the
Catholic Light; Clare G. Fennerty,
former member of Congress and
former Assistant District Attorney
of Philadelphia, and John K. Cloud,
publisher of the Cranford (N. J.)
Citizen & Chronicle, a weekly.

Mr. Kiernan was commercial
manager of WLWL until its sale
last year to Arde Bulova, watch
manufacturer. He was active in the
negotiations leading to the trans-
action which at that time culmi-
nated a three-year feud over
WLWL’s quest for full time.

Mr. Bailey was listed as chair-
man of the “board of directors” of
the “Committee for the Protection
of the Public in Communications,*
created last year and now appar-
ently defunct. It issued several
publicity blasts immediately after
its organization, and Mr. Bailey
sent a letter and editorial to all
members of Congress attacking
Rep. Wadsworth (D-N. Y.) for ob-
jecting to the inclusion of one of

Payne’s speeches in the Congres-
sional Record.

Among the aims of the new or-
ganization expressed in its pros-
pectus are “to combat this radio
monopoly [of the networks]; to
eliminate from the air all propa-
ganda programs that constitute a
threat to American ideals and de-
mocracy; to curb all obnoxious, in-
decent and profane broadecasts; to
work in legitimate and lawful ways
so that all organizations of a social,
economic, agricultural, educational
and religious nature shall have
prover and adequate facilities in
radio allocated to them; to place
the non-commercial use of Ameri-
can radio facilities on the same
basis as their commercial use by
conducting campaigns of education
by literature, lectures and broad-
casts.”

Mr. Kiernan deseribed the or-
ganization as ‘‘a non-profit mak-
ing, non-political and non-sectarian
organization.” He said it is op-
posed to government ownership of
radio and favors the present com-
mercial system provided the con-
trol of the “radio trust” can be
broken. Actual work probably will
not get under way until fall, ac-
cording to its executive secretary,
with the summer months devoted
to building membership. Many in-
dividuals will be invited to join in
a “nationwide appeal to individ-
ual members of Congress for the
purpose of not only attaining the
particular objectives for which the
organization was founded, but also
to pass legislation, if necessary, to
enforce and strengthen the rules
and regulations of the FCC.”

those holding judicial offices. He
gave no names.

Rep. Connery listed five reasons
why the Committee should order
an investigation:

“1. Proven inefficiency of the
Commission to protect the public.

“2. Existence of a dangerous »a-
dio monopoly which has been pro-
moted and protected by some mem-
bers of the Commission.

“3. The broadecasting of inde-
cent, profane and obnoxious radio
programs, with little or no action
on the part of the Commission.

“4. Broadcasters challenging the
honesty of election officials, such
as alleging that votes of the mem-
bers of a legislative body can be
bought for $100,000 down to a
pound of tea without any action
on the part of the Commission.

“5. No apparent effort on the
part of the Commission to insure
the carrying out of the Communi-
cations Act wherein licensees hold
and secure renewal of licenses only
when public interest, convenience
or necessity is served.”

List of Questions

In response to questions by
Committee members, Mr. Connery
said the 40 clear channels were
held by the “alleged monopoly” and
if the Government should decide
to build a Government-owned sta-
tion, as proposed by bills pending
in Congress, there would be no
clear channel on which it could
operate.

Rep. Wigglesworth charged there
had been a wholesale “traffic in
licenses” for radio stations and he
thought this alone justified a Con-
gressional investigation.

It was during Mr. Wiggles-
worth’s testimony that Chairman
O’Connor announced the hearings
on the resolutions would be con-
tinued, and that at the next meet-
ing he would ask members of the
FCC to be present. He suggested
that Wigglesworth prepare a list
of questions to be propounded to
the FCC representatives when they
appeared.

While the agitation for an inves-
tigation was gaining sonie head-
way on the House side, the pro-
posal in the Senate for a similar
inquiry was dormant. Senator
White (R-Me.) said he had no
plans to ask that his resolution be
acted on at this session and had
not decided if he would even make
a speech on it.

There has been only one call of
the calendar since the Audit and
Control Committee reported the
White Resolution without recom-
mendation and Senator William
King (D-Utah) objected to consid-
eration. On a calendar call any one
Senator can block consideration of
a bill or resolution.

More Corn-Kix Discs

GENERAL MILLS, Minneapolis,
for Corn-Kix, on June 6 will add
seven stations for Those Happy
Gilmans, quarter-hour five-weekly
discs now carried on KMOX and
WRVA. New stations are KTUL,
WWJ, KANS, KYRA, WKY,
WTAM, WHO. The show may go
network next year. Backett-Sam-
ple-Hummert, Chicago, is agency.

BROADCASTING s Broadcast Advertising
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A Man Waited in the Belfry

ON July 3, 1776 a2 man waited in
the belfry of Independence Hall, Phila-
delphia.

Below him, spread round the public
square, hundreds more waited, too.

The old man peered over the bannister, down
the shaft below.

Suddenly a barefoot boy rushed to the foot of
the stairs, looked up and shouted:

“Grandfather: They've signed the Declaration
of Independence! Ring the bell!”

Tears came to the old man's eyes. This was the
moment. Out went his gnarled hands to grasp
the heavy rope. And he rang the Liberty Bell

“in the public interest, convenience and necessity.”’
Of such is the soul of radio, then and now.

Had radio then existed, the strong, proud notes
of the Liberty Bell would have sounded in every
home in city and village so that all might hear
what had happened when it happened; so that
all might know a great day was at hand.

For under the American System of Broadcasting,

all barriers of time and distance and cir-
cumstance are swept aside in the public
interest, convenience and necessity.

No moment of transcendent impor-
tance occurs in the state, nation or the

world, that radio is not there to record —
instantly, impartially, fully. . . .

And yet no tax, no charge of any kind is im-
posed upon the American people for such serv-
ice. This is the broadcaster’s obligation as
trustee in the public interest.

In America radio is free: tax-free; and free from
partisan domination.

In our competitive system no one can be com-
pelled to listen. The problem of getting the
listeners’ ear challenges only the ingenuity of
the broadcaster and not that of the police force.
Here one is free to select the things he will
listen to—if, as and when he cares to listen.
That is the American way.

Here, a man waits in the belfry . . . “‘in the
public interest, convenience and necessity."

A message in the interests of the American System of Broadcasting by

one proud to be a part thereof; by one privileged from time to time to

have contributed to its progress; by ome seeking new opportunities to

broaden its service to the American listener.

W S§ M
The Air Castle of the South
50,000 WATTS

E. W. CRAIG, Vige-President in Charge of Radio »

» » » HARRY STONE, General Manager

OWNED AND OPERATED BY
The National Life and Accident Insurance Company, Inc., Nashville, Tennessee
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Novel Ceremonies
Mark Opening of
KYW’s New Plant

$600,000 Building Is Placed
In Service at May 21 Fete

FOLLOWING a week of whirlwind
activity, KYW, Philadelphia, of-
ficially dedicated its new $600,000
building May 21, with a special
network program and a buffet-
dansant at the Ritz-Carlton Hotel.

To this event and to many events
preceding May 21, hundreds of
prominent people in radio and re-
lated fields came from such points
as Cleveland, New York, Baltimore
and Washington., Ceremonies and
special programs were tied in with
the dedication of a huge statue of
Ben Franklin at the Franklin
Memorial Bldg. Suspended from a
cable stretched from the roof of
KYW to the building on the other
side of the street was an exact
replica of Ben Franklin’s kite with
an enormous key flashing an inter-
mittent electric light signal.

Doors to the building were offi-
cially opened May 19 by ex-Senator
George Wharton Pepper with a
gold key flown to KGU, Honolulu,
the farthest NBC station, for an
inscription in the Hawaiian lan-
guage and returned to KYW in
record time,

Participating in the door-open-
ing exercises were Leslie Joy, sta-
tion manager; Alfred H. Morton,
manager of NBC operated sta-
tions; Lee B. Wailes, his assist-
ants; Clarence Chamberlin, avi-
ator; Postmaster Joseph Gallagher,
of Philadelphia; Clayland T. Mor-
gan, NBC director of public rela-
tions; Wayne Randall, NBC direc-
tor of publicity; Thomas H. Huff,
designer of the first air mail plane,
and many others. Planes from the
Philadelphia Navy Yard flew over-
head and carried on a two-way
conversation during this same pro-
gram.

Notables Attend

On May 20 KYW entertained
more than 1,500 advertising and
agency men with a specially con-
ducted tour through the new build-
ing and a cocktail party. Attend-
ing were representatives from
most of the agencies doing radio
business. Chief hosts were Messrs.
Morton, Joy, Jack Hammann, sales
manager of KYW; Lambert Bee-
uwkes, sales promotion; Jim Beg-
ley, program manager; Joseph
Proulx, auditor; and Phil Kirby,
of NBC sales promotion.

Among company officials who at-
tended the events were Vernon
Pribble, director of WTAM; Wal-
ter Logan, Tom 'Manning, Hal
Metzger and Russell Carter, also
of WTAM; John Dodge and Ben
Baylor of WRC-WMAL, Washing-
ton; Kolin Hager, WGY.

Among NBC officials were Vice-
Presidents O. B. Hanson, William
S. Hedges, A. L. Ashby; Charles
Phelps of sales; E. P. H. James,
sales promotion manager; Frank
Black, general music director;
William Hillpot, NBC Artists’
Service; Vance Babb, manager of
press division, Jack Miles, writer;
George McElrath, engineering, and
Phil Kirby, of sales promotion.

At the conclusion of the broad-
cast from the Ritz Carlton Hotel
May 21, William A. Carr, presi-
dent of the Betsy Ross Memorial
Assn., presented an American flag
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Catching Dealers

PROCTER & GAMBLE Co.,
Cincinnati (Ivory Soap), is
awarding a case of Guest
Ivory to members of the
Oklahoma City baseball team
hitting homers. Games are
broadcast over KTOK. The
local grocer whose phone ¢all
is first received by the sta-
tion after the announcement
of the award over the air,
and who has an acceptable
display in his store, is the
one selected to give the ball
player his case of Guest
Ivory. Procter & Gamble re-
mits the full retail price to
the grocer so a normal profit
is made. This creates an in-
centive for grocers to listen
to the game and to merchan-
dise the broadeasts with dis-
plays in their stores.

to KYW which was accepted on
behalf of the station by Mr. Mor-
ton.

Besides Ernest Gager, KYW
plant manager, the following West-
inghouse officials participated in
the dedicatory exercises; Walter
Evans, manager of radio broad-
casting; S. D. Gregory, assistant
manager; Ralph Kelly, vice-presi-
dent, and Arthur Goodnow, de-
signer of KYW’s broadcasting
equipment.

Technicians and engineers from
Westinghouse, RCA and NBC con-
tributed in the engineering setup.
Executive offices in the building
have a tuning dial with access to
18 cireuits. Many studio doors have
vestibules serving as sound locks,
with self-closing doors. Indirect
lighting is used throughout and
Westinghouse air-conditioning
equipment has been installed. Con-
trol circuits can handle output of
seven studios as well as incoming
programs, and can accommodate
six outgoing programs at once.

OPENING of KYW’s $600,000
plant in a building devoted only to
station activities was marked by
elaborate ceremonies on May 21.
Archives of the station were de-
posited in a bank vault, not to be
opened until May, 2038. Here Les-
lie W. Joy (at vault), KYW gen-
eral manager, is receiving copy of
the Public Ledger from George
Opp (second from left), radio ed-
itor. Others (1 to r) are Bob
Thatcher, NBC engineer who su-
pervised construction; Jantes Beg-
ley, manager; Jack Hammann,
sales manager; Alfred W. Morton.
manager of NBC-operated stations.

Express Agency Spots

RAILWAY EXPRESS AGENCY,
New York, the end of June will
start a 26-week campaign of spot
announcements on 44 stations. One-
minute or 100-word announcements
will be heard three to six times a
week in evening hours. Agency is
Caples Co., New York.

AGRAP Votes to Retain

Its Independent Status

BY A MORE than two-thirds ma-
jority of its 28 chapters the Amer-
ican Guild of Radio Actors and
Producers has voted to remain in-
dependent and not to affiliate with
either the American Federation of
Radio Artists, AFL talent union,
or the American Communications
Association, CIO union covering all
broadeasting employes. Ballots on
the three-way choice had been dis-
tributed to members of all chap-
ters of AGRAP early in the spring,
each chapter collecting the votes
of its membership and returning
them to national headquarters in
New York, where they were opened
by the executive board on May 23.

Roy S. Langham, founder and
president of the organization, told
BROADCASTING that organizing ac-
tivities, which had been held in
abeyance during the balloting, will
be resumed immediately. Negotia-
tions will be started shortly for a
new contract at WJSV, Washing-
ton, the present contract expiring
July 1. AGRAP will also resume
its efforts to secure a new contract
for its members at WMCA, New
York, who are still working under
the terms of the former contract
which expired in January.

K8AM are the call letters assigned
for the new local station in ITuntx-
ville, ‘Tex.. anthorized May 12 hy the
IFCC [BroADCASTING, May 151,

1)

Stations in Bend,
Savannah Granted

FCC Denies Grants to Fresno

And Evanston Applicants

NEW local stations in Savannah,
Ga., and Ben, Ore., were author-
ized by the FCC in decisions ren-
dered during the first two wecks
in May. At the same time the Com-
mission denied applications ror
new stations in Evanston, Ill, and
Fresno, Cal.

In Savannah, the FCC on May
26 authorized Arthur Lucas, opera-
tor of a chain of 41 theaters in
Georgia and one-third owner of
WRDW, Augusta, Ga., to erect a
new 100-watt outlet on 1310 ke,
using 100 watts power. The grant
was made effective June 4.

In Bend, the FCC on May 18
authorized the owners of the Bend
Bulletin, a daily newspaper, to
erect a new 100-watt night and 250-
watt day outlet on 1310 ke, up-
holding its examiner’s recommen-
dation and ordering the grant ef-
fective May 28. A competitive ap-
plication for similar facilities in
the same community by Elwood
Warwick Lippincott was denied.
The new Bend station will bear
the call letters KBND.

Denied also were the applica-
tions of Evanston Broadcasting Co.
for a new 250-watt daytime outlet
on 1020 ke. in Evanston, Ill., and of
Charles S. Osborn Jr.,, for a new
500-watt station on 1440 ke. in
Fresno, Cal. Partners in the Evans-
ton application were Thomas F.
Airth, local office supply merchant;
Wythe Walker and Rex Schepp,
salesmen of WBBM, Chicago.

In the Fresno decision it was
held that Fresno is not in need of
additional facilities. Mr. Osborn,
son of the former Governor of
Michigan, was formerly a news-
paper publisher in Fresno. His ap-
plication was heard jointly with
that of KRE, Berkeley, Cal. local,
which asked for a shift to the 1440
ke. channel with 500 watts night
and 1,000 watts day. The KRE ap-
plication was also denied.

Kellogg’s Serial List
KELLOGG Co., Battle Creek, Mich.
(corn flakes), which started Howie
Wing, aviation serial, on transerip-
tions early in the spring on 14
stations, is now running the prc-
gram twice weekly on 54 stations
and may expand further. Agency
is N. W. Ayer & Son, Detroit. Sta-
tions are: KHJ KGB KDB KFXM
KPMC KVOE KXO KFRC KQW
KGDM KDON KIEM KFBE
KRNR KALE KSLM KORE KMO
KIT KPQ KVOS KXRO KOL XGY
KELA KGA KGGM KGHL KID(O
KGIR KPFA KTSM KMJ KFBEB
KGVO KTAR KOH KFBK KVOA
KUJ KOA KSL WELL CFRB
CFCO CJRC CJRM CFCN CBO
CFCF CJOR CJCA CHSJ CHNS.

Gulf, Union Aéree

GULF OIL Corp., Pittsburgh (pe-
troleum products), which replaces
Phil Baker with a new CBS show
headed by John Nesbitt, commen-
tator, on July 3, has agreed to per-
mit the latter to finish his 13-week
contract with Union OQil Co. Los
Angeles, on the present NBC
Passing Parade sevies. The Gulf
series also will be titled Passing
Parade. Young & Rubicam is the
Gulf agency; Lord & Thomas
handles Union.

BROADCASTING ¢ Broadcast Advertising
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Bills for Government Stations

Wither From Lack of Support

Congress Buries Propaganda Plans as They Meet
Heavy Fire From Opponents at Hearings

By LEWIE V. GILPIN
UNDER a barrage of industry fire
opposing entry of the Government
in the broadcasting business, legis-
lation proposing Government sta-
tions to combat “European propa-
ganda influences” in South Amer-
ica has collided with a Congres-
sional impasse, with no chance of
action at this session.

Lack of evidence that a Govern-
ment station is needed, despite ef-
forts of Congressional proponents
to jam through legislation, has re-
sulted in the shelving of both the
Celler Bill for such a station in
Washington and the Chavez-Mec-
Adoo Bill, for one in California.
Two other measures proposing in-
ternational stations haven’t gotten
out of committee, and all of them
will die with this session of Con-
gress,

The demise of these measures is
of particular importance because
they could only be regarded as the
forerunner of efforts by Govern-
ment-ownership advocates to in-
vade the standard broadecast band.
The industry assault had that in
mind, and stopped the measures
dead in their tracks. The Celler
Bill, first of the foreign fusillade,
had been introduced last year. Rep.
Celler (D-N. Y.), its author, had
informed the House Naval Affairs
Committee that FCC Commis-
sioner Payne had helped him pre-
pare the original draft of the bill.

Possible Revival in 1939

Whether the fight for the Gov-
ernment station measures will be
resumed at the next seasion, which
convenes in January, is problemat-
ical. Sponsors, however, have indi-
cated they will reintroduce their
bills.

Industry opposition to the mea-
sure was first sounded by NAB
President Mark Ethridge. He ap-
peared before both Committees
with substantially the same mes-
sage. His opposition was picked up
editorially by newspapers through-
out the country, who applauded the
pigeon-holing of the measures and
deprecated any move to place the
Government in the business of dis-
seminating information.

After Chairman Carl Vinson
(D-Ga.), of the House Naval Af-
fairs Committee, had postponed in-
definitely further hearings on the
bill introduced by Rep. Celler
pending the report of the Interde-
partmental Committee, Senator
Bone (D-Wash.) eased hearings by
his Interstate Commerce subcom-
mittee on the Chavez-McAdoo
measure to a quiet end with the
observation, “If there is any evi-
dence of the effect of foreign broad-
casting on South American minds,
it has not been brought out here.”

Chairman Frank R. McNinch’s
statement that continuation of his
Interdepartmental Committee’s
studies of international broadcast-
ing, at President Roosevelt’s re-

quest, would delay a report until
“some time this fall” makes the
proposed legislation definitely a
next-session matter. Both the Sen-
ate and House committees were
awaiting this report.

Senator Chavez (D-N. M.) de-
clared he would introduce substan-
tially the same bill next session
and that new hearings, if neces-
sary, would be held. He added that
he was not pressing for passage
now because of the adjournment
rush, but that he would act when
Congress reconvenes.

Bills Are Similar

Both Senate and House hearings
drew almost identical testimony,
with representatives of private in-
dustry and Government depart-
ments testifying before both com-
mittees. No testimony indicated
that private licensees were not ade-
quately developing the ‘“experi-
mental” Latin American field, al-
though some doubt was expressed
by layman witnesses that these
companies could continue to stand
the heavy expense of international
broadcasts, with no commercial re-
turn. Private representatives dis-
counted this attitude, said their
companies stood ready to spend
whatever amount is needed, asked
for greater opportunity to develop
the field.

The Chavez-McAdoo and Celler
bills are much alike. Both author-
ize the Secretary of Navy to con-
struect, maintain and operate a Pan
American radio station; both place
pollf:y control of the station in an
advisory council; both authorize
appropriation of a lump sum for

PHONES PARALYZED
Adtlantic City Listeners Use

Trunk Blocker—

ILLUSTRATING the extent to
which listeners will go in compet-
ing for program prizes is the re-
sponse to a new riddle contest on
WPG, Atlantic City, which offers
18 to 20 conundrums during a 2%-
hour afternoon series, with $1 prize
for first telephoned solution.

Listeners participating in the
series have developed the habit of
dialing all but the last digit of the
WPG telephone number, thus hold-
ing the trunk line until they have
worked out the solution. The tele-
phone company has installed spe-
cial trunk facilities to meet this
practice, since subscribers on cer-
tain groups of numbers otherwise
would be without service.

Several stations have had the
Atlantic City situation brought to
their attention by the telephone
company, which frequently runs
into overloaded trunks as a result
of concerted program response.

plant construction and $100,000 an-
nually for operating expenses—
$3,000,000 and $700,000 for con-
struction costs, respectively.

The Senate measure puts pro-
gram selection in the hands of the
Secretary of State; the House bill,
in the Commissioner of Education.
The advisory council, in the for-
mer, would include the Secretary
of State, FCC Chairman, Secretary
of Commerce, and two others se-
lected by the President; in the lat-
ter, the Secretary of State, direc-
tor general of the Pan American
Union, FCC chairman, Commis-
sioner of Education, and such
others as the President may select,
with total membership not exceed-
ing nine persons.

The Celler measure also author-
izes an annual appropriation for
the Office of Education for pro-
gram production, in addition to
$100,000 annually for operating

TO FIND out what the public
wants and expeets from radio,
WHO, Des Moines, has organized
an Advisory Board of Public In-
terest consisting of 40 listeners
chosen from various occupations in
17 Iowa and Missouri communities.
At the first monthly dinner-meet-
ing held in May, J. O. Maland,
vice-president and 1manager of
WHO, explained the purpose of the
board, asked for criticisms of radio
programs—and got them!

Almost without exception, the
board members were quick to dis-
cuss their reactions to specific pro-
grams. The meeting was extended
two hours so everyone could com-
plete his statement. Significant was
the fact that so many persons not
used to speaking in public told
exactly what they thought was
good or bad about many WHO
programs. Among the board mem-
bers are a linotype operator, a
farm wife, two doctors, a club wo-
man, a small town banker, stenog-
rapher, garageman, spinster, rabbi,
musician, Catholic bishop, police-
man, plumber’s wite, two farmers,
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INSIDE THE PUBLIC MIND

WHO’s Advisory Board Pulls No Punches in Telling
Station What Listene's Want and Expect

school teacher, building custodian,
college professor, village news-
paper editor, housewives.

Col. B. J. Palmer, president of
Central Broadeasting Co., which
owns WHO, told the group the his-
tory of radio and discussed its com-
mercial phases. He explained ra-
dio advertising and asked board
members to keep in mind radio’s
revenue when formulating their
opinions or reporting the reactions
of the groups they represent.
Harold Fair, WHO program direc-
tor, outlined program production
methods and explained the tech-
nique of broadcasting.

In his speech, Mr. Maland said
that WHO is making a sincere ef-
fort to determine listener wants,
and to meet them. He asked the
group to listen in alertly and re-
port their criticisms at the month-
ly board meeting. Of the first meet-
ing, Mr. Maland said, “I think our
staff learned more about what the
public was interested in from the
new board than from any other
source such as mail analysis, fan
letters or comments from the staff’s
acquaintances.”
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expenses. The Senate bill carries
authority for $100,000 annually to
operate the station, along with
“such sums as may be necessary to
enable the Secretary of State to
provide programs”. Testimony has
placed Government estimates of
annual operating cost at well over
these figures.

The House proposal would estab-
lish the station near Washington,
D. C.; the Senate bill, at San
Diego, Cal. Two other pending
measures, one for a station in St.
Petersburg, Fla.,, by Rep. Green
(D-Fla.), and another for one in
Texas or the Canal Zone, by Rep.
Maverick (D-Tex.), have not yet
reached the hearing stage.

Privately-owned commercial com-
panies could use the facilities of
the Government station, without
profit, under both proposals. The
Celler bill stipulates their pro-
grains would be ‘‘suitably con-
trolled and censored by the Com-
missioner of Education”, that they
could carry no advertising and
would be “exclusively in the public
intevest”.

Just Propaganda

Representing the broadcasting
industry, NAB President Mark
Ethridge appeared before the
House Naval Affairs Committee
May 16 and the Bone subcommittee
May 18, told them bluntly the only
purpose of a Government radio sta-
tion would be to act “as an active
propaganda agent’.

“Any proposal to put the United
States Government in control of
media for the dissemination of
news or information is utterly at
variance with democratic prinei-
ples and follows the pattern of
authoritarian states where govern-
ment control and operation of ra-
dio, newspapers and other instru-
ments of communicating informa-
tion already is an accomplished
fact,” Mr. Ethridge declared. “It
suggests the Nazi philosophy which
seeks to fuse the people with a
common thought, with common
aims and ultimately obtains com-
plete submission to the thinking of
a small group.

“It would seem folly to risk what
has been achieved by borrowing
the technique of dictator countries
in which radio is the instrument of
the central government, designed
to serve the will and prejudices of
the individual ruler. The only justi-
fication urged for this proposal
which might appeal to reason is
the contention that nations broad-
casting political propaganda to
South America are gaining certain
commercial advantages and that
the infiltration of their political
philosophy is a threat to the demo-
cratic ideals of the Western Hemi-
sphere. If this were true and there
existed no method of offsetting the
evils complained of, then it would
be the duty of the Federal Govern-
ment to consider what should be
done to meet such a situation.

Private and Untrammelled

“But the facts do not support
the assumption that commercial
preference is necessarily accorded
these countries which overload the
airwaves with propaganda, nor
does it appear that the political

(Continued from page 50)
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Awards to WBBM
KOIN, WORL for
Air Mail Efforts

Plaques Are Presented to
Winners by Mr. McNinch

OUT OF 199 entries from all
classes of stations, judges in the
radio contest phase of National Air
Mail Week on May 19 selected as
the award winners stations
WBBM, Chicago; KOIN, Portland,
Ore., and WORL, Boston. Chair-
man Frank R. McNinch presented
three bronze plaques to the winners
on a CBS broadcast May 26 and
commended them for having given
“the most enthusiastic coopera-
tion” in publicizing National Air
Mail Week during the period
March 31 to May 21.

WBBM won the award in the
category of stations above 5,000
watts for its initiative in sending
a blank acetate disc around the
world via air mail and having
postal and aviation officials tran-
scribe their greetings thereon to
Postmaster General Farley. The
disc went to about a dozen cities
where officials were cabled instruc-
tions how to record their brief mes-
sages at local radio stations. Copies
were later made as souvenirs and
presented to the Postoffice Depart-

ment.
KOIN’s Campaign

KOIN won the award among sta-
tions of 1,000 to 5,000 watts for its
all-around activity in connection
with Air Mail Week, which included
a second prize trophy award in the
air mail essay contest conducted by
the Postoffice Department (first
prizes in each State being officially
presented) ; a high school editors’
news story contest; a free plane
trip to Seattle for winner of the
State contest; speeches to clubs by
its own staff man assigned to the
task; sponsor participation in ‘air
mail promotion; special dramatic
sketches built around the air mail;
an open air show and model air-
plane display, and providing copies
of proposed interviews with local
postal officials to all radio stations
in Oregon.

WORL won in the class of stations
under 1,000 watts for the thorough-
ness, combrehensiveness and origi-
nality of its broadcasts, which in-
cluded talks by postmasters in
practically all communities in the
surrounding territory; original
sketches written and presented by
staff; distribution of special air
mail posters to merchants; talks
before civie, scholastic and wom-
en’s clubs; dispatching of air mail
letters from each sponsored pro-
grams; designing and distributing
its own special stamp promoting
air mail.

Honorable mention in the lower

ower classification was given

HBF, Rock Island, Ill., for con-
ducting an elaborate open air
pageant depicting the progress of
communications and transporta-
tion, and KFVS, Cape Girardeau,
Mo., for conducting a model air-
plane contest among local youths.

Originality of ideas and excel-
lence of presentation rather than
bulk of broadcasts carried weighed
chiefly with the judges, trade pa-
per editors, in making the awards.
By far the greatest number of en-
tries came from local stations, rela-
tively few being submitted by high
power stations and only a few
dozen from the regionals. Some

Page 20 ¢ June 1, 1938

Temporary Licenses Issued by the FCC
In Complaints, But Secrecy Prevails

DESPITE official assertions that
procedure on “informal complaints”
against stations has been modified
to eliminate the temporary license
extension until complaints are
thoroughly investigated, recent ac-
tions of the FCC indicate that it
is pursuing an even more drastic
policy from the standpoint of sta-
tion operation,

At its meeting May 18, tempo-
rary licenses were meted out to a
dozen stations largely on grounds
of alleged violation of FCC regu-
lations or of the law, pending fur-
ther investigation. In several in-
stances, however, temporary licen-
ses previously issued on program
complaints were extended pending
the investigations.

Tending further to show a “star
chamber” attitude on the part of
the Commission in connection with
these complaints, which have
brought a deluge of criticism from
within the industry, is a new form
letter being used by the Secretary,
presumably upon direction of the
Commission, in connection with in-
quiries about complaints.

In the Dark

This letter in effect states that
hereafter it will not be the prac-
tice of the Commission to supply
any person with copies of com-
plaints against stations, It was
added that, in following up each
complaint which on its face ap-
pears meritorious, the Commission
will request the station involved to
supply certain information related
to the complaint.

The feeling in the industry gen-
erally is that regular licenses
should be issued until the FCC de-
cides there is sufficient foundation
for the complaint. When that ac-
curs, it is felt the station should
be set down for hearing with the
charges fully revealed, rather than
placed under the stigma of a tem-
porary license without being con-
versant with the details and thus
being unable to answer charges,
whatever their origin.

It also developed during the past
week that the FCC is now ask-
ing stations for verbatim copies
of continuity in cases of com-
plaints. This procedure also has
caused mounting concern, since
there is nothing in the law or in
the regulations requiring stations
to keep transeripts. Although any
intention of censorship is dis-
claimed, this extension of its com-
plaint procedure inevitably re-
sults in further “intimidation”, ac-
cording to station executives, who
feel they now may be required to
keep all continuity of all words ut-
tered over their facilities. The tre-
mendous amount of detail involved
in such a requirement, totally aside
from the censorship implications,
would be burdensome, it is held.

Although a committee of three
members of the FCC is devising
new procedure for informal com-
plaints, only one meeting has been
held since its creation several
months ago. It is said to be await-
ing a report from the law depart-
ment.

Temporary license extensions for
three-month periods issued by the
FCC May 18 included:

For purported violation of engi-
neering rules: WJIJBW, New Or-
leans; WBHP, Huntsville, Ala.;
KIUN, Pecos, Tex.; WIRD, Tusca-
loosa, Ala.

For alleged transfer of licenses
without approval: WCLO, Janes-
ville, Wis.; KOVC, Valley City, N.
D.: WAYX, Waycross, Ga.;
WﬁRY, Waterbury, Conn.; KMLB,
Monroe, La. (also complaint alleg-
ing lottery, technical violations
and frequencY deviation made by
F. P. Cerniglia, former applicant
for a station there) ; KFOX, Long
Beach, Cal., for pending investiga-
tion alleging solicitation of funds,
astrological broadcasts, ete.

At the same meeting, temporary
licenses previously issued to sev-
eral other stations were made reg-
ular, including WIBU, Poynette,
Wis.; WOL, Washington; WJBK,
Detroit.

criticism of the contest arose after
it was first announced by Paul R.
Younts, postmaster of Charlotte,
N. C., and chairman of National
Air Mail Week, because of the fact
that the awards were being made
in the name of Mr. McNinch and
because it was at first believed the
FCC chairman would scrutinize
the entries, which it was later
agreed he would not do. There was
also objection to the implication of
duress on the part of a government
department in sending out its own
transcriptions directly to stations
instead of asking local postmasters
to secure the cooperation of local
stations, particularly in view of
the enormous number of similar re-
quests for free time received daily
from other government agencies.

Aspertone Placing

BLACKSTONE PRODUCTS Co.,
New York (Aspertone), which re-
cently appointed Peck Adv. Agen-
cy to handle its account, about
June 1 will start two quarter-hours
weekly on WLW, Cincinnati, fea-
turing Peter Grimm, commentator.
This is in addition to the schedule
of three local programs weekly on
WBT, Charlotte. Additional plans
are now being made.

Gulfspray Disc List

GULF OIL Corp, Pittsburgh
(Gulfspray insecticide), started its
twice - a - week transcription pro-
gram, Happy Meetin’ Time, May
16 on 28 stations [BROADCASTING,
April 15]. Harry Von Zell, Frank
Luther, Zora Layman, and the
Gulfspray - O - Liers orchestra are
featured. Placed by Young & Rubi-
cam, the discs are heard on these
stations: WGBI WPG WRVA
WHP WBT WPTF WIS WGST
WJAX WFLA WBRC WJDX
WWL KWKH KLRA WMC WSM
WNOX KTRH WOAI WFAA-
WBAP KRBC KRGV WHAS
WSPD WJAS WFEA WDEV.

Krim-KO on Coast

GOLDEN STATE Co. Ltd., San
Francisco (dairy products), is us-
ing radio exclusively in a cam-
paign to advertise Krim-KO, a
chocolate drink. One-minute an-
nouncements five times weekly are
used over eight California stations
(KPO KHJ KQW KGDM KFBK
KMJ KFOX KTMS). Radio cam-
paign will continue for the sum-
mer. The account was placed
through N. W. Ayer & Son, San
Francisco.

Bay State Defeats
Radio Libel Bill

Broadcasters Win Campaign to
Prevent Passage of Measure

MASSACHUSETTS broadcasters
won a major victory in the Massa-
chusetts Senate May 23 by defeat-
ing a bill which would have placed
the spoken word in the same cate-
gory of the statute laws as the
written word with respect to libel
and slander.

Under the terms of the bill,
broadcasting stations would have
been compelled to keep transcrip-
tions of all political speeches. The
bill also provided that no radio
station should broadcast any state-
ment in the nature of a comment
on, or discussion of public affairs
or public offices, or political state-
ment, without either obtaining a
manuscript of such statement in
advance or having the statement
transcribed by mechanical or other
means. Violation of its (Frovisions
would have been punished by a fine
or not more than $1,000 or by im-
prisonment of 30 days or both.

The drastic bill was fought by
the broadcasters in the Committee
on Judiciary, where it was re-
ported our favorably, in the House,
where it was advanced rapidly to
engrossment, and then finally in
the Senate where the victory was

won.

The bill was defeated in the Sen-
ate on a roll call vote of 21 to 14,
but reconsideration was asked for
and prevailed. The vote then came
on the main question to “refer the
bill to the next annual session.”
The roll call vote to defeat the bill
was 20 to 16.

Bayuk Net, Discs

BAYUK CIGARS, Philadelphia,
will sponsor a thrice weekly quar-
ter-hour sports commentary series
on MBS this summer, featuring
Sam Balter, West Coast commen-
tator. Program, titled Inside of
Sports, consists of four sections:
Coming Events, Irony, Once in a
Lifetime and Today’s Sports. Each
program will be broadcast three
times on the network: 7:30-8 p. m.
on WOR WL WCAE WKBW
WABY WBAX WHK WRVA
WNBF; 7:45-8 p. m. on WSYR
WEAN WICC WTHT; 11:15-11:30
p. m. on KHJ KFRC KGB KPMZC.
Four more stations: WGN KWK
WNAC WTAG, will record the
programs off the lines and broad-
cast them at later times. Series is
placed through McKee, Albright &
Ivey, Philadelphia.

Bus Line Spots

CHICAGO & Northwestern Stages,
Chicago (bus lines), has started
daily five-minute shows featuring
interviews with travelers direct
from bus depots on WCLO, Janes-
ville, Wis.,, and KDAL, Duluth,
Minn. Other stations are being con-
sidered according to Hugo C,
Vogel, radio director of Beaumont
& Hohman Inc., Chicago agency
handling the account. Pacific Grey-
hound Lines, San Francisco, is cur-
rently using a quarter-hour week-
ly show, Rowmance of the High-
ways, featuring Commodore Scott
on 19 Don Lee stations. Beaumont
& Hohman Inc., San Franciseo, is
agency.
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WWJ, America’s pioneer radio Station, established August 20, 1920,

cordially welcomes Advertising Federation of America delegates
and extends an invitation to visit its modern studios, inspect
the complete broadcasting facilities and witness interesting

presentations from its uniquely appointed auditorium studio.

wwy

George P. Hollingbery Compa

New York : Chicoge : Detroit : Kanses Ci
San Francisco : Jacksonville
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MABEL POTTER HANFORD, Batten, Barton, Durstine & Osborn, is
said to have bought more business publication space than any other
person. She has made a long, patient, analytical study of business
papers, their results, their value. She knows what they will accomplish
when effectively used. She knows why they should be used, and when.
In her new book®, just released, she summarizes the advertising value

of business publications in seven points of particular importance:

lo Business-publication advertising presents the story before the salesman calls,

enabling the buyer to be sufficiently familiar with the product or the service to be

able to listen and ask questions intelligently.

* * *

2 @ Business-publication advertising can repeat the same story over and over,
without offense, with new sales arguments, new angles of adaptation. It continues

the selling long after the salesman has gone—with, or without, the order.

* * *

3 @ Business-publication advertising does away with blind buying. It sells the com-

pany name, establishes prestige, opens the door to the company’s representatives.

* Advertising and Selling Through Business Publications. Harper & Brothers, New York. $2.50.
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40 Business-publication advertising tells the story to many executives. Especially
does it tell it to those who may be most influential in the final purchase, but whom
the salesman may never see, no matter how important they may be when selection

is made, order placed.

5 @ Business-publication advertising confirms the buyer’s own opinion of his wis-
dom in the purchase, helps to keep him sold, and directly influences him in the
selection of that company for other materials, equipment and accessories when they

are required.

* * *

6@ Business-publication advertising serves as an encouraging background to the
salesman’s own effort, selling him on the company, convincing him that, as far as it
is able, the company is opening the door of the buyer to his call, providing him

with an interested listener to the personalized sales story.
X ok %
7 o And, of greatest importance — business-publication advertising carries the

sales story direct to the prospect in the publication which he consults and reads for

the successful operation of his own businesst. It fits the key to the door.

+In the broadcast advertising industry, this means Broapcasting. Its 7200 circulation includes nearly
every national and regional advertiser and prospective advertiser, nearly every advertising agency
in the U. S. and Canada. They’re radio-minded when they read Broapcastine.

National Press
Building

Advertising

THE MAGAZINE FOR THE RADIO ADVERTISING INDUSTRY
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Canadian Inquiry

Lauds CBC Work

Lower Listener Fees, Higher
Station Levies Are Advised
By JAMES MONTAGNES

REPORT of the Canadian com-
mittee of Parliament, which has
just concluded an investigation of
radio, upheld the technical and
financial policies of the Canadian
Broadcasting Corp. under General
Manager Gladstone Murray and
concluded that its policies “are
well designed to carry out its pur-
poses and executed in a business-
like manner.”

“With the resources at its dis-
posal the CBC can give Canada
satisfactory broadcasting service,
while at the same time enabling
Canada to create programs worthy
of exchange,” said the report.

The committee recommended
higher license fees for broadcast-
ers operating stations of more
than 100 watts, stating that “the
present scale of license fees of
$50 per year for privately-owned
stations of 100 watts or under is
adequate, but license fees should
be increased on high powered sta-
tions servicing densely populated
areas.” The CBC policy eof build-
ing more 50,000-watt stations for
better national coverage was com-
mended by the committee and it
recommended that the Government
grant sufficient capital for exten-
sion of the high powered service.

The establishment of a short-
wave station was also recommend-
ed and the report concluded the
license fee of $2.50 per year per
set should be reduced. This in-
creased fee, which went into effect
April 1, has created a storm of
public protest. The report to Par-
liament was'signed by all commit-
tee members save one who declared
that private broadecasters should
be permitted to appear before the
group which heard only CBC offi-
cials.

Canadian Censorship

Freedom of speech was much de-
bated in Parliament recently when
Premier King declared that CBC
news commentators should not be
allowed to attack the foreign poli-
cies of Great Britain and foreign
countries. This was interpreted as
an attempt to muzzle radio and
implied that CBC governors might
have to resign because they had
agreed to serve on the CBC board
on condition that Parliament
would not interfere in CBC ac-
tivities. Canadian newspapers
were quick to support the view
that radio commentators should
broadcast the news uncensored.
The debate brought out that H. H.
Stevens, former Minister of Trade
and Commerce, believed Govern-
ment ownership of radio should be
replaced by private ownership, the
Government being limited to su-
pervision of the technical phases,

Various civic organizations are
urging the abolition of the CBC,
freedom of the air, and the for-
mation of listener leagues to force
a reduction of license fees and the
reestablishment of private owner-
ship of broadcasting.

The CBC is presently involved in
a suit for $250,000 brought by
Gooderham & Worts, Toronto dis-
tillers and owners of the 5,000-
watt station operated under lease
by the CBC prior to the opening of
the 50,000-watt CBL. The CBC, ac-
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WITH a potential daily audience
of 250,000 women members, Econ-
omy Kitchen of WKRC, Cincinnati,
is well into its ninth year of sue-
cessful merchandising. Direct par-
ticipants in the program include
3,000 local and nearby clubs and
social organizations with individual
memberships of more than 100
women. These clubs are units of
the Cincinnati Domestic Arts Guild
of which Miss Virginia List, dieti-
cian and director of Economy
Kitchen, is president.

Advertisers who participate in
Economy Kitchen on WKRC each
weekday at 10:15 a. m. display
their merchandise and serve their
foods at Guild headquarters where
daily luncheons are given members
of local clubs. The Guild furnishes
the luncheon tickets and hostesses
guide the groups through various
exhibits and the model kitchen.
The clubs profit from the ticket
sale to their own members who are
given a free lunch by the sponsors.

Everybody Profits

Following the luncheons Miss
List lectures on foods and recipes.
She distributes cards listing the
participating advertisers with the
request that items the women in-
tend to buy on their next grocer
order be checked. Moreover, the
club members give their names, ad-
dresses and locations of their local
grocery stores. More than 100 cards
are obtained daily and the Guild’s
field workers take them to the
stores on condition that the grocer
will obtain articles not in stock.

Miss List keeps a card file of
250,000 women who have been en-
tertained at the luncheons since
1929. A majority of these women
comes from the middle and higher
purchasing classes. These data are
made available to any participat-

THE 250,000 WOMEN OF WKRC

Kitchen Program Has Direct Tieup With More Than
3,000 Local Clubs and Social Groups

q

STOMACHS and sponsors are hap-
py in Cincinnati when Miss Vir-
ginia List, dietician and director
of Domestic Arts Guild, broadcasts
recipes and household hints during
Economy Kitchen, a daily partici-
pating program on WKRC, Cin-
cinnati. A potential listening au-
dience of 250,000 women drawn

" from 3,000 women’s clubs hangs on

Miss List’s every word.

ing sponsor approved by Miss List.
In addition, she mails cards to this
list and to all local grocers, advis-
ing them of the time of her morn-
ing broadcast on WKRC and invit-
ing their friends and customers to
listen.

WKRC has exclusive radio rights
to broadcast direct from the Do-
mestic Arts Guild. Miss List’s pres-
entation of Economy Kitchen fol-
lows the informal style of a friend-
ly counsellor rather than the tech-
nical language of the dietician. The
boast of the Guild and WKRC is,
“The Guild puts it on the shelves
—the Economy Kitchen moves it
off the shelves into the homes of
hungry people.”

MBS Hearing Ordered

A HEARING on continued relay
of programs of Mutual Broadcast-
ing System to Canadian stations
and to CKLW, Windsor, as the De-
troit outlet of the network, was
ordered May 25 by the FCC. It ex-
tended to MBS authority to relay
such programs for three months
from June 1 pending the hearing.
WJBK, Detroit, had protested
against the extension, alleging un-
fair competition among other
things.

MARY PICKFORD Coysmetics, New
York, which recently appointed Camp-
bell-I3wald Co. of New York to direct
advertising, will eventually use net-
work radio, according to a spokesman
for the agency. Since the products are
ot yet on the market, there will he
no advertising until next fall.

cording to report, attempted to re-
turn the property to its owners on
May 15, but it was not accepted.
The equipment had been leased for
the last five years for $12,000 with
a contract clause that all equip-
ment be kept modern. The CBC
also has before it the disposal of
CRCW, former 1,000-watt station
at Windsor which is no longer in
use.

Higher Canadian Fee

A BILL now before the Senate of
the Canadian Parliament may in-
crease fees of broadcasters to the
Canadian Performing Rights So-
ciety, the bill making it unneces-
sary for small users of copyright
music such as restaurants, lunch
wagons, etc., to pay the CPRS the
amount to be claimed by the CPRS
from increased fees to broadcast-
ing stations. The bill has gone
through the House of Commons, is
now being revised by the Senate
and will then go back to the
House of Commons. The Canadian
Association of Broadcasters has
raised objections. If the bill passes,
the Copyright Appeal Tribunal ap-
poznted by Parliament will set new
rates.

La Choy Tests Radio

LA CHOY Food Products Inc., Los
Angeles (canned prepared Chinese
foods), has appointed Glasser Adv.
Agency, that city, to direct its ad-
vertising, and on June 6 will start
a 13-week test campaign on KNX,
Hollywood, using daily participa-
tion in the combined Sunrise Sa-
lute and Housewives Protective
League programs, This is the spon-
sor’s first use of radio.

Moser Offers House Bill
To Halt CopyrightRacket

FIGHTING what he terms
“ASCAP’s copyright racket”, Rep.
Moser (D-Pa.) has introduced a
bill in the House to “regularize”
royalty payments to copyright own-
ers, with the FCC as mediator. The
measure, now before the Patents
Commitee will not be acted on this
seasion, Mr, Moser said.

The bill provides that any per-
son unable to secure permission to
use copyrighted material from the
copyright owner may file an appli-
cation with the FCC for a permit
to use the material at “equitable
rates” determined by the Commis-
sion. The FCC would grant a per-
mit only when use of the material
is “in the public interest”. Such
use would not be considered a vio-
lation of the copyright laws.

Mr. Moser attacked the practice
of ASCAP in “making deals out-
side the law” for the use of the
copyrighted material it controls
and said it was time to make some
arrangement for ‘“regularizing”
the charges that could be levied by
the holders. The FCC was chosen
as medlator,.he said, because much
of the qopyrlghted material lies in
the radio field.

Independents Organize

Group Rivaling ASCAP

A RIVAL to the American Soci-
ety of Composers, Authors & Pub-
lishers has been announced by Dan-
iel M. Hunsacker, Los Angeles at-
torney, with incorporation of the
Independent Publishers, Authors &
Composers Association, temporary
headquartered at 7750 Sunset
Blvd., Hollywood. Purpose of the
non-profit organization is to foster,
encourage and create a public in-
terest and bring about ‘a better
and more general understanding of
the values of writings of all kinds,
including musical compositions, ac-
cording to articles of incorpora-
tions filed at Sacramento, Cal.

Officers of the organization de-
clare that ASCAP has denied
membership to persons wishing to
enter this field and also charged
phgt it holds a monopoly. IPACA
is intended to provide an outlet for
prospective entrants into the field,
it was stated. Besides Hunsacker,
incorporators_include J. B. Cox, E.
B. DuBain, J. J. Cox, and R. E.
Lawes,

Copyright Act Upheld
CONSTITUTIONALITY of the
Federal Copyright Aect, attacked
in demurrers of NBC, J. Walter
Thompson Co., Standard Brands
Inc., RCA, Mae West, Don Ameche
and others, in the Flagiarism suik
of Joan Storm, Hollywood writer,
over material used during an NBC
Chase & Sanborn Hour Dec. 12,
has been upheld by Federal Judge
Harry Hollzer of Los Angeles. He
held the copyright act valid and
declared filing of story material
with the copyright bureau consti-
tuted publication and that defend-
ants must file answers to the suit.
Miss Storm alleges that material
used in the Adam & Ewve skit,
which featured Mae West and Don
Ameche on the Chase & Sanborn
Hour, had been lifted from her
play, Love & Applesauce. She seeks
$10,000 damages, plus all profits
from the broadcast.
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RICE AT HOUSTON OCT, |
TEXAS AT DALLAS oc7. 3
KANSAS AT LAWRENCE OCT. 15

TYLSA AT NORMAN  OCT 29

- /}[/
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That's the way of leaders. ..in radio as well
as in sports. Take WKY. In recognition of its
top ranking among the sports followers of Okla-
homa, the state university, in late May, signed
an exclusive contract with Oklahoma’s No. 1
station for the broadcast of all football games
for the 1938 season . . . the second successive
yvear that WKY has been selected to carry these
popular southwestern broadcasts.

The reason: No other Oklahoma station
serves as many radio homes... no other Okla-
homa station commands such listener loyalty.
Bnd of prime interest to advertisers: No other
Oklahoma station influences as great a buying

power as WKY.

Affiliated with The Oklah Publishi Co. — Rep ive — The Katz Agency, Inc.

wwWw americanradiol

KANS, STATE AT NORMAN NOV, §
MISSOURI AT NORMAN NOY. 12
/OWA STATE AT AMES  NOV. 19
OKLA. AaM AT STILLWATER IVOY. 26
WASHINGTON ST, AT NORMAN DEC, 3
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Department Store
Extends Customer
Area by Programs

Broadecasts Bring Customers
From Over 300 Counties

By H. KENNETH TAYLOR
Vice-President, John Taylor Dry Goods Co.
Kansas City
SIXTH anniversary of Joanne Tay-
lor, a five-weekly morning program
on KMBC, Kansas City, under
sponsorship of John Taylor Dry
Goods Co., was celebrated in May.
New customers for this store in
314 counties of Kansas and Mis-
souri traceable to radio advertis-
ing indicate the progress of the
program when compared with the
customers in 182 counties in 1936.

The production technique of the
series is very simple. Joanne Tay-
lor is a personal service shopper,
and with her office atmosphere as
a background and herself as the
personal shopper, she construets a
dramatic scene to present her mer-
chandising story. Comedy relief is
furnished by a pretty young girl
secretary who wisecracks with an
unruly office boy.

One method of keeping abreast
of what customers like has consist-
ed of a careful analysis of all lis-
tener mail. Many letters concern
domestic problems, not a few criti-
cise styles that fit only “the per-
feet figure.” It seemed logical to
assume that if so many women
were asking what good it did them
to buy smart clothes when they
were not physically attractive,
many listeners who had not writ-
ten in were thinking the same
thing.

Charm and Style

Accordingly, Miss Taylor began
a series of charm-style broadcasts
on Saturday mornings, in which
she assumes the role of a personal
advisor in matters of personality,
health, diet, hair styles and make-
up. Mail response to this feature
has been large. Suggestions for
colors, correct lines and styles to
emphasize physical charm are en-
thusiastically received. In these dis-
cussions Miss Taylor stresses home
treatment, thereby avoiding the
feeling that listeners have to spend
any considerable sums to make
themselves more attractive.

Five of Kansas City’s leading
physicians check Miss Taylor's
sceripts on diet and exercise and
they have commended her on the
material broadcast. This tactic has
given authority to the health and
diet programs and at the same
time has created goodwill among
the local physicians.

In conjunction with the program
series, Miss Taylor has added num-
erous Sservices to listeners. For
example there is a file of “tired
business men,” containing the an-
niversaries of their marriages and
birthday dates of their families.
By phoning the store, gifts of mer-
chandise are sent on these days or
flowers are sent by the store in co-
operation with local florists.

Style shows are given in the
store auditorium and many listen-
ers attend. Yet another service in-
cludes education projects, govern-
ment classes, and small study
groups. During the study courses,
trips are made to various depart-
ments of the store where short
talks on merchandise are given.
Women shoppers have been educat-
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PRIMARY election time in Pennsylvania May 17 fou
delphia, carrying 63 hours of election returns sponsored by Pep Boys Auto

nd WFIL, Phila-

Stores Inc. In B studio, set up as a city room, returns were tabulated and
remotes to the Philadelphia Record, INS bureau, men on street, Repub-
lican and Democratic headquarters keyed. Some 52 reporters, tabulators,
editors, board boys comprised the staff, with President Samuel R. Rosen.
baum taking his turnz at the mike until signoff at 3:45 a. m. In this
photo Mr. Rosenbaum views the board while Don Withycomb, general

manager, stands over the announcer reading the results.

Half of Net Sponsors Give Premiums;
Local Tieups Spreading, Says Schmid

THE connection between litho-
graphers and broadcasters, already
close because of the immense
amount of display material used by
advertisers to promote their radio
programs and tie them to merchan-
dise at point of sale, will become
even closer with the advent of tele-
vision, Robert A. Schmid, sales pro-
motion manager of Mutual, told
the Young Lithographers Associa-
tion at a meeting at the Advertis-
ing Club of New York on May 12,

Offering numerous displays of
streamers, counter cards, booklets,
store displays, premiums and other
lithographed material to disprove
the allegation that radio has tend-
ed to displace or smother the use of
printed advertising, Mr. Schmid
cited dozens of examples of radio

ed to ask the thread-count in
sheets, demand to know the “rea-
son why” behind every article of
merchandise.

Moreover, Miss Taylor appears
several times each week fore
women’s clubs and social groups to
discuss styles and clothes. So per-
sonal and intimate have her pro-
grams become that listeners follow
her every suggestion. A few months
ago our drapery buyer had a large
stock of slow-moving Egyptian
yard curtains with a crown pat-
tern. Calling them Coronation Cur-
tains on one of her broadcasts,
Miss Taylor sold the entire stock
in one morning.

Sound effects are used effective-
ly. A stock of Indian bells was sold
over night at Christmas when at-
tention was called to their pleasant
tone. Miss Taylor pretended to tie
little bells to packages on one of
her programs and the entire stock
was sold within two hours.

The signal success of this pro-
gram is due in the main to the per-
sonal bond established between
Miss Taylor and her listeners. A
fine example of listener confidence
was that of a blind woman who
came in to buy a fur coat that had
been advertised on the program.
“If Miss Taylor says it is all right,
it is fine with me,” she said.
“Joanne Taylor is my eyes.”

advertisers who have successfully
used tie-in printed matter, point-
ing out that in addition to the
more obvious tie-ins, wrapping
paper, bill heads, dividend checks
and envelopes can be used to in-
crease audiences for programs and
sales for produects.

Why Premiums?

Stating that 56% of all network
advertisers offer samples or pre-
miums on their programs, he said
that these offers are made for four
basic reasons: To measure and
classify a program’s audience, to
compare results of radio advertis-
ing with other media, to influence
dealers, and to build sales and at-
tract new users to a product. Mr.
Schmid discussed a number of of-
fers made on the air and their re-
sults, and concluded his address on
program merchandising with a
prediction for its future develop-
ment:

“I believe there will be a more
widespread use of the technique of
directing the program each week
at a different city. Maxwell House
did this several years with great
success. Maxwell House salesmen
found it easy to arrange for local
dealers to feature Maxwell House
in their window displays, when
that particular city was made the
focal point of that week’s radio
program. More recently, Major
Bowes has gained success with the
same formula.

“I believe that it is usually good
strategy to have the dealer share
the reward in prize contests. Gil-
lette Razor Co. employed the met-
od successfully, when giving away
tickets to the Baer-Carnera fight.

“I believe strongly in the type
of tie-in that makes the prospect
actually go to the dealer to receive
the premium or whatever it may
be. For instance, Kolynos em-
ployed an interesting radio cam-
paign in which they offered a
Mickey Mouse book in exchange
for a Kolynos boxtop. If the boxtop
was mailed in, it had to be accom-
panied by 4e. If, however, you went
to the drug store and bought a
tube of Kolynos, the Mickey Mouse

General Mills Adds Four

To Season’s Baseball List

GENERAL MILLS, Minneapolis
(Wheaties), has added four sta-
tions to its list carrying baseball
games. KFH, Wichita, is broadcast-
ing home and away games of the
St. Louis Cardinals as available
together with other major league
games, with Vie Rugh as anncun-
cer. WTAX, Springfield, Ill., is
carrying play-by-play reports of
the Springfield, Ill. Three-I League
games, both home and away, with
Don Hill as announcer. WCHS,
Charleston, W. Va., is broadecast-
ing games of the Charleston Sena-
tors in the Middle Atlantic League
with announcer Blair Eubanks, as-
sisted by Arthur Reilly, WOC,
Davenport, Ia., carries a rebroad-
cast of WHO’s reconstruction of
the home and away games of the
Chicago Cubs and other major
league teams.

General Mills is sole sponsor of
the KFH and WTAX broadcasts
now although a co-sponsor may be
added late, and is sponsoring half
of the broadecasts on WCHS with
the balance of the broadcasts to be
either co-sponsored or sustaining.
The WHO-WOC broadcasts are co-
sponsored by General Mills and
Socony - Vacuum Oil Co. Knox
Reeves, Minneapolis, i3 the Wheat-
ies agency with J. Stirling Getchell,
New York, the Socony agency.

Paramount Rejects

PARAMOUNT Pictures, Holly-
wood, has turned down the offer
of a group of California industri-
alists to utilize the film company’s
talent in a series of sponsored
transcontinental weekly programs,
[BROADCASTING, May 15]. Although
Paramount executives would not
confirm the report, it is understood
the 52-week campaign, to cost ap-
proximately $2,000,000 for time
and talent, was to propagandize
against the New Deal. Negotia-
tions, under way several weeks,
had progressed to a point of near
consummation when Paramount
executives withdrew.

book was given on the spot with-
out charge. At present, this method
is used more on high-priced prod-
ucts than on low-priced ones. For
instance, when Frigidaire wanted
the public to come in and look at
their refrigerators, they announced
in their radio program that photo-
graphs of Seth Parker and his ship
would be given away at the dealers.
In 13 weeks more than a million
people called.

“I believe radio programs built
on dramatizations might well be
able to provide high school and
dramatic groups in various parts
of the country with parts and
scripts enabling them to put on
these plays themselves.

“I do not believe it at all imprcb-
able that in the future salesmen
for products will carry portable
radios, set them up in the dealers’
offices, and tune in their own radio
programs then and there, thus
making sure that the dealer hears
the radio program.

“We, in radio, frankly feel that
you in lithography, in your ability
to produce colorful reproductions
inexpensively, have gone a long way
towards making radio broadeasting
more resultful. I honestly believe
that our two futures will be even
more closely linked as television
becomes practical.”
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THE NEW 22 TYPE SPEECH INPUT

Here’s what you’ve been asking for: high fidelity pick-up

equipment at low cost—easily handled by one man—
designed for fast set-up and easy operation, even in the dark.

These new Western Electric 22B and 22C equipments
fill the bill. They’re ideal for covering sports, outdoor
concerts, political rallies, remote pick-ups of every kind.

They operate from AC supply or batteries—give you

: 4 mike mixers and main gain control. These new models
. w are popular sellers —ask Graybar for all the facts and
kS L figures—and place your order now.

Distributors:

Graybar Electric Co., Graybar Bldg., N. Y. In Canuda and Newfoundiand: Northern
Electric Co., Ltd. In other countries: Iniernational Standard Elecetric Corp.

ASK YOUR
ENGINEER

estern Electric &2

RADIO TELEPHONETE BROADCASTING EQUIPMENT
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Ethridge Asks FCC to Shape Policies

Lashes Radio’s Critics
In Address Before

Bar Dinner

NAB President Ethridge’s ad-
dress of May 16 before the Federal
Communications Bar Association
was delivered in the presence of
six of the seven FCC members
(Payne absent) as well as a num-
ber of its attorneys and engineers.
Setting a new tempo for NAB
operation, he touched every phase
of FCC relationship with station
licensees. In unvarnished terms he
lashed those who have charged in-
dustry domination of the FCC and
the existence of an active “radio
lobby” with “sinister” purpose. He
said he understood monopoly
charges emanated largely “from
one of the men who is charged with
judging us—an allegation that
came in advance of any hearing on
the evidence.”

Asserting that radio had passed
the time when it can be regarded
as an infant industry, Mr. Eth-
ridge said it should be treated as
an adult both by those who have
their money invested in it and by
those who have regulatory powers
over it. It was clear that Mr. Eth-
ridge was addressing himself to
the Commission when he asked for
a “permanent policy” on regula-
tion. Broadcasters recognize the de-
sirability of such a policy, he said,
providing it is shaped toward the
end of taking the confusion and un-
certainty out of the industry and
out of its regulation. But they do
want to come out of all these hear-
ings and all this probing a policy
that is fair to them and fair to the
public and a method of regulation
that is intelligent.

Broadcasters feel that they have
the right to make known to the
Commission, to Congress and to the
public their own reaction on all
measures that are advanced affect-
ing radio and that they have been
“remiss in the past in not doing
s0.”

Declaring this could not be legiti-
mately resented so long as it is
legitimately done, he said that is
true “unless it be by somebody with
a Fascist type of mind who expeets
the radio operator to be a guinea
pig merely to furnish the body.”

Painter and Painting

“The broadcaster occupies a pe-
culiar status in Ameriean life,”” Mr.
Ethridge explained. “He is, in ef-
fect, an officer of the court in that
he has been handpicked. No man
in the United States holds a license
to broadcast unless the Commission
itself has certified to his financial,
legal and moral responsibility and
to his devotion to the public inter-
est. No other industry has been so
guided from its infaney as has ra-
dio and no other industry is regu-
lated to such infinitude of detail.
Regulation has been imposed upon
other industries as the result of
abuses, or alleged abuses, of the
public interest. Regulation came to
radio purely to prevent abuses and
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because there was no other way to
operate its mechanical facilities in
the public interest. The present ra-
dio setup is particularly the handi-
work and pattern of the Govern-
ment, through its Conimission.
“The point I am making is that
if the picture is not perfect, those
who painted it also have a respon-
sibility for the way it looks.”

What Broadcasters Want

Discussing monopoly, Mr. Eth-
ridge said he knew of none existing
in radio but that if one does exist
it is certainly the Commission’s
duty to ascertain the facts and
deal with it “recognizing, however,
that if there is a monopoly it could
not have come into being without
benefit of the mid-wifery of the
Commission.” Broadcasters, he
said, welcome the hearings before
the Commission since they feel that
the air will be cleared of “loose
talk and smoke”, if the Commission
approaches its inquiries of this
summer in an impartial, fair and
friendly spirit, —indeed, in the
spirit of an inquiry rather than a
crusade.

Citing to the lawyers and the
FCC members and staff what he
thought broadcasters want, he
enumerated as follows:

“They want a frank recognition of
the fact that while rudio has a pri-
mary basis of public interest, it also
has n commercial basis in the United
States. They believe it is best so;
they believe, from the experience of
other countries and from a study of
the quality of programs in other
countries, that American people get
the best programs on earth. That is
possible in the United States because
radio does depeund for its financial suc-
cess upon cowmmercial initiative and
competition and not upon taxes di-
rectly laid upon the radio consumer.
The sume resources which have drawn
the best in the theatre, in art, litera-
ture, music and the movies to the
United States, are available to those
who finance commercial programs on
the air. American entertainment tal-
ent, upon the whole, is far superior
to nny other radio talent in the
world. Broadeasters are convinced
that it would be n mistake decidedly
against the public interest in this
country to abandon the pattern whicl
has distinguished American broadeast-
ing _from European broadecasting.

“They want to perpetuate the recog-
nition by Congress, by the Commission
and by the public that, since the air
belongs to the people, it belougs to

Miller Expected to Take Post July 15

(Continued from page 11)

expected to take place before late
fall, and the chances are that it
may not be held until early next
year. The last convention, an ex-
traordinary one called for reor-
ganization purposes, was held last
mid-February and there is no re-
quirement that another be held
until 1939.

Executive committee attendance
included Mr. Ethridge; Frank
M. Russell, NBC; Walter J.
Damm, WTMJ; Herb Hollister,
KANS; and John Elmer, WCBM;
with Mr. Craig absent. It met with
Mr. Miller in Washington May 17
for discussion of the presidency.
Several other directors were in the
city at the time, including John
Shepard 3rd, and they also met
with the committee.

Accounting Problems

Prior to his conference with the
executive committee Mr. Miller
had discussed the tentative prof-
fer with his chief, President Har-
old W. Dodds of Princeton. While
Dr. Dodds was represented as be-
ing reluctant to agree, he never-
theless declared he would not stand
in the way of his aide if he chose
to accept the call to the NAB
helm. Mr. Miller himself had long
debated the question of departing
from Princeton so soon after hav-
ing taken over his position there,
especially since he had found the
university work satisfactory both
to himself and family.

In addition to the presidential
matter, the NAB accounting com-
mittee, of which Harry S. Wilder,
WSYR, Syracuse, is chairman, con-
ferred with the executive commit-
tee regarding plans for a project-
ed voluntary cost accounting sys-
tem for stations in lieu of one be-
ing espoused within the FCC.

These plans, worked out by the
committee in conjunction with the
board, encompass a method of ac-
counting which would provide all
of the basic information held to
be necessary or desirable, and at
the same time be far less drastic
than the proposed mandatory sys-
tem talked about within the FCC.

It has been estimated that most
stations will find it necessary to
employ one and probably two ad-
ditional auditors to comply with
the requests for data projected by
the proposed FCC system. That
might mean the difference between
profit and loss, it is felt, for per-
haps half the stations are in the
low income brackets, many of
which have staffs of a dozen or
less.

The committee also met with
the new staff employes, Messrs.
Kirby, Miller and Peter—and out-
lined immediate work ahead. Mr.
Miller took over his post May 15
after having resigned from the As-
sociated Press, where he was the
labor news specialist. Mr. Kirby
spent several days in Washington,
but returned to Nashville to clean
up his desk as sales promotion
manager of the National Life &
Accident Insurance Co., and its
station WSM. Mr. Peter, secretary
of the Joint Committee on Radio
Research, hopes to complete his
work by June 1 and then take
over his permanent assignment in
Washington.

Headquatrters of the NAB have
been enlarged in the National
Press Bldg. to accommodate the
additional staff. Offices adjacent to
the NAB suite occupied by the
NAB Bureau of Copyrights have
been occupied by NAB itself, the
Copyrights Bureau moving across
the corridor on the same floor.

all the people and to no group, pacty,
clique, or even administration of the
moment. Responsible people in the
industry recognize that if radio is to
survive they can not use licensed fa-
cilities to propagandize for their cwn
points of view, but they do not want
radio to become a partisan instru-
ment or propaganda agency for any-
body. They want its fairness to the
public safeguarded by Commission
rules according to Congressional pol-
icy, but after the Commission has
certified to their legal, moral, &nd
financial responsibility and has laid
down the rules of fairness, they do
want to enjoy that freedom of action
within the Scope of general lcws
vouchsafed to every American.

Whose Speech Is Free?

“I'hey do not want to make the piis-
tuke mat an element of the pressi—
and I am now speaking as a news-
paperman—has made in clamoring for
freedom of the press as if someone
were about to snatch it away. They
recogiize that the Constitution did
not vouchsafe franchises in freedom
of thought and speech to a few people,
but that it was a grant in right to
all of us. If the public interest is to
be served by radio it must become the
voice of minority groups as well as
of majority groups. In no case can
it ever become, or should it ever be-
come, the voice of any individual.

The radio broadcaster wants only
the censorship of good taste and pub-
lic opinion. It is necessary, of course,
to safeguard the public against the
charlatan with false claims for his
product, against the comedian with
his smutty jokes or against the
speaker with his profanity. General
laws are already in effect touching
those and other matters. The broad-
caster is glad to abide by them and
to submit to periodic judgements, in
hearings upon application for reuew-
als of license, as to whether he has
kept the laws and served the pnblic
interest, but beyond that, progran:
regulatiou should not go.

“As I have said, the quality of radio
programs has been constantly improv-
ing and will continue to improve as
talent in this country is developed and
as broadcasters themselves learn the
new nses of talent. No fewer than
fifty new types of programs, a great
many of them educational, have made
their appearance on radio within the
past two years. A few years ago, niue-
tenths of the people in the country
had never heard a symphony orches-
tra ; now there is enough appreciation
of symphony music to justify it as a
sustnininﬁ program. Educators are
learning how to use radio as a means
of education that is not as dry as
dust. Radio is in a ferment of creat-
ing that is producing and is bound to
continue to produce increasingly bet-
ter programs.

What the Public Wants

“But it is nothing less than foolish
for anybody to expect a miracle »f
perfection from radio. Radio is, after
all, the mirror of the talent, the genis
and the thought of American peopie.
Its level can be no higher than the
general level of culture and the appre-
ciation of cultural things in the coun-
try. It does create new types of edu-
cation; it does create or give voice ro
new. types of information; it has cre-
ated a new technique in the discussicn
of public affairs, but it will never le
any better as an educational medium
than the educators who use it; it will
never be any better as a vehicle for
the theater than the playwrights and
actors of the theater; it will never le
any niore intelligent as a forum on
public affairs than the people who do
our thinking on public affairs.

“It is utterly futile to expect of ra-
dio that it ean, or should, elevate the
coltural level of the United States
except by slow projection of new
technique and new ideas. Culture :s
not something that can be turned ou.
like water out of a spigot. by the
mere command to turn it on. Culture

(Continued on page 40)
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WEEI is the only Boston station deliver-
ing 32 rich New England counties as well
as Metropolitan Boston. Into this area most
of New England’s 3,000,000 paying guests
(with 8500,000,000 to spend) will come
this summer and join WEEI’s enthusiastic
year-round audience of five million listen-

ers from Provincetown to Bar Harbor,

That’s CLOVER for the alert advertisers who

use WEEI—extra buyers and extra dollars.

Be sure your name is on the mailing list
for our latest brochure, “KNEE-DEEP IN
CLOVER!”—the story of WEEI's big summer

bonus over its bigger year-round coverage.

WEEI-BOSTON

CBS KEY STATION IN NEW ENGLAND
REPRESENTED BY RAD10 SALES
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P ersuasive Power

Of Radio Detailed

Voynow Tells Milwaukee Club
Methods of Selling

AS GUEST speaker of the Mil-
waukee Advertising Club, May 19,
Edward E. Voynow, vice-president
of Edward Petry & Co., national
v+ radio representa-
) tives, declared
: oneofradio’s
dominant adver-
tising forces was
its supple power
“to move people
and mold them,
to enlist them
and command
them, for nine
Mr. Voynow  people out of ten
do do what they are told.”
Brought to Milwaukee by Don
Abert, manager of WTMJ, to dis-
cuss radio’s potentialities in the
national advertising and merchan-
dising program to sell Wisconsin-
made cheese, Mr. Voynow ampli-
fied this “commanding” theme. He
said, “You may rebel against this
idea, but it’s true that you do
what you’re told. You tuck the
baby in bed when your wife tells
you; you open your mouth to say
‘ah’ when the doctor tells you to;
you go to Minneapolis when your
sales manager tells you, and you
have a drink when your friends
say, ‘stop in and hoist a couple’.”

Power of the Word

According to Mr. Voynow, “a
thousand little things in adult life
b'etween every breakfast and bed-
time impel action through the
spoken word.

“Think how natural it is to hear
the friendly things, the intimate
things and the authoritative things
of life spoken to us by a human
voice,” he said. “How natural to
talk with friends but write to
strangers. How natural to hear the
boss say it—and see the stenog-
rapher scribble it. Any good sales-
man would far rather talk to his
prospect than write to him.

. “These voices, of authority, of
intimacy, of friendliness are what
we listen to—and what we act
upon. And any or all of these
voices can be and are—built into
a radio program by the astute ad-
vertiser, Built into the very spoken
words that will advertise your par-
ticular cheese products—and make
them more easily remembered,
more quickly recalled and more
favorably desired by customers.”

Further emphasizing the power
of the spoken word available for
mass_selling only through radio,
My. Voynow drew upon findings
by }_Iarvard University, whose ex-
tensive studies revealed that peo-
ple understood facts better when
they heard them. “Harvard found
that people understood narrative
bétter when they hear it than when
they read it, that people remem-
ber and recognize advertising trade
nanies far better and for a longer
period of time when they hear
them,” he explained.

Clarifying a charge made by
some advertisers, accustomed to
think about media in terms of net
paid circulation, that because
America levies no tax on radios
the agivertising message corre-
spondingly loses its value, he point-
ed out that in a single year the
radio audience paid $450,000,000
for new radio sets, $150,000,000
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Guedtitornial

Say Something Simple

By MERLIN F. STONEHOUSE

Program Dircctor

WKZ0, Kalamazoo
SAY Something Simple is a rule
of those young men who are prop-
erly known as the “old-timers” of
radio. As long as we continue to
sell advertising in limits of 25, 50,
and 100-words, every syllable will
be precious. Wasted words mean
wasted money. Now that advertis-
ers are educated to the need of
word-limitations, it is up to the
continuity writers to put the spon-
sor’s entire sales story within these
limits.

Copy written by advertisers or
agencies can usually be reduced
65% without destroying its effec-
tiveness. Indeed, the shorter copy
will do a better selling job than
the wordy variety. Sometimes a
whole series of announcements are
so loosely written that all of them
can be reduced to one sound 100-
word spot. Instead of scattering
weak arguments over several days,
the sponsor using the re-written
copy can punch home his complete,
strong argument every day.

Listening Fatigue

A reference to aural comprehen-
sion tests will establish the point
that there is a point of listening
fatigue. To go beyond this limit is
to invite disaster. Under the con-
ditions of the home, you can hold
attention for 50 to 100-words, and
then the listener’s mind wanders.

The sales message must be re-
duced to its essentials, leaving de-
tail to implication. Only the
graphic, pictorial elements can be
comprehended and retained by the
listener under the bustling condi-
tions of the home.

Expletives drive copy home,
punch the idea of the copy angle
in a few choice phrases. Punch
copy in a line or two of type can
do the work of a hundred words.

“Pretty” writing is that literary
composition many agencies and ad-
vertising departments pass off as
advertising. Mr. Average Citizen
can ignore big words and pretty
phrases in his newspaper. He even
accepts far-fetched metaphor and
similie, comfortable in the fact
that he’s “not one of them writing
fellows”. He can afford to reserve
judgment when all he need do is
turn the page. Mr. Citizen does

for electric power and a similar
amount for tubes and replace-
ments. “Divided roughly by 25-,
000,000 radio famiilies, the average
family pays about $30 a year for
the privilege of listening to the
radio, enough to cover ten expen-
sive magazines and The Milwaukee
Journal, daily and Sunday, for a
year.”

Voynow, a pioneer in radio sales,
was in commercial broadeasting
since its inception and he was a
member of Edward Petry & Co.,
when that organization first en-
tered the national field. The com-
pany represenfs WTMJ nationally.

talk, however. Furthermore, he
prides himself upon talking ‘“good
American” and he resents it when
“a fellow puts on”, He won’t be
talked down to. “Pretty” writing
can damn any announcer in his
estimation, for few listeners bother
to remember that the announcer is
reading.

What’s in A Name? A continuity
writer can give a pointed answer
to that poser: Usually, too many
words are in a name. “R. B.
Thomas’ Sons and Company, 1306
Washington Street West, telephone
Lexington 1-5364” constitute 20
words, and still the name, address,
and phone can’t be remembered
long enough to mark down. Adver-
tisers still insist upon this logotype
designation, despite the fact that a
pictorial address (such as “the
only yellow front on Michigan
Avenue”) is more desirable for
radio.

Unpretentious Mr. Average Citi-
zen reduces the proud incorporated
name to plain Thomas’. Taking
our cue from popular usage, all
names should be reduced to their
usable forms, if for no better rea-
son than to save on words and
thereby save money for the adver-
tiser.

Reducing National Copy

Here is a national advertiser’s
recent continuity, somewhat dis-
guised, and a condensed version.

Original: 229 words.

1f you drive a ear don't miss this!
It's the biggest news of the vear for
motorists . . . straight from the Na-
tionally Known tire store at Main
Street and Broad Avenue in Middle-
ville. It's the inside story of the surest
thing on wheels . . . the Nationally
Known tread. Developed after two
vears of exhaustive research . . . after
rruelling tests of tread designs by the
hundred . . . this amazing Nationally
Kuown tread stops you gquicker and
safer on wet, slippery roads than
vou've ever stopped before. Its never-
ending spiral bars, like a battery of
windshield wipers, sweep water from
under the tire , . . force it through
specinl deep drainage grooves . . .
niake a dry track for the rubber to
#rip. Thus it protects you against
skids in_ all directions. You'll never
know what the word STOP really
means until you've felt the grip of
Nationally Known tread on wet,
treacherous roads. And that’s not all.
Nationals are the only tires in the
world that give you Nationally Known
blow-out protection., And think of it!
You get both of these priceless safety
features . . . skid protection and blow-
out protection.

Rewritten: 87 words:

Quick stop! Safe stop! ... even on
wet roads! Never ending spiral bars
of the Natiounl tire sweep away
water like a battery of windshield
wipers. Rubber grips the dry track ...
prevents skids in all directions. But—
«afety tread is only HALTF the Na-
tiomal story: No other tire (at any
price) gives double protection against
hoth skids and blow-outs. For your
family’s sake, equip your ear today.
This two-way protection may save a
life in your family. Go now to the
National store . . . Main and Broad
in Middleville.

‘LISTENING AREAS

COMPLETED BY CBS

COMPLETING its study of CBS
“listening areas” and ‘“dealer in-
fluence zones”, the network has
released Volume II of “CBS Lis-
teners and Dealers”, comprising
the daytime coverage maps for each
CBS affiliate. Volume II is almost
identical with Volume I, which
dealt with evening coverage (re-
viewed in BROADCASTING, April 1),
except that the coverage maps are
printed in orange, signifying day-
time, instead of blue, for evening.

Second volume contains data on
102 stations, two more than the
first volume, as WESG and WMAZ
are on the air only in the daytime
hours. Summary shows 88% of all
families and 92% of all U. S. ra-
dio families living in the CBS day-
time primary area, which also in-
cludes 88% of the country’s retail
business. Similar data in the vol-
ume on evening coverage showed
CBS primary area in the evening
included 85% of all families, 91%
of radio families and 92% of the
nation’s retail business.

Audience coverage, that is, is
slightly greater in the daytime
than in the evening, but retailers
listen more regularly in the eve-
ning than during the day. Volume
II contains a bookmark listing all
CBS stations, by call letters on one
side and by cities on the other.

Market Research Division of
CBS has issued a breakdown of
“U. S. Radio Ownership as of Janu-
ary, 1938,” which contains not only
the county breakdown of radio
families as compiled by the Joint
Committee on Radio Research, but
also the total families in each
county and the percentage of radios
to total families. For comparison,
the report also lists the total fam-
ily and radio family population of
each countv in 1930, according to
the U. S. Census data.

KOIN, KALE Discarding

All Advertising of Beer
ELIMINATION of all beer adver-
tising from KOIN and KALE, ef-
fective at the end of May, was an-
nounced May 17 by C. W. Myers,
president.

Liquor advertising, Mr. Myers
said, has never been accepted by
either of the stations but conserva-
tively worded beer advertisements
have been accepted after 10 p. m.,
being confined strictly to a descrip-
tion of the beer itself without any
reference to its use as a beverage
in the home or elsewhere. Neither
station accepts spot medical adver-
tising, dental or other professional
advertising, or loan company busi-
ness.

Publishers Buy KWNO
FULL ownership of XWNO, Wi-
nona, Minn., new 250-watt daytime
station on 1200 ke.,, which went
into operation last January, would
pass to M. H. White, business man-
ager, and H. R. Weicking, editor,
of the Winona Republican-Herold,
partners, under a proposed trans-
fer of ownership for which appli-
cation has been filed with the FCC.
At the present time Mr. White and
Mr. Weicking are partners with
Harry Dahl, Wisconsin Packard
distributor, and Otto M. Schlabach,
LaCrosse, Wis., attorney, in the
ownership of the station. The lat-
ter two will sell their interest to
the newspapermen if the FCC
grants permission.

BROADCASTING ¢ Broadcast Advertising
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Detroit Minister
Heard on Network

Rev. Zoller Using Nationwide
List for Sunday Program

SUNDAY network broadcasting on
a religious theme, as practiced by
Father Charles E. Coughlin, has
found an emulator in Rev. John
Zoller, Detroit Methodist pastor,
whose chain of stations is now al-
most as large as was Father
Coughlin’s during his series last
winter, and whose audience ap-
%ears to be constantly growing.

nlike the Royal Oak priest, Rev.
Zoller interjects no politics or con-
troversial matter in his broadcasts.
He preaches a return to the gospel,
and urges an end to modernism in
churches.

Rev. Zoller’s talks originate, as
do Father Coughlin’s, with WJR,
Detroit, and are placed through
Aijrcasters Inc., Detroit agency.
They extend from coast-to-coast,
hooking up on the Pacific to the en-
tire Don Lee network and includ-
ing these other stations: WCKY,
Cincinnati; WISN, Milwaukee;
KSTP, St. Paul; WHO, Des
Moines; WOC, Davenport; WORC,
Worcester; WBAL, Baltimore:
WDAS, Philadelphia; KQV, Pitts-
burgh; WSM, Nashville; WCFL,
Chicago. In the fall, it is planned
to extend the hookup into the
Southwest.

The talks run for a full hour
over WJR, the last half going into
the network. They start at 11 a. m.
(EST) Sunday mornings at De-
troit, and the network hookup
starts at 11:30 a. m. In addition,
Rev. Zoller uses morning time five
days a week over WJR.

Meanwhile, Aircasters Inc. is ac-
tively engaged in preparing the
1938-39 winter schedule for Father
Coughlin. From appearances now,
this network will be at least as
large as it was last winter, and
probably will include about all of
the stations which were in it. The
series is being scheduled for a 30-
week period starting Nov. 6, and
originating, as before, with WJR.
The time next winter will again be
from 4 to 4:30 p. m. (EST).

New WNBZ Operators

RAY ENGLISH has been ap-
pointed general manager of WNBZ,
Saranac Lake, N. Y., 100-watt day-
time station on 1290 ke., under its
new ownership recently authorized
by the FCC. Willard I. Cody has
been retained as chief engineer.
Station is now operated by Up-
state Broadcasting Corp., headed
by Carl F. Woese, of Syracuse,
who purchased it for $17,000 from
Earl J. Smith and William Mace.

Warner Discs to 160

WARNER Bros. First-National
Studios, Burbank, Cal., has started
placing transcriptions of the broad-
cast score of The Adventures of
Robin Hood on 160 stations na-
tionally to exploit the picture. Erich
Wolfgang Korngold conducted the
60-piece orchestra on an NBC
broadcast from which the tran-
scriptions were made.

THE FCC has assigned the call let-
ters WOCB for the new station at
Barnstable, Mass., and WCOU for
the new station at Leéwiston, Me., both
locals on 1210 ke., which were author-
ized for construction on May 11
[BROADCASTING, May 15].
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LOOKING BACK over its two
vears of existence, the Federal
Theatre Radio Division, a WPA
project employing a total acting,
production and clerical staff of 150
persons, reports that since its in-
ception in March, 1936, it has pre-
sented 43 program series on New
York stations and nationwide and
rerional networks, which have do-
nated some $3,000,000 worth of
time to the organization. NBC,
CBS. MBS, Inter-City network and
WLW Line, WOR, WMCA., WHN.
WNYC, WQXR. WEVD and
WNEW have all broadeast FTRD
nroductions, some of which have
been acclaimed as outstanding by
critics and listeners alike.

Operations of the organization
are directed toward a two-fold
goal: To preserve the skills and
nrovide for the reemployment of
its people in radio, the theatre and
the movies. and to produce educa-
tional and cultural programs
“which will familiarize the Ameri-
can radio public with the best in
drama. art. historv and music in
order to advance the general cul-
tural level of the American people
and further the significant wnrog-
ress of radio,” according to Evan
Roberts, managing director of the
project.

As examvles of the first motive,
he cites the Professional Parade
varietv series which was broadcast
on NBC during the winter of
1936-37, resulting in the profes-
sinnal reemployment of a number
of verformers. and Tish, a comedy
series on CBS last winter which is
expected to return in the fall as a
sponsored nroegram. Such pro-
grams, having the makings of good
commercials, are produced with the
idea of turning over to a sponsor
the personnel of that series, there-
bv returning them to private in-
dustry. Many FTRD alumni are
now emvloved on network produc-
tions, Mr. Roberts said.

Cultural Leadership

Reception of Epic of America,
historical series recently broadcast
on MBS, illustrates the project’s
progress toward its cultural and
educational goal. At the request of
the board of education of New
York Citv. the series was rebroad-
cast on WNYC, municipal station,
during school hours to 1,500,000
pupils in their classrooms. Tran-
scriptions of the programs were
furnished to other cities for simi-
lar clagsroom use. Ohio State Uni-
versity’s committee for evaluating
school broadcasts ranked this oro-
gram as the finest on the air. Two
new series along this line, Chil-
dren in the Classics and See Amer-
:ga Right are now under prepara-
ion.

Culturally, the FTRD boasts
that it anticipated the networks by
more than a year in broadcasting
Shakespearean and other classical
dramas and that it will maintain
its leadership with a forthcoming
series of Command Performances
of famous plays chosen by critics
and the public in a just-concluded
poll. The leading actors of Broad-
way will be starred in this series,
which will be launched over a na-
tionwide network in June.

Currently, the group points with
pride to Their Greatest Stories,

TWO YEARS OF WPA PROGRESS

Staff of 150 Employed in Production of Two
Score Programs by Federal Agency

I::VANS ROBERTS

radio adaptations of stories by con-
temporary authors, broadeast on
MBS, one of which evoked such a
response that it has been continued
in a series of further adventures of
its characters, Mr. Mergenthwirk-
er’s Lobblies. Programs of purely
cultural content, which might prove
costly experimentations for com-
mercial broadcasters, are viewed as
a proper testing ground for the
FTRD as a noncommercial, gov-
ernmentally supported organiza-
tion.

Roberts Widens Work

Mr. Roberts, who joined the
group as a dollar-a-year man to
get it started and who has con-
tinued as its active head, has re-
cently been named radio consultant
to the 20th Century Fund created
by the late Edward A. Filene and
even more recently became as-
sistant national director of the en-
tire Federal Theatre Project, in
charge of radio and subscriptions.
In this latter capacity he will
supervise the work of the 15 FTRD
groups throughout the country.
supplying them with scripts and
other material and lending them
trained directors from New York
headquarters.

Roster of actors and actresses on
the FTRD staff includes such
names as Lucius Henderson, at 93
perhaps the world’s oldest working
actor; Edward B. Latimer, former
program director of WNBF, Bing-
hamton; Marie Hunt, Hiram
Hoover, Philip White and others
with lone experience on the stage,
in the movies and on the air. Leo
Fontaine, former drama critic of
the New York Morning Telegraph,
feature writer for Transradio
Press and network script writer,
who adapted Epic of America for
radio, is continuity editor of the
organization. Production director
is Oliver W. Nicoll, formerly as-
sistant to Samuel Rothafel (Roxy),
who has handled every phase of
radio productions.

Set-up of the FTRD is exactly
like that of a network, in minia-
ture. It has its own actors, writers,
directors, production staff, tech-
nicians and sound men, its own
sound-proofed rehearsal studios and
control rooms. Programs are com-
pletely rehearsed there before go-
ing to the stations for the actual
broadcasts. The studios are also
used for classes in radio technique

West Coast Advertisers
Plan Radio Departmental
At Los Angeles Meeting

SPOKESMEN for radio and ad-
vertising from all parts of the
West Coast will attend the 35th
annual convention of the _Paclﬁc
Advertising Clubs Association, to
be held at the Ambassador Hotel,
Los Angeles, June 26-30. Don JE.
Gilman, NBC western .lelSl.On
vice-president, Hollywood, is chair-
man of the radio departmental ses-
sion scheduled for June 28, His
vice-chairman is Sydney Dixon,
NBC western division sales man-
ager, who is also chairman of the
ways and means committee. .Others
on Mr. Gilman’s committee include
W. Carey Jennings, manager of
KGW-KEX, Portland; Earl J.
Glade, manager, KSL, Salt Lake
City, and Howard Lane, business
manager of McClatchy Broadeast-
ing System, Sacramento, Cal.

The University of Advertising,
theme initiated for the Salt Lake
City convention last year, is bgmg
continued. Mr. Gilman has titled
the radio departmental session,
School of Radio Broadcasting. Dr.
Frank N. Stanton, CBS Director of
Market Research, New York, will
be one of the speakers. Irene Rich,
radio and film actress, sponsored
on NBC network by Welch Grape
Juice Co. is also scheduled to speak.
Her subject will be “An Artist
Looks at Commercial Radio”.

Tracy Moore, NBC Hollywood
account executive, is convention
banquet chairman. Harry W. Witt,
CBS Southern California sales
manager, is in charge of luncheon
entertainment, assisted by Thayer
Ridgeway, Don Lee network sales
manager, Los Angeles; Fox Casg,
CBS West Coast director of public
affairs, Hollywood, and Sydney
Dixon. T. R. Paulson, manager of
J. Walter Thompson Co., Los An-
geles, on the general committee of
the convention, has arranged for
delegates to witness the June 30
NBC broadcast of Good News of
1938, sponsored by General Foods
Corp., from Hollywood. They will
also witness CBS and Mutual-Don
Lee network programs that ema-
nate from Hollywood and Los An-
geles.

D. D. Durr, assistant advertisin,
manager of Tidewater Associat
0Oil Co., Los Angeles, is general
convention chairman.

Hope for Pepsodent

PEPSODENT Co., Chicago (tooth-
paste) which sponsored the NBC
Mickey Mouse Theatre of the Air
for 20 weeks, will replace that se-
ries with a new half-hour variety
show in the fall. It will originate
from Hollywood and feature Bob
‘Hope a3 master-of-ceremonies and
singer. Time and network to be used
have not been announced. It is un-
derstood that the series will re-
main on NBC. The Sunday after-
noon time, formerly utilized by the
Mickey Mouse program, will not be
used. Agency is Lord & Thomas,
Chicago.

conducted by the Federal Theatre
and by various schools and colleges.
Cost of all this to the taxpayer,
from March, 1936, to January,
1938, was $305,000, of which $290,-
000 went for salaries of otherwise
unemployed professionals in the
fields of the theatre and radio.
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r proof that NBC is TOPS IN SPOT!

Proof! A short while ago, a bright young engineer discovered the
“Magic Broom.” And his discovery means finer program reception,
because the “Magic Broom” now provides the transmitters of the NBC
Stations listed below with new high fidelity characteristics. It literally
sweeps distortion out of the transmitter—~one more reason why it pays

to “Spot with NBC!”

Proof! Here’s more proof that NBC is tops in spot! These stations
flash your commercials through the air with power that’s actually a
real selling force. And the strong, clear reception this powerful trans-
mission assures means that NBC listeners—your prospects —hear a
“signal to buy” that’s clear, crisp, compelling!

Proof! These NBC stations offer you the advantages of strategic
location. They’re spotted to cover leading markets — with no waste —
and at low cost. They are the most impressive list of stations available
for spot broadcasting through any single representation service.

Add it all up. NBC gives you high fidelity transmission with the
“Magic Broom,” powerful transmitters, favorable frequencies, strategic
locations—and the lion’s share of radio’s best programs. In short—NBC
gets your sales message across to the people you want to reach—at the
kind of cost you appreciate. No wonder it pays to “Spot with NBC.”

**Broadcasting Headquarters®’®
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New device improves reception by sweeping

%

Reverse Feed-Back

The technical experts describe
the "Magic Broom™ as "Reverse
Feed-Back — a sethod whereby
distortion products normally

t are canceled by the use
of newly developed circuits.”

NATIONAL BROADCANTING COMPANY

A RADIO CORPORATION OF AMERICA SERVICE
WEAF-WJZ-WGY-WBZ-WBZA—-WTAM-WRC-WMAL-KDEA-WMAQ-WENR-KYW-KOA-KGO-KPO
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THE TEXAS QUALITY NETWORK -

EACH STATION AFFILIATED WITH THE NATIONAL BROADCASTING CO.

Ask for Texas Quality Netiwc

EDWARD PETRY & COMPANY, IN
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(The Indians Have Moved to New York)

No fooling. There are only 1,001 Indians left in Texas, and the 1930 census shows
more than six times that many in New York!

There's a lot of people left in Texas though —5,824,715 of them —including the
thousand redskins. 16.3% of them live in the four star Texas markets— Dallas, Fort
Worth, Houston and San Antonio.

But the other 83% of the population live in smaller towns and rural communities
scattered throughout the 265,896 square miles that is Texas.

There is only one economical and efficient way to cover a territory so vast, in
which live so many people—the Texas Quality Network. This group of four NBC
stations is powered to reach and programmed to please its great Southwestern

audience —in every city and town in Texas—every hamlet and radio home.

The next time you sit in a directors’ pow-wow and the subject of White Man's
Magic comes up, suggest radio in Texas —suggest using TON.

. -« WFAA-WBAP KPRC WOAI

DALLAS FT. WORTH HOUSTON SAN ANTONIO

itandard Market Data Brochure

). - NATIONAL REPRESENTATIVES
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NAB’s Redemption

EVENTS of the last fortnight have proved
the oft-expressed conviction that the broad-
casting industry, organized and fortified with
solid facts presented under aggressive lead-
ership, can redeem itself from the do-nothing
state of the last few years. The results of the
NAB reorganization are beginning to blos-
som. After too long taking it lying down, the
industry at last is on the offensive.

The short shrift which committees of both
houses of Congress made of the proposed
Governmental shortwave station bills, the first
of which had the same origin as the now de-
funet wattage tax bill, proved that American
radio is not without its advocates in the Na-
tion’s highest court of public opinion — the
Congress. In the open fight against these bills,
we believe more was accomplished toward the
goals of stability, self-respect and courage for
the industry at large than anything else done
in the last half-dozen years.

The NAB now is about to acquire a new
chief executive, a man big enough to fill the
post shortly to be vacated by President Mark
Ethridge, who has captained the ship in in-
spiring fashion since last February. Neville
Miller is the Executive Committee’s candidate
and all who have met him are enthusiastic in
their belief that he more than measures up to
the requisites.

It is more than a coincidence that radio’s
greatest example of spontaneous public serv-
ice is about to give to radio its new leader.
As mayor of Louisville during the harrowing
days of the Ohio-Mississippi floods of last
year, Mr. Miller leaned heavily upon radio in
the immediate task of saving human life. His
expert, courageous and resourceful direction
of rescue and relief operations during Louis-
ville’s worst catastrophe is now national his-
tory. But aside from that work, his whole
legal and academic career, capped by his five-
year tenure as Louisville’s mayor, during
which he is reputed to have given that city
its most successful administration in history,
seems to qualify him admirably for the task
at hand.

Neville Miller is very much like Mark
Ethridge in temperament, outlook and capacity
for action. Like his predecessor, he comes to
radio without previous background or experi-
ence in that field. Like him, he brings to radio
a fresh viewpoint and an active mind in addi-
tion to a rich administrative and academic
background. He is not the “czar” type in any
sense; he is a man of intelligence and fore-
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sight whose forte appears to be administration
and the ability to follow-through.

Mr. Miller steps in when Mr. Ethridge re-
turns to his newspaper and broadcasting
pursuits in Louisville. He will have the benefit
not only of Mr. Ethridge’s counsel but that
of Philip G. Loucks, who was Ethridge’s right
bower in effecting the NAB reorganization. He
will also have the assistance of the three ex-
perts in their particular fields who have just
joined the NAB executive staff—Ed Kirby,
Paul Peter and Joseph L. Miller, along with
Edwin M. Spence, interim executive officer.

* * *

The big guns of radio’s long-delayed offen-
sive boomed on May 16. On that day President
Ethridge delivered two public utterances which
may be regarded as keying the new industry
tempo. Before Congressional committees he
ably and persuasively spoke out radio’s case
in opposition to proposed governmental inva-
sion of the radio sphere by way of shortwave
broadcasting. Before the Federal Communica-
tions Bar Association, with six FCC members
present, he delivered some plain talk about
radio regulation, radio’s regulators and the
aims and ideals of the broadcasters. The
favorable response to both addresses was a
remarkable tribute not merely to Mr. Eth-
ridge's capacity for expression but to the
cogency of the case he presented.

It now appears that the Government station
projects are dead because the Administration,
quickly sensing the reaction to the measures,
drew in its horns and the leaders in Congress
displayed scant patience with the idea. The
press generally responded overwhelmingly in
favor of the Ethridge arguments, many news-
papers picking up his theme that Federal
operation of any kind of station was undemo-
cratic and opposed to American principles of
private operation. Some newspapers were far
more vehement against the Government’s entry
into the radio field than were the spokesmen
for the industry itself.

Mr. Ethridge’s bar association address em-
bodied the broadcasters’ appraisal of radio
regulation as it is and as it should be. He
expounded the broadcasters’ grievances against
pre-judgment of their aims and activities by
Federal authorities. It was a frank and coura-
geous summation. He pointed to the evils that
have cropped into Federal regulation through
no fault of radio and he admonished his
official audience that radio should not be
singled out for discrimination simply because
the authorities themselves have been remiss.

Bad to Worse

THE “informal complaint” situation at the
FCC appears to be worse than ever. While
Commission spokesmen feel they have amelior-
ated the evil by introducing a ‘“new policy”,
from where we sit it looks as if it has only
made a bad situation practically intolerable.

Several months ago the practice of meting
out temporary licenses to stations upon “in-
formal complaints” was introduced. Any crack-
pot’s kick was accepted, along with all others,
as sufficient grounds upon which to penalize
stations by giving them a temporary renewal
“pending investigation”. Now, we understand,
the FCC has concluded as policy that staticns
be given renewals immediately following re-
ceipt of complaints, but they will then be in-
vestigated, presumably through the FCC field
force of inspectors.

More than that, the Secretary’s office upon
inquiry now has informed stations that hence-
forth the Commission will not supply any per-
son with copies of complaints, but will request
the station to supply information based on
them. In other words, it appears the station
hereafter will have to fight such complaints
completely in the blind.

And, in addition, the FCC now is asking for
“verbatim” copies of continuity from stations
after receipt of complaints. There is nothing
in the law or in the regulations requiring sta-
tions to keep transcripts. This, added to the
advanced case of jitters suffered by stations
over temporary licenses, tends all the more
toward fear of censorship.

Reports from the field indicate that inspec-
tors are becoming more active in connection
with station investigations, notably on pro-
grams. Stations view all this as a furtherance
of a subsurface intimidation campaign, a sort
of OGPU operation. It certainly is time for
establishment of definite policy. If it can’t be
done by the Commission itself, then we sug-
gest a government-industry conference to clear
up the confusion.

What Price Prizes!
IT’S NICE to know that listeners in droves
are phoning solutions to guessing programs.
That’s what they are doing in Atlantic City,
where WPG offers dollar bills for first answers
to afternoon riddles. Unfortunately, the re-
sponse got so big that listeners nearly drove
the telephone company into the ocean by dial-
ing all but the last digit of the WPG phone
number and thus blocking the trunk while
they devised answers to riddles.

The Atlantic City problem calls to mind
the backfires that stations often encounter in
prize programs. In some cases they barely
manage to avoid the lottery laws. In others
they draw a heavy response at the moment, but
the growls of those who failed to win may
be too big a price to pay for the good-will cre-
ated among the comparatively few who win
prizes.

He again urged longer licenses and cited the
oft-repeated logic in justification.

The force and sense of his arguments are
unanswerable; the temperate yet decisive de-
livery and the earnestness and honesty of his
appeal struck all those who heard the Ethridge
speech with the fact that the NAB is now in
capable and courageous hands. The industry
will and can expect Mr. Miller to carry on.

BROADCASTING e Broadcast Advertising
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EDMUND BIRCH RUFFNER

«“WHATEVER your task, what-
ever your pleasures, whatever
your dreams and hopes, do them
and do them now. Tomorow may
be too late. Even if you don’t
succeed in accomplishing quite all
you hoped to do, make a try with
all the zest you're capable of.”

This, in his own words, is the
philoso%l behind the life and suc-
cess of Edmund Birch (Tiny) Ruff-
ner, Pacific Coast radio manager
of Ruthrauff & Ryan Inc.,, in
Hollywood, who since last Oct. 9
has been a vice-president of the na-
tional advertising agency.

He’s 6 foot, 6% inches tall, with
curly blonde hair, blue eyes and un-
failingly, a big broad smile, and
admits that his hobby is building
radio personalities. He has been in
radio since 1922, starting as a
singer in Los Angeles and return-
ing later as an announcer in 1927.
Since then Tiny has made quite a
name for himself as account execu-
tive, announcer and producer. He
works like a demon and plays the
same way. He believes in organiza-
tion and delegates duties to his as-
sistants, giving them plenty of au-
thority to carry through. He likes
things to run smoothly and is very
liable to see that they do.

The son of a newspaperman,
Tiny was born in Crawfordsville,
Ind., on Nov. 8, 1899, and was bap-
tized Edmund Birch Ruffner. He
was only two years old when his
family moved to Seattle, so he real-
ly considers himself a Westerner.
He received his early education in
that city, graduating from the Bal-
lard High School in 1917. Imme-
diately afterward he entered the
University of Washington. Known
through his school days as “Ed-
die,” he left college to join the
army in 1918 and as a heavy-
weight fighter acecumulated the
nickname “Tiny.” Coming out of
the army he went to work for the
Standard Oil Co. of California as
a junior salesman, earning money
to pay for singing lessons, with a
career a3 a concert tenor as his

goal.

In 1924 Standard Oil Co. pio-
neered with a show on KFI, Los
Ange]es. Tiny was chosen as lead-
ing man, singing in Victor Herbert
and Gilbert & Sullivan operettas.
In the meantime he had also earned

himself a reputation on the West
Coast as a concert singer, so he
started looking for new flelds to
conquer. But before that, in June,

1925, he married Florentine Ko-
walewska who was studying with
the same voice teacher. Leaving
his bride in Los Angeles, he went
to New York to “crash” the con-
cert and opera stage.

His West Coast press reviews
helped him in securing a job with
the Schuberts. He was cast in
good roles and was quite encour-
aged, so sent for his bride. Things
were looking up for the Ruffners.
Then on Christmas Day, 1927, the
show Tiny was playing folded in
Baltimore. The Ruffner ire was
aroused and the stage lost one of
its most promising tenors.

Alois Havrilla, whom Tiny had
known in his earlier days in the
show business, was an NBC New
York announcer at this time. Tiny
wired him inquiring the possibili-
ties of an announcer’s job and was
informed that auditions were being
held the following day. Tiny hur-
ried to New York, took the audi-
tion and became an NBC announc-
er. For one year and nine months
he announced shoes and ships and
sealing wax and then quit to sell
radio time. He became sales man-
ager of the Judson Program Ser-
vice Co., formed in New York to
develop and sell programs, in the
meantime building himself as a ra-
dio personality.

Then the networks decided to put
in their own production depart-
ments. The agencies, sensing the
future trend in advertising, started
establishing radio_departments of
their own. The Judson Program
Service Co. retired from the field.
Tiny had sold Erwin-Wasey & Co.
Inc., New York, several shows, so
when the break came he joined that
agency and was placed in charge
of radio for the General Foods
Corp. account.

. When the sponsor changed agen-
cies and moved to Benton & Bowles
Ine., Tiny went with the business
as head of radio. Then he really
went to work, he admits. Besides
announcing and producing, he
helped write as many as eight net-
work shows a week, and liked it.
Show Boat, and Town Hall Tonight

{Continued on page 48)
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E. 0. SYKES, T. A. M. Craven and
Thad H. Brown. members of the FCC.
along with members of the Gridiron
Club of Washington correspondents
and various Government officials, were
wuests May 11 of Comdr Eugene F.
McDonald, president of Zenith Radio
Corp.. aboard his yacht Alizpah on a
chort cruise down the Potomac. The
vacht was in Washington after a Car-
ibbean cCruise.

WEBLEY EDWARDS, manager of
KGMB. Honolulu, has been elected
vice-president of the Honolulu Broad-
casting Co., operating KGMB and
KHBC. Hilo. He plans to return to
Honolulu about mid-June after a six-
week business tour in the States. In
the May 15 issue of BROADCASTING
it was erroneously stated Mr. Ed-
wards had been elected vice-president
of Congnest Alliance Co. This error is
regretted.

ARTHUR SIMON. formerly with the
treasurer's department of NBC and
a former newspaperman, has been ap-
ointed station manager of WPEN,
g’hilade]pbia.

A. D. WILLARD Jr., manager of
WISV, Washington, has been elected
second vice-president of the Washing-
ton Advertising Club.

RANDALL JESSEE, formerly of
KCKYN, Kansas City, and KWOS.
Jefferson City. Mo.. is the manager of
the new KWOC, Poplar Bluff, Mo.

AMON CARTER, owner of WBAP
and KGKO. Fort Worth, and mnb-
lisher of the Fort Worth Star-Tele-
gram hns been elected to the board
of directors of the American Airlines.

RALPH SAYRES, formerly sales
manager of KYW, Philadelphia, has
joined the sales staff of Associated
Recorded Program Service, New York.

JAMES A. WARD, with Crossley
Inc., New York. for three years. has
been named head of the radio division.

STEVENS JACKSON, formerly of
Renton & Bowles. has joined the sales
department of WHN, New York.

. H. HACKETT. formerly with
Eastman, Dillon & Co., hrokers, has
,j{-ined the sales staff of WMCA, New
Vork.

FRANK E. MASON. vice-president
of NBC in charge of international
hroadeasts. spoke on that topic before
the Foreien Traders Association of
Philadelphia on May 23.

JOHN R. PATNODE. new to radio.
has joined the sales staff of WTAD.
Quiney, 1L

FRED WEBER. general manager of
Mutual, is making a tour of stations
east of the Mississippi.

C. W. FARRIER. television coordi-
nator of NBC. snoke May 24 before
the American Federation of Arts
convention meeting in Washington.

FRANK McLATCHY. of the com-
mercial staff of KSL, Salt Lake City,
has been elected president of the Salt
Lake Advertising Club.

FCC Commissioner Thad H. Brown
will address the annual membership
meeting of the Radioc Manufacturers
Association in Chicago, June 7. The
RMA convention, to be held with the
National Radio Parts Show. will be
at the Stevens Hotel. June 7-11.

CHARLES STOOKEY, who formerly
conducted the early morning pro-
grams on WLS, Chicago, and on
KMOX, St. Louis, has returned to
KMOX as farm broadcast specialist.
He takes charge of the new KMOX
farm program which on May 23 was
gx%nded to take in the period from
5:

to 7 a. m.

www americanradiohistorv com

LEWIS ALLEN WEISS, general
manager of Don Lee network, spoke
on “Radio in the General Scheme of
Advertising” May 26 before Alpha
Delta Sigma, national advertising
honorary fraternity. Don E. Gilman,
NBC western division vice-president.
is president of the fraternity and will
preside at its convention sessions
June 24-30 in Los Angeles.

EARL E. MAY, president of KMA,
Shenandoah. Ia.. will receive an hon-
orary degree of Doctor of Laws at the
coming commencement exercises of
Tarkio College, Tarkio, Mo.

WILFRED GUENTHER. formerly
of WSAZ, Huntington, W, Va., and
more recently of Frederick W. Ziv
Adv. Agency. has been appointed sales
promotion manager of WSAI, Cin-
cinnati.

VICTOR L. COHEN of the legal
staff of Broadeasting Service Assn.
Ltd., owners of 2GB and 2UE, Syd-
ney. Australia, arrived in Hollywood
late in May on company business
and will continue to New York in
mid-June.

GEORGE HARVEY, for the last
year assigned to the Mutual Net-
work’s western sales staff, has re-
turned to the commercial staff of
IWGN. Chicago.

A. ERNEST BAGGE, account ex-
ecutive of KHI. Los Angeles, has
joined the CBS Hollywood sales staff.

SYDNEY DIXON, NBC western di-
vision sales manager, was guest speak-
er May 31 at the annual spring meet-
ing of the Junior Division. Los An-
geles Advertising Club. He also ad-
dressed the California Retail Drug-
eist Association in Long Beach, Cal,
May 18,

HERBET LYSER, former associate
editor of Western Advertising maga-
zine and prior to that with West
Coast newspapers. has been appointed
tn the merchandising department of
KS&FO. San Francisco, as assistant to
Robert W. Dumm, merchandising
manager.

L. B. WILSON. nresident and gen-
eral manager of WCKY. Cincinnati.
was fiven a surprise birthday party
hy his staff Mav 20 when he was
Inred to the studios at 11 n. m. He
narticinated in = special braadeast
which lasted till 5 a. m., his first mi-
crophone appearance.

CHARLES KRNNEDY. recently as-
sociated with KOY, Phoenix. as com-
mercial manager, and formerly of the
cnles denartment of WT,.R Chicara,
has heen named commercial manager
af KYSM. new local in Mankato.
Minn.

ROB DILLON. farmerlv of WOC.
Davenport. and KSTP, 8. Panl. hag
inined the sales staff of KSO-KRNT,
Des Moines.

T. A. WEIR. commerecial manager of
Canadian Broadeasting Corn.. has
heen made supervisor of wnublicity.
with the move of the publicity de-
partment from Ottawa to Toronto.
F. H. Wonding is _acting pnhlicity
manager. with headquarters in To-
ranto,

PAVE DAVIDSON. sales promotion
director of Atlas Radio Distributing
Corp.. Chicago. hns resigned to join
the sales staff of WJJD. Chicago.

World Fair Relays
JOHEN S. YOUNG. radio director
of the New York 1939 World Fair,
aniled May 17 for Europe on the
Normandie to arrange for a series
of “salutes” to the fair from Euro-
nean countries to start in Qctober.
He accompanied Julius S. Holmes,
administrative assistant to Grover
A. Whalen, president of the Fair
Corporation, and they will be
joined later by George McAnemy,
chairman of the fair’s board of di-
rectors. A similar tour of South
America has been undertaken by
Edward F. Roosevelt, the fair’s
commissioner for Latin America.
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Neel Enslen

NEEL ENSLEN, 45, announcer
of NBC, after a serious illness
was found dead May 22 in his
New York apartment where
jets on a gas stove had been open-
ed. Mr. Enslen was a native of
Ohio and a graduate of Ohio U.,
of the Eastman School of Music
and of Bush Conservatory in Chi-
cago. A baritone, he was an origin-
al member of the American Opera
Co. He joined NBC in 1929, one of
the few anouncers to qualify with-
out previous radio training. He is
survived by his widow, the former
Beatrice Kneale, musical comedy
star.

100,000 modern homes
message from you, and

will welcome a personal
no other medium can

give the personal appeal
and receive the same
welcome accorded WBIG,
[}
EDNEY RIDGE,
Director

IN
GREENSBORONC

CRAIG & HOLLINGBERY, INC., NATL., REPS.

Time after time it has
been demonstrated by
both national and local
advertising accounts that
WBIG delivers more per
dollar than any other
method of advertising.

Columbia Broadcasting
System, World Broad-
casting System, Transca-
dio Press News . . . all
give WBIG listeners the
widest choice of programs.

REACH NORTH
CAROLINA’S
RICHEST AND
MOST POPULOUS
TRADING AREA
THRU

WBIG

BEHIND

SR IKE

JAMES ALLAN has Deen named
program director of WIP, Philadel-
phia, in line with a reorganization
plan. Murray Arnold, former press
head, is assistant program director.
Marx Loeb has been named produc-
tion director and Edward Wallis has
been appointed night supervisor.

HAL GOODWIN. formerly program
director of WNBC, New Dritain,
Coun.. and later with WMAS, Spring-
field. Mass,, is now chief announcer
of the new WHAIL Greenfield, Mass.
VIRGINIA FALLON, formerly of
Ruthvauft & Ryan. Chicago, has joined
the staff of WOCKY, Cincinnati, as
seeretury to Mendel Jones, program
director.

DOXN SIMS. formerly of CJIC, Sault
Ste. Marie. Ont,, has joined the an-
nouncing staff of CKLW, Windsor.
GUNNAR BACK. formerly of KFAB,
Linceoln, Neb., has joiued the an-
nouncing staff of WXYZ, Detroit.

FRANK RAND, publicity director of
CBS-Chicago, discussed methods of
radio network publicity and radio as
a medinm for publicity before a jour-
nalism  class  at  Northwestern U,
May 17,

R. L. ANDERSON, former coutinuity
head of WNOX, Knoxville, Tenn., has
been named production manager, with
Charles Davis moving from publicity
to continuity.

CY MORGAN has joined WHY, New
York, to handle sports and racing pro-
grams,

GEORGE C. BIGGAR, program di-
rector of WLS, Chieago, and Chuck
Acree, director of special events,
spoke at the 18th annual convention
of the Illinois College Press Assn. at
Wheaton College, Wheaton. Ill, in
early May.

EMIL CORWIN, of NBC's press de-
partment. discussed radio before the
dromatic  society of Massachusetts
State College, at Amlerst, May 27,
NATHAN CAPLOW, former couti-
nuity director at WAAF, Chicago.
and later with D’Arcy Laboratories.
Chicago. has opened the Mutual Book-
ing Corp. at 10 N. Clark St.. Chicago.
with Herbert Daniels Jr., advertising
man. The firm will specialize in book-
ing radio and other talent.

DOXN HOPKINS has been promoted
to the captaincy of the night crew of
pages at NBC-Chieago, succeeding IR,
C. Tichtenberg.

JOIIN CONTE. Hollywood amnouuc-
er, has been signed to announce the
CBS Passing Parade series. with
John Nesbitt, which starts July 3 nn-
der spousorship of Gulf OQil Covp.

*

P! “The

LAWRENCE

Massachusetts

WLAW

Estimated Potential Listening Audience
2,300,000 Persons

1,000 Watts

Voice of

Northern New England”

680 Kilocycles
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Studio Strippers

JUST as Hal Simonds and
Ira Walsh of the WFIL
sports department went on
the air from “B” studio to
describe the weighing in cere-
monies of Philadelphia’s
first outdoor boxing card of
the season which featured a
bout betwen Jimmy Adamick
and Al Ettore, the door
opened and in trooped a bevy
of feminine thespians, re-
hearsal bound. Things hap-
pened fast in the next min-
ute. The air was filled with
squeals as 10 brawny leath-
erpushers in various stages
of undress fled for cover. A
typist had struck the letter
“B” for the dramatic re-
hearsal instead of the “C”
originally assigned.

JOMN THOMPSOXN has returned to
NIBC-Chicago as assistant to Kenneth
Fry. special events director, and is
editing UP copy for newseasts hy
Fort Iearson on WMAQ, Chicago.

JAMES 8. TYLER, formerly man-
aging editor of Advertising & Selling.
has Dbeen appointed director of the
trade news division, CBS. succeeding
Maury Gaffney, transferred to the
promotion copy staff.

ROSANNA ROSS has joined the
news bureaun of KGER. Loug Beach,
Cal.. as editor of news from the wom-
en’s angle, She is also comwmentator
on a daily quarter-hour broadcast.
News For Women Ounly.

BILL WARE, formerly of WCAU,
Philadelphtia, has joined the staff of
WEKRC. Cincinnati, as sportcaster.

JOSE RODRIGGEZ. KFI-KECA,
Los Angeles, continuity editor and
commentator, will give a series of lec-
tures on music in Follywood from
June 13 to Aug. 13,

BILI, TALLEY. formerly of WIDX,
Utica. N. Y.. has joined the announc-
ing staff of KFRU, Columbia, Mo.

ROBERT YOUNG, new to radio, has
joined Don Lee Broadecasting Sys-
tem. Los Angeles, as commentator on
the thrice-weekly quarter-hour. As the
Story Goes, Al Beich writes the se-
ries.

ERIC NORMAN. formerly of WHAS,
Louisville. and KFXR. Oklahoma
City. has joined the announcing staff
of WIBW, Topeka, Kan.

KXNOX MAXNNING. CBS Hollywoad
news commentator, won the competi-
tion among western radio personali-
ties to anunouuce a series of commer-
cial motion picture shorts for a na-
tional maununfacturer.

LARRY GENTILE. announcer of
CKLW. Windsor. Qut.. is convales-

cing from an operation on his leg.

MIKE FRANKOVITCH. Los An-
reles sports announcer, has started a
five-weekly commentary program, The
('oach., on Don Lee network from
KHJ. Los Angeles. He also announces
Pacific  Coast League baseball on
KFAC. that city. under joint spon-
sorship of D. F. Goodrich Rubber
Co.. and General Mills.

MILES MANDER. English film ac-
tor, has started a weekly quarter-
hour commentary program. A4 Briton
Speaks. on KFWEB. Hollywood.

GEORGE MENARD. formerly of
WROK. Rockford. Il.. has joined the
announcing and production staff of
WILS. Chicago.

DALTEN JMcALISTER. announcer
of WGL. Ft. Wayne. Imd.. on its
“School of the Air”. won second place
in the National Speech Contest re-
ceutly held in Washington.

ROBERT LOUIS SHAYON. pro-
ducer and divector of T'wcenty Yeors

Ago & Today, on Mutual llurillg."
the winter. has joined the staff of

WOR, Newark. as an assistant pro-
ducer. Henry Morgan, formerly with

WXNAC. Bostow, has joined WOIs
announcing staff. Havry Mack., who

lhas been in charge of the sration’s
Newark studios, hus resigned and is
replaced by Charles Godwin, tur-
merly an announcer in the New Yovk
stidios. Herb Morrison, annconcer
wha deseribed the Ilindenburg  s-
aster. also has resigned from WOR.

LOUIS READ has been named mar-
chandising director of WWIL, New
Orleans.

SHIRLEY HOSIER. program irec-
tor of WTAR, Norfolk, Va., recently
spoke before the business and profes-
Tionﬂl women's convention in Peters-
burg.

LEW KENT, announcer of WMAZ,
Macon, Ga., will marry Miss Ru-h
Conradi on Sept. 3.

HAROLD NORMAN, formerly Hf
WIRE, Iudianapolis, and KI" 1L
Wichita, has joined the announciug
staff of KCKN, Kansas City, Kau.

DON BECKER, executive program
director. Transamerican Broadeasting
& Television Corp., New York. huas
added Harry Hoff and Chiek Vincent
to his production staff.

DON THOMPSON, special eveurs
producer and news editor of NBC.
San Fraucisco, has returned to the
studios following an influenza artack.

WILLIAM HOLWORTH, whe has
been handling dance band remores for
various Los Angeles stations, has
been added to the announcing staff
of KEHE, that city.

LEONARD LAKE, KFI-KECA. Los
Angeles announcer, and Sylvia Char-
lotte Schwartz, will be marvied in
that city June 26.

HELEN HANCOCK, formerly in the
production department of WOR. New-
ark, has joined KMTR, Hollywood.

LOWELL CARTRIGHT GUBBINS,
formerly announcer of WOR, New-
ark, has joined KHJ, Los Angeles,
iu 2 similar capacity. He succeeds
Floyd Mack, resigned.

EDDIE ALBRIGHT, KNX. Holly-
wood, writer-producer since 1924 has
resigned to free lance.

DOUGLAS EVANS, KFI-KECA.
Los Angeles announcer, has been
signed by Universal Pictures Corp..
Hollywood, for a part in the film
“Afraid to Talk”.

ROBERT LEWIS, formerly identi-
fied with Hollywood film studios, ha«
been appointed radio department
manager of H. N. Swanson Inc.
Beverly Hills, Cal.. talent agency. H-
succeeds Donald Clark, resigned.

THEYRE TUNING 1K WATL
IN ATLANTA
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BERT BUZZINI. who resigned sev-
eral months ago to study law at the
University of California. has rejoined
the announcing staff of KYA. San
Francisco, for the summer months.
succeeding Richard Moyes Deasy. who
plans to “leave for Honolulu. Cleone
Smith, formerly of KOIL, Omaha,
has been named night receptionist,
suceeeding  Mus. Edna Herold, re-
signed, Miss Helen Hess is the new
daytime veceptionist, succeeding Fran-
ces Pike. who was transferred to the
program departinent to succced Gladys
Boyd, resigned.

CHESTER SMITH, mnnsieal direc:
tor of KFRC, San Francisco, won
first place with his yacht in one of
the Corinthian Yachit Club races on
San Francisco Bay recently. Rupert
Pray. of the KFRC production staff,
was a member of the crew.

KEXN ELLINGTON, roving repotter
of WIRBBM. Clicago. has announced
his engagement to Miss Harriet Brad-
bury. daughter of Prof. C. E. Brad-
bury of the University of Illinnis.

BILI, DAVIDSON, announcer of
KFRC. San Francisen, recently re-
turned to his duties following an ap-
pendectomy.

IRVIN CARLSON. anuouncer, for-
merly with KSRO, Santa Rosa, Cal,
recently resigned to go to Iollywood.
GILBERT LANG. formerly of KRE.
PRerkeley, Cal., and KDB. Santa Bar-
bara. has joined KSRO, Santa Rosa.
as announcer-producer,

WILLIE WELLS, guitar player of
Houston, Tex., lme joined the talent
staff of KWTO-KGBX. Springfield,
Mo, Lioyd Hansuid. former radio star
of Kansas City and Chicago. has also
joined the KWTO-KGBX talent staff.

Don Lee Restricts Dises

To Feature Live Talent
ELABORATION of live talent and
discarding of all transcribed pro-
grams except those contracted un-
der commercial sponsorship, has
been adopted as policy by Don Lee
Broadcasting System, Los Angeles.
KHJ, Los Angeles, key station, has
replaced its staff orchestra of 25
and Director Frederick Stark with
smaller groups and ensembles.

This does not reduce musical ex-
penditure, according to Lewis Allen
Weiss, general manager, but in-
stead gives employment to more
musicians. Agreement with the
American Federation of Musicians
calls for an expenditure of $84,000
annually by Don Lee.

Committee to Name

JOINT Committee on Radio Re-
search probably will meet in New
York June 3 to select a successor
to Paul Peter, executive secretary
of the group who has had active
charge of its research projects and
who leaves June 1 to take over the
post of research director of the
NAB. President John Benson is
now contacting the members to se-
lect a satisfactory date for the
meeting, probably June 3, so that
Arthur Church, KMBC, and J. O.
Maland, WHO, may attend by com-
ing to New York on their way to
the reallocation hearings in Wash-
ington, June 6. In addition to
choosing a new secretary, the Com-
mittee will also discuss the future
course of its investigations in the
field of radio coverage through
which it is hoped to establish a
uniform yardstick which will be
applicable to all stations.

THE FCC un May 16 authorized
Leonard A, Wilson, aperator of
KGIW. Alamosa, Col.. to withdraw

his application to xell the station to
Johu L. and Willinm A. Dier. pub-
lishers of the Alemose Daily Counrier.

FOOD FAIR RECORD

Spot Campaign Brings Crowds
To Providence Event
ALL attendance records were
broken at the mid-May food show
staged by the Rhode Island Food
Dealers Association, which attrib-
utes the success of the event to ra-
dio promotion on WJAR, WEAN
and WPRO. The appropriation was
divided evenly among the stations
and each cooperated in supporting
the exposition.

Big baskets of food were award-
ed to station commentators who
took part in programs. The spot
copy stressed time, place and spec-
ial features and advised listeners
to get part-paid complimentary ad-
mission tickets from grocers. No
mention of door prizes was made
but samples, souvenirs and gifts
were discussed on the air.

THE 21st season of snmmer Stadium
Concerts will be broadcast exclusively
on CBS Sunday evenings begiuning
June 26 for eight weeks.

Sweetheart’s New List
MANHATTAN SOAP Co., Brook-
lyn (Sweetheart soap), contmumg
its plan of using stations in all
cities of 25,000 or more in various
sections of the country in six-week
shifts, on May 15 started on a new
list of 26 stations mostly in New
York and New England. One-min-
ute dramatized transcriptions are
broadecast six times a week in con-
junction with a one-cent sale in
each city. The next territory to be
covered will be Indiana and south-
ern Ohio. Peck Adv. Agency, New
York, is in charge; stations are:
WOKO WGY WSYR WFBL
WLEU WKBN WGAR WTAM
WADC WBEN WGR WKBW
WEBR WJTN WHAM WHEC
WNBF WESG KDKA WCAE
KQV WJAS WWSW WWVA
WJAC WFBG.

THE 1938 XNational Radio DParts
Trade Show will be lield at the Stev-
ens Hotel, Chicago, June 811 under
sponsorship of the Radig Manufac-
turer's Association and Sales Man-
agers Club,

PROVED

IN ST. LOUIS

White Pine Series

WHITE PINE BUREAU, Toron-
to, has started weekly ﬁve—mmute
transcribed talks on the uses of
white pine, to run for 13 weeks
on CFCF, Montreal; CKCL, To-
ronto; CFCO Chatham, CKOC
Hamllton CKCR Kitchener; CBO,
Ottawa; CKPC "Brantford. Asso-
ciated Broadcasting Co., Toronto,
made the recordings and placed the
account.

WALTER BIDDICK

COMPANY

AGAIN

Thirteen citations for merit by the Women's

National

Radio Committee were

given to programs broadcast by KSD.

The Distinguished Broadcasting Station

The St. Loms Post Dlspatch

Station KSD

POST-DISPATCH BUILDIN

FREE & PETERS, INC., NATIONAL

HNEW YORK CHICAGD
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Midwest Educators Plan

School-RadioConference

UNDER auspices of the Chicago
Radio Council the first Midwestern
School - Broadcasting Conference
will be held in Chicago June 18-19.
Representatives from colleges and
high schools will meet with sta-
tion and agency men to discuss the
practical phases of radio in educa-
tion. The conference program will
include forum discussions of edu-
cational continuity, production,
schoolroom radio equipment.

Speakers scheduled for the con-
ference are James Whipple of Lord
& Thomas; Clarence Menser, NBC
program director central division;
Urvan Johnson of WBBM; David
E. Strom, director of audio-visual
education of Minneapolis public
schools; William Robson, CBS di-
rector of the Columbia Workshop;
Miss Luella Hoskins, radio division
of Chicago public schools. Confer-
ence headquarters are in the Civic
Opera Building, Chicago.

Ethridge Asks for Policies

(Continued from page 28)

is a slow development of a people who
reflect their tastes through media
which they support. Congress could
pass all the laws on earth and the
Commission could exhaust all the un-
writteu rules in a command to radio
to turn on culture and yet, in the
end, the radio would reflect only that
cultivation which the American peo-
ple have attained.

“We have gone as far as we have
toward cultivation in this country by
encouraging and supporting the play
of creative mind. There have been
sour notes; there will be sour notes
as long as books are written, as long
as plays are staged, as long as movies
are made, as long as painters are free
to follow the fancies of their minds,
but after all, we have come a long
way since our wilderness days. The
most stifling thing that could happen
to radio, the thing that would guar-
antee its failure to achieve its possi-
bilities as a medium of public appre-
ciation of cultural things, would he
to impose a priore any sort of stifliug
regulations concerning program con-

tent. A creative artist can not work
in a vacuum. The public has the most
potent method of enforcing censor-
ship; in radio it has the perfect
method. The broadeaster wants the
public to be his censor.

Not a Prisoner

“The broadcaster wants a greater
feeling of security. He wants to feel
that he is, before the Commission, not
a prisoner at the bar, but indeed an
officer of the court and a frieud of
the court and the people. He wants to
feel that the Commission is not only
in law but in thought judicial in its
considerations and that no member
of the Commission has auy attitude
except that of judicial determination
of the merits of a case.

“Responsible broadcasters would like
to feel that the era of political pres-
sure is at an end; that cases which
are brought to hearing before the
Commission are decided upon merit,
rather than upon any other considera-
tion. They admit that they have used
political pressure in the past, but they
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would like for those who charge thein
with playing politics to face the stark
reality that they would not have
played politics unless politics had
availed them in the past. Broadcasters
with whom I have talked would like
nothing better than to feel that the
regulatory policy affecting them woull
be laid with even hand upon all alike.
That may be Utopian; I do not know.
What I do know is that no applicant
would try to supplement his case with
any sort of pressure if he had the
firm conviction that pressure was uo
substitute for merit; if, indeed, he
knew that outside pressure woull
prejudice his case.

“But that is not the only element
of uncertainty in the industry. Th2
broadcasters want an alteration of
present procedure on temporary li-
censes and a lengthening of the terra
of the license. The present procedur:
on temporary licenses is to their
minds, grossly unfair, unjustifiabls
and even whimsical, in that it {lif'-
nifies and encourages irresponsibl:
complaints.”

Short-Term Evils

Mr. Ethridge’s final theme was on
the six-month license. Projecting th2
viewpoint Lie has previously espoused.
he said the short tenure results in an
additional burden of expense both
upon the Commission aud upon th=
broadcasters. Radio, he added, is
probably the only major industry
forced to operate, even theoretically,
upon a six-month license when the
law prescribes a three-year tenure.

“Certainly, it cannot be in the pub-
lic interest for & business with such
a great investment to have any uni-
form element of uncertainty, applica-
ble to all stations and to all owners.”

In enumerating the evils of the
short tenure, Mr. Ethridge declared it
operates against the public interest in
that it tends to foster rather than
discourage exploitation of facilities.
A great number of broadcasters are
still in the red on their total invest-
ment, by virtue of the high rate of
obsolescence and the high depreciation
charges and each new major engineer-
ing advance, he said, requires an out-
lay of large sums of money and broad-
casters desire to take advantage of
every new facility for improvement of
broadcasting. Thus, he said, the
broadcaster is confronted on the one
hand with the necessity for these out-
lays if he is to keep pace with tech-
nological advances, and on the other
he has the uncertain and hazardous
factor of a short-term license.

Moreover, the NAB president stat-
ed, the short-term license is contrary
to public interest, whatever its pur-
pose, because it is “an effective threat
over the control or management of &
station.” After the Commission has
established the responsibility of appli-
cants as it does in its hearings, they
should feel free to operate their owr.
property within the limits of the regu-
lations and within the bounds of good
business and public morals. They
should not be confronted eternally by
the spectre of potentially arbitrary
action on the part of the regulatory
body. In conclusion, Mr. Ethridge
made a plea for friendly cooperation.

“What the NAB does want is tc
be helpful to the Commission; to give
it advice that comes out of operating
experience ; to be regarded as friends
rather than as enemies; to be allowec
to express our own ideas without hav-
ing it felt that we are as an industry
either sinister or wholly self-centerec
in greed.

“The Commissioners having all
power, can set the entire tempo of re-
lationship betiwween themselves, the at-
torneys who practice hefore them. anc
the hroadcasters. I hope that tempc

.will be friendly and heélpful to all of

us. I can assure you that if it.js, the
hroadeasters will meet it in thar
spirit.”

EDDIE CANTOR, star of Cantor's
Camel Caravan on CBS, is searching
for Jjuvenile talent, auditions to be
held by Jesse Block and Eve Sully
starting May 31. Applicants are to
present themselves at Studio 5, CBS
Bldg., New York.
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High Readership Shown
For Chicago Radio News

WITH newspapers all over the
country either deleting or reduec-
ing their radio columns, a recent
impartial survey made by the Chi-
cago Times refuted the statement
made by many newspaper publish-
ers that their radio columns have
very few readers. The Times’ sur-
vey indicates that its radio column
polled highest readership among
individual columns while daily
program listings proved to be the
second most widely read portion of
the entire newspaper, being slight-
ly topped only by the tabloid’s pic-
ture page. The latter scored 92%
in the Times poll of its 361,000
readers while the program listings
rated 91%. The gossip column,
Listen In, conducted by Bill Ir-
win, who uses the nom de plume
of Don Foster, rated 78%.

The survey was made by sending
30,000 readers a “confidential bal-
lot” stuffed in the paper. To ob-
tain complete coverage of every
section of the city and get a real
cross section of opinion, ballots
were received by both home deliv-
ery readers and news stand buye1
Distribution was arranged in all
neighborhoods—poor, middle class
and wealthy.

As a result of the survey, the
Times increased its radio space.
The Chicago Ewvening American
has also increased its radio space
by inereasing the size of type used
in the program listings from the
small agate to a larger type face.
The Daily News, however, has
eliminated its radio gossip column,
continuing only the program list-
ings.

Coast Radio Give-Away

RADIO NEWS is featured in Fan
Fare, a weekly give-away maga-
zine, which made its debut in San
Francisco recently. The periodical,
also containing a generous sprin-
kling of movie notes and house-
hold news, is distributed through
more than 700 independent grocers
in Northern California. Richard F.
Guggenheim, who operates Gug-
genheim Adv. Agency in San
Francisco, is publisher. He charges
the grocers a fraction of a cent
per copy. The initial copy con-
tained 16 pages, with food ads and
various feature articles, including
radio features, pictures and logs.

M. E. WALKER, commercial man-
ager of WIBA, Madison, Wis., and
president of WSAU, Wausau, Wis,,
together with M, I. Chapin, chief en-
gineer of WIBA; Wayne W, Cribb.
general manager of WSAU, and D.
R. Burt. program manager of WSAU,
are disclosed as principals in an FCC
application for a new 250-watt day-
t‘l‘me station on 570 kc. in Marinette,
18,

-
WRITE for bulletin
listing complete line
of Water and Air

Cooled Transmitting
Tubes.

AMPEREX ELECTRONIC
PRODUCTS, Inc.

79 Washington St.
Brooklyn, N. Y.

Women and Sport

WITH revived interest in
baseball in Central Illinois,
the makers of “Cosmetics for
Madame” are capitalizing in
feminine sport enthusiasm by
offering Grover Cleveland
Alexander on WCBS, Spring-
field, three afternoons a
week The great Alex tells
stories from his colorful ca-
reer and advises youngsters
on how to play the diamond
sport. He is interviewed by
Slg Roush. Besides this se-
ries, the firm sponsors John
Preston, film actor, in a
thnce-weekly Hollywood
chatter program.

Gilmore’s Radio Log

GILMORE OIL Co., Los Angeles,
to fill the void left by withdrawal
of radio news and comment from
Los Angeles and other Southern
California newspapers, is publish-
ing a weekly illustrated eight-page
tabloid, mastheaded Mike. Tabloid
contains logs, commentary columns
and %eneral radio news of all Los
Angeles county stations. There is
no advertising and only easual men-
tion is made of Gilmore petroleum
products and NBC Gilmore Circus
which the firm sponsors. Distribu-
tion is free through Gilmore ser-
vice stations. Bernie Milligan,
formerly Los Angeles Examiner
radio editor, edits the weekly pub-
lication.

Inland Press Discusses

Radio Publicity Question
JOE M. BUNTING, general man-
ager of the Bloomington (Ill)
Pantagraph, criticized free promo-
tion of radio advertisers by news-
papers during a quiz period at the
spring convention of the Inland
Daily Press Association held in
Chicago May 18-19. He said that
since his paper banned all radio
publicity in 1932, circulation has
gone up rather than down and is
now at an all-time high.

Other newspaper executives at
the meeting felt that radio adver-
tising, limited by the fact there
are only 24 hours in each day, is
nearing its peak, and that the
publishers would make headway
by stressing that newspapers are
read by choice and at the reader’s
leisure.

TEST

the
typical

American
City

DLETOWN

MUNCIE, INDIANA,

THE TEST TUBE STATION OF |
¢ THE,NATION 1
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SOUTH TEXAS
TELLS US

l,@\
Wl

W oy Y
’69. Dominant

1s THE woRrpn!

SHOWMANSHIP
*’enjoyed Your 'speclal events’
program agaln last evening

. they are always TOPS!"

PROGRAMS

"KTSA’S programis have more
interest . . . we lke 'em:.’

tWhatever and wherever it
happena, KTSA Is there. At
the raflroad station, on the

the convention

. maore loeal commeroial
nrugnml than any network
statlon In Texas . . ten
times s many aa the near-
est network station in San
plus a fult

onlo . . . o xe A
ch schedule, while 1t 18 news.

LARGE, EFFICIENT PERSONNEL

“Our organizatiln was surprised at the extent of your serv-
1ce:r unul ,our vislt to your offices . . , a large. efficleni
stal

42 people to serve you. . , . The most aompPlete radio ataff
in South Texas, ofters KTSA advertlsers thorough service
. from first contact to flnal broadcast.

COVERAGE

“fine to know that one San

LISTENERS

1 rul vight at home driv-
Antonio ltnunn cln be heard ing in the Rio Grande an-
out this far.”” (500 le) luunlnl to my favo
miles west} KTSA programs.””

Our fleld intenllw :ur\e)
last year showed KTSA'
South Texas corenn betler
than higher-powered network
station. Recently, CBS called
our hlﬂd uld our ntull e by to visit us, llk
listening about this program, about
GREATER thnn n.la :urvoy that singer, get acquainted
showed. face to face.

Listeners like ul—llke our
lnnouneers know by
That big “|I|tenor
llmlly" likes the way \n do
things for them. Lots of th

ULTRA MODERN EQUIPMENT

“we always use I\TSA in demonstrating our new high fidelity
recelving sets, .

High fidellty from start to ﬂnl:h . . modern studfos and
offices in the Gunter Hotel, center of averything in San An-
tonlo . . . KTSA Is & mndol radio station.

RESULTS THAT PLEASE

Tltunl: You for seiling us this program. Attached is remewal
('Oll Tac .
““you folks operate a radio station after our own heart, . . .

KTSA's sudience is responsive and faithful to the station
they admire ., . . when KTSA tells, it SELLS!

KTSA

THE MOST EFFICIENT* 500 WATT
STATION IN THE UNITED STATES
SAN ANTONIO, TEXAS

% Reason Why—
ON 550
KILOCYCLES

—ask any radio

NEW YORK » faoIt + LOs aNaRLES

engineer
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‘THE Kudined4 OF

BROADCASTING

STATION ACCOUNTS

sp—studio programs
t—transcriptions
m;—cpot announcements
ta—transcription announcements

KNX, Hollywood

Ramniirez & Feraud Chili Co., Ventura,
Cal, (Las Palmas canned food),
6 weekly sp, thrn Hillman-Shane
Adv. Agency, Los Angeles,

Nu-Enamel Pacific Corp., Los An-
geles (paints), 6 weekly sp, thru
Advertising Arts Ageney, Los An-
geles.

Coast Federal Savings & Loan Assn,,
Los Angeles (loans), 6 weekly sp,

thru Elwood J. Robinson Adv.
Agency, Los Angeles,
Crown Produects Corp., Los Angeles

(Sani-Clor bleaching & washing
fluid), 6 weekly sp, direct.

Fisher Flouring Mills Co., Seattle
(flour), 6 weekly sp, thru "MecCann-
Encl\son, Seattle.

KPO, San Francisco

J. W. Marrow Mfg. Co., Chicago
(Mar-0-0Oil), 2 weekly #, thrn Bag-
galer. Horton & Hoyt, Chicago.

Ameriean Tobacco Co., New York
(Lucky Strike), 11 weekly sa, thru
Lord & Thomas. N. Y.

Johus - Manville Corp, New York
(huilding materials), 4 weekly ¢,
t\luuX J. Walter Thompson Co,

Bulova Wateh Co, New York
(watches), 30 weekly sa, thru Biow
Co.. N. Y.

Johnson, Cnr\el & Murphy, Los Ange-
les (Kellogg's ant paste), weekly
&p, thru Wm. A. Ingoldsby Co., Los

Angeles,
Albers Bros. Milling Co., Seattle
(cereals). weekly sp, thru Erwin,

Wasey & Co., Seattle.

Cardinet Candy Co., Oakland (eandy
bars). weekly 8p, thru Tomaschke-
Elliott Inc., Oakland.

KYA, San Francisco

Caity School of Christianity, San
Francisco (religion), ¢ weekly sp,
thrn R, H. Alber Adv., San Fran-
cisco.

Standard Beverages, Oakland (Par-
T-Pak), 60 weekly sa, thru Emil
Reinhardt Agency, Oakland.

Electric Appliaunce Society of North-

ern California, San_Francisco, 10
3¢, thru Jean Scott Frickelton, San
Francisco.
. F. Goodrich Rubber Co. (Oak-
land dealers), weekly sp, direct.
7-Up Bottling Co,, San Francisco
(soft drinks), 4 sa, thru Allied Adv.
Agencies, San Francisco.

Star Onutfitting Co.. San Francisco
(clothing stores), 13 sp, thru Allied
Adv. Agencies. San Francisco.

Hollywood Knickerbocker Hotel. Hnl-
Iywood. 5 weekly sa, thru Harry
Atkinson Inc., Los Angeles.

CKGB, Timmins, Ont.

Rolex Watch Co.. Torouto, 26 ta, thru
E. W. Revnolds & Co.. Torento.
Radio College of Cmmdn, “Toronto,
daily se, thru Norris-Patterson, To-

raento,

KEHE, Los Angeles

Paopalar Foods, Los Angeles (Kon-
gone), 5 weekly sp. thru R, H. Al-
hers Co.. Los Angeles,

WNAC, Boston

Hecker Products Corp.. New York
( oxce) 7': fa thru Erwin, Wasey
& Co.. N.
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KBTM, Jonesboro, Ark.

Griesedick Bros., St. Louis (beer),
daily sp, thru Anfenger Adv. Agen-
¢y, St. Louis .

General Mills, Minneapolis (YWheat-
ies), all St. Louis Cardinals home
games, thru Knox-Reeves, Minne-
apolis.

Cennal Distrib, Co., St. Loms (Grand
Prize. Tast- GOod food), G weekly
&p, direct.

Lightfoot-Howse Commission Co,,
Memphis, daily sp, direct.

National Qats Co., B. St. XLonis
(Corno feed), 6 weekly sa, direct.

Happy Mills, Memphis (feed), 6
weekly sa, direct.

Dixie Greyhound Lines, Memphis, 21
weekly sa, direet.

KFRC, San Francisco

I'rogressive  Optical System. San
Francisco (optical store chain), 3
weekly sp, thru Emil Reinhardt
Adv., Oakland, Calif.

American Tobaeco Co., New York
(Lucky Strike), 6 weekly te, thru
Lord & Thomas, N. Y.

White Laboratories. New York (Fuen-
amint), 25 weekly se. thru Wil
lianm Esty & Co. N. Y.

Industrial Tmmmg Corp., Chicago
(school), 4 weekly ¢, thru James
R. Lunke & Associates. Chicago.

United Air Liaes Coxp Chicago (air
trausportation), & \\eekl\ ta and
sa. thru J. Walter Thompson Co.,
Chicago.

Star Outfitting Cob., San_Francisco
(clothing store chain), 15 sa, thru
Allied Adv. Agencies, Los Angeles.

WHO, Des Moines

Sechlitz 